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MEGATRENDS AND MEDIA
On the Edge

International Scientific Conference, 22 April 2020
Available via @FMK.UCM on Facebook and https.//fmk.sk/mm20/

Megatrends and Media is an international scientific event organised by the Faculty of Mass
Media Communication at the University of Ss. Cyril and Methodius in Trnava (FMK UCM).
The conference is supported and attended by media theorists, media scholars, social scientists,
media and marketing researchers, as well as media professionals from Slovakia and many
other countries. Regardless of the conference’s main topic that changes on yearly basis, its
goal always remains the same — to present, critically discuss and disseminate current
theoretical knowledge and practical experience related to media and the latest development
trends in media production and consumption.

The 15" annual international conference Megatrends and Media (the conference’s main title
has been used since 2011, the event had previously been called On Problems of Media
Communication, later Mass Media Communication and Reality, and then Media, Society,
Media Fiction), took place on 22" April 2020 and was held online due to coronavirus
concerns. The main discussion session is available via https://fmk.sk/mm20/ and also at FMK
UCM’s Facebook page: https://sk-sk.facebook.com/FMK.UCM/

The discussion sessions were divided into four sections as follows:
o Section 1: Merging Reality and Fiction

o Section 2: Media Education, Policy and Ethics

o Section 3: Digital Platforms and Marketing

o Section 4: Media Culture, Art and Creativity

The conference’s Scientific Board and Organising and Programme Committee were proud to
welcome many regular and just as many new participants, as well as esteemed foreign guests
from Croatia, the Czech Republic, the Netherlands, Pakistan, Poland, Serbia and Ukraine.



Conference website:
https://fmk.sk/megatrendy-a-media/

Faculty website: http://fmk.sk

Facebook account of FMK Conferences:
https://www.facebook.com/KonferencieFmk
(Photo gallery included)
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PREFACE
Dear Colleagues, Dear Scientific Community,

Let us present conference proceedings associated with the 15" annual international scientific
conference Megatrends and Media, organised by the Faculty of Mass Media Communication,
University of Ss. Cyril and Methodius in Trnava (FMK UCM). While writing the last year’s
Preface, being full of expectations regarding what would the future bring to our faculty and
our conferences, we did not even imagine how difficult and strange it would be to organise
Megatrends and Media 2020. Nevertheless, the global COVID-19 pandemic may have
complicated our work, endangered our lives and threatened many of the principles we stand
for, but none of us actually thought about postponing the conference or cancelling it entirely.
Instead, we felt that it is even more important to provide the scholarly community with a
sense of ‘normal’ academic life with everything it involves, including an internationally
attended debate on media and the ways they are changing literally in front of our eyes and in
our hands. After all, we possess all the means and technologies necessary to do so.

In December 2019, while thinking about this year’s conference title, which is ‘On the Edge’,
it was hardly possible to expect that in 2020, everything would be so different. During the last
few months, our homes have also become our offices, lecture halls, playgrounds for our
children, the only places where we feel safe, all at once. We have truly found ourselves
‘on the edge’ — that is, on the edge of what can possibly be a new era of human
communication. Some of the cultural, social and economic trends related to this
unprecedented situation are quite logical consequences of the pandemic itself, other have been
emerging for a much longer time period.

The world of the new Millennium, as imagined in late modern fiction back in the 1970s and
1980s, is now our everyday reality; nothing about it truly surprises us anymore. While many
people, even some scholars used to claim that the media would control us entirely, we can
observe quite the opposite — in the last decade or so, media audiences and their volatile
preferences have ‘colonised’ the once unreachable world of media production thanks to their
own creative activities, social networking sites and other digital media platforms. The spheres
of media production and reception have never been this close to one another, the boundaries
separating them so blurred. That is why media professionals, media scholars and even media
audiences see so clearly that the media are, in fact, ontheedge of an emerging
communication era marked by digital entertainment, multiplatform publishing, participation
culture and deeper interactions between those who create and those who enjoy or criticise
the creations. On the other hand, reality and fiction often merge without us even noticing,
usually on purpose, as those who produce such reality/fiction hybrids always pursue their own
agendas. We may feel that we hold the world of media firmly in our hands, but many
pathological communication aspects are, in fact, getting out of anyone’s control, living their
own °‘life’. It is almost unnecessary to explain that these communication phenomena have
been named by a wide variety of terms — hoaxes, disinformation, half-truths, ‘alternative’
facts and so on. Some of our attempts to expand the existing body of knowledge on these
communication phenomena are available in these proceedings.

Even though were not able to offer our participants the ‘traditional’ discussion space known
from the previous years of the conference, while moving online, we did our best to fill the gap
by inviting interesting keynote speakers from Slovakia and abroad. Their positive reactions
and willingness to give the keynote speeches via Facebook live streaming and our website felt



very encouraging. Even though we were a little bit worried that the following discussions,
Q&A sessions and feedback elements would be somehow strange or even utterly forgotten,
quite the opposite turned out to be true. On Facebook, each of the given speeches was lively
discussed via comments and other available feedback tools.

The main programme was introduced by Ludmila Cébyova, Dean of the Faculty of Mass
Media Communication UCM in Trnava. Her opening speech was followed by Martin Solik’s
presentation of the latest issue of the renowned scholarly journal Communication Today. The
next session included several media professionals, starting with Vahram Chuguryan,
the director of the Centre of News and Opinions at the Slovak Radio and Television, who
outlined the public broadcaster’s measures applied during the COVID-19 pandemic. A
creative specialist’s view on the current media environment was shared by Peter Michalka,
the creative director and co-owner of the Respect APP agency. He was followed by Martina
Torokova, a television journalist working for TV Markiza, who offered the conference
participants a set of valuable information on changes in processing TV news during the
pandemic. The academic sphere was represented by renowned scholars. The first scientific
speech was given by Katarina Fichnovd, media and marketing Professor affiliated with
Constantine the Philosopher University in Nitra, who talked about transforming reception
practices associated with the ‘traditional’ (print) media texts and their digital counterparts.
Slavka Pitotidkova, Dean of the Faculty of Humanities at the University of Zilina, offered a
set of knowledge on the ever-changing media world, basing her thinking on the ‘black swan’
metaphor. Associate Professor Juraj Rusnak from PreSov University followed his last year’s
speech by analysing various indications and outlines of a new media production paradigm and
its functioning. The conference was also proud to feature Mark Deuze, the renowned Dutch
media scholar currently affiliated with University of Amsterdam, and his speech on how to
adapt Denis McQuail’s mass communication theory for the future of the field of media and
communication studies.

Merging lectures given by academics and media professionals, the afternoon session included
Jord Nikov, the creative director of Work&Hugs, and his contribution on positive and
negative consequences of the pandemic in relation to advertising. The sphere of public
communication was represented by Miroslav Kolérik, the social media and content manager
working for the City of Bratislava, who outlined the ways the Slovak capital communicates in
the time of coronavirus. A set of interesting notes on ‘how not to go crazy’ during the
worldwide health crisis was shared by Boris PrSo, a TV journalist from TV Markiza.
Representing the Faculty of Mass Media Communication, Peter Krajovi¢ offered his
explanation on what it truly means for us when the media are teetering ‘on the edge’. We
were also happy to reunite with our former colleague and regular conference speaker
Alexander Plencner from Comenius University in Bratislava, who defined the role human
emotions play in online argumentations. Milena Popovi¢, the editor-in-chief of istinomer.rs,
Serbia, stressed the immense importance of fact-checking in journalism. The main
programme also included Andrej Brnik, Vice-Dean of FMK UCM, and his view on how radio
broadcasters in Slovakia are coping with the current pandemic situation.

The main topic of this year’s conference was formally divided into four sections, i.e. in
accordance with partial problems the conference papers aimed to address. Even though our
participants were unable to present them personally, i.e. in a more traditional way, the
conference proceedings you are reading are still divided into four sections in order to
systematically sort out the individual contributions:



1. Merging Reality and Fiction

2. Media Education, Policy and Ethics
3. Digital Platforms and Marketing

4. Media Culture, Art and Creativity

The proceedings include 61 best contributions written in English that have been reviewed and
carefully selected to represent the conference’s complexity and scholarly objectives. The
papers are written by media scholars and professionals from eight different countries,
including Croatia, the Czech Republic, the Netherlands, Pakistan, Poland, Serbia, Slovakia
and Ukraine.

We cannot forget to mention the tradition we were unable foster despite all the effort, the
Marian Matyas’s Pomegranate, which is a very personal and touching award ceremony that is
held annually during the conference Megatrends and Media. The award is named after Marian
Matyas (1978 — 2007), a media theorist and a highly successful young scholar, one of the first
graduates of the Faculty of Mass Media Communication (2002), and a lecturer at the same
institution (2002 — 2007). Later, being one of FMK’s Vice-Deans, he helped to set our current
ambitions and the principles we respect today and will always respect in the future.
The Pomegranate was first awarded in 2008, i.e. approximately a year after Marian’s
untimely passing. The award is presented annually to our students, graduates or colleagues,
whose scholarly accomplishments or important media-related performances contribute
immensely to the development of our faculty and thus honour Marian Matyas’s extraordinary
professionalism and personality. If the pandemic situation will not prevent us from doing so,
this year’s Pomegranates will be awarded during the international scientific conference
Marketing Identity 2020, which will take place in November 2020.

Dear members of scholarly communities, dear friends; as usual, we would like to express our
gratitude towards all FMK people and domestic as well as foreign scholars who are affiliated
with the Scientific Board of Megatrends and Media and/or with its Organising and
Programme Committee. Given the current health crisis and all related problems, we especially
appreciate all the efforts and kind words of our colleagues, speakers and participants that
encouraged us not only to keep the conference ‘alive’ despite the situation but also to work
even harder to reflect on the ways media cover the crisis and its possible consequences. Let us
hope next year we will be able to see each other in person and if not, Megatrends and Media
will still be here, although just virtually.

Mgr. Zuzana Kvetanovd, PhD.
JUDr. PhDr. Martin Solik, PhD.

Heads of the Organising Committee of Megatrends and Media
Faculty of Mass Media Communication
University of Ss. Cyril and Methodius in Trnava
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Megatrends and Media: On the Edge

GENRE DIVERSITY IN JOURNALISM IN PUBLIC SERVICE
BROADCASTING

Lubica Botosova

ABSTRACT:

The present study focuses on the diversity of genre production of one of the public service broadcasters. Radio
production of Radio Regina Zdapad consists of news, journalistic and non-genre journalistic genres. This issue is
actual from the point of view of the real occurrence of radio journalistic genres in radio broadcasting and its
theoretical definition. The main aim is to provide an insight into the work of the public service broadcaster and
its regional work in the region of Western Slovakia through the analysis of weekly broadcasting. In this way we
would like to point out the genre focus of this radio circuit of Radio and Television of Slovakia (RTVS).

KEY WORDS:
genres, public service media, radio, Radio Regina, regional broadcasting

1 Introduction

This study focuses on genre diversity in journalism in public service broadcasting in Slovakia.
Radio is a means of systematically disseminating verbal and music programs of all kinds
using electromagnetic waves wirelessly or by wires, for an unlimited number of dispersed
listeners who are equipped with appropriate reception equipment. Recipients can receive the
program simultaneously, either individually or in groups.! Radio communication is a part of
mass media communication and consists of sound-modulated information reproduced to a
wide audience. E. Chudinovd and V. Lehoczka state that we characterize radio
communication as an organized sound system of transmission of information, mass media —
journalistic, artistic and musical content from communicator to recipient, by means of radio
technology.?> Compared to the press, the radio has a more frequent news period, which may
extend into continuous information about the event from an authentic author's recitation and
the presentation of audio material.> One of the topics covered in media communication is the
long-term outdated categorization of journalistic genres. The systematisation of radio genres
respects the formal and content segmentation, functionality and balance of the creative subject
and object. The genre can be understood as an abstract and generalized model of expression
with fixed formal and content signs, in which the journalist applies the traditional way of its
presentation.* An innovative and much more explanatory characteristic of today's media
conditions is that the genre is shaped by new structures of relationships: technological but also
social. We see the overlapping of genres, their decomposition, and enrichment with new
approaches. The genre is not fixed. In some areas, the innovative, rapidly changing genre can
attract the recipient, preserve steady forms and link the available expression systems. But
there is also a pressure to stabilize genres to keep communication with the recipient in this
way. The genre itself is a specific way of acting and interacting within social communication
and can be understood as a specific discursive aspect of acting and interaction.’

I REIFOVA, 1. et al.: Slovnik medidini komunikace. 1 Edition. Prague : Portal, 2004, p. 217.

2 CHUDINOVA, E., LEHOCZKA, V.: Fenomén rozhlasu v systéme masmédii. Zaklady teérie rozhlasovej
Zurnalistiky v systéme masmedidlnej komunikdcie. 1 Edition. Trnava : FMK UCM in Trnava, 2005, p. 23.

3 SLOVAK, L.: Teéria rozhlasovej Zurnalistiky. 1 Edition. Prague : Novinar, 1981, p. 23.

* VEL'AS, S.: Novindrska publicistika I. Publicistika raciondlneho typu. 1% Edition. Bratislava : Slovenské
pedagogické nakladatel'stvo, 1983, p. 159.

5 SCHNEIDEROVA, S.: Analyza diskurzu a medidlny text. 13 Edition. Prague : Karolinum, 2015, p. 101-102.



Merging Reality and Fiction

The issue of characteristics of the term genre or genre dominance is not uniform even today,
each theoretician defines the term in a different way. And the question of genre purity is a
topical issue in media practice. Often, journalism students and the younger generation of
media workers are not familiar with the genres. Genreology is a major problem or rather a
challenge for both parties. Theorists should clearly disclose a common view or characteristic
of genres, and the media professionals will work on the topic so that the listener can identify
the genre with which they have just come in contact.® However, practice shows that this issue
is not of interest to the public, and therefore, in radio practice, we usually come across the
idea that the topic determines the genre. The basic typology of genres can be called
trichotomic division to: news, analytical and artistic-documentary genres. In practice there is
also so-called dichotomic division into news (rational and emotional type) and journalism
(rational and emotional type). In this study we will focus on the broadcasting of Radio Regina
Zapad and its genre diversity as part of a one week broadcast analysis.

2 Results

Rédio Regina is the second radio program with three regional studios in Bratislava, Banska
Bystrica and KoSice. Program structure of the second RTVS’ program has a full-format
character. It is a radio with nationwide coverage in the Slovak Republic. R4dio Regina was
established in the Czech Republic with the ambition to be a regional radio at the turn of 1990
and 1991. Its mission was defined by Bohumil Kolaf, Deputy Editor-in-Chief for Children
and Youth, who became the dramaturg of Rédio Regina. It was created by the demise of the
EM program - originally the Slovak program Eldn and the Czech program Mikroforum. The
beginning of the broadcast was accompanied by two types of complaints: the first was linked
to the disappearance of the original EM for young people, instead of Radio Regina; the
second group complained about interfering with the signal and disabling listening to other
favorite shows.® It started broadcasting in Slovakia on March 4, 1991. With its three studios,
Rédio Regina is characterized as a regional radio focusing on individual regions with the
ambition to map the life in them. Local or regional broadcasting means an active shift towards
listeners. Knowing their problems, actively changing regional development in terms of culture
and economy. It follows the phenomenon of mass audience transition to a more segmented,
interest-based audience. Most often it is the geographical segmentation that determines how
regional and local media are defined.’ In 2004, Regina began broadcasting as a modern family
type radio with 24-hour broadcasts, music-oriented to older genres or middle stream of
popular music. It ensures contact with listeners in the regions and fulfills public functions.!®
In 2014, after the Rddio Slovensko and Radio Devin, the sound graphics of Rddio Regina
changed as a result of the main function of this program: being close to the listener. That is
why the voice of Miloslav Kral' speaks in the main claim: Radio Regina - your nearest

6 Compare to: BRNIK, A.: Reklama v radiu a hlavné dévody jej vyuzitia. In CABYOVA, L., BEZAKOVA, Z.,
MENDELOVA, D.: Marketing Identity 2019: Offline Is the New Online — aktudlne vyzvy onlinovej a offlinovej
komunikacie. Trnava : FMK UCM in Trnava, 2019, p. 20-28; KRAJCOVIC, P.: Strategies in media planning. In
Communication Today, 2015, Vol. 6, No. 2. p. 20-30.

7 Remark by the author: Radio and Television of Slovakia.

$ MORAVEC, V.: Svobodny rozhlas 1990-2003. In JESUTOVA, E. (ed.): Od mikrofonu k posluchaciim: Z osmi
desetileti ceského rozhlasu. Prague : Cesky rozhlas, 2003, p. 420.

9 BRECKA, S., BENKOVICOVA, D., TUSER, A.: Regiondlne a lokdalne média na Slovensku. 1% Edition.
Bratislava : Print-Servis, 1998, p. 6.

10 LEHOCZKA, V.: Transkultiirne kontexty v rozhlasovej komunikdcii verejnopravneho Slovenského rozhlasu.
1% Edition. Trnava : FMK UCM in Trnava, 2010, p. 204.



Megatrends and Media: On the Edge

world.’? In addition to sound graphics, Rddio Regina's editorial staff really wants to speak
individually through the many autonomous formats of the three studios, but also through
individual shows, such as Hudobné pozdravy (Musical Greetings). The regional intention is
also included in the broadcasting of Regina in the news service, which consists of regional
editors separately five times. The main news program Zurndl Rddia Regina is broadcasted
daily from another of the three studios.

The RTVS program structure consists of news, current affairs, documentaries, drama, music,
sports, entertainment, educational programs for children and youth. Speaking of the activities
of RTVS, the law states that there should be radio broadcasting on at least four radio program
services, one of which is intended for content and regional balanced programs in the
languages of national minorities and ethnic groups living in Slovakia. The three regional
studios are broadcasting in such a way that the contributions are balanced from the whole
territory of Slovakia. In addition, public service broadcasting provides space for the activities
of registered churches and religious societies, and broadcasts and recordings from selected
political, religious, cultural, artistic or sporting events. RTVS also provides radio broadcasting
of cultural and information programs abroad.!? Rddio Regina is a full-format radio and that is
why it has art in various forms. Reporters can fill the themes of the content in their
contributions or the art can be transmitted to the radio ether in various journalistic genres such
as radio plays or features. Since Rddio Regina is legally obliged to broadcast in the language
of national minorities, there are also minority music genres, as well as classical music. Closer
to the audience is trying to be the second program of RTVS also on social networks, where
Radio Regina is represented three times: Rddio Regina Zéapad (West), Radio Regina Stred
(Central) and Radio Regina Vychod (East). On weekdays, Radio Regina broadcasts forty-six
hours a day. On weekdays, three studios broadcast autonomously up to eleven hours for the
Central, Eastern and Western Slovak regions. Rddio Regina has another thirteen hours of
broadcasting in studios in Banské4 Bystrica, Bratislava and KoSice. News of the Rddio Regina
is divided into two parts: Zurndl Radio Regina (Radio Regina Journal), which is broadcasted
three times a day at the same time for all regional studios and news enriched with information
from Radio Slovensko.'> Some reports from Sprdvy RTVS (News of RTVS) are focused on
local and regional issues or topics, so we can say that they are also Sprdavy Rddia Regina
(Radio Regina News). Of course, there is also a national-ethnic broadcasting, which listeners
hear on the frequencies after 6 pm. The program of all three studios of Rddio Regina is
connected throughout the Slovak Republic mainly in the evening from Monday to Friday and
in most of the weekend broadcasts. In this broadcast, it focuses on a wide range of topics -
communal, social and cultural. Radio Regina is presented as a family radio environment that
allows its listeners to stop quickly and listen to traditional radio production formats. The
program consists of news, reports, discussion programs, magazines, but also music programs,
features, fairy tales and plays.!'*

Radio Regina is dedicated to several of her own projects, including such as Kosicky zlaty
poklad (Kosice's Golden Treasure) or Folklorne leto s Radiom Regina (Folkloric Summer
with Radio Regina). It is also interesting to note that when it ther eis a nameday of Regina in

' Radio  Regina  snovou  zvukovou  grafikou. [online]. [2020-02-25].  Available  at:
<https://www.radia.sk/spravy/3136_radio-regina-s-novou-zvukovou-grafikou>.

12 Zakon ¢. 532/2010 Z. z. o Rozhlase a televizii Slovenska a o zmene a doplneni niektorych predpisov. [online].
[2020-02-25]. Available at: <https://www.zakonypreludi.sk/zz/2010-532>.

3 LEHOCZKA, V.: Transkultiirne kontexty v rozhlasovej komunikdcii verejnopravneho Slovenského rozhlasu.
1% Edition. Trnava : FMK UCM in Trnava, 2010, p. 207.

14 Rddio Regina. [online]. [2020-02-25]. Available at: <https://www.radia.sk/radia/regina>.
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Slovak calendar, Radio Regina organizes an open day called Rddio Regina dokordn (Radio
Regina wide open) in all three regional studios. This is how the program creates a relationship
with listeners who can personally meet their favorite moderators or reporters. Music is an
essential element in radio broadcasting that often underlines the context or radio genre before
or after a song. There is a wide selection of songs on the radio ether of Regina. Hits of the
past decades, melodic songs, Czech and Slovak music production, but also foreign music.
There are also country, folk, folklore, brass music and evergreens, especially from the 60s,
70s and 80s. A unique component of Radio Regina are live broadcasts from folk festivals and
special music-word shows.!?

2.1 Analytical Journalism in Radio Regina Zapad

Based on the traditional trichotomic division, journalism is divided into rational type
journalism and emotional type journalism. For our needs we have divided them into
monologic, dialogical and synthetic genres. In monologic types of radio journalistic genres,
we were the first to characterize a note, even a sound note. It is especially the introduction of
a show, a magazine or an introduction to half an hour, hours of broadcasting. The presenter
can thus attract listeners to stay tuned to Rddio Regina's frequency. Furthermore, it is an
intercession that regularly appears in the show Z duse (From the Soul). It is expressed by
priests, for example during Easter and Christmas, and offers to the audience spiritual
reflections corresponding to the theme that dominates in society. From the monologic types of
analytical radio genres, there is no comment or review in the broadcast. Although it was
possible to argue whether even speaker input could actually be a commentary expressing its
experience or observations.

Dialogue genres of analytical journalism are very diverse in broadcasting. Among the
journalistic interviews we include a report interview, commentary, analysis and portrait
interview. The journalistic interview in the form of a commentary interview can be found in
Rddio Regina's broadcast in the journalistic contributions that are in the Ludia (People)
section. For example, on March 9, 2020, it was a post about Ivan Pavle.!® A commentary
interview can also be called Kulinarium Radia Regina (Radio Regina Culinary), where you
will learn how to prepare a particular food and the reporter comments on the preparation
process, such as food quantization. Among the portrait interviews at Rddio Regina we
included the radio document Kniha na tyzdenn (Book for a Week), because the reporters talk to
the authors of the books we are talking about. They focus on a broad audience base. It
includes works by young Slovak successful authors as well as Slovak classics, as well as
current works from world literature. Mostly for adults, but to a lesser extent for children.
These are mainly authors who live in Western Slovakia or write about it. This format has 4
minutes. An art-journalistic show about the transgressions of spiritual life into today's life, but
also an interview with various interesting people who provide testimony, values they profess.
The portrait interviews of these people are in the Vecerné reflexie (Evening Reflections)
program. In the Portréty (Portraits) show, Radio Regina presents again interesting people who
have crossed the threshold of their region but also of Slovakia. Among the portrait interviews
we also included the journalistic two-part position called Zivotny styl (Lifestyle). The listener
can hear some of the interviewee's life, his hobbies, what he likes and so on. An analysis
interview can be found in the Ulicakmi starého mesta (Old Town Streets) section. In this
section, the reporter speaks with experts in different parts of the city and explains the history

15 Rddio Regina. [online]. [2020-02-25]. Available at: <https://www.radia.sk/radia/regina>.
16 Vytvarnik ~ Ivan  Pavle md 65  rokov. [online].  [2020-03-11].  Available  at:
<https://reginazapad.rtvs.sk/clanky/ludia/219430/vytvarnik-ivan-pavle-ma-65-rokov>.
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of the place. It has in the broadcasting plan called two-part position. We did not find any
reportage interview in dialogical journalistic genres.

Synthetic journalistic types include a radio discussion, which is represented in public
broadcasting by several programs: Klub komundalnej politiky (Municipal Policy Club),
Dejiny.sk (History.sk), Pohotovost (Emergency), Klub spotrebitelov (Consumer Club) and
Klub farmarov (Farmers' Club). It is also a Vademecum program or a radio health counseling
program, which is broadcast as part of the Mozaika regionu (Mosaic of the Region) program
as a composition of reporters' interviews as well as listeners' personal experiences, but
sometimes as a radio discussion. The Obciansky klub (Civic Club) is also a radio discussion,
focuses on current issues about citizens, covers a wide range of topics. Also the program
Zahradkari (Gardeners) is a professional radio discussion, with the opportunity for listeners to
ask questions. In general, it is extremely popular part of the broadcast of Regina. Poradime,
vysvetlime (We will advise, explain) is also a radio discussion, or better said discussion with
the participation of listeners in terms of telephone contact, focused on various topics, with the
possibility of audience feedback. When incorporating into genre categories, we have in some
cases considered several categories. For the Host Rddia Regina (Radio Regina Guest), Host’
Panoramy Radia Regina (The Guest of Panorama of Radio Regina), and Duchovné horizonty
(the Spiritual Horizons) program, which is purely religious and could therefore be included in
a group of religious programs, we have finally classified this genre as a radio interview. In
Panorama Radia Regina (the Radio Regina Panorama) as well as in Host' Radia Regina
(Radio Regina Guest), the theoretically the conversation can be carried out in a professional
debate. The same problem is in Duchovné horizonty (the Spiritual Horizons) it is a religious
issue. A professional debate within the popular-educational style is also part of the Meteoklub
(Meteoclub) program. The journalistic mosaic is represented by Mozaika Radia Regina (the
Radio Regina Mosaic) format in broadcasting, the journalistic band is present in public
institutions in the form of festive bands (Christmas, etc.) and then in the form of music-verbal
bands such as Tuto hudbu mam rad (1 like this music). Talkshow is also popular today. Again,
it is difficult to determine exactly what a talkshow is, as in many characteristic features it
coincides with the genre of a journalistic interview, a news interview, and even a radio
interview.

The radio analysis should analyze the problem and the part in the broadcast devoted to the
Forum (Forum) section. It focuses on various topical topics, which are from the field of
agriculture, finance, but especially topics that concern people. Radio dispatching is a
particular genre, but in broadcasting it can only be characterized as a partial genre of
streaming the shor Radiobudik (Radioalarm), for example a phone call with a meteorologist,
or a telephone connection of a speaker with another speaker through a tele-bridge during a
radio talk. The radio series is still present in public service broadcasting. On the waves of
Radio Regina you can hear, for example, the series Zivot s vériou vanilky (Life with the scent
of vanilla) or Rozhlasovi bakalari (Radio bachelors) in a reprise. Another form of radio series
is a radio documentary. In Regina it is again only a part of the show called Dobra rada nad
zlato (Good advice over gold). Separately these documents consist mainly of montage
interviews, in exceptional cases they are report interviews. In some cases, one could also
consider the magazine Zvony nad krajinou (Bells over the landscape) as a radio documentary.
It is a radio documentary about life in the villages of Slovakia, their past, present and future
plans. It consists of reports, interviews and authentic sounds and the atmosphere of the place.
Publicistic montage has been one of the most popular genres in recent years, together with
news montage. On the journalistic level it is characterized by Vyrocia v Radiu Regina (Radio
Regina Anniversaries) or Historicky kalendar (Historical Calendar), Slovicka (Words) or
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Ranna rozevicka (Morning Warming Up). Speaking of the genre of a publicist survey, Radio
Regina has included in its broadcast part Otdzka na dnes (Question for Today), which deals
with current topics such as: Who would you like to thank from your heart? How do you get
rid of unnecessary things? Do you believe in a friendship between a man and a woman?

2.2 Artistic and Documentary Journalism

Among the journalistic art-documentary type we include a radio report, which we found in the
broadcast of Rddio Regina Zapad. Dominanty (The Dominants) session brings authentic
reports from the place discussed in the article, along with an accompanying person. Such an
element can be found in the section Prekvapilo nas (Surprised us). Journalistic elements are
broadcasting in multiple predominance in fixed time areas, so it is difficult to analyze all
genres in this space. It is open to diverse topics and genres. There is also a glosse genre in the
broadcast, which is a stable element of the morning broadcast and is prepared every day by a
different editor on various topics. Feature is one of the most demanding radio genres, it also
appears in Rddio Regina. During the festive days the features in the radio broadcasts are even
thematically adapted and are also available in the Slovak Radio archive. On Sunday, Slovak
Radio presented a ficer by Gabriela Hore¢na: I am not angry with anyone - The story of a
family who survived the Chernobyl disaster. Although the genre of radio reading is in public
service broadcasting, it is not on the Radio Regina program, this genre is mainly devoted to
Radio Devin, which is also available in the radio archive. However, this genre is covered by a
speaker input called Reading, that contains tips for book titles. The radio play is represented
in Radio Regina's broadcasts over a year, for example by Ivor Gogél: The Magic Mallet (aired
March 1, 2020). But it is more often represented during the festive days, Christmas mini-
dramas by a cycle of radio mini-dramas or a themed radio play. A radio fairy tale has an
irreplaceable role in public service broadcasting, older artists, writers, teachers and scientists
recall that in addition to family and school, radio fairy tales or youth games have formed
them. This genre also has a stable place in the public service broadcast called Dobru noc, deti!
(Good Night Kids!). Rddio Regina also offers space for a child listener on its frequencies:
every evening at 6 pm it is a short story: Good night, children!, on Friday at 5:30 pm
Panpuloni (the Panpuldns), Knizky macky Abecedy (Cat Books Alphabet), Bola raz jedna
povest na Regine (there was once a legend on Regina). On Sunday at 8 am it is a big radio
fairy tale.

2.3 Non-genre Forms in the Broadcast of Radio Regina West

This group also includes news and current affairs blocks: Spravy RTVS (RTVS News), Zurndl
Radia Regina (Radio Regina Journal), Zelend Vlna (Green Wave), Sprdavy v jazyku
narodnostno-etnickych skupin (News in the Language of National Ethnic Groups), Sprdvy
Radia Regina (Radio Regina News), as well as streaming of morning show called Rddiobudik
(Radioalarm). The autonomous broadcasts of the Bratislava studio of Rddio Regina are
dominant on weekdays by sessions of a contact character with listeners. It's Radiobudik
(Radioalarm) from 5:05 till 9:00 am, Predpoludnie s Radiom Regina (Afternoon with Radio
Regina) from 9:05 till 12:00 am and Popoludnie s Radiom Regina (Afternoon with Radio
Regina) from 13:05 till 17.00 pm. The program is filled by information about events in the
municipalities and towns of the Bratislava, Trnava, Nitra and TrenCin regions, as well as
topics from education, health, tourism, cross-border cooperation, public order, security,
consumerism, volunteering, traditions, social events, culture, sports, lifestyle, etc.
Broadcasting does not lack good advice, enlightenment and inspiration. On Saturday, Radio
Regina Zadpad broadcasts from 6:15 till 12:00 am, while from 9:05 am Panordma Radia
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Regina (Radio Regina Panorama) is characterized mainly by tourist-historical-homeland
themes.!” Magazines belong to another category. The traditional format includes Zvony nad
krajinou (Bells over the Landscape), a monothematic magazine, especially from a regional
context. Radio Regina also has specialized magazines. Plnd polna (the Full field) is an army
magazine.

Every week, there is information from the world of the professional army, interviews with
professional soldiers, memories of important personalities and events in military history and
much more — they announce a week in the army. We also analyzed other genres in the
magazine: montages, surveys, interviews. Specialized or better said the religious magazine is
Viera v zivote (Faith in Life). Broadcasting is over the weekend with traditional headlines:
Aktudlne zamyslenie (Current Thinking), Na ndvsteve (Visiting), Galéria osobnosti (Gallery
of Celebrities), Hudobna kapitolka (Music Chapter) or Slovo na vikend (Word for the
Weekend). In the category of specialized magazine we also included the program Pozor,
zakruta! (Attention, Twist!), Which is characterized as a motoring magazine, composed of
monothematic type contributions, events of road transport, news in legislation, attractions in
the world of road transport. Listeners can also join this session. Again, there is a
categorization issue with this session. The characteristic of this format is a motoring
magazine, but since it is a specialized monothematic magazine, we believe that by genre
classification it belongs to the genre of a revue. Na viastné nohy (On his own feet) is a
program dedicated to youth. The joys and pitfalls of young people while they are building on
their own feet. Without moralization, it discusses problems. Topics include music, street
activities, adrenaline, fun or stories of inspiring and talented people. RTVS also offers
podcasts. The show is broadcasted every other Sunday at 5:05 pm and alternates with Co by
bolo keby (What if). The program is intended for children as well as adult listeners who are
not curious about curiosity. The program addresses topics in history, biology, culture, society,
or other phenomena that are worth mentioning. Interviews with experts in the field are
complemented by interviews with children, children's questions, surveys, literature extracts or
radio archives.

2.4 Music Programs

Rdadio Regina is focused on a wide range of music genres. From the radio ether you can hear
hits, Slovak, Czech, but also foreign songs, brass music, folklore and much more. Sessions
Briezdenie (Braking), Nocné tonovanie (Night Tinting), Pekné hlasy (Nice Voices) are purely
musical programs, which are broadcast mainly in unattractive listening times. For example at
night or early in the morning or at the time of the television news when it is prime-time on
television. Tuto hudbu mam rad (This music I like) is a show conducted by speaker Vlado
Franc with a simple dramaturgy, where he asks guests what songs they like. This format could
also be included in a journalistic interview, but as the title itself suggests, it is a program
mainly about music, for which reason it is classified in this journalistic group of genres.
Zahrajte mi tuto (Play me this) is a show with a moderated stream of folk and brass music,
supplemented with information about folklore events from various areas of western Slovakia.
In this case too, one could say that according to genre, this radio program can be classified as
a magazine, but it is primarily devoted to music. Information is just a session plug-in. Kapela
hraj! (Band, play!) is a monothematic oriented music show focused on brass music. Musical
memories, as the title itself suggests, refer to an event, anniversary or jubilee, whether the
singer or the song itself, which is to be played on the radio ether. Lubovnik program focuses

17 Radio Regina Zdpad — $tudio Bratislava. [online]. [2020-02-25]. Available at: <https://reginazapad.rtvs.sk/o-
radiu>.
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on folk music. Klenotnica ludovej hudby (Folk Music Treasury) is a show broadcasted by all
three studios, enriched with invitations to folklore events. Husli¢ky z javora (Maple violins) is
a program dedicated to recordings of music performers from various regions of Slovakia.
Slagre (The Hits) program is devoted to purely musical demonstrations, songs of this music
style. Na koncert s Reginou (For the concert with Regina) is a format of commented listening
to songs. Bez slov — Orchestrdlne skladby (No Words - Orchestral compositions) are records
of orchestral compositions without additional commentary. Hudobné pozdravy (Music
greetings) are broadcasted on Saturdays and Sundays from 13:00 till 15:00 pm. The
moderator reads the jubilant congratulations that the listener sends, but the greatest overlap of
the listener's contact with the radio world is seen during phone calls to the studio. The
listeners have a deep relationship not only with Rddio Regina, but also with the moderator and
the show itself. In addition to congratulating your family members, it is a contact session with
the moderator and old friends. Some journalistic programs are repeated, the journalistic
double-positions in the structure are purposefully earmarked for current problems, but also
interesting facts in regions of individual studies of Radio Regina. Sometimes, when
information is interesting, it is also broadcasted by a studio in Bratislava and KoSice. Radio
Regina even adjusts the program to leave space for other sports genres. This becomes a radio
station with a genre - news commentary broadcast. Despite the fact that Rddio Regina is
characterized by a higher age category, on a wide variety of radio journalistic genres it
addresses issues and topics that are also addressed to other age categories. Genres are varied,
from the perspective of journalism, the most popular genre is an interview. They broadcast
several interview sessions in Radio Regina along with an opportunity for listeners to contact
guests in the studio.

Conclusion

The analysis of radio genres has also raised some questions about the need to define new
genres that have only recently emerged. The need to walk with the times has also brought
changes in public service broadcasting. Within the scope of the approach to the listener, there
are parts of the broadcast that are not defined in detail, such as the stable part of the program
Radiobudik (Radioalarm) — Meniny (Nameday), Vyrocia (Anniversaries), Z archivu (From the
archive). In addition, there is an increased amount of competitions in broadcasting, it is a
stable part of everyday radio broadcasting and listeners like and participate in the competition.
This genre is not defined. There are also inputs within the streaming, which include advice or
a song, program or guest quiz. The speaking part of speaker has solely a function of attracting
a listener to a specific product, along with an invitation or a section of a song. Even this genre
is not defined even though it occurs in both commercial and public service broadcasting.
Within the so-called clocks!® it is named either opener or short input. It is also used as a
summary of the best that has been heard on the radio during the week, or the day before. The
moderator has the function of being a pleasant companion to the listener and provides tips for
trips, tips for what to do, tips for listening. Although, it is part of streaming, it has a regular
character and a certain structure that should be defined as a genre. The same problem occurs
when informing about the current phenomenon, in Rddio Regina this position is called:
Aktualita (Update). However, it can also change its form within the genre, the moderator can
process it as an interview with a reporter somewhere outside of the radio or a short message
or enrich his comment with an audio message. It is up to the creativity of the moderator. In
addition, we can encounter a genre in which the listener expresses his or her opinion on the

18 Remark by the author: Schedule of 60 minutes distribution within radio broadcast, streaming template.
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radio ether - in Rdadio Regina, it is part of a streaming program entitled: Comu ddte prednost?
(What do you prefer?). Listener chooses which of the three song samples he or she prefers.

During the weekend broadcast, we noticed the problematic parts of the broadcast and included
them in journalistic genres, such as the already mentioned stable parts of the broadcast:
teasing program, guests or mentioning in advance parts of broadcasting etc. In addition, the
best of last week's broadcasts, but also conmpetitions, archive-edited materials or historical
calendar, moderator tips and advice. A new challenge for defining the genre is Radio Vatican.
It is a session, based on the RTVS and Radius Vaticana Cooperation Agreement and informs
citizens of the Slovak Republic about the lives of Christians around the world. At the same
time, the audience has the opportunity to listen to the daily program on these two pages
prepared and broadcast by Vatican Radio for their listeners in Slovak and Hungarian. Because
it is broadcasted in slovak and hungarian language.!” In Table 1 you can see a detailed
analysis of individual journalistic genres over the weekend and working week.

Table 1: Radio genres in Radio Regina Zapad from 9th March till 15th March 2020
\ Genre Working days  Weekend

Children's session
Analyzing interview
Source: own processing, 2020.

Survey 10 0
Gloss 10 0
Music show 28 24
Comment 10 7
Commenting interview 5 1
Montage 60 3
Expert debate 5 0
Portrait interview 4 2
Journalistic double positions 4 3
Publicistic interview 14 5
Reportage 14 6
Radio discussion 6 2
Radio play 1 1
Radio fairy tale 5 3
Radio reading 1 3
Radio dispatching 10 3
Radio document 10 0
Radio analysis 15 0
Radio series 5 3
Specialized magazine 5 2
Zabavnik (Entertainer) 1 0
Address 0 1
Transmission of the Holy Mass 0 1
Religious session 0 2
Magazine 0 1
Feature 0 1
0 2
0 1

19 Rddio Vatikéan. [online]. [2020-03-10]. Available at: <https://www.rtvs.sk/radio/program/1218>.
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We can say that Rddio Regina has in its program structure space for music shows, journalistic
interviews, montages, which are prepared mainly by regional reporters as a certain
information service to listeners. They also devote themselves to genres such as survey, gloss,
radio dispatching, radio analysis. However, they use many programs from the archive or use
them for further processing. During the weekend, genres have been added that are not
available during the week. It is a feature, an adress, a holy mass, a magazine, a religious and
children's program, or an analyzing interview. Radio documentary, analysis, professional
debate, survey, gloss or entertainer are lacking in broadcasting during the weekend.

Broadcasting genres are diverse in Rddio Regina Zdpad. Of the genres we have mentioned,
Radio Regina Zapad broadcasts a lack of journalistic genres as: cross-section, a column, a
talkshow and reflection. This is mainly because of the complexity of these genres. They
require longer preparation time and peace of mind to create them. Another factor is the rapid
volatility of information on the radio, which means that longer and better preparation of more
complex journalistic genres, which in addition require processing from a skilled reporters,
because they can affect the listener only once or in a reprise. At Radio Regina Zadpad,
however, they only provide reprisals at unattractive times of the audience, such as at night or
when the television news is broadcast. This also applies to other genres. The reason is the
need for the already mentioned information saturation in the contributions, a short period of
audience attention focused on radio, the need to produce more contributions from the
reporters, which is at the expense of genre purity. Here is the opportunity to mention a new
form of radio journalism, the so-called podcast in which we see some possibility of
continuing and overlapping radio contributions. It is a form of keeping audio material online.
It can be useful for young listeners who find it easier to find certain media content or to return
to the material repeatedly. Also, journalism students have difficulty in identifying a particular
radio journalism genre. Opinions differ on the practical as well as the theoretical level. We
can say that the commentary according to the theoretical classification in Rddio Regina's
broadcast is not, but on the other hand the speaker's speech at the beginning of the hour during
the broadcasting in which he or she mentions and comments on a story or experience of his or
her own life can be considered a genre — commentary. The classification of genres is very
extensive and theoreticians' opinions differ. We can also say that the possibilities of scientific
literature available to us do not fully meet the current state of radio journalism. Genres
dynamically change and adapt to current market conditions, listeners or topics. The audience
does not even register the issue of broadcasting genres, and media workers lose their genre
classification as a result of hybridization. It is important to redefine the basic characteristics of
radio genres, which is adapted to modern times. In its broadcast, Rddio Regina provides the
audience with a wide range of traditional genres from which different ages can choose. The
diversity of radio journalistic genres today is rather a disadvantage. Theorists have defined
and still define many of them in scholarly publications, but in real-life broadcasting, the genre
rarely appears as it has been described. Hybridization and changes in radio listeners' habits
have made radio broadcasting less pure in genres, making it difficult to determine the genre of
a contribution. Often it is the genre dominance that will also help media professionals to
identify the genre. The importance of radio genres is crucial for public service broadcasting.
The probability of their occurrence in broadcasting is conditioned by the ability of reporters to
produce high-quality media outputs subject to criteria for individual genres. Furthermore, it is
a fact that the media environment is changing, a dynamically developing area where once
valid definitions may already be inapplicable in practice. Their number is characterized, but
new and clear characteristics and selection of radio genres are needed. Especially those that
are not currently heard on the radio. The situation can also be solved by purifying
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broadcasting contributions that are hybridized and thus do not meet the characteristics,
features and definition of the genre.

Based on the analysis of the selected week and the generalization of the genre focus of radio
shows and radio program contributions that we heard from the RTVS online archive, we
conclude that Rddio Regina, as a radio station focused on regional broadcasting and close
contact with the listener, wide media space in the offer of radio genres. In addition, it
broadcasts a program for different ages, with a diverse musical focus, but also takes into
account the demanding nature of the listener. In broadcasting in addition to common genres
such as short news, interviews, reportages or montages, we analyzed more demanding genres
or genre groups such as radio play, feature, speech, radio analysis. Those that we did not
analyze in the broadcast, such as the press review, are similar in genre focus to the structure of
Radio Slovensko, where this genre occurs. However, most of the genres defined in the
theoretical part of this work occur in Rddio Regina Zapad. Radio Regina broadcasts as a
single radio station several specific formats that we have included under the genre of news
commentary broadcast. This includes live broadcasts of worship, folklore festival programs
and football matches. Other unique projects include recordings of Orchestral compositions.

Montage is one of the dominant elements in broadcasting. Radio Regina Zdapad provides an
extensive space for various, usually regional and locally focused, journalistic themes,
especially in journalistic double-positions. These are current contributions that address the
same issue, but can be worked out by the reporters for two times four minutes or two times
three minutes, which is really an exception in today's radio broadcasting. Another important
genre is journalistic interview, which has even sixty minutes space in radio program. In the
programs of Host Radia Regina (Radio Regina Guest), Host’ Panoramy Radia Regina (Radio
Regina Panorama Guest) or Vecerné reflexie (Evening Reflections), listeners can listen to a
traditional journalistic interview, which is appreciated especially by older listeners. Contact
with radio is extremely important for this group of listeners. It is the uniqueness of radio,
which no other mass media offers, is close, direct to personal contact during the programs
Hudobné pozdravy (Music greetings), Klub Farmdrov (Farmers Club) and other radio
discussions, which are different thematically oriented and offer the opportunity to call the
studio and have contact with the studio guest or moderator. In addition to contact sessions,
listeners can come to the Radio Regina event every year and meet their favourite personalities
from radio ether. In this way, Radio Regina shows interest in the audience.
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TRUTH IN THE CONTEXT OF THE INTERNET

Diana Bulganovd

ABSTRACT:

The Internet community is full of information of different quality. The absence of any rules, the lack of
awareness and the unwillingness to analyse information give support to alternative facts, while Social Networks
increase their influence and give the impression that they are actually real. However, serious journalists who are
becoming more and more active on Social Networks are also coming on the scene. They explain the facts, put
them into context, or argue against false news. The aim of the paper Truth in the context of the Internet is to map
this current issue by analysing theoretical knowledge of several authors.
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1 Introduction

The Internet influences our knowledge more than any other medium, precisely thanks to its
availability and popularity with recipients of almost all ages. We can therefore say that it is an
important source of relevant and less relevant information, while recipients have the
opportunity to comment on or share posts on the Internet and by doing so increase the content
readability and reach on the Internet. Such a massive access to information and direct
feedback that is available to the Internet users is not possible with any other medium. The
main feature of the Internet environment is also the possibility for the recipients to obtain a
large amount of information in a relatively short time. Recently we could see that
disinformation has been spreading on the Internet much faster than ever before. They take
various forms such as web articles, videos, podcasts or media coverage. The disinformation
media where these posts concentrate has also been flourishing direct proportionately. More
and more people trust them, which supports the impact of disinformation on society. It often
happens that the truth in their contents is distorted, sometimes even rejected, and the activity
of disinformation media is proving to have become a new trend. Disinformation media
pretend to be "the credible defenders" of the public interest. No topic is taboo for them,
nothing is sacred or untouchable for them, while they still redefine and interpret facts
according to their own opinions and beliefs. Disinformation that claim to be real and objective
messages in the Internet environment is under no control in any way. The authors of
disinformation do not follow any commonly used rules and standards applicable to real
journalism when creating articles. They have set their own principles and criteria. The volume
and impact of disinformation is also huge thanks to the users of Social Networks. The
disinformation media and the recipients who spread those lies are responsible for the crisis of
distrust in real journalism and investigative media. Verifying information which is the most
important journalistic activity thus becomes an important ability of every recipient (not only)
in the Internet environment.

2 Information and Disinformation on the Internet and Social Networks
Information has long been referred to as the driving force of the information society, while the
availability of the Internet (and especially Social Networks) ensures its daily direct

transmission between recipients. It enriches us, strengthens, expands or disproves our
assumptions, ideas and images of reality and redefine our knowledge. Gélikova also claims
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that “new media and especially the Internet, are becoming the most important media of our
era and contemporary society. Their technologies are the predominant carriers of the news
and inseparable sources of our knowledge. ! Based on the above, we can unambiguously say
that the rapid pace of information transfer on the Internet and at the same time the ability of
the recipients to receive this information have a direct impact on their understanding of reality
and the world. And disinformation has the same or even greater impact on society. With the
development of online journalism, the responsibility of the authors of the articles and the
recipients themselves, who further disseminate these contents has also intensified. The reason
for this intensified responsibility is the fact that in an online environment, posts spread much
faster and reach a wider range of recipients. The Internet communication environment raises
many questions that affect the content quality or even the credibility of the journalism itself.
The truth is that the Internet content and especially the content on Social Networks is not
subject to any standards or principles and we may therefore come across misleading, false and
fake information or news. Hermida also states and gives an example that the Twitter Social
Network provides a combination of messages, information and comments that try to reflect
social events, but without any order or prescribed rules.? Nowadays, we can even say that the
Internet environment is "infected" with websites and profiles on Social Networks that focus
on spreading lies, half-truths, fake or embellished stories.? In such a spectrum of credible and
less credible information, or even disinformation, it is important to distinguish their relevance.
In the case of disinformation, we can even speak of rejecting facts or "paralyzing" the truth.
We can therefore say that "the role of information fails" in online space.* As Frost-Arnold
says, anonymity clearly contributes to the birth of such fabricated facts and news.> There are
still many websites where authors do not sign their posts and they are mainly disinformation
websites. Many recipients still ignore one of these basic aspects of assessing the credibility of
a resource. Cherylin Ireton notes that the volume and reach of disinformation that is sent
through social media as real news can damage the reputation of real journalists.® This
increases the distrust in professional journalists, but also in journalism as such. Janna
Anderson and Lee Rainie also say that the digital age has influenced the nature of news.
Online information platforms "encourage" recipients to search information which corresponds
to their views and perspectives. Ultimately, this means that the recipients do not have
sufficient sensitivity to assess the relevance and meaning of the news and the subsequent
handling with such information.”

' GALIKOVA TOLNAIOVA, S.: Nové média, pravda arealita. In BUCKOVA, Z., RUSNAKOVA, L.,
RYBANSKY, R., SOLIK, M. (eds.): Megatrendy a média 2018: Realita & medidlne bubliny. Trnava : FMK
UCM in Trnava, 2018, p. 6.

2 HERMIDA, A.: Tweets and Truth: Journalism as a discipline of collaborative verification. In Journalism
Practice, 2012, Vol. 6, No. 5, p- 3. [online]. [2020-05-03]. Available at:
<https://www.researchgate.net/publication/263119113 Tweets_and Truth Journalism as a discipline of colla
borative verification>.

3 IRETON, Ch.: Trust, truth and journalism: why it matters. In IRETON, Ch., POSETTL J. (eds.): Journalism,
‘fake news & disinformation. Paris : United Nations Educational, Scientific and Cultural Organization, 2018, p.
33.

4 IRETON, CH., POSETTI, J.: Introduction. In IRETON, Ch., POSETTI, J. (eds.): Journalism, 'fake news &
disinformation. Paris : United Nations Educational, Scientific and Cultural Organization, 2018, p. 14.

5 FROST-ARNOLD, K.: Trustworthiness and Truth: The Epistemic Pitfalls of Internet Accountability. [online].
[2020-05-03]. Available at:
<https://pdfs.semanticscholar.org/e2cb/be9b74d262e1aaef846158f55c0cad4b4al §3.pdf>.

® JRETON, Ch.: Trust, truth and journalism: why it matters. In IRETON, Ch., POSETTL J. (eds.): Journalism,
‘fake news & disinformation. Paris : United Nations Educational, Scientific and Cultural Organization, 2018, p.
33.

7 ANDERSON, J., RAINIE, L.: The Future of Truth and Misinformation Online. [online]. [2020-05-03].
Available at: <https://www.pewresearch.org/internet/2017/10/19/the-future-of-truth-and-misinformation-
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We can therefore say that they assess the relevance of the news only on the basis of their own
beliefs, opinions, emotions, reassuring themselves in what they are familiar with and with
which they identify. They do not confront their theories and ideas with facts, but they adhere
firmly to what they themselves consider to be true. In 2006, a team of authors published a
study that examined the impact of social media on the information awareness of their users
and the change of their opinions. According to the authors, social media undoubtedly
influence the way we receive information, while they simultaneously influence our opinions,
too. They have also found that users only follow a limited number of websites from which
they draw information. On the other hand, the authors also argue that such a limitation of
one's interests is common, because we tend to focus our attention on a limited set of anything.
8 This can have negative consequences if the recipient focuses only on the type of "news
media" that spreads false and misleading information. In connection with the above, we can
quote the idea of Christian Huitem, who says that “The quality of information will not
improve in the coming years, because technology can't improve human nature all that
much. “* News on the Internet and Social Networks is highly popular, and we can simply say
that the Internet and Social Networks speed up the flow of information that gets to the
recipients. It is therefore important to be able to correctly distinguish the relevance of content
and to fight against disinformation through critical thinking, media and information literacy,
because disinformation is not limited to any topic and is a major feature of post-factual age.

3 Post-Factual Age of the Internet and Alternative Facts

Post-factual age is nothing new for the contemporary society, because we already live in it. It
exists mainly because of the Internet and Social Networks and one of its negatives is that it
divides society into two groups. To those who trust the serious media and those who trust the
alternative media. This new era in the evolution of humanity creates a misguided and
defective picture of reality and truth. Some recipients take alternative facts as an absolute
truth, they accept it without reservation and do not think in deeper contexts. This type of
recipient wants "quick trials," simple solutions to difficult problems and often trusts bizarre,
extreme news. Such actions arouse in this part of the public distrust in science, history,
modern medicine and scientific authorities, which have long and thoroughly pointed to
various social problems, such as e.g. climate crisis. Alfred Hermida also claims, relying on
authors such as Lih and Buolos, that the influence of social media changes the role of both
established authorities and academic knowledge.!® Wim Westera notes that Social Networks
are the primary sources of information that we receive. However, at the same time, he points
to the fact that a large part of the information on the Internet is untrue and that is why,

8 See also: SCHMIDT, A. L. et al: Anatomy of news consumption on Facebook. In PNAS, 2017, Vol. 114, No.
12, p- 3035-3039. [online]. [2020-05-03]. Available at:
<https://www.pnas.org/content/pnas/114/12/3035.full.pdf>.

° ANDERSON, J., RAINIE, L.: The Future of Truth and Misinformation Online. [online]. [2020-05-03].
Available at: <https://www.pewresearch.org/internet/2017/10/19/the-future-of-truth-and-misinformation-
online/>.

10 HERMIDA, A.: Tweets and Truth: Journalism as a discipline of collaborative verification. In Journalism
Practice. 2012, Vol. 6, No. 5, p- 2. [online]. [2020-05-03]. Available at:
<https://www.researchgate.net/publication/263119113 Tweets_and Truth Journalism as a discipline of colla
borative verification>.; See also: BOULOS, M. N. K., MARAMBA, 1., WHEELER, S.: Wikis, Blogs, and
Podcasts: A New Generation of Web-Based Tools For Virtual Collaborative Clinical Practice and Evaluation. In
BMC Medical Education, 2006, Vol. 6, No. 41, p. 41-47.; LIH, A.: Wikipedia as Participatory Journalism:
Reliable Sources? Metrics for Evaluating Collaborative Media as a News Resource. In Nature, 2004, Vol. 428,
No. 6984, p- 1-31. [online]. [2020-05-03]. Available at:
<https://online.journalism.utexas.edu/2004/papers/wikipedia.pdf>.
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according to him, Social Networks are also considered a suitable channel for spreading lies.!!
We could say that the clearer real truth, reality and clearer facts are the more constructiveness
there is. The main features of real, serious journalism are transparency, ethics, independence.
The serious journalism serves society, freedom of speech and protects democracy.'? In
general, we could say that real journalism contributes to knowing real reality, to some extent
facilitates the life of its recipients and protects the interests and independence of society in a
positive sense.

The term post-factual age is also defined by the online Cambridge Dictionary, which offers a
definition that the recipients will more quickly believe testimonies based on emotions and
their own opinions, beliefs as arguments that are based on objective and verifiable facts.!?
According to Galikova, we could add to the definition above that the truth on the Internet
“embodies the modern phenomenon of the masses in the liquid present. It is neither possible
to grasp, regulate, correct nor silence it at all with traditional tools, procedures and
techniques ... “'* On the contrary, it follows its own "rules," and is as unstable and rapidly
changing as the Internet. Alternative facts have contributed to the rise of conspiracy theories,
hoaxes and false news that are closely related to them. Absolute distrust in everything that has
long been accepted as facts blocks the objective knowledge of recipients who turn to
alternative sources. Many politicians also use alternative facts as a great marketing tool in
election campaigns. Knowing true reality and searching for the truth in the context of the
Internet are hampered by the information overpressure of imaginary information bubbles and
distorted facts. Dominika Cmehylova-Rasova has also addressed the question of how the
"language of the media" sometimes lies. According to her, sophisticated lies modify the
truth/lie so that they become facts or reality. At the same time, she says that creating
disinformation is demanding and requires the involvement of cognitive activity. According to
her, its author must predict a possible rejection or denial. At the same time, she thinks that
disinformation abuses human trust.!”> In addition to cognitive activity, we think that the
creative component is also important in order to make the false information appealing. Wim
Westera notes that recipients of disinformation channels use different criteria when assessing
the truth. These criteria do not have intellectual but emotional nature. The image of the world
created by alternative media is so stable that it is difficult to disprove it. They do not even
consider empirical facts relevant.!®

' WESTERA, W.: The Digital Turn: How the Internet Transform Our Existence. [online]. [2020-05-04].
Available at:
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13 Post-factual. [online]. [2020-05-05]. Available at: <https:/dictionary.cambridge.org/dictionary/english/post-
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Available at:
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4 Journalists on Social Networks

Recently, a completely new phenomenon has been forming in the environment of Social
Networks. Journalists have started to be active on Facebook, Instagram, or on other platforms.
They have become influencers who do not promote cosmetic products, fashion brands or
holiday destinations but spread news and shape the public opinion. Clark likens social media
posts to mini-series.!” Journalists who are active on Social Networking platforms such as
Facebook or Instagram create the idea of so-called "open journalism."!® They share both
private and professional life with their followers and make journalism more popular. But we
can also say that they make journalism more interesting, for example, for young people. To
their followers they often reveal the behind-the-scenes of court hearings, the parliament and
show us what the work of a journalist looks like. They stream "live" news on their profiles,
directly from the scene. In their posts, they explain topics that are currently discussed in
society, but also topics that they deal with professionally in their work as a journalist. They
explain the facts, put them into context, or argue against false news.

Journalists who are active on Social Networks increase interaction between their recipients,
open discussions on various topics and use their name to build "their own brand." At the same
time, they also promote the medium they work for. The activity of journalists as influencers is
not subject to any strict rules that are obeyed in the editorial office, they work on Social
Networks only from their own initiative. That is why journalism is becoming much more
accessible and personal in the environment of Social Networks. Julie Posetti says in
connection with the above that, despite the absence of any rules, both journalists and
influencers should present themselves on Social Networks so as not to damage their
professional reputation or the reputation of their employer.!® However, at the same time, she
states that the connection between private and professional life and the presentation of one's
own identity on Social Networks is a debatable and problematic issue for journalists. Sharing
news may affect the objectivity or neutrality.?’ We would like to add that the trend of
journalists as influencers on Social Networks concerns all journalists. In the environment of
Social Networks, there are journalists from serious but also from alternative media. Through
their influence and posts on Social Networks they can strengthen the truth, but also support
someone in believing lies. We could say that the combination of a written word and a
photo/image/video increases the credibility of the news. Such news is stronger and more
credible, and we can say that the recipient creates a certain relationship with the journalist.
The relationship between a journalist and a reader/follower on Social Networks is more
personal, more credible and more subjective precisely for sharing private and work posts. The

7 CLARK, R. P.: How journalists are using Facebook, Twitter to write mini seridl naratives. [online]. [2020-05-
07]. Available at: <https://www.poynter.org/reporting-editing/2011/how-journalists-are-using-facebook-twitter-
to-write-mini-serial-narratives/>.

18 For more information, see: POSETTI, J.: The , twitterisation of investigative journalism. In TANNER, S. J.,
RICHARDSON, N. (eds.): Journalism Research and Investigation in a Digital World. South Melbourne :
Oxford University Press, p- 88-100. [online]. [2020-05-07]. Available at:
<https://ro.uow.edu.au/cgi/viewcontent.cgi?referer=https://www.google.sk/&httpsredir=1&article=2765&contex
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20 See also: POSETTI, J.: The , twitterisation of investigative journalism. In TANNER, S. J., RICHARDSON,
N. (eds.): Journalism Research and Investigation in a Digital World. South Melbourne : Oxford University
Press, p. 88-100. [online]. [2020-05-07]. Available at:
<https://ro.uow.edu.au/cgi/viewcontent.cgi?referer=https://www.google.sk/&httpsredir=1&article=2765&contex
t=lhapapers>.
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follower knows that they will always find the latest information they trust on the journalists'
profiles, as well as "news of the day" that includes links to articles containing relevant
information. According to Eric Scherer, Julie Posetti states that trust is the most valuable and
important aspect in developing relationships between recipients, the media and news creators.
Recipients believe that what they read is credible and verified information.?! This applies not
only to the current trend of journalists who are active on Social Networks, but also to the
media in general. We can therefore say that journalists as influencers increase the credibility
not only of themselves but also of the media they work for. Philip McKenzie states, according
to a study of the Global Comms Report overseas study called “The Path to Progress,” that
nowadays journalists are the most influential and respected people.?? At the same time, this
study confirms the growing influence of Social Networks, especially Instagram, but also the
fact that an increasing part of the population trusts the serious media.>* However, a significant
part of the population follows the accounts of alternative or conspiratorial media or their
workers. These accounts just like their media serve to spread false news, conspiracies or
strengthen political propaganda. Posetti says that it is important to verify the content we
receive. However, recipients need to have “healthy journalistic scepticism” to be able to
evaluate the content. The importance of verifying information is growing as the amount
information and disinformation on the Internet and Social Networks has been increasing
rapidly.?*

5 Critical Thinking in the Era of Internet Information

Verifying and evaluating the posts’ truthfulness and relevance have, with the expansion of
Internet news portals and massively used Social Networks, become one of the most important
user skills of every recipient. At the same time, it is true, as Galikova states and as we have
mentioned above, that in the Internet environment everyone can be “the author, editor and
disseminator of different not only their own texts, sounds and images, either static or
moving.“® At the same time, she adds that “these texts, sounds and images have become a
regular source of information on the Internet. “’S This means that recipients can also create
their own content or posts and their activity on the Internet is not limited to commenting and
sharing articles and posts. However, this content is not subject to any checking, it does not
follow any rules and basically any content is published. Frost-Arnold says that on the Internet
we can also see sharing information and disinformation for fun, self-presentation or political

2L POSETTL, J.: When Good People Share Bad Things: The basics of Social Media Verification. [online]. [2020-
05-07]. Available at: <http://mediashift.org/2014/07/goodwhen-good-people-share-bad-things-the-basics-of-
social-media-verification/>.

22 McKENZIE, P.. Journalists are the New Influencers. [online]. [2020-05-07]. Available at:
<https://www.mediavillage.com/article/journalists-are-the-new-influencers/>.

2 Cision And PRWeek Release 2019 Global Comms Report: The Path To Progress, Demonstrating The Rise Of
Earned Media. [online]. [2020-05-010]. Available at: <https://www.prnewswire.com/news-releases/cision-and-
prweek-release-2019-global-comms-report-the-path-to-progress-demonstrating-the-rise-of-earned-media-
300960346.html>.

24 POSETTL, J.: When Good People Share Bad Things: The basics of Social Media Verification. [online]. [2020-
05-07]. Awvailable at: <http://mediashift.org/2014/07/goodwhen-good-people-share-bad-things-the-basics-of-
social-media-verification/>.

25 GALIKOVA TOLNAIOVA, S.: Nové média, pravda arealita. In BUCKOVA, Z., RUSNAKOVA, L.,
RYBANSKY, R., SOLIK, M. (eds.): Megatrendy a médid 2018: Realita & medidlne bubliny. Trnava : FMK
UCM in Trnava, 2018, p. 7.

26 Ibidem.
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advertising or to harm others.?’” We can therefore talk about the combination of blogs,
journalism and entertainment in one. Since content of this type also has its recipients, we can
say that truth (or reality) in the Internet environment is usually created, explained and
adjusted according to the personal views of each author. We can therefore say that online
truth is often "constructed." In connection with this Garcia-Avilés also notes that in the
"Internet ecosystem" professional journalists share space and recipients with bloggers and
influencers who present their work on Facebook Twitter, Instagram, YouTube and other
channels. Westera perceives Social Networks in the same way and claims that they have
become the main sources of our knowledge. She also speaks about them as the main way for
strengthening the reach of lies.?® In connection with bloggers, Frost-Arnold says that blogging
has less epistemological value than traditional (print), resp. online journalism.?® On the other
hand, Garcia-Avilés states that such personal blogs, own YouTube channels or social media
accounts often have a greater reach, readability and views than traditional and online media.*
At the same time, he adds that the ethics of traditional journalism, which is based on values
such as information accuracy/truthfulness, verification of sources, authenticity and balance of
information, also applies to online journalism.*! However, we can say that these ethical
standards are mostly applied by professional journalists, while other bloggers follow only
what they themselves consider to be popular with the audience and adapt their content to,
among other things, business interests. However, the requirement or however, the claim of
truth still remains in the Internet environment.

In connection with the online space, Galikova states that the Internet does not only serve the
creators of lies, but above all it is a place for sharing objective and truthful information.’? At
the same time, Garcia-Avilés states that in cases of bloggers, the ethics and intention, with
which they enrich the Internet environment with their own posts, are very important.>* We can
say that ethics is a treasured and significant value in journalism. We believe, that it is very
important to be able to distinguish information and news from paid advertising or propaganda.
As for the sponsorship and advertising Garcia-Avilés speaks of it as some kind of "ethical

27 FROST-ARNOLD, K.: Trustworthiness and Truth: The Epistemic Pitfalls of Internet Accountability. [online)].
[2020-05-10]. Available at:
<https://pdfs.semanticscholar.org/e2cb/be9b74d262e1aaef846158f55c0cadb4al §3.pdf>.

2 WESTERA, W.: The Digital Turn: How the Internet Transform Our Existence. [online]. [2020-05-10].
Available at:
<https://pdfs.semanticscholar.org/d741/fbde39c6159¢374dd30dd39d0e175£83110c.pdf? ga=2.96901151.103480
5101.1578247016-1464772486.1575658110>.

2 FROST-ARNOLD, K.: Trustworthiness and Truth: The Epistemic Pitfalls of Internet Accountability. [online].
[2020-05-10]. Available at:
<https://pdfs.semanticscholar.org/e2cb/be9b74d262e1aaef846158f55c0cad4b4al §3.pdf>.

30 GARCIA-AVILES, J. A.: Online Newsrooms as Communities of Practice: Exploring Digital Journalists”
Applied Ethics. In Journal of Mass Media Ethics, 2014, Vol. 29, No. 4, p. 258-259. [online]. [2020-05-10].
Available at:
<https://www.researchgate.net/publication/285571568 Online Newsrooms as Communities of Practice Expl
oring Digital Journalists' Applied Ethics>.

3! Ibidem, p. 259.
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challenge."** Westera perceives the issue of advertising very similarly and says that it is the
best example of how Social Networks can be used for manipulation.®> In traditional and
online media, this requirement is also defined by legislation. Advertising must always be
clearly separated, because the recipient should know whether it is a paid content or not. That
is why, even in the case of advertising and propaganda, the media literacy of the recipients is
crucial for the ability to objectively analyse online content, verify the truthfulness, accuracy
and validity of the statements. Frost-Arnold has a similar view. She argues that blogging
doesn't have to be just a tool for a blind sharing and dissemination of information. She sees its
potential in critical analysis, where the recipients can also ask questions or reveal mistakes
and shortcomings.® We believe that the most important thing is to understand how, why and
with what purpose bloggers publish their content. It is equally important to remember that no
blogger will ever replace a quality journalist and that their work is different in many ways.

6 Individual Responsibility for Internet Content

Frost-Arnold describes certain mechanisms of responsibility that she considers adequate
solution to the explosion of disinformation and the spread of fake news. These mechanisms
apply equally to media content creators and their recipients. According to her, we can take the
following steps to improve our online expression:*’

e abolition of anonymity — although almost all news websites identity the author of the news,
there are still some that publish content anonymously or under pseudonym. She says that
abolition of anonymity can increase the relevance, reliability, and truthfulness of the shared
content. She notes that anonymity undermines credibility, can disrupt sharing of truthful
information and encourage false beliefs, prejudices, stereotypes, hate speech, or can help
create a hostile environment for oppressed groups. Westera also says that knowing the
identity of the sender is crucial for the interpterion and assessment of the truthfulness of
the news.*® Revealing a true identity clearly ensures greater credibility of the information.
On the other hand, it must be said that Frost-Arnold also perceives anonymity as some kind
of defensive shield for the creators, for whom anonymity ensures security and protection
against criticism on the Internet.

e verification — we currently have several ways of checking the truthfulness of information.
However, such a search requires considerable effort and expertise. The basic step is to
consider the credibility of the content, webpage and of course, the author. She also says
that if the article contains completely new ground-breaking information, the recipients

3 GARCIA-AVILES, J. A.: Online Newsrooms as Communities of Practice: Exploring Digital Journalists’
Applied Ethics. In Journal of Mass Media Ethics, 2014, Vol. 29, No. 4, p. 265. [online]. [2020-05-10]. Available
at:
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should pay attention. She recommends to verify the authenticity of the information by
comparing it on several independent domains. In contrast, Galikova says that “we seldom
have time for serious critical verification of information. And even if we had it, we will
simply not get certain information (its real unavailability, secrecy, but also taboo ...).“*°
We would like to add that both assumptions are correct. In their own interest, everyone can
verify the information to the extent that is permissible and not be immersed in emotions or
simplified facts. It is also true that for laymen it may be difficult to find some information.
According to Hermid, the development of Social Networks as "news" media creates a
space for the verification of information and news, which is the skill of not only journalists
but also users in the Internet environment.*°

Conclusion

The Internet and Social Networks have influenced the nature of receiving information to
certain extent. We may encounter various obstacles when searching for the truth on the
Internet. Searching for the truth is handicapped in the context of the Internet, because users
often succumb to the first impression, being absorbed by the apparent urgency of information
with emotional undertone. We can consider the content on the Internet to be a reflection of
society. We create our own reality; we choose what we will believe and what will affect us.
Posts in the online community have the widest reach. By disseminating alternative theories,
they express their agreement with the presented opinions and adopt them. It is the
responsibility of each user what content they distribute, because in the context of the Internet
there are no checking mechanisms or sanctions for sharing and promoting disinformation. The
thing is that news and information are published, disseminated, confirmed and disproved
precisely through a media-supported sharing process. In the Internet environment it has
become a necessity to have the ability to distinguish between those authors we can consider
trustworthy. Preventing the harmful effects of disinformation is a challenge for anyone who
enters the online environment, because their actions affect not only themselves, but to some
extent also others around them. The legitimacy of disinformation is also increased by sharing
it with individuals or various social groups. Intentionally misleading content that is
disseminated on internet platforms influences the citizens' perceptions of reality and
undermines their trust, awareness and perception of real reality.
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EFFECT OF THE QUARANTINE ON TELEVISION VIEWERSHIP

Martin Graca — Slava Gracova

ABSTRACT:

Television viewership is measured on a regular basis. The results vary within the broadcast times and programs
deployed. The ranking of television viewers in Slovakia does not change significantly at least in the top three of
the largest televisions. In the current situation, at a time when we are hit by a pandemic, residents are forced to
spend most of their time at home without much social activity and outside the public space. This situation
therefore leads people to higher media ratings. They are interested in current information about the pandemic,
but also in the media content that will fill their free time. After the closure of various facilities, schools and
public spaces, people have more of it than before the government's restrictive measures to suppress the
consequences of the COVID 19 pandemic. They also pay attention to watching media services providers such as
Netflix.
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electronic media, quarantine, television, viewership

1 Introduction

After the outbreak of a virus called COVID19 in China on November 17, 2019,' the
coronavirus also appeared in the Slovak Republic on March 6, 2020.> Subsequently, on March
11, 2020, the World Health Organization (WHO) declared COVID19 a pandemic.® The first
restrictions in public life in Slovakia were on March 6, immediately after the confirmation of
the first case of infection with a new coronavirus. The crisis staff has adopted several bans
and recommendations for the public.* On March 10, the Central Crisis Staff banned sporting,
cultural and public events and ordered a mandatory 14-day quarantine for citizens returning
from abroad.’ Finally, on 16 March, schools, airports, bars in Slovakia were closed, border
controls were introduced and train and bus traffic was restricted.® By closing the individual
facilities, closing schools and restricting movement, citizens in Slovakia began to stay in their

' Cina stanovila prvy pripad ndkazy koronavirusom na 17. november. [online]. [2020-03-13]. Available at:
<https://svet.sme.sk/c/22357855/cina-stanovila-prvy-pripad-nakazy-koronavirusom-na- 1 7-november.html>.

2 Slovensko zaznamenalo prvy potvrdeny pripad ochorenia COVID-19. [online]. [2020-03-06]. Available at:
<http://www.uvzsr.sk/index.php?option=com_content&view=article&id=4061:slovensko-zaznamenalo-prvy-
potvrdeny-pripad-ochorenia-covid-19&catid=250:koronavirus-2019-ncov&Itemid=153>.

3 World Health Organization (WHO,). [online]. [2020-03-11]. Available at:
<https://twitter.com/WHO/status/12377770217423380497ref _src=twsrc%5Etfw%7Ctwcamp%SEtweetembed%
7Ctwterm%5E1237777021742338049&ref url=https%3 A%2F%2Fwww.who.int%2Femergencies%2Fdiseases
%?2Fnovel-coronavirus-2019%2Fevents-as-they-happen>.

4 Informdcia zo zasadnutia Ustredného krizového Stabu v suvislosti s COVID-19. [online]. [2020-03-06].
Available at:
<http://www.uvzsr.sk/index.php?option=com_content&view=article&id=4062:informacia-zo-zasadnutia-
ustredneho-krizoveho-tabu-vnsuvislosti-sncovid-19&catid=250:koronavirus-2019-ncov&Itemid=153>.

5 COVID-19: Slovensko zakazuje Sportové, kultiirne a verejné podujatia, hldsi 7 potvrdenych pripadov. [online).
[2020-03-09]. Available at:
<http://www.uvzsr.sk/index.php?option=com_content&view=article&id=4071:covid-19-slovensko-zakazuje-
portove-kulturne-a-verejne-podujatia-hlasi-7-potvrdenych-pripadov&catid=250:koronavirus-2019-
ncov&ltemid=153>.

8 COVID-19: Ustredny krizovy §tib zavidza dalSie opatrenia, zatvoria sa skoly i letiskd, karanténa plati pre
vSetkych, ktori sa vrdtia zo zahranicia. [online]. [2020-03-12]. Available at:
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homes for most of the day. This also resulted in an increased interest in watching individual
televisions as a substitute for the absence of time spent at work, school or in public space.

2 Media

Different authors divide media into several groups according to different parameters, but
according to the basic division we know print and electronic media. We will focus on
electronic. These media include radio, television and the Internet. Their common feature is
signal transmission. The recipient of radio, television or Internet content must have the
technological equipment to access electronic media.” For print media, the technological
component is absent when receiving content. Television is a medium that allows sending and
receiving information based on the sound and at the same time video principle. Television,
thanks to its ability to act on the primary receptors of man (sight and hearing) and at the same
time its ability to reach a large target audience, is one of the most effective media ever.® In
radio, the so-called listenership, a substantial part of radio broadcasting is listened to when
performing another activity - especially in the morning broadcasting, when the program of
radio stations is listened to by the most listeners. ,, Radio offers us freedom, but the number of
disturbing elements that make such listening difficult (other activity, different sounds),
multiplies the possibility of misunderstanding or even not capturing information.® Online
media is a separate category of media. They are mainly characterized by the possibility of
interactive communication via the Internet. These include classic websites, social networks
and various mobile apps.!® Nowadays, video service providers via the internet are very
popular. It is a service on demand - video on demand (VOD). For example, Netflix works on
this principle. The applicant pays the operator money to make the video content available to
him. VOD services are divided into two basic categories:

e online rental,

o flat services.!!

In the first case, the applicant will pay a one-time fee for playing the selected film (as was the
case with old video rentals). In the second case, he pays a monthly fee and has access to the
complete offer. Other providers of this service are, for example, HBO GO, Apple TV,
Voyo.sk in Slovakia.

3 Viewership
In our analysis, we monitored the average viewership of viewers older than 4 years, during 4

weeks in March 2019 and March 2020. Viewership is average and was measured throughout
the day of television broadcasting. In the introduction, we summarized the schedule of

7 KRAJCOVIC, P., CABYOVA, L.: Medialny trh a moznosti jeho inovacii. Trnava : FMK UCM in Trnava,
2016, p. 38.

8 Ibidem, p. 40.

9 JENCA, 1., SEKERESOVA, Z., BRNIK, A.: Rozhlasova tvorba. Trnava : FMK UCM in Trnava, 2013, p. 14.
10 Compare to: KRAJCOVIC, P., CABYOVA, I.: Medialny trh a moznosti jeho inovacii. Trnava : FMK UCM
in Trnava, 2016, p. 19; KRAJCOVIC, P.: Strategies in media planning. In Communication Today, 2015, Vol. 6,
No. 2. p. 20-30; BRNIK, A.: Reklama v radiu a hlavné dovody jej vyuzitia. In CABYOVA, ., BEZAKOVA,
Z., MENDELOVA, D.: Marketing Identity 2019: Offline Is the New Online — aktudlne vyzvy onlinovej a
offlinovej komunikacie. Trnava : FMK UCM in Trnava, 2019, p. 20-28.

I KADLEC, R.: Netflix a ostatné videosluzby na Slovensku. [online]. [2020-04-03]. Available at:
<https://touchit.sk/netflix-a-ostatne-videosluzby-na-slovensku/45481>.
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measures ordered by the Crisis Staff in the Slovak Republic. The first recommendations
began on March 6. Graph 1 shows that during the first restrictions there was a slight increase
in television viewership compared to the same period in 2019. The increase in the period from
2 to 8 March 2020 is 6.8%. Of course, the restrictions were only slight and did not last
throughout the week, so the increase is minimal. A larger increase of 14.6% was recorded in
the audience in the second week in the period from 9 to 15 March, where restrictions began to
manifest themselves in public life. The turning point came in the third week under review in
the period from March 16 to 22, when the average television viewing throughout the day
reached a value of more than 5 hours, which represented a year-on-year increase of 39.9%
over the same period. This significant increase in viewership was due to other restrictions that
came into force on March 16 and included, for example, a regulation on the closure of
schools, restaurants etc. Due to domestic quarantine and partial restrictions on movement,
which made it possible to reach the public only in necessary cases such as shopping, moving
to work or walking outside large groups of people, the share of television viewers increased
by more than a third. The trend continued in the last observed week in the period from March
23 to 29, when the time spent in front of the screens again remained above 5 hours, and
compared to the same period in 2019 it increased by 36.4%. Compared to the previous week,
the viewership decreased by an average of 8 minutes. Nevertheless, it maintained an above-
standard high value.

M 2019 M 2020

2. - 8. marec 9. - 15. marec 16. - 22. marec 283. - 29. marec
Chart 1: Average daily viewership for the whole day in March in 2019 and 2020 (viewers 4+)
Source: own processing, 2020.; Koronavirus meni sledovanost televizie: Marec bol historicky najsledovanejsim
mesiacom. [online]. [2020-04-15]. Available at: <https://pmt.sk/tlacove-spravy>.

In Graph 2 we see the same observed period of viewers older than 4 years, during the
broadcast of television in the interval 7:00 - 17:59. Throughout March, television viewing
increased even outside primetime and thus during the day. In the first week, viewership
increased by 9.3%, in the second week the value rose to 19.6% and television viewing was on
average more than 2 hours. In the most restrictive third week, the viewership increased by
63.7% and in the last week under review, the average viewership increased by 56% compared
to the same period a year ago. Compared to the all-day average that we can see in Graph 1,
the growth curve is similar. Audience outside primetime saw a more significant percentage
increase in audience.
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Chart 2: Average daily viewing time 7:00 - 17:59 in March 2019 and 2020 (viewers 4+)
Source: own processing, 2020.; Koronavirus meni sledovanost televizie: Marec bol historicky najsledovanejsim
mesiacom. [online]. [2020-04-15]. Available at: <https://pmt.sk/tlacove-spravy>.

Graph 3 compares the average daily audience in the age category from 4 to 15 years, for the
whole day in the period from 2 to 29 March. The rising trend of increasing viewership is
obvious. Compared to age category 4, the difference in viewership is much stronger. In the
first week, the viewership increased slightly by 4.3%, which is less than in category 4. The
second week saw a larger increase of 32%, and in the third week, when schools were closed
due to restrictions, the audience for viewers under 15 increased by 67.7%. In the last
monitored week, the viewership increased by 64.1% compared to the same period a year ago.
The increase in viewership after the closure of schools had a significant share in the increase
in viewership. Compared to age group 4, the increase was almost double.

M 2019 Il 2020
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Chart 3: Average daily viewing for the whole day in March 2019 and 2020 (viewers 4 - 15 years)
Source: own processing, 2020.; Koronavirus meni sledovanost televizie: Marec bol historicky najsledovanejsim
mesiacom. [online]. [2020-04-15]. Available at: <https://pmt.sk/tlacove-spravy>.

Graph 4 shows the average daily viewership of children from 4 to 15 years of age between
7:00 and 17:59 in the period March 2019 and March 2020. The first week recorded an
increase in viewership compared to March 2019 by 5.8%. With the onset of the first
restrictions, the viewership of children under 15 years of age outside primetime increased by
49.3%. In the third week, the viewership increased by 109.9%. This significant increase in
viewership during the day, when the time spent in front of the screen climbed to more than 2
hours, led to the closure of schools ordered on 16 March. In the last week under review, the
viewership increased by 93.4% and averaged almost 2 hours.
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Chart 4: Average daily viewing time 7:00 - 17:59 in March 2019 and 2020 (viewers 4 - 15 years)
Source: own processing, 2020.; Koronavirus meni sledovanost televizie: Marec bol historicky najsledovanejsim
mesiacom. [online]. [2020-04-15]. Available at: <https://pmt.sk/tlacove-spravy>.

The increase in viewership occurred in several countries where coronavirus was reported.
Graph 5 shows the individual countries and their average viewership in minutes. The
viewership until the adoption of restrictions to stop the spread of the pandemic, followed the
development of 2019. After the introduction of restrictions, viewership increased significantly
in all countries. The exception was Norway, which, after taking measures to combat the
coronavirus, saw only a slight increase in viewership. While in the case of Slovakia, Turkey
and Spain the viewership increased by about 100 minutes per day, in Norway the viewership
increased minimally. In general, viewership has increased since the restrictions were adopted.
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Chart 5: Development of average viewership in minutes
Source: Koronavirus meni sledovanost televizie: Marec bol historicky najsledovanejsim mesiacom. [online].
[2020-04-15]. Available at: <https://pmt.sk/tlacove-spravy>.
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In addition to standard electronic media, online media viewership has also increased. One
example of the increase in the number of subscribers and thus the viewership during the
pandemic is the video service provider via the Internet Netflix. Graph 6 shows the increase in
new Netflix subscribers since 2012. The graph shows the increase in subscribers in each
quarter. By 2015, the number of new subscribers did not exceed 5 million. From 2016 to
2019, new subscribers remained at less than 10 million. In the first quarter of 2020, when
countries began to take action against the aftermath of the pandemic, the number of Netflix
subscribers rose to a maximum of 15.8 million subscribers. The increase in new subscribers is
almost half of the last quarter of 2019. Netflix currently has 182.9 million global subscribers.

Netflix Sees Unprecedented
Growth Amid Pandemic

Global paid net subscriber additions by Netflix Q120
+15.8m

15m
As of March 31, 2020
Netflix had 182.9 million
10m global paid subscribers.

5m

0
m 2012 2013 2014 2015 2016 2017 2018 2019 20

Chart 6: Global paid net subscriber additions by Netflix
Source: RICHTER, F.: Netflix Sees Unprecedented Growth Amid Pandemic. [online]. [2020-04-22]. Available
at: <https://www.statista.com/chart/21465/global-paid-net-subscriber-additions-by-netflix/>.

4 Result

A pandemic that we were not prepared for forced us to change our behavior in some ways and
to adapt to new conditions. The economy has slowed, some sectors have come to a complete
halt for some time. Despite the increase in viewership of television and online video service
providers, advertising revenue for these media is also declining. If the economy fails, so does
the amount of advertising that companies are willing to pay because they can't afford it.
People are compensating for the closure of schools, various establishments, services and the
reduction of public space, with increased demand for entertainment from the home
environment. Electronic media provide this type of entertainment and fill their reflection of
increased leisure time. In Slovakia, but also in the world, the viewership increased mainly due
to the consequences of the pandemic. Viewership is likely to decline after the release of
restrictions and is likely to return to baseline only after the vaccine invention and the
population will be vaccinated. Until then, we can continue to monitor the development of
electronic media viewership in Slovakia and in the world as a whole.
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ONLINE REPORTING DURING THE EXTRAORDINARY SITUATION
IN SLOVAKIA

Slava Gracova — Martin Graca

ABSTRACT:

Virus Covid-19 has affected almost every part of human life all over the world. In Slovakia were first people
infected at the beginning of the March 2020 and equally in that time they were introduced measures to limit
spreading the illness. All media were oversaturated with news about this topic. The authors of this contribution
was realizing quantitative research during the whole month March 2020. They were studying home reporting on
selected reporting portals. Within this research she was interested in proportion of news about coronavirus and
their frequency during the whole month. The results of research are completed with data of media monitoring for
researching period. During the research the author has determined several assumptions on the base of observation
in the actual happenings in the beginning of March in Slovakia.

KEY WORDS:
coronavirus, covid-19, extraordinary situation, home news, reporting

1 Reporting During the Extraordinary Situation

Reporting always has a task to reflection on an actual happening in the world. If it is for example
a special occasion (e.g. election) in Slovakia in reporting has this topic first place and whole
reporting with the highest number of news is dedicated to it. If it's the topic worldwide
important, this effect is showing all over the world. The same situation is also in 2020 when the
main topic is virus Covid-19. From the reason of this new situation we wanted to watch how
big will be the share of news about this disease in chosen web portals within home reporting.

According to monitoring in researching portals in March appears the topic Covid-19 in
following particular categories together:

News/Policy 5 062
Sport 1393
Ekonomy/Finance/Law 537
IT/Technology | 81
Culture/Art |33

Life style/Fashion |13

0 1500 3000 4500 6000
Chart 1: The amount of articles in three researching portals together in March
Source: MONITORA, 2020.

The topic Covid-19 was mentioned on web portal SME.sk in category News and politics 1963
times, on web portal Akuality.sk 1465 times and on web portal Dennik N 1634 times. According
to monitoring and searching the key words was Covid-19 and coronavirus on researching
portals together for period from the 1st of March to 31st of March 2020 found 7199 times.

On particular portals:



Megatrends and Media: On the Edge

e SME.sk — 2966 times,
e Aktuality.sk — 2519 times and
e Dennik N — 1634 times.

Sunday
9,6 % Monday
7 17,6 %

Saturday
7,9 % N

Friday
15,5 %

Thursday , /
15,3 %

N Wednesday
15,4 %

Chart 2: The amount of articles on three researching portals according to the days in a week
Source: MONITORA, 2020.

_ Tuesday
18,8 %

Chart 2 shows us how was the articles with the topic Covid-19 divided according to the days in
a week. From the graph it is clear that in the beginning of the week (Monday and Tuesday)
there were the most articles with this problematics. The other days of the working week were
balanced and during the weekend their amount fell. How we are stating in the article later, the
occurrence of news about actual situation caused by the coronavirus was affected by the first
cases discovered in Slovakia, by the other happenings in our country in March which was in
the beginning of March focused mainly at results of parliament elections and building the new
government.

2 The Assumptions of Implemented Research

While realizing this research we determine some assumptions:

e news about coronavirus will start to increase after the 6th of March 2020, if it is discovered
the first case of the infection by virus Covid-19 in Slovakia;

e news about coronavirus will represent more than 50% of all news in home reporting;

e news from state e.g. announcements, instructions, regulations, changes in law etc. will be
the part of home reporting at least three times a week;

e advices and tips focused on hygiene, protection and spending time at home during the
extraordinary situation will be regular part of home reporting at least three times a week;

e data journalism will be regular part of home reporting and infographics, graphics, tables and
maps will appear on every researching portal at least once a week.

These assumptions we determined on the basis of medias observing and the change of content
in more web sites. Their content has from the beginning of the March been directing on
especially the extraordinary situation in Slovakia and in the whole world. Before interpretation
of discovered results in the research it is necessary to add important data, which has influenced
the results. It is mainly the happenings in Slovakia except spreading coronavirus. On the 29th
of February 2020 they were held the elections to the National council of Slovak republic in
Slovakia. This event was the number one topic and that's why it is understandable that the first
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days in March media were bringing news mainly about results of elections, building the new
government etc. For example, the portal SME.sk, which was in our research, added on the 1st
of March 2020 several tens of news which we didn't count in our research because they were
about election results in particular election district.

3 The Research of Selected Portals

For the needs of this contribution we decided to watch incidence of news about actual topic -
Covid-19, called coronavirus in Slovakia. For the time interval we have chosen the period
between the 1st of March 2020 and the 31st of March 2020 because from the beginning of this
month the first confirmed cases of infection were discovered in Slovakia and the first measures
to limit spreading the illness. Our goal was to monitor their share in comparison with other
news about happenings and life in Slovakia. For the qualitative research we have chosen two
reporting portals with the biggest amount of subscribers of their content. It is Dennik N which
during the realized research reached 50 000 subscribers and SME.sk which according to
available information had in November 2019 40 000 subscribers. We weren't able to find out
the exact amount of subscribers of portal Aktuality.sk but according to statistics it’s the most
visited site in Slovakia and that's why we put it to the research, too. According to stated graph
the portal SME.sk is on the second place and Dennik N is on the thirteenth place in February
2020.

aktuality.sk
sme.sk
zoznam.sk
pluska.sk
pravda.sk
hnonline.sk
bazos.sk
cas.sk
topky.sk
dobrenoviny.sk
dnes24.sk
tvnoviny.sk
dennikn.sk
markiza.sk

webnoviny.sk

0 400 000 800000 | 1200000| 1600000, 2000000| 2400000| 2800000

Chart 3: Web attendance in February 2020

Source: KOSNO, L.: Ako zamiesali parlamentné volby 2020 poradim webov (navstevnost). [online]. [2020-04-
15]. Available at: <https://zive.aktuality.sk/clanok/145630/ako-zamiesali-parlamentne-volby-2020-poradim-
webov-navstevnost/>.

In implemented research we monitored the number of news from home reporting for every day
of the month. Then we selected from them the news about coronavirus. There were news
concerning information about disease, number of tested and infected, news from the
government regulations, declarations of ministries, and also all information about different parts
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of life in Slovakia which were affected by virus. In this group of news, we took down the news
from the government regulations, news including advices and instructions (focused on
increasing hygiene, producing protection aids, spending time at home etc.) and news coming
under data journalism. It means graphs, maps and infographics. On researching portals, we
didn't count to the research news referring to their podcasts, sections like e.g. Minute after
minute because they have their own space or own advertising on portals. The number of news
in particular categories is shown in table 1.

Table 1: Home reporting in March 2020 in chosen web portals

The number of home . Reports from a
Coronavirus reports "
reports government regulation

Advice Infografics

DennikN

Aktuality.sk

Source: own processing, 2020.

The number of home reporting fluctuate in all researching portals. We can confirm the data
from media monitoring because all three portals publish during the weekend less news than
during the week. For example, Dennik N added on the 1st of March the highest amount of home
news - 27 and the following Saturday the 7th of March just two news. The high number in the
first day of the month was influenced by the parliament elections which were held the day
before. The portal Aktuality.sk reached the highest number of news for a day on 16th of March
- 57 news. The lowest number was on 28th of March, just 9 news. SME.sk published on 20th
of March 45 news and the lowest number was on Saturday 7th of March - 6 news.

Table 2: Average number of home news for a one day in March 2020

THETRRTIRSTOTHOMe Coronavirus reports Reports from'a " Advice Infografics
reports government regulation

DennikN 8,22 0,58 0,19 0,32
Aktuality.sk 14,96 1,22 0,03 0,03
SME.sk 10,67 1,64 0 0,16

Source: own processing, 2020.

Portal Aktuality.sk added on the average the most home news, almost 25 news and also from
them was the most about topic coronavirus - 15 news a day. From the research follow that news
from government regulations were added about every second day on portals Dennik N and
SME.sk. Within portal Aktuality.sk there is usually one this kind of message every day. In the
research we monitored also news oriented on tips and advices which were focused on dealing
with the situation that has arisen. In portal Dennik N was news like this added on the average
once in 5 days and in portal Aktuality.sk just one in the whole researching month. We didn't
find this kind of news on the page SME.sk. News which contained data journalism like graphs,
maps and other graphic additions turned out the same. In home reporting of Dennik N we found
this kind news 10 times, in Aktuality.sk just one and SME.sk published 5 news which contained
infographics. From the implemented research follows that together were added 2113 news of
home reporting and 1050 from them were linked with coronavirus. That presents 49,69 % of
all news. In particular portals were results following:

e Dennik N: 52,9 % news of home reporting were with the topic coronavirus,
e Aktuality.sk: 60 % news of home reporting were with the topic coronavirus,
e SME.sk: 38,57 % news of home reporting were with the topic coronavirus.

In the research we can see also how and when started the news about coronavirus and situation
that has arisen increasing. There were very few of this news in the first week of March. Portal
Aktuality.sk added first news with this topic on the 7th of March (together 7 news). On this day
was discovered first infected citizen in Slovakia. The most news about coronavirus were on this
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portal published on the 16th of March — 43 news. Dennik N added first news about coronavirus
on the 3rd of March. Their amount was between 0 — 4 news a day in the first week. The most
news with this topic were published on the 13th of March - 18 news. Portal SME.sk published
first news about coronavirus on the 2nd of March and like in the other portals in the first week
was their amount low (0 — 6 news a day). The most news about coronavirus were published on
the 30th of March — 25 news.

Conclusion

The news about coronavirus will be part of our and also global news for a long time. According

to current situation the number of it will change in every country. For this research we picked

up the first month in which the disease got in Slovakia and radically changed people's lives and
the life of whole republic. On the basis of research result we can verify given assumptions:

e Assumption that the news about Covid-19 will be increasing after the 6th of March 2020
was confirmed by research. Portal Aktuality.sk has added first news about coronavirus
exactly on the 6th of March. Other portals had coronavirus news earlier but the amount of
news has increased after this date. Before that the amount had been going between 0 — 6
news a day.

e We expected that the news about coronavirus will be more than 50% of all home news. This
expectation has confirmed just in one part. Dennik N has in average 52,9% news about
coronavirus and Aktuality.sk 60% news for whole month. Portal SME.sk has just 38,57%
news about coronavirus in home news.

e With the third assumption is good to mention that in this period has changed the governments
in Slovakia and the differences were in communication of the old prime minister and the
new prime minister. Also, these facts had big impact in the number of news from government
decree. Into that we put there prime minister statement, new rules, restrictions, orders from
the extraordinary situation, news from ministry and so on. We assumed that this kind of news
will be added at least three times a week. This assumption has confirmed on all researched
portal. In the average Dennik N had put up this message every second day. Aktuality.sk
every day and SME.sk had put up in average one and half message per day.

e Because of the fact that we had this research done at the beginning of this extraordinary
situation in Slovakia we expected that advises and instructions (e.g. how to sew your own
mask, how to spend time at home or how to increase your hygiene and so on.) will be part
of our home news. This expectation has not confirmed. During whole month Sme.sk has not
published any kind of this article, Aktuality.sk just one, Dennik N has put up six articles
about it. We can say that this content is not suitable to go in to the main news and on news
portal it has its own section or it appears in lifestyle portals.

e We also assume that the news about coronavirus will at least once a week include elements
of data journalism. We thought they will be adding maps, charts and maps of Slovakia with
the exact number of infected by coronavirus. This assumption has not confirmed because
Dennik N has added ten messages about it, SME.sk five and Aktuality none.

From this research it’s obvious that the topic about coronavirus is the number one topic in
Slovakia. In the two explored portals represents more than half of the home news. The
beginning of this topic was connected with the first case of infection on our area. Daily we can
see approximately eight to almost fifteen news about this virus on the explored portals. Regular
part of daily news are orders from government. We don't know how the situation in Slovakia
and all over the world will be developing. We can say that during year 2020 will always be this
topic outstanding even if it don’t be the main topic of home news in every month.
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IMAGES OF SEXUALITY IN TELEVISION DRAMA PRODUCTION

Zuzana Kvetanova — Maria Svitekova

ABSTRACT:

Scenes of sexuality in media production are today one of the proven ways, in which you can get your audience's
attention. These images are mainly used in television drama, especially in the genre of "situational comedy",
while paradoxically, the sitcom should have primarily elements of humor. However, at the expense of witty
situations, sexist or similar depictions are often inserted into the genre-type mentioned above, which more often
saturate the recipient's amusing need. In the present study, we examine the question relating to images of
sexuality and clarify their presence in the media reality, specifically in television production. The explication of
the pertracted phenomenon is based on the opinions of J. Orlebar, V. Sluncik, S. Tarrant, B. Calvert, P. Hartl and
H. Hartlova, P. Hormak, M. Durham and the publications of many other relevant theorists. The subject of the
paper is not only to present the occurrence of sexual images in contemporary situational comedies. Our intention
is also to reflect the theoretical knowledge of the problem. The primary aim of the paper is to clarify the issue of
images of sexuality in media production, respectively to prove their existence in Slovak and foreign sitcoms. For
the purposes, we use mainly logical-conceptual methods of text analysis in conjunction with qualitative content
analysis. The ambition of the paper is to map the current state of television production in the context of a
research phenomenon.

KEY WORDS:
erotic scenes, images of sexuality, media reality, sexism, sitcom, television production, TV drama

1 Introduction into the Issue

Existence of different media has made society’s access to information of various kinds much
easier and has also provided the percipients with possibilities of entertainment and relaxation
in their leisure time. Despite broad spectrum of media market, the medium of television is
considered one of the most preferred sources of data. Diverse possibilities of using the
provided content and easy manipulation with the device are the main factors that cause
television to be viewed by heterogeneous media audience. This informational function is a
significant factor of the attractiveness of the medium of television, mainly for the percipients
of post-productive age. The most frequent intention of the recipients to seek this medium is,
however, to fulfil their need for entertainment. The function of entertainment in the broadcast
programming is attained mainly by the products of television drama production, such as soap
operas, series or sitcoms. Implementation of foreign programmes of the aforementioned types
into Slovak television broadcasting has prompted their production also by the local creators of
media contents. High number of similar programmes in the broadcast scheduling of
televisions thus mobilizes producers to create original contents which the audience usually
prefers over others. With an intention of a notable rise in viewership, the creators of media
contents incorporate elements of violence, narcissism, and also sexual scenes into their
programmes with an aim to attract the attention of the viewers. However, images of sexuality
could also be seen in the so-called “pre-media” period of time — presence of such phenomena
can be noted in the recent and distant past within daily socio-cultural reality. Clarification of
their existence within the media reality has become the subject of our study, as the centre of
our interest is to define different forms of sexual scenes in narrative structures of the selected
media contents — the situational comedies.

Our foremost ambition, however, is to reflect the ascertained theoretical knowledge related to

the analysed problem and, thus, to closely specify the television genre-type of “sitcom” and
the occurrence of these images within the type of media content in question. The secondary,
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but not less important, goal of the paper is to identify certain heterogeneous scenes of
sexuality in concrete products of domestic and foreign television production using relevant
research procedures — methods of logical analysis and qualitative content analysis. The
purpose of the study is to “reflect” the theoretical premises in television practice, or the
interpretation of timely research data (within the analysed topic) that, however, need to be
continually reassessed and approached critically.

2 Images of Sexuality and Their Media Presentation in Television Genre of
Drama Production — Situational Comedy

Television genres of dramatic production are among the most-watched media contents. These
genre types have been a part of television broadcast since its beginnings, although in a
significantly different form. The broadcast scheduling is being modified with the development
of television broadcast. Television genres that have become the most viewed and have started
to attract the attention of a high number of percipients have been gradually profiled.
Situational comedy — sitcom — can be complexly defined as a genre that represents a
combination of a story based on a screenplay, an expressive acting behaviour, jokes, and
studio laughter. Sitcom, or situational comedy, is presently considered one of the most
popular TV genres.! It is a specific type of television programme characterized by certain
typical attributes. One of its most characteristic features is the setting, where almost the entire
story takes place. Another specific feature of this genre is also the aforementioned, artificially
inserted, studio laughter. This element indicates funny or humorous situations often present in
the narrative of this genre.? First television products of the discussed genre initially did not
have a defined uniform structure, but, eventually, four kinds of this type of comedy have been
settled — suburban, rural, urban, and the youngest model of situational comedy based on
topics of social-criticism.> Authors B. Calvert and others, who address the topic of sitcoms,
have also defined a certain typology that is derived from the location or environment in which
most of the story takes place. One of the locations is the home, where humour is based on
funny situations and relationships between family members; another location is the
workplace, where the humorous scenes appear as a result of interactions between colleagues.*
Despite the aforementioned, V. Slunc¢ik refutes the simplicity of this model and states that
contemporary situational comedies present mostly nonlinear ways of story depiction, e.g. the
title Sex and the City or How I Met Your Mother, which explain several story-lines at the same
time.> J. Korda categorizes the analysed genre according to the type of conflicts that occur in
them as follows:

e family sitcoms — their story consists of plots containing family members, e.g. The Cosby

Show, Step by Step, Susedia, Kutil s.r.o., and others;
e workplace sitcoms — the story-line of these sitcoms takes place at the workplace, e.g.
House M.D., 2 Broke Girls, Profesionali, etc.%, which clearly agrees with B. Calvert et al.
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However, the current saturation of television broadcasting with situational comedies of both
the domestic, but mainly, the foreign production causes a departure from originally defined
models of sitcoms. Producers of these comedies are naturally trying to attract the recipients
and achieve the highest possible ratings of their shows and they often do this by incorporating
sexual scenes into the story of the aforementioned genre-type. Initially, programmes
containing images of sexuality offended the recipients; however, through a long-term process
of instilling these elements into their subconscious, the audience has become immune to
sexually laden media programmes. From the psychological point of view, sexuality can be
described as the fundamental and individual motive in human life. Sexuality accompanies an
individual throughout their whole life and influences their personality and relationships. It is
also a source of specific emotions and a form of interpersonal communication.” Sexuality is a
set of features and expressions of human behaviour stemming from the physical and mental
differences between the sexes. It is a physiological act accompanied by sexual activities with
an aim of psychological satisfaction.® An essential part of an individual’s sexuality is also
their behaviour during the sexual act.’ “Sexuality is understood not only as the actual
biological sexual act of reproduction, but also as the whole system of behaviour that aims to
achieve sexual intercourse, including psychologization of this behaviour and sublimation of
this sexuality into intellectual artistic creative activity.”'* From the point of view of
implementing the elements of sexuality into media contents, it is a fact that sexual talk is
acceptable for the recipients. Depiction of these elements in the television broadcast, however,
tends to offend them.!! The term “sexuality” is thus linked to both the negative and positive
connotations. The positive aspect of the discussed term, within the context of depicting these
elements, is the phenomenon of “erotica”. Erotica in its various shapes and forms of
presentation has always been a good instrument for media to attract attention and increase the
viewership of their media contents.!? The term “erotica” is determined mainly as a set of
scenes of sexual intercourse, depiction of which, however, does not humiliate the individuals
involved.!* Erotic elements in media contents are expressed in a sensual and tender way,
presented by partially concealed bodies. Erotic images have mainly an aesthetic function and
the recipient interprets the scenes on the basis of their past experience.!* It is the aesthetical
function that constitutes the basic difference between the terms “sexism”, “erotica”, and
“pornography”. The polar opposite phenomenon, i.e. the negative connotation connected to
the issue of images of sexuality, is represented by the term “sexism”.

“Sexism” can be understood as a certain kind of discrimination on the basis of gender. In
most cases, women are the discriminated group. In media production, this happens mostly in
commercials or situations in programmes, where women are degraded and depicted as
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commodities.!> The discussed term represents different forms of treating women
unfavourably, as well as ways that men use to express their power and superiority over female
gender.!® Authors J. Cvikova and J. Juraiiova distinguish two types of sexism. They define
benevolent sexism as a positively intentioned discrimination of a person with an aim to
protect an inferior individual. On the other hand, hostile sexism directly refers to inferiority of
female gender.!” Despite the fact that sexism is specified as humiliation of both genders, it is
mostly the degradation of female gender that is being depicted in media. Discrimination of
men in heterogeneous media contents is appears rarely and is significantly disproportionate to
defamatory connotations against women. Besides erotica and sexism, media also often resort
to presentation of pornographic elements. Images of pornography are regarded as indecent
depictions of sexual intercourse. Pornography leaves the recipients with an impression of
derogation and humiliation of the depicted individuals.!® It is also connected to an emergence
of psychological and social processes, which consequently also influence real relationships in
the recipient’s life.!” Porn industry can be considered an expression of hyperreality. Porn
culture provides a recipient with possibilities that are unrealistic in real life. It represents a
simulation of reality or materialization of real emotions and relationships.?’ Although current
broadcast programming is oversaturated with pornographic elements, erotic images or sexism,
a recipient watches these contents without question. By incorporating these phenomena into
media products, televisions are trying to gain the highest possible number of viewers and
increase viewership of these shows. However, the aforementioned phenomena had been
present in socio-cultural reality even before they became a part of media contents. As the
objective of media is to reflect reality as faithfully as possible, they look for inspiration in an
every-day reality of life.

In the real world, the element of sexuality is closely linked to phenomena such as beauty or
the aforementioned erotica. In social reality, beauty is presented mostly in connection to
female gender. A woman’s appearance is constantly watched and judged. The society thus
assumes that a woman is the embodiment of beauty, but beauty is an irrelevant term. The so-
called beauty myth still influences uncountable number of women. Pressured by society,
women are trying to transform themselves into an ideal of beauty which does not really
exist.?! For many of them, opinions of others are the decisive factor and they are willing to
undergo even radical changes to come close to their ideal.?? The society perceives beauty as a
necessary aspect of a happy and successful life. Beauty of a woman is judged more strictly
than her profession or knowledge. That is one of the reasons why women, concerned for their
status, prioritize their looks, which, in the long term, slows down their personal
development.?* Similarly, even today, there are still opinions about inferiority of a woman’s
role. It is assumed that the purpose of a woman is to be a mother, wife, and to care for
household and children. This assumption about the image of a woman stems from the culture
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that the society identifies with. Sexism, i.e. discrimination based on gender, itself comes from
cultural identity. Origins of sexism go back to distant past, where women were considered
lowly. Gender stereotypes, which define the idealized notions about women and men, are the
basis of sexist behaviour or expressions.?* Gender stereotypes had been indicated long before
the existence of media. For example, the actual structure of family presents a man/father as
the most important member of family, while men are also favoured for important positions in
political or educational system.?> Relationships between men and women are being defined
through gender stereotypes. Within this context, men are considered the superior, powerful
members of society situated in the highest positions.?® J. Cvikova and J. Jurafiova agree with
the aforementioned statement and similarly describe the phenomenon of gender stereotype as
relations between men and women. They focus their attention mainly on ideologies that
present superiority of men and inferiority of women.?” Stereotypes, however, are not
connected exclusively to gender. According to Z. Svobodové, they can be divided into the
following three groups:
e stereotype defined by time axis — it is a stereotype that has existed for several generations
or its modern type, which has been formed on the basis of new technologies;
e stereotype from the view of its generality — some stereotypes are related to the whole
society in general; others, the specific ones, only to a certain subculture;
e cultural stereotype — represents division based on gender.?®

In relation to the elements of sexuality, erotica, and sexism, we thus speak mainly of cultural,
or gender, stereotypes. However, we should not forget that elements of pornography are also a
part of similar expressions in socio-cultural reality. First records of pornographic images
come from Ancient Greece. Even the term “pornography” is of Greek origin and is derived
from the words “porné” (bride) and “graphien” (to write). Pornography is, in a way, similar to
erotica. Erotica, however, constitutes a form of artistic representation of pornography.
Consumption of pornography is considered a trend in contemporary society. Criticism of this
phenomenon is rare and the negative consequences it can cause are also left unsaid.*® With the
arrival of technologies and the mass media, the spreading of pornography has become much
easier and available to general public, including the adolescents.’! Pornographic images are
therefore often (un)knowingly a part of media contents and, together with other elements of
sexuality, participate in production of TV programmes, situational comedies not excluded.

The origins of sexual motives presented in the society naturally date back to distant past. First
symbols of sexuality depicted and presented to general public can be observed in the
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antiquity. Back then, sexual motives were used for “advertising” purposes (e.g. ancient houses
of pleasure were marked by erotic symbols to attract the attention of the passersby).’? Also
later, in the media environment, first images of sexuality appeared in advertising. Author J.
Vysekalova claims that the recipient’s interest is caught more by images of other people than
inanimate objects. In the 1940s, research proved that women are also interested in images of
other women, while men take no notice of depictions presenting other men. These were also
the reasons, why, in the 1950s, a woman became a symbol of sexuality not only in the
advertising®3, but also in the whole media industry. The development of the media and the
contents transmitted by mass-media has thus brought a constant need to attract an ever-
growing number of recipients. As a consequence, women, or a female body, started to be
exposed more and more.>* In the context of sexuality depiction, J. Vysekalova states that sex
and erotica are one of the instruments that influence the emotions of percipients the most.*
Constant competition between televisions for audience then leads to applying a growing
number of elements of sexuality to their programmes. According to P. Horidk, the level of
images of sexuality in the programming is permanently growing. The producers of media
contents, with an aim to increase their viewership, move from depicting elements of sexuality
to bold sex, which, however, leads to rejection of the discussed contents, mainly by the
female part of audience.?® The result of an abundance of these elements in media production
is then often the opposite of the expected intention. Monotony of media contents is
unappealing for a recipient and uniformity of programmes encourages the audience to opt for
other leisure activities.

M. Durham, on the other hand, states that media only reflect a given society. Depiction of
sexual elements in media contents is dependent on the actual culture. Media are a reflection of
ethics, values, and preferences of a society.>’ In Slovakia, percipients are adjusted to a certain
rate of sexuality in television broadcast and majority of the aforementioned elements do not
cause any offence or stir in the society. However, a thing considered ordinary in one culture
can be unthinkable in another, mainly in countries where perceiving women as sexual objects
is strictly forbidden (these are mostly countries practicing Islam). Sexist expressions in media
productions are regarded in an especially negative way.*® Although some groups of recipients
perceive elements of sexism as negative, a certain part of audience considers sexual images
(even those with a negative undertone) in media as a form of excitement or entertainment.
Often, the discussed contents are even more attractive to the audience than production without
these motives.** The problem with depiction of elements of sexuality lies mainly in the form
of its presentation by the media. Many times, sex is connected to alcohol or drug usage; it is
frequently conducted outside of marriage, and is usually reflected as a superficial activity
without a deeper meaning.*® Producers of media contents, however, use this phenomenon in
situations when they are forced to impress. Incorporating images of sexuality into a product
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can increase the user’s interest in the television programme. Whether the content influences
the audience in an offending and negative way, or it is considered entertaining and exciting,
the percipient pays their attention to it out of curiosity.*! It is the stated aspect of television
production (reflexion of sexual depictions) that the theoreticians of media studies consider a
risk, while criticising mostly the way these elements are depicted, i.e. frequently presented
with humour. It is our objective to map the presence of various forms of images of sexuality
in popular products of domestic and foreign television drama production — in situational
comedies.

3 Selected Methodological Approach

Sexual scenes are a part of many media contents. The producers of the discussed products
often implement these elements into the narrative structure, and not only within the television
production. With an aim to attract the audience’s attention and improve ratings of a certain
product, individual programmes are overfilled with erotica, sexism, and their equivalents. The
submitted study addresses the presence of images of sexuality in television drama production,
specifically in situational comedies. To achieve the stated intention, it is necessary to set out
and characterize the research methods, specify survey questions, define analytical categories,
and describe the intentionally selected research material.

In the light of the need to clarify the existence of various forms of sexual depictions, we have
decided on using the method of qualitative content analysis as the most suitable. Qualitative
content analysis represents an inductive approach. It prefers theoretical formulation of results;
it does not, however, “avoid” numeric data.*> A. Strauss andJ. Corbinova also define
qualitative research as an analysis that does not obtain its results by the methods of
quantification.** According to M. Miovsky, it is fairly difficult to define qualitative content
analysis. The author states that it is almost impossible to determine the method of how the
research was conducted by examining the results of the analysis, especially in regards to
qualitative content analysis.** For an analysis to be comprehensible and successful, it is
essential to adhere to the research procedure. Before conducting qualitative research, it is
desirable to define the research topic and specify the research questions. These may, however,
change during the actual research, in dependence on the collected data. The researcher
consequently clarifies the pre-set research questions.*® The first phase of each qualitative
analysis is represented by the actual problem that is presented as research material after the
commencement of the research. Consequently, the problem is defined more closely and its
content and features are identified. Coding units, or analytical categories, code the selected
media content.*® After the process of coding, it is necessary to process the collected data. The
obtained data then allow the research questions to be answered.*” Following the correct
methodological approach presumes the success of this type of research.
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As each method of conducting a research, qualitative content analysis also has some
advantages and disadvantages. J. Hendl considers the possibility of modification and
adjustment of research questions a positive of this analysis. Researcher carries out the data
collection and the analysis simultaneously. At the end, the researcher is able to decide
whether the results of the analysis are usable or not. According to the author, quality of the
collected data that the researcher obtains by a precise analysis of the examined phenomenon is
also an advantage. A disadvantage of the research is the fact that if the obtained data do not
fulfil the purpose, the researcher starts the same process over. Extensiveness of qualitative
research can also be considered its minus. The actual collection of data and their evaluation
takes place over a long period of time. Due to this extensiveness, the researcher works with a
small research sample, which, in the end, leads to generalization of the obtained data.*®
Despite the aforementioned, thanks to the collected data, we are consequently able to answer
the pre-set research questions. Research question can be defined as an expression of
assumption in an interrogative form. Research question is asked, if the topic it examines is
unresearched or we do not know the results of the previous research. It expresses an
independent expectation of the researcher.** Research question also provides information
about the submitted topic related to the theoretical part of the analysed phenomenon.’® The
researcher chooses the questions before the actual analysis. During the research, the defined
questions can be modified.>! In connection to the analysed topic, we have formulated the
following research questions:
e RQ 1: What kinds of erotic scenes appear in the selected research material?
e RQ 2: Is verbal sexism present in the selected research material — situational comedies? If
it is, in what form?
e RQ 3: Which expressions of physical (situational) sexism appear in the selected domestic
and foreign sitcoms?
e RQ 4: Do the selected episodes of the analysed situational comedies contain pornographic
elements?

To achieve the set objective, it is important to define analytical categories, or coding units. A
coding unit represents words or symbols (e.g. a topic, person, or a phenomenon).’? The
described analytical categories will help us to conduct the analysis on a preselected research
material in a precise way. Each analytical category, constituting a separate analysed item,
should represent only one category. Appropriate analytical categories should be independent,
but related to the researched problem.> In connection to the analysed topic, we have selected
the following analytical categories:

1. erotic scenes — the first analytical category we are addressing is the area of erotic scenes.
Erotica, as an aesthetic expression of sexuality in media, is being depicted in several
television contents. Within the first analytical category, we observe elements such as
“depiction of naked female body” or “intense displays of affection”, which represent
mostly passionate touches and kissing.

2. verbal sexism — nowadays, sexism occurs in almost every broadcast product. Verbal
sexism is a verbal expression of discrimination of an individual on the basis of their
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gender. This kind of sexism is often perceived by recipients as more acceptable, as it is not
explicitly depicted in the content. In the selected sitcoms, we pay our attention mostly to
“verbal sexist expression of a man against a woman”, “verbal sexist expression of a
woman against a man”, and general “usage of sexist vocabulary by individual
protagonists”.

3. physical (situational) sexism — for a recipient, physical sexism is as interesting as the
verbal sexism. Occurrence of this type of sexism is, however, more dangerous for the
percipient due to its direct depiction of a person performing sexist actions. Perception of
physical sexism is therefore much more risky, in the light of it being watched by, for
example, a minor viewer. Physical (situational) sexism within our research is coded into
expressions like “sexist behaviour initiated by a male character”, “sexist behaviour
initiated by a female character” or “sexist facial expressions or gestures” used by the
leading or supporting characters.

4. pornographic elements — an abundance of elements of sexuality in media contents can
sometimes resemble pornographic production. The aim of situational comedies is to
entertain their recipients and the producers constantly strive for growing viewership. That
is why they incorporate increasingly more sexual scenes of pornographic character into the
examined contents. In analysing the defined research material, we have included “explicit
depiction of sexual intercourse”, “close-ups showing the actors of sexual intercourse”, and
“background sounds clearly representing sexual intercourse” in the category of
pornographic elements.

Significant part of the methodological procedure is also a concrete definition of the research
material. For our article, we have intentionally selected two situational comedies of domestic
production and two sitcoms of foreign production. Within the Slovak drama production, we
have opted for a popular sitcom Susedia (The Neighbours) and a relatively new media content
falling within the discussed television genre Som mama (I am a Mother). Foreign production
offers a wide selection of television shows of drama character; however, for the needs of our
study, we have chosen a long-running sitcom 7wo and a Half Men and the sitcom The Big
Bang Theory, which we also consider an appropriate material for the purposes of our research.
The reason for choosing the sitcom Susedia as a research material was its popularity among
the viewers. As the cast comprises adult individuals, we are expecting an obvious presence of
sexual scenes. The main determinant for selecting the situational comedy Som mama as our
second research material was the novelty of the media product. Through analysis, we intend
to find out, whether the creators of the contemporary Slovak production incorporate the
examined elements into the narrative structure. Another reason for our selection was,
similarly to the aforementioned research materials, the cast represented by adult people. An
absence of child protagonists presumes higher probability of the presence of sexual elements.
As regards the TV show Two and a Half Men, we have chosen this sitcom mainly because of
its popularity with the audience, which has persisted for the whole time of its broadcasting. In
this situational comedy, we are also expecting significant presence of the analysed
phenomenon of sexuality in the light of its main theme presenting men’s “obsession” with
women. The last selected research material of foreign production is the American sitcom The
Big Bang Theory. We have opted for this sitcom due to its scientific theme that directly
excludes the presence of the analysed elements. However, sexual intercourse and elements
connected to it are often mentioned in the individual episodes of this situational comedy,
despite the strange relationships between the protagonists. On the basis of the aforementioned,
we state that the analysis of the discussed sitcoms will be beneficial in regards to the obtained
results.
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4 Interpretation of the Collected Data Obtained on the Basis of Conducting
Qualitative Content Analysis

In the presented article, we have paid our attention to determining the presence of sexual
scenes in the television drama production. Our objective was to record these images of
sexuality in the media production, i.e. in the contemporary domestic and foreign situational
comedies. Thanks to a suitable methodological procedure, we have succeeded in conducting
qualitative content analysis and have consequently partially interpreted the results in a form of
answers to the pre-set research questions:

1. What kinds of erotic scenes appear in the selected research materials?

In the selected research materials, we have noted all the defined subcategories within the
analytical category erotic scenes. However, as the most frequent, we have observed the
subcategory of intense displays of affection, in which we have included scenes like kissing,
cuddling, stroking a naked leg or seductive looks of the protagonists. We have encountered
this subcategory in all the analysed situational comedies in twenty-two forms. The
subcategory of depiction of naked male body appeared in eleven different forms in the
research material and it was presented mostly in situations, when the protagonists were
depicted in towels or underwear. In the selected research material, depiction of naked female
body was displayed in five ways (e.g. the female protagonists wearing swimsuits, underwear
or lying in bed covered by a sheet).

2. Is verbal sexism present in the selected research material — situational comedies? If it
is, in what form?
In the selected situational comedies (of domestic and foreign television production), we have
observed the presence of various forms of verbal sexism. The most appearances of verbal
sexism have been noted within the subcategory usage of sexist vocabulary by the protagonists.
In the discussed subcategory, we have included mainly the expressions of the characters that
clearly presented or insinuated sexual behaviour and similar scenes (e.g. when the statements
of the protagonists contained words such as “sex”, “erotikus”, “horny”, “perverted”, “balls”,
etc.). Verbal sexism has also been registered in its other subcategories. In the subcategory
verbal sexist expression of a woman against a man, we have noticed seventeen different
expressions and, in the subcategory verbal sexist expression of a man against a woman,
twenty different forms of sexual expressions. These displays from the similar subcategories
were represented mostly by phrases such as “I’ll photograph you naked”, “look at my legs, if
you want to”, “you are sexy”’, “I’ll get a lover”, “honey, let’s get to it”, and others. We have

observed one hundred and three heterogeneous forms of verbal sexism.

3. What forms of physical (situational) sexism appear in the selected domestic and
foreign sitcoms?
In the situational comedies of domestic production, we have noted elements of physical
(situational) sexism in all subcategories. However, the highest number of forms has been
observed within the subcategory sexist behaviour initiated by a female character. We have
registered eight different displays in total. In the Slovak sitcoms, six elements of physical
(situational) sexism have been observed in the subcategory sexist facial expressions and
gestures (e.g. intentional exposure of body to the opposite sex, sexual gestures, sexist
movements while dancing, etc.) and two different forms of the phenomenon in the
subcategory sexist behaviour initiated by a male character (undressing a female protagonist
and passionate foot massage.). In the situational comedies of foreign television production,
we have registered significantly less forms of physical (situational) sexism. The discussed
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phenomena have only appeared within two subcategories, specifically in two representations
of sexist behaviour initiated by a male character in situations when a man touched a woman’s
thigh or the male protagonist smacked the woman on her behind, and in the form of sexist
facial expressions and gestures, when the protagonists watched the presence of half-naked
women with their mouths open. Within the coding unit physical (situational) sexism, the
subcategory sexist behaviour initiated by a female character is completely absent in the
foreign sitcoms.

4. Do the selected episodes of the situational comedies contain pornographic elements?
In the situational comedies, we have registered the presence of pornographic elements. The
analytical category of pornographic elements has, however, only occurred in two of the four
analysed situational comedies. We have noted these forms of sexual scenes in the Slovak
situational comedy Som mama, where these elements appeared within the subcategories
explicit depiction of sexual intercourse and close-ups showing the actors of sexual
intercourse. In both subcategories, we have only perceived one expression of the coding unit.
To be specific, in the programme, the protagonists were displayed during sexual intercourse,
while also presenting a close-up of the face and expressions of the female protagonist during
sexual intercourse. In the sitcom of foreign production 7wo and a Half Men, we have noticed
three forms of pornographic elements. All three elements appeared in the episodes within the
subcategory background sounds clearly representing sexual intercourse. These occurrences
were reflected by the sounds of quickened breath of the protagonists indicating sexual
intercourse and passionate kissing.

Instead of Conclusion

Enormous number of almost identical programmes leads to constant competition between the
televisions for recipients. They aim to present programmes that would catch the audience’s
attention, which directly implies better ratings. Television can still be described as the most
preferred medium of all the existing means of communication. This thesis is also confirmed
by the fact that it is perceived by heterogeneous groups of users, whose need of entertainment
is primarily satisfied by this medium. Media contents that fulfil this criterion are mainly the
programmes of television drama production, i.e. the situational comedies, TV series, and soap
operas. Broadcasting of these genres is often scheduled during prime time. Their popularity is
determined, among others, by how frequently they are broadcast. Televisions do not broadcast
only foreign programmes, but also many shows of domestic production. With an aim to
increase the viewership of their media contents, the producers incorporate elements of
violence, narcissism, and sexuality into their narrative structures. Situational comedy, or a
sitcom, has, nowadays, become one of these products. Current broadcast programming is
literally oversaturated with this type of programme, as it contains situational comedies of both
the foreign and domestic drama production. The presence of images of sexuality in television
drama production, specifically in the genre of situational comedy, has thus become the subject
of the submitted study.

The primary objective of the paper was to interpret the existing knowledge about the selected
topic and to clarify the occurrence of various forms of sexual scenes in media reality, or in
television production aimed at situational comedies. We have fulfilled our objective mainly
thanks to the processing of the theoretical reflection, i.e. the specification of the medium of
television, television drama production, and the particular selected genre — situational
comedy. We have also considered it essential to describe the element of sexuality, which
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currently represents one of the main instruments used by the producers of media contents. As
the images of sexuality were primarily present within the socio-cultural reality, we deemed it
appropriate to focus our attention also on this topic, while not forgetting its media
presentation. Our ambition — to attain knowledge about heterogeneous expressions of
sexuality in television drama production — has been achieved also by a suitable application of
a research method (qualitative content analysis), by setting analytical categories and research
questions, and by describing the relevant research material. Thanks to the data obtained from
the conducted qualitative analysis, we have specifically identified a clear presence of erotic
scenes within all the analysed materials. This analytical category was observable in all forms
such as, for example, depiction of naked female bodies in swimsuits, presentation of naked
male bodies in underwear or towels, kissing of the protagonists, passionate touches or
seductive looks between the characters. Verbal sexism also occurred in the selected situational
comedies. The actors used sexist vocabulary and verbal sexist expressions, in the form of
expressions of a man against a woman or a woman against a man (e.g. in situations when men
were discussing women; when a woman suspected her husband’s infidelity; or when the new
relationship of one of the characters was the subject of conversion). Within physical
(situational) sexism, various forms of sexist behaviour initiated by both the male and female
character or sexist facial expressions and gestures (e.g. intentional, sexually intended, moving
of the protagonists towards each other; flirting with body movements; lip biting or indirect
display of sexual intercourse by the characters) were applied. Besides the aforementioned
expressions of sexism, the analysed situational comedies also contained pornographic
elements, which were noted within the subcategories such as explicit depiction of sexual
intercourse, close-ups showing the actors of sexual intercourse, and background sounds
clearly representing sexual intercourse (e.g. depiction of sexual intercourse of two characters;
close-ups of the facial expressions of a woman during sexual intercourse or groans of
protagonists indicating sexual intercourse). Although a clear achievement of the primary
objective follows from the aforementioned, the results are significantly generalized and need
to be constantly reconfirmed, but they could be considered a foundation for later research
related to a similar topic.
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POST-TRUTH ERA AS A GLOBAL MEDIA PHENOMENON. WHAT
DOES IT MEAN, WHAT ARE ITS CONSEQUENCES, AND WHERE
HAS THE GLOBAL CRISIS OF TRUST ORIGINATED?

Branislav Oprala

ABSTRACT:

The objective of the paper “Post-Truth Era as a Global Media Phenomenon” is to provide the reader with a brief,
but comprehensive, account of historical development of media and political events that have significantly
influenced this phenomenon to become what many authors know and define today, as from the establishment of
this term in 1992 up to 2016, when the Oxford Dictionaries declared it the word of the year and it became a global
“trend”. The study also gives an insight into definitions of this term and terms closely connected to it —
disinformation and manipulation — from the point of view of several authors and offers supporting arguments in a
form of statistical data clearly indicating the seriousness of this problem linked with global crisis of trust in media,
governments, institutions, and, last but not least — to the overall system of democracies.

KEY WORDS:
crisis of trust, disinformation, manipulation, media and propaganda, post-truth

1 Introduction

The term truth, in a sense as we had known it before!, is no longer important for some people
occupying the media environment. A new trend of “alternative” information, dissemination of
which is guaranteed by the constitutionally-enshrined freedom of expression, is coming to the
forefront.? Unverified, erroneous or even fabricated information are available practically
everywhere (not exclusively) on the internet, and verification of their truthfulness in practical
life is, despite the growing influence of media education, still more of a domain of media
experts than general consumers of the media. Due to information overload, a common
recipient mostly does not have enough time, but mainly — oftentimes the necessary level of
media competence or a will to look up the sources of information presented in the concrete
media products.> Nowadays, Europeans spend more time online than offline, often as many
as 8 hours per day.* Media recipients are thus subjected to unverified information or, many
times, a very sophisticated targeted media and political propaganda much more frequently and
easily. A part of media spectrum is in an ever-growing conflict with the traditional concept of
journalism and information-giving in the media, which, as RemiSova states, still must adhere
to the fundamental ethical principles of journalism — to bring accurate and verified
information,’ respect others’ right of freedom of expression, and, primarily, to be accountable
for one’s actions and consequences of these actions.® Since 2016, at the latest, the world has
been captured by the term that combines all the aforementioned negative symptoms of the
digital media era, as described by Brec¢ka’, into one interdisciplinary definition — post-truth.
In the submitted study, we attempt to define the basic terms connected to the post-truth era,

I'DUROZOI, G., ROUSSEL, A.: Filozoficky slovnik. Prague : Nakladatelstvi EWA, 1994, p. 233.

2 JIRAK, J., KOPPLOVA, B.: Masovd média. Prague : Portal, 2015, p. 126.

3 REIFOVA, L. et al.: Slovnik medidlni komunikace. Prague : Portal, 2004, p. 45.

* MARKOS, J.: Postfaktudlna doba je ludskd slabost' v priamom prenose. [online]. [2020-01-08]. Available at:
<https://dennikn.sk/638688/postfaktualna-doba-je-ludska-slabost-v-priamom-prenose/>.

S REMISOVA, A.: Etika médii. Bratislava : Kalligram, 2010, p. 87.

¢ Ibidem, p. 88.

7BRECKA, P. et al.: Od tamtamov po internet. Zilina : Eurokédex, 2009, p. 287.



Megatrends and Media: On the Edge

but mainly to inform the reader of the brief overview of the origins of this term, continuing to
the turning points that have lead to the era that can now be called post-truth.

2 Terms Closely Connected to Post-Truth Era

To be able to work with the term post-truth, it is necessary to formulate brief definitions of
some terms as they are seen by various authors who deal with areas of journalism, media studies
or political sciences and marketing, and which are closely connected to, or even inseparable
from, the term of post-truth, as it is their combination that creates this globally accepted term.
Terms that we find most tied in with the term of post-truth are: disinformation (here, we can
also include the terms hoax and fake news)® and media manipulation. Nutil, in his publication
Meédia IZi a prilis rychly mozek (Media, Lies, and a Too Fast Brain), calls disinformation by
the English expression hoax. He defines it in a broad framework and describes it as shocking,
conspiratorial, and scaremongering news that is, according to him, inherently connected to the
rise of electronic media and social networks. He finds some of them relatively harmless, while
others, such as the dissemination of hoaxes from the area of medicine, a much more serious.’
Furthermore, he defines a hoax as an intentionally fabricated falsehood that masquerades as the
truth. Hoaxes can include a false report, a rumour, a canard or simply a joke.'® Gregor
and Vejvodova regard the term disinformation and the expression fake news as synonyms.
According to them, the basis of disinformation is false or, at the very least misleading,
information that has a single goal — to influence and to manipulate its recipient. They, however,
draw attention to the fact that in order for it to spread across media environment successfully,
it must be believable and at least partly based on truth.!!

Apropos, the term disinformation has its origin in the Russian word dezinformatsiya, first
reference of which dates back to 1923 and is connected to Russian secret service (GPU) that
designed a department specializing in disseminating disinformation as a part of secret
intelligence operations.!? Reifova in the Slovnik medidlni komunikace (The Dictionary of Media
Communication) confirms the definition of the abovementioned authors. She classifies
disinformation as deliberately false or misinterpreted information that aims to influence
opinions of an opponent in a desirable way or to deceive them. At the same time, she regards it
as a part of the so-called black (hidden) propaganda that is an age-long instrument of military
and political competition.'* Based on the aforementioned opinions of the authors, who concur
in the definitions, we can, thus, link the “local” Czech and Slovak term disinformation with the
expressions hoax and fake news used abroad. In the Slovak media discourse, all of these terms
are frequently used as equivalents, without clear definitions being set and differences stated.
Disinformation can thus be characterized as deliberately created false or misleading
information that is meant to appear truthful with an aim to influence opinions and attitudes of
the recipient. The second term closely connected to the post-truth era is media manipulation.
Zantovsky in his book Média a politika v digitilom svete (Media and Politics in Digital World)
states that power, especially the political power, has a natural tendency to pursue its own

$ GREGOR, M., VEJVODOVA, P.: Nejlepsi kniha o fake news, dezinformacich a manipulacich!!!. Bro : CPress,
2018, p. 8.

® NUTIL, P.: Média I%i a pFilis rychly mozek — priivodce postpravdivym svétem. Prague : Grada Publishing, 2018,
p. 136.

19 Tbidem, p. 137.

"' GREGOR, M., VEJVODOVA, P.: Nejlepsi kniha o fake news, dezinformacich a manipulacich!!!. Brno : CPress,
2018, p. 8.

12 Ibidem, p. 10.

B REIFOVA, L et al.: Slovnik medidlni komunikace. Prague : Portal, 2004, p. 45.
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interests, using all available means of public communication that are capable of influencing the
public in its decision-making. He adds that manipulative techniques can be brutal and easily
detectable. As examples of clear media manipulation by the political power, he mentions
concealment of certain parts of reality, formation of artificial authorities, creation of a fake
“virtual” reality'®, or the so-called cherry picking, i.e. a selective use of such facts and
arguments that fit with the presented description of a situation.!> Manipulation is also briefly
defined by Nutil as:

o “A process of influencing individuals, groups or a society that leads to a significant change
in opinions and attitudes of the target group without them necessarily realizing it.”

He follows up on his opinion by stating that manipulation techniques can be found in
advertising as well as in political marketing.'® The last term crucial for our study that needs to
be defined is the word post-truth, which became the Oxford word of the year in 2016. The
Oxford Dictionaries define this word as:

o “A word relating to or denoting circumstances in which objective facts are less influential
in shaping public opinion than appeals to emotion and personal belief.”

As the Oxford Dictionaries further state, the word post-truth is exemplifies an expansion in the
meaning of the prefix. Rather than simply referring to the time after a specific situation or event,
as in post-war, the prefix in post-truth has a meaning more like:

e “Belonging to a time in which the specified concept has become unimportant or
irrelevant.”!’

Therefore, after stating several definitions of the terms disinformation, manipulation, and post-
truth era, we have come to our own short summary: Manipulation is a deliberate process of
influencing individuals, groups, or the public that uses disinformation spread in media
environment as its means. Its long-term application and influence on media audience naturally
lead to a consequence - the object of our study, i.e. the post-truth era. In short:

Process (manipulation) — means (disinformation) — result (post-truth era)

3 Entry of the Word Post-Truth into General Language

The definition of the word of the year 2016 announced by the Oxford Dictionaries can be
understood as an attitude of a certain part of the current generation that has given up on looking
for objective, factual information and prefers their personal feelings and emotions to the
weight of facts and relies on their own subjective perception of the world.!® The phenomenon

14 ZANTOVSKY, P.: Média a politika v digitalnim svéte. Vendryné : Nakladatelstvi Beskydy, 2018, p. 171.

15 Cherry picking. [online]. [2020-01-08]. Available at:
<https://www.urbandictionary.com/define.php?term=Cherry%20Picking>.

Y6 NUTIL, P.: Média IZi a pFilis rychly mozek — privodce postpravdivym svétem. Prague : Grada Publishing, 2018,
p. 19.

7 World of the Year 2016. [online]. [2020-01-08]. Available at: <https://languages.oup.com/word-of-the-
year/2016/>.

'8 GALIK, P.: On Ontological Definition of Media Truth and the Role of Media. In European Journal of
Scienceand Theology, 2018, Vol. 15, No. 1, p. 2.
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of the post-truth era, as we have mentioned before, fully developed in 2016. Around this time,
the use of the word post-truth in media environment had increased by around 2000% compared
to the previous year. It had two main reasons.!” Surprising results of the United Kingdom EU
membership referendum, also known as Brexit, in which Britain decided to leave the European
Union?® and even more surprising victory of the Republican candidate, business magnate,
Donald Trump in the election for the 45" president of the United States of America in
November 2016.%!

4 Post-Truth Era as Global Crisis of Trust

The World Economic Forum in Davos had noticed the phenomenon of the upcoming post-
truth era much earlier that the Oxford Dictionaries editors. In 2013, it warned against
disinformation as “a global threat”. In The Global Risk Report, it stated that the post-truth
political debate undermines the efficiency and legitimacy of democracies, as well as the
political capacity to efficiently solve social problems and global challenges the world is
facing.?? In Martin Kasarda’s book Pravda & loZz — Sloboda prejavu v kontexte modernych
technologii (Truth & Lies — Freedom of Expression in the Context of Modern Technologies),
Radicova aptly describes the era of post-truth politics as popularity of populism and
internationalization of nationalism. She states that we have been witnessing the weakening of
democracy in Western and Eastern Europe and in the USA from 2006. She considers the main
reasons to be the decreasing participation in elections, declining trust in traditional institutions,
lack of interest in politics, and a resulting growing gap between the political elite and the
voters.?® Radi¢ova thus mentions some of the possible causes of the onset of the post-truth era,
mostly connected to the weakening of democracy. However, we will also introduce some other
supporting arguments, mostly statistical data, which, in our opinion, confirm that the world is
encountering a global crisis of trust; whether it is the trust in the traditional media, institutions
and politicians, scientifically proven facts, or the actual importance of democracy as a political
system. A survey by The Edelman Trust Barometer on a sample of more than 33,000
respondents in 28 countries conducted in 2017%* clearly shows the decrease in trust in the four
basic types of institutions — government, media, business sector, and NGOs. Trust in media
underwent the sharpest fall. It fell from 48 percent in 2016 to 43 percent in 2017. The survey
shows that in 2017 people considered internet search engines a more trustworthy source of
information than the traditional media.?> A year before that, the Eurobarometer had registered
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a similar trend in Europe. In November 2016, it published a survey? which revealed that more
than half of the EU citizens do not believe in the freedom of press in their country and only
53 percent think that media provide trustworthy information.?’

We can observe similar results in the United States. A survey by the Monmouth University in
New Jersey from April 2018 indicates that more than three quarters of Americans believe that
major media participate in the spread of disinformation. They link causes of this increase to
President Donald Trump?®, who has repeatedly blamed traditional media, such as CNN or
NBC, for spreading disinformation.?” The USA has thus also encountered a significant year-
on-year growth in distrust of traditional media. In a similar survey in the previous year, only
63 percent of the respondents expressed their concerns about dissemination of disinformation
by media outlets.’® However, the post-truth era has caused that even the absolutely
fundamental scientific knowledge is being contested. Until recently, it would have been
unimaginable that the relevance of such knowledge would be discussed in mainstream media.
According to a survey of a data analytics firm YouGov on s sample of more than 8,000
respondents, only two of three Americans firmly believe that the Earth is round.?! Similar
results were obtained by a poll conducted by the Ifop institute on behalf of the Foundation
Jean Jaures think-tank and the Conspiracy Watch web server on a sample of 1,252 people
above 18 years of age. According to it, every second Frenchman thinks that the ministry of
health cooperates with pharmaceutical companies to conceal the dangers of vaccination, and
every tenth Frenchman believes that the Earth is flat.3? The last statistics speaks about
democracy itself and we find its results the most serious. American organization Freedom
House, in its annual report on the state of freedom and democracy in the world, warns that
democracy in 2018 faced the most serious crisis in the last decade. It marked the 12"
consecutive year, when there were more countries that had registered declines in political
rights and democracy than those registering gains.>* As stated by Nutil, it is thanks to the
internet that we have within our reach a fount of wisdom and an unprecedented amount of
knowledge and facts that we could have only dreamt of in the pre-electronic times. It is,
however, this ease and availability, together with the openness of the internet that puts us into

a paradoxical situation that, according to him, Will Rogers warned against a long time ago:
34

6«

o “Itisn’t what we don’t know that gives us trouble, it is what we know that ain’t so.
But how could we let our opinions or world views be formed by deceit, manipulation, and
disinformation? In the following part, we will attempt to outline some historical events,
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interplay of which has led the 21% century world to an era where the truth is a lie and a lie is
the truth.

S How Reagan’s Affair Iran-Contras Contributed to Origination of the Term
Post-Truth

“If everybody always lies to you, the consequence is not that you believe the lies, but rather
that nobody believes anything any longer. And a people that no longer can believe anything
cannot make up its mind. It is deprived not only of its capacity to act but also of its capacity to
think and judge. And with such a people you can then do what you please.”> Already in 1975,
the abovementioned idea about a continuous cycle of deception that results in displacement of
the truth and facts from media discourse was expressed by Hannah Arendt. She was one of the
most influential political philosophers of the 20" century and devoted a large part of her
professional life to research of totalitarian regimes, particularly Nazism and Stalinism.*® The
aforementioned quote from an interview with a French writer Roger Errera’ is related mostly
to one of the effects of propaganda in totalitarianism. Propaganda can be interpreted as an
absolute restriction of free press, flooding the media environment with information transmitted
and controlled by the government, and, as stated by Reifova, it is one of the most effective
forms of social control.8

What, however, does a thought expressed in 1977, i.e. in the time of the Cold War between the
USA and the Soviet Union, have to do with a significantly freer today?*® As we already know,
we have been encountering the terms “post-truth” or “post-factual” in the global media
environment for several years now. The word “post-truth”, however, first appeared quite a long
time ago. According to the Oxford Dictionaries, it was registered for the first time in January
1992 in an article by the Serbian-American playwright Steve Tesich that dealt with the Iran-
Contras Scandal of the President Ronald Reagan Administration in the Persian Gulf. The
scandal was related to illegal arms sales to Iran and a consequent covert funding of the
opposition rebel groups “Contras” in Nicaragua with an aim to overthrow its left-wing
regime.*” In the article, Tesich writes that although the whole affair was publicized in 1986,
Reagan felt that the public did not really want to know the truth and had accepted without much
resistance his trivial explanations that he had used to avoid responsibility for the affair.
American public thus had, according to Tesich, only followed the tradition of perceiving press
censorship as a necessary evil that the government can accede to as it wishes, as long as it serves
the national interests. Tesich found the consequences of such a decision of the public for the
future of America to be terrifying, when he stated “We are rapidly becoming prototypes of a
people that totalitarian monsters could only drool about. All the dictators up to now have had
to work hard at suppressing the truth. We, by our actions, are saying that this is no longer
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necessary. We have freely decided that we want to live in some post-truth world.”*' Joshua
Meyrowitz in his book No Sense of Place also agrees with these statements. He claims that,
concerning Reagan, the Americans have simply accepted the fact that a president must also be
an experienced actor and it should suffice that he can perform the role of President rather than
really be President. They voluntarily started to tolerate a “sidestage” view. While Reagan’s
term in office was filled with as many administration scandals and policy failures as those of
the previous Presidents, he had consistently acted as if nothing terrifying had occurred. And,
surprisingly, just as both the authors claim, the public had allowed him to do so.** Thanks to
the Iran-Contras affair and Steve Tesich, the post-truth era, at least from the point of view of
terminology, can be dated to the beginning of the 1990s. The phenomenon of influencing the
public opinion through lies and argumentation based on opposing the scientific knowledge had,
however, appeared in democracies much earlier. And, incidentally, it was in the USA again.

6 Tobacco Lobby — The Battle of Marketing and Corporations Against Scientific
Evidence

Things that the present media experts consider to be dangerous manipulation and an impugning
of the exact scientific research were experienced by the American public as early as in the
1950s, i.e. in the times when the first scientific articles about the harmful effects of smoking
had been revealed to the public. At the time, tobacco companies came up with one of the most
controversial advertising campaigns ever. The campaign combined credible scientific articles
about the progress of medicine with a marketing slogan “More doctors smoke Camels than any
other cigarette”, implying that smoking is a fashionable or even a healthy trend. The battle
between the tobacco industry and the serious scientific research continued until the 1960s, when
the unshakable weight of evidence made the companies admit the harmfulness of smoking.
However, even then, they found a way to clearly manipulate the public — by trivialization of
smoking through the idea of individual freedom that, according to them, characterized America.
They presented any state interference against smoking as a violation of freedom of choice and
compared it to the practices of “the red devil from Moscow*, not refraining from an obvious
manipulation of the public with an ideological undertone.

7 Media of Mass Destruction

One of the best-known examples of influencing public opinion through lies and disinformation
is the third Gulf War — the American military invasion of Iraq and the so-called fight against
terrorism. As stated by a political scientist Radovan Geist in his essay Alternativne fakty,
postfaktudalna doba a chvala blaznivosti (Alternative Facts, Post-Truth Era, and Praise of
Foolishness), in order to support and excuse the war, the whole arsenal of post-truth politics
had been used. According to him, this was based primarily on the Bush administration lying
about weapons of mass destruction owned by Iraq and scaring the American public that the
Saddam Hussein regime is not afraid to use them; and, secondarily, on covering up information
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about war victims and distorting the reality about life in the “liberated country”.** Post-truth
politics of the American government during and after the war in Iraq showed two attributes, on
which several authors agree (Stadtrucker in his book Teoria masmedialnej (dis)komunikacie
(Theory of Mass-Media (Dis) Communication, Jakubowicz in Média a demokracie v 21. stoleti
(Media and Democracy in the 21*' Century), or Gregor and Vejvodova in Nejlepsi kniha o fake
news (The Best Book on Fake News)), these being: a conspicuous politicization of the media
and a game with fear. Stadtrucker noticed the politicization of media thanks to a permanent
consensus of the mass-media,*® mainly those from the media empire owned by Rupert
Murdoch, which had, as per usual, followed a clear ideological path (siding with the
Republicans) and all of which (175 newspapers) had supported the war in Iraq and the Bush
administration.*® Jakubowicz calls this politicization of media, which, instead of providing
factual information, fulfil a role of a defender or an advocate, a foxification of news and adds
that Murdoch has been using mass-media to support political powers inclined towards his
interests also in other countries.*’” Consequently, it only remained to Irsd the public to the
desired result through one of the most effective forms of appealing to emotions — the
aforementioned game with fear.8 In this case it was through scaring the American households
with Iraqi weapons of mass destruction, which the investigation in the following years proved
to be lies and targeted media manipulation.*’

8 Financial Crisis as an Accelerator

The year of 2008 has brought a turning point in a form of financial crisis that caused assets of
the low-income and middle-income groups of population to stagnate or decline, while the
income of billionaires continued to grow confidently. And people began to notice shortcomings.
Suddenly, globalization appeared to be more beneficial to corporations than their employees;
corruptness of political leaders and their sponsors also becoming more visible.’ As stated by
Geist, the painful but necessary measures further enhanced the gap of unequal distribution of
costs and benefits.>! In times when ordinary people were experiencing existential gravity of the
financial crisis, governments used public money to save banks and experts suddenly had to
explain to the public that, as stated by Slacalek:

6

o owever, there are certain groups and institutions that should get all of their wishes
fulfilled, as it is for the good of us all.”

Therefore, it is not surprising that the consequences of the financial crisis from 2008 have only
deepened the citizens’ underlying mistrust of governments and institutions. If then comes
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someone who does not beat their brains out trying to explain economic formulas or political
theories and simply declares that everything can be fixed, the public is much more inclined to
believe such oversimplified populism>? and there is not much difference in whether it is Donald
Trump or the populist, nationalist or extremist parties in Europe.

9 Struggle for Spheres of Influence — Pro-Russian Propaganda in Ukraine

Kyryl Hovorun, a professor at Loyola Marymount University in Los Angeles and a director of
the Huffington Ecumenical Institute, claims that the eastern part of Europe had experienced
post-truth era long before the word “post-truth” was announced the word of the year by the
Oxford dictionaries.”® In 2014, Ukraine went through a bloody repression of revolution in the
Kyiv Independence Square, now known worldwide as Maidan. Protests against the suspension
of the association agreement with the European Union led to hundreds of the dead, the downfall
of Viktor Yanukovych’s pro-kremlin presidency, and an ongoing hybrid war in the Eastern
Ukraine.>* Hovorun, however, does not examine the war itself, but rather the wave of post-
truth, as he calls it, which tried to wash away the results of the Ukrainian Maidan. A clear
example of this, according to him, was the television channel Russia Today and an army of
Russian paid trolls at online forums that presented the Ukrainian revolution as a resurgence of
nationalism or even fascism. They did not at all take into account the fact that none of the
Ukrainian nationalist parties had passed the gates of the parliament in the election that took
place shortly after Maidan. Hovorun in his commentary also claims that global awareness of
the “post-truth” has spread like a hurricane from war-afflicted Ukraine further west — to
Netherlands, Germany, and France, until reaching the shores of the USA. He believes that
Donald Trump’s rhetoric during the presidential campaign and after his election for president
is an ideal example and “a textbook” of post-truth>®, or, as we have decided to call this term for
the purposes of clear terminology, - a textbook of the post-truth era. We could have found many
other more current and, in our opinion, more “textbook” examples of the post-truth era
symptoms — we have not addressed more closely the current “trend” of contesting scientific
evidence of global warming, a widely publicized and, in the end, successful campaign for the
withdrawal of the UK from the EU also known as Brexit from June 2016,¢ or the manipulative
disinformation campaign of Donald Trump in November of the same year. Nevertheless, we
consider the examples mentioned within the study a sufficient excursus on the history of the
development of this phenomenon called the post-truth era, no longer affecting only the media.
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Conclusion

On the previous pages, we have tried to outline the phenomenon of post-factual era from the
view of the definitions of this term and the related terms. Above all, however, we attempted to
map historical development of the media and political events that led to the year of 2016, when
this word became a global “trend”. But how are we supposed to proceed in the era of post-truth?
In the era dominated by media manipulation and disinformation? Although, has there ever been
an era of truth in the history? According to the political scientist and publicist Ondiej Slacalek,
such a myth is dangerous and foolish. One thing that is different in the internet era is the rise of
decentralization that allows the spread of various kinds of lies. The centralizing power of
television and the hierarchy of press gave us the feeling that everything is still all right and that
something like the “prevailing truth” exists. In an interview for a Czech portal el5.cz, Slacalek
adds that the public opinion is currently being formed chaotically and interactively, thus
creating an unprecedented space for media manipulation through disinformation spread.’’
However, according to Nuntil, electronic media help forming a more equal and freer society
not despite their availability to everybody who wants to express their opinions without
restrictions but because of it. Nutil expands the idea of the role of television and press as a past
form of the centralizing power outlined by Slacélek and goes even further, as he claims that
these traditional media have always served to strengthen the position of the elite. “I¢ is precisely
the values of freedom and equality that we should keep in our minds while considering the
possible restriction or filtration of the disinformation, propaganda or other alternative
content.” For Nutil, as he says himself, it is simple math. Either freedom is our value, or it is
not. And this is valid also in the case when people voluntarily succumb to manipulation and
disinformation. He finds free access to information to be more important than some “protection”
of minds and hearts of the media consumers controlled from the top. He puts emphasis on
individual responsibility and decisions of an individual.’® He says that disinformation has
always been and always will be an integral part of the internet environment that must be
accepted.’® Although we agree with this statement of his, we must add that a freer society cannot
be achieved by giving up the values of truth and the fight for it. Therefore, it is necessary and
desirable to keep on fighting for it and set the post-truth era some boundaries. After all, the goal
is not to conceal information or play some global media censors, but rather the systematic
education of future generations to be a curious, knowledgeable, but also open and critical
audience capable of finding the truth even within the flood of lies, disinformation, and
manipulation.
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THE WORLD OF MEDIA HAS BEEN CHANGED (?) BY THE BLACK
SWAN

Slavka Pitonakova

ABSTRACT:

The aim of this article is to offer the current insights focused on the impact of the COVID-19 pandemic on the
media and media production. Furthermore, the paper attempts to contribute towards the discussion about the media,
which nowadays stand on the verge of various changes. Predominantly, three areas are explored — the interest of
media from the standpoint of media consumers, spectators’ preferences in relation to the media contents, and the
change concerning advertisers. The media market upheaval and changes in the field of media production arising
out of the COVID-19 pandemic are discussed in the contextual relation to the so-called black swan theory.

KEY WORDS:
black swan, COVID-19, journalism, media, media production, reporting

1 Introduction

The title of the article The World of Media has been Changed (?) by the Black Swan is based
on a bestseller book by Nassim Nicholas Taleb, who in his book The Black Swan! offers his
perspective on the scrupulous predetermined world of different types, mainly economic,
academic, and business, to which the society as well as individuals tend to incline to on the
basis of “empirical” knowledge. Its relevance holds true until something unexpected happens.
We trust various “models” even though we experience numerous unexpected events in our lives
on a daily basis — events which would be very difficult to predict, or which can only be
anticipated using a great deal of imagination. The text is compositionally divided into several
parts:

1. Why the black swans?

2. Has anything changed?

3. Is anything going to change?

4. Do we want the black swans?

The article was being written in a hectic period of the outbreak of the coronavirus pandemic
and attempts to offer a constructive and critical viewpoint on various aspects of its impact on
the media. The paper can be regarded as a reaction to the current situation with an endeavour
to map a relatively short time period (16" march 2020 — 20" April 2020), during which it was
not possible to conduct a more rigorous and in-depth research. This is the reason why individual
parts arose out of surveying information provided by the media, the media theory, and out of
interviews with people working in the media. Observing the media and its media contents which
was delivered to the media consumers in the time of the coronavirus pandemic in the selected
time period resulted in several insights. In the given context, this paper discusses the media,
which nowadays indeed stand on the verge of various change.

! For more information, see: TALEB, N. N.: Cernd labut. Nasledky vysoce nepravdépodobnych udalosti. Prague
: Paseka, 2011.



Merging Reality and Fiction

2 Why the Black Swan?

In the prologue of his book subtitled “The Impact of the Highly Improbable”, Taleb? narrates a
story about the inhabitants of the Old World who, before discovering Australia, believed that
all the swans are white. Their persuasion was “indomitable”, based on “seemingly indisputable
empirical evidence”. The people were surprised when they saw the first black swan. During
their existence, humans were confronted with all sorts of black swans, which took the world (as
it is often said) by surprise. Taleb’s theory examines, predominantly in the economy, but also
in other spheres of society, extreme events with significant consequences, which are difficult
to predict. The black swan is in his book referred to as an unexpected phenomenon with
a dramatic impact, which is retroactively explicable and predictable only after its first
occurrence. The following can be included in this category: 9/11, Black Monday, the
commencement of the Internet... These are all events which surprised its contemporaries, but
also inventions that created unexpected but profound impact on the world.? The newest member
of the category is the COVID-19 coronavirus disease. The pandemic was so unbelievable that
despite the information from China from as early as 29" January 2020, the Slovak media
provided its readers with the headline “Careful Optimism: Investors are Panicking, but the
Coronavirus does not seem to be the Black Swan”. (...) And although it is exceedingly difficult
to quantify the economic costs, the coronavirus will have a subtle influence on the global
economy, and it is highly probable that the impact will be of a short-term nature.”* However,
within a span of several weeks, the media ran completely different headlines, which copy the
media perception of the situation. The Coronavirus Unexpectedly Strikes the Economy. It is the
Case of the Black Swan.> The Coronavirus Represents a Perfect Black Swan for Markets,
Analysts Say.® The Black Swan has Returned. It Threatens to Cause the Worst Economic Crisis
of our Time.” This global black swan has struck individuals, society, countries, and the whole
world, including the media. In connection with the Taleb’s book, it should be noted that
although some criticise the Taleb’s theory by claiming that it is more about “intellectual deceit”
8 it can be regarded as a nice metaphor how some situations can surprise us, and when put in
the contemporary media language, how they can shock us (which is also supported by the media
processing and the media language).

3 Has Anything Changed?

The aim of this article is not to offer rigorous and definitive statements for now, but rather point
out the fact that neither society nor the media were prepared for sudden changes, by which the
virus disrupted our relatively stable functioning. The virus distorted up-to-now well-known and

2 See also: TALEB, N. N.: Cernd labut. Nasledky vysoce nepravdépodobnych uddlosti. Prague : Paseka, 2011.

3 Ibidem.

* Opatrny optimizmus: Investori panikdria, ale koronavirus zatial' nevyzerd ako cierna labut. [online]. [2020-18-
04]. Available at: <https://openiazoch.zoznam.sk/cl/201314/Opatrny-optimizmus-Investori-panikaria-ale-
koronavirus-zatial-nevyzera-ako-cierna-labut>.

5 Koronavirus necakane zasiahol hospoddrstvo. Ide o ciernu labuf. [online]. [2020-18-04]. Available at:
<https://www.ta3.com/clanok/1178009/koronavirus-neocakavane-zasiahol-hospodarstvo-ide-o-ciernu-
labut.htmlI>.

® Koronavirus je pre trhy perfektnd dierna labut, hovoria analytici. [online]. [2020-18-04]. Available at:
<https://finweb.hnonline.sk/financie-a-burzy/2111651-koronavirus-je-pre-trhy-perfektna-cierna-labut-hovoria-
analytici>.

7 Cierna labut sa vratila. Hrozi najvicsou ekonomickou krizou nasej doby. [online]. [2020-18-04]. Available at:
<https://www.trend.sk/spravy/cierna-labut-vratila-hrozi-najvacsou-ekonomickou-krizou-nasej-doby>.

8 Labut a zvon. [online]. [2020-18-04]. Available at: <https://www.tyzden.sk/casopis/5401/labut-a-zvon/>.
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common economic principle of the development and functionality of the media, which entered
the history of media as the so-called Northcliffe Revolution.’ This revolutionary change arose
out of changing economic conditions of publishing newspapers — more accurately, it was the
case of rapid growth of incomes from advertisement, which have become the primary source
of profit. The profit had become the key factor in terms of newspaper functioning and the new
function of newspapers, as a source of entertainment, came to the fore.!° Gradually, almost all
the media were under a substantial influence of the economic principle. The contents were
adjusted to the needs of people who wished to read, listen, and watch to a larger degree... The
higher the viewership, the higher the profits. The corona crisis has disrupted this, what can be
easily expressed through a marketing slogan — higher consumption of the media, lower volume
of advertisement. The American daily newspaper The Washington Post has expressed this
thought aptly. “Numerous American newspapers will not survive the current problems. Due to
the massive decrease of advertisement in the media, newspapers are on the budget and people
are being dismissed in spite of the fact that the interest in reliable information in these times is
paradoxically on the increase.”!!

It is necessary to highlight that a quality journalism plays a powerful role, and that journalism
is often discussed in academic and professional environments. However, it is limited in the
practice, also when there is no crisis, not only because of the restricted financial means, but also
due to the deficiencies at the level of professionalism (what often arises out of what has been
already expressed in the first part of the sentence). Although it cannot be generalized, it can be
argued that it is also the Slovak journalism which, being under the financial pressure, is more
focused on competition including the social media, rather than on the traditional values of a
quality journalism such as accuracy, analytical approach, or professionalism. The amount of
journalists and the editorial costs were reduced (the corona crisis has made the numbers even
larger), and the reporting gap was being filled in by common stories, which do not provide a lot
of important information, but they can seal the gap. It is a case of the infotainment; it is not
anovelty as the commercialization of the media has continued since the Northcliffe times
(although it should be mentioned that, as far as the contents are concerned), there were
differences between the American and European production). Today, it is particularly important
to point out quality and professional journalism, which is able to deliver really relevant
information to the recipient in the time of the so-called infodemic, persuasively disprove
(media) hoaxes posing as facts in order to perform its mission — provide people with important
information, which form the grounds for their further decision-making. It is possible to divide
the dramatic change into three categories: the interest in the media from the media consumer
standpoint, audience preferences in relation to the media content, and changes concerning
advertising customers.

In the same way, as the Taleb’s inhabitants of The Old World did not believe that the black
swans would exist, it was also the contemporary Europeans who perceived the information from
WuChan from the end of 2019 only tangentially. It was only later when people, under the
influence of the media information whose quality can be disputed in certain cases, begin to
realize that their usual lifestyle would have to change. The black swan has brought interesting
consequences in the form of certain (for the time being short-time) changes of the media
behaviour of the media recipients and severe consequences regarding the financial impact of

9 JIRAK, J., KOPPLOVA, B.: Media and Society. Prague : Portal, 2006, p. 34.

10 Ibidem.

" MenSie médid krizu neprezijit. V USA uvazujii o zachrane cez viddnu pomoc. [online]. [2020-18-04]. Available
at: <https://medialne.etrend.sk/tlac/mensie-media-krizu-nepreziju-v-usa-uvazuju-o-zachrane-cez-vladnu-
pomoc.html>.
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the corona crisis on the media. The governmental measures focused on fighting the coronavirus
were also noticeable within the interest in the media. According to surveys (survey companies
MEDIAN SK, KANTAR SLOVAKIA) which were regularly presented in the media during the
times of the coronavirus outbreak, the consumption of the electronic media and the Internet has
increased. It is mainly the television whose ratings are at an all-time high, and the interest in
news channels and formats has also grown up. In the period from 9" March 2020 to 29" March
2020, the survey company MEDIAN SK was observing through the project of cross media and
cross platform measurement adMeter changes in the media consumption of some types of media
caused by the coronavirus pandemic. The consumption was at its all-time high in the week from
16" March to 20" March 2020.'? According to the surveys, the month of March was in Slovakia
a month with the highest television rating since its measurement as of 2004, “overcoming also
the traditionally strongest month of December. The TV was watched daily on average by a
million viewers. The children’s viewership was increasing in particular as they spent twice that
much time in front of the TV than the last year. The TV viewership increased along with the
employment of the preventative measures against the coronavirus. The largest difference in
comparison to year 2019 was achieved between 16" March and 29" March. During this period,
the Slovak people watched TV more than 5 hours a day; one year ago, it was 3 hours and 48
minutes per day, the Kantar Slovakia company reports.”!?

TV and radio web portals were successful too. The viewership of various forms of the media
were on the increase — it is the case of the so-called multiscreening. Its growth was the most
systematic during workdays (the increase took place more often when compared to weekends).
Multitasking, on the other hand, appeared to have stagnated.'* “The TV viewership is coming
back to the long-term averages, the web televisions becoming more and more successful — their
impact still increasing”!> In the week from 23" March to 29" March, most of the global
platforms kept their average ratings from the long-term perspective. Predominantly, it was the
Facebook platform which experienced an increase. On the other hand, YouTube exhibited a
decrease despite keeping its ranking higher by one third when compared to an average week in
February. The communication platforms Messenger and WhatsApp exceeded above average
regardless of whether they were accessed via a web page (despite its intermittent decrease) or
a mobile app in comparison to an average week in February.'® As far as the print media were
concerned in comparison to the electronic and online media, the situation was different from a
long-term perspective as numerous newspapers and magazines encountered problems, which
were even more acute due to the coronavirus. “This virus is a double derailment for the already
weakened media”, said Eric Fottorino, who discussed the situation surrounding the COVID-19
disease in the Le 1 newspaper.!” The French people began, after the quarantine was enforced,

12 adMeter a koronavirus — zmeny v medidlnej konzumdcii TV, radii a internetu Slovdkov. [online]. [2020-18-04].
Available at:
<https://www.median.sk/pdf/OSTATNE/MEDIAN SK adMeter koronavirus media 20200407.pdf>.

13 Marec bol na Slovensku mesiacom s najvysSou sledovanostou televizie v historii. [online]. [2020-18-04].
Available at: <https://e.dennikn.sk/minuta/1855060>.

4 adMeter a koronavirus — zmeny v medidlnej konzumdcii TV, radii a internetu Slovdkov. [online]. [2020-18-04].
Available at:
<https://www.median.sk/pdf/OSTATNE/MEDIAN SK adMeter koronavirus media 20200407.pdf>.

15 Minuly tpZdeii sledovali Slovaci médid v priemere 6 hodin a 55 miniit denne. [online]. [2020-17-04]. Available
at: <https://e.dennikn.sk/minuta/1843785>.

16 adMeter a koronavirus — zmeny v medidlnej konzumdcii TV, radii a internetu Slovdkov. [online]. [2020-18-04].
Available at:
<https://www.median.sk/pdf/OSTATNE/MEDIAN SK adMeter koronavirus media 20200407.pdf>.

17 Koronavirus zniZil predaj tlacenych médii, niektoré prestali vychdadzat. [online]. [2020-16-04]. Available at:
<https://strategie.hnonline.sk/media/2120545-koronavirus-znizil-predaj-tlacenych-medii-niektore-prestali-
vychadzat>.
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to supply themselves with newspapers and magazines; later, however, a severe slump occurred.
“According to the data from the French media distribution company Presstalis, the sale of daily
newspapers has decreased by 24% on Monday, 16" March, and by 31% on Tuesday. The sale
of magazines decreased by 22% and 12% respectively in these two days. A really severe slump
took place on Wednesday, 18" March, when the incomes from both of these categories declined
by 45%.”'% In Slovakia, the sale of the printed media decreased “as a result of a lowered
mobility of people and closed distribution centres by 15% in the first week, and by 30% in the
second week. After a partial optimization and consumers’ adjustment to the current situation,
the slump decreased to 20%. It is not sure whether all the magazines will continue to exist.”!’
“Currently, we are evaluating the potential future strategy of individual products. Apart from
advertising incomes, our decision will be determined, mainly in the print media, by the
distribution and change of consumers’ behaviour. This is the reason why it is now appropriate
to consider the periodicity of some titles”, said Michal Teplica, the general manager of the News
and Media Holding.?°

In spite of high rankings/consumption of some media types, it cannot be stated that the above
mentioned would have a positive financial influence. It is not reasonable for companies to invest
money in advertising, if the consumers are not able or are limited in spending their money, or
when they do not want to buy their products, which results in the collapse of advertisement
incomes. Consequently, the Slovak media revise this year’s management plans, many of them
reducing the number of external and internal employees or cutting their wages. “According to
the original prediction made by the media group GroupM, the advertising costs were supposed
to be at 372.5 million EUR this year, what would mean an increase by 2.2%. Nowadays, it is
clear that there will be a decrease in these costs, but it is nearly impossible to estimate how
severe the slump will be. The dynamic of investing money in the media will be influenced by
the health status of population, which is closely linked to the alleviating the measures — getting
back into the groove as far as shopping behaviour is concerned.”*' The coronavirus decreases
the sale of the printed media worldwide. For example, the sales have dropped by half in France
— The Guardian reported at its webpage about “negative impacts of the spreading coronavirus
on the field of local economy,” what is most noticeable mainly within the free of charge
newspapers which are dependent on advertisement.”> The local newspapers cease to be
published completely, and numerous readers are not provided with the necessary information.
The situation is even worse in Ukraine, where “the nationwide newspaper ceased to be
published. Many editors are in the preventative quarantine, the publishing houses are involved
in the stoppage, the distribution is paralysed, and kiosks are also closed. The newspapers such
as Korrespondent, Fakty, Vesti, or Segodia ceased to be published, and a part of daily
newspapers started to be published online. The publishing of Holos Ukrayiny, which provides
official information, as well as some regional newspapers continues. The majority of Kyiv’s
daily newspapers are not available in print because the incomes from advertising are in a
slump.” The French report that even though the interest of readers gradually shifts online,
“editorial offices are not able to exploit this shift so as to increase their incomes from the
Internet advertising and to increase the subscription rates, Les Echos repots**

'8 Ibidem.

19 Ibidem.

2 Tbidem.

! Tbidem.

22 Tbidem.

2 Tbidem.

2% Koronavirus znizil predaj tlacenych médii, niektoré prestali vychdadzat. [online]. [2020-16-04]. Available at:
<https://strategie.hnonline.sk/media/2120545-koronavirus-znizil-predaj-tlacenych-medii-niektore-prestali-
vychadzat>.



Merging Reality and Fiction

The pandemic caused by the coronavirus and problems connected with it are destroying the
media industry also in the USA. Information from the US market print media according to
medialne.etrend.sk?> - Tampa Bay daily newspaper has not omitted a single print edition for
nearly 96 years, until last week. During the corona crisis, 11 journalists were dismissed, and the
newspaper had not been published in the print edition for five days. The weekly Stranger
dismissed 18 employees, and the print edition has been completely cancelled. It is also other
newspapers which make their employees redundant. Only large nationwide daily newspapers
such as The Wall Street Journal, The New York Times, or The Washington Post seem to be in
a good condition as they can lean on a large network of advertisers and millions of subscribers.?
“One of the most famous magazines, Playboy, has also become the victim of the coronavirus;
its print version has ceased to be published after 66 years of publishing. For the sake of
completeness, it should be mentioned that this magazine had been experiencing problems for
some time.”?” A lot of media appeals to its supporters for support, contemplating the
governmental support, which has been up-to-now an unimaginable thought. This, however,
encounters the clash of interests. The coronavirus, as it is with people, causes damage primarily
to those who were already weakened before its outbreak. In the media market, it is primarily
the case of the print media — their sales have decreased, and some of them completely ceased
to be published. Many of them (even before the crisis), tackled the decreasing interest in
advertising, and they also had to tackle the logistic distribution or the sale itself during the
corona crisis. “This situation can force some smaller players into liquidation. Even a lower
amount of subjects were prepared for the current development in comparison to 2008, but the
specificity, when compared to the crisis which took place more than 10 year ago, lies in
introducing preventative measures, which forces people to consume even less.”?® “The
stoppages will have a dramatic impact in the form of millions, or maybe even tens of millions
of EUR” said the CEO of the Petit Press publishing house and the chairman of the
Slovak Print and Digital Media Association, Alexej Fulmek. The association expects the
decrease of 50% in advertising profits, which can climb up to 70% in the worst-case scenario.’

In connection with the current situation, an ad hoc interview was conducted with the
commercial manager of the weekly divisions MY|ECHO [PARDON|SME CONFERENCES of
the Petit Press publishing house. The statements can be summarized as follows. “The crisis
become noticeable in the middle of March — the black Friday — 13 March, 2020 triggered the
precautions regarding the spread of coronavirus. The business sector and actually all the fields
of our potential clients (self-government, associations, employers...) adopted a safe mode
almost instantaneously. April is the first relevant month, in which the slump can be evaluated
from the point of view of month-to-month or year-on-year comparisons, which are at the level
of minus 60%. Within the network of regional weeklies, it is a case of real numbers, amounting
to tens of thousands of EUR. The wages decreased by 10% against what was planned, and they
will be lower by at least 20% in April, and we are considering dismissals, or alternatively,
shortening the worktime. The interest of readers shifts towards online platforms for obvious
reasons, which is understandable. Here, the interest in contributions can be measured through

25 Mensie média krizu nepreZijii. V USA uvazujii o zachrane cez viadnu pomoc. [online]. [2020-18-04]. Available
at: <https://medialne.etrend.sk/tlac/mensie-media-krizu-nepreziju-v-usa-uvazuju-o-zachrane-cez-vladnu-
pomoc.html>.

26 Tbidem.

27 Playboy kvoli koronavirusu prestava tladit’ casopisy. Po 66 rokoch ho v stanku nendjdete. [online]. [2020-18-
04]. Available at: <https:/strategie.hnonline.sk/media/2115548-playboy-kvoli-koronavirusu-prestava-tlacit-
casopisy-po-66-rokoch-ho-v-stanku-nenajdete>.

28 Cierna labut sa vrdtila. Hrozi najvicsou ekonomickou krizou nasej doby. [online]. [2020-18-04]. Available at:
<https://www.trend.sk/spravy/cierna-labut-vratila-hrozi-najvacsou-ekonomickou-krizou-nasej-doby>.

2% Tbidem.
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the PW but, for example, selling subscription at webpages, which grew at a record level in
March, sme.sk overcame the number of 50 thousand subscribers” (Ad hoc survey: Interview
withIng. S. Korman — commercial manager of the weekly divisions
MY|ECHO |[PARDON|SME CONFERENCES of the Petit Press publishing house). Questions
connected to the preferences of media products are also a part of the current discussion about
the impact of corona crisis on the media. The coronavirus pandemic in the world of media has
changed to information pandemic — infodemic — arising out of the increased demand for
reporting, discussion and talk programmes, publicistic products, which were focused on the
current topic from different angles. In the world of infodemic, the informative function of
journalism with the emphasis on a quality journalism came to the fore. The first recorded case
of the coronavirus disease in Slovakia (in the middle of March) attracted considerable interest
in news reporting, discussions, and evening specials. It was especially the rating of evening TV
reporting, which was on the increase, but also listening to the selected radios and accessing
news portals increased too. Introducing the preventative measures in relation to the coronavirus
had increased the viewership of news reporting also in other countries, including China. “A
significant growth of viewership in China correlates with the approved measures of curfew and
Chinese New Year holiday and, gradually, in connection to the alleviation of measures, the
viewership comes back to the same level as in 2019. In Europe, the preventative measures were
introduced in the middle of March 2020. As of 12" March, the gradual increase in viewership
is observed, which corresponds with the increasing numbers of measures,” Kantar Slovakia
reports. The increase in viewing TV in Slovakia, Spain, and Turkey is at 100 minutes a day,
while mainly in Norway and Denmark, there were only minor changes in the viewership.*

The unifying factor of increasing the viewership of reporting is the launch of measures intended
to fight the COVID-19 disease. The gradual alleviation of the measures is connected with
returning to the standard viewership values, comparable to those of the last year. The interest
in reporting continues, but gradually decreases as far as the special programs are concerned,
and programs which cause relaxation, such as film premiers, TV series, and entertainment
programs come to the fore.>! The stopped production of programs remains to be a problem,
broadcasting premiers is also paused; these are replaced by reruns, and further development
will depend on the economic situation of advertisers, who buy advertisements in the media. The
black swan has also endangered the world of media celebrities. The media culture is from a
long-term perspective affected by “personalities”, about whom common consumers learned
primarily from tabloid articles (not only) written by tabloid media, “personalities” who are only
known because they were famous?? and, according to Rusnak (paraphrasing Rushkoff, 1996) —
in the contemporary media culture, they had the so-called virological status — a celebrity is
“common author work of media and their audience according to the indication of culture, which
enabled this common author act. Rushkoff had already ascertained that spreading media
information conspicuously resembles the way of surviving virus organisms.”*3 The COVID-19
disease also poses a threat to “celeviruses” (the combination of words celebrity and virus
reflecting the “virological” character of celebrities in the media environment). Although we do

30 Marec bol na Slovensku mesiacom s najvysSou sledovanostou televizie v histérii. [online]. [2020-18-04].
Available at: <https://e.dennikn.sk/minuta/1855060>.

3 Markiza uz stihla mimoriadne reldcie napldnovat na cely april! Sledovanost vecernych Specidlov pada. [online].
[2020-16-04]. Awvailable at: <https://mediaboom.sk/sledovanost-vecernych-specialov-pada-markiza-uz-stihla-
mimoriadne-relacie-naplanovat-na-cely-april>.

32 BOORSTIN, D.: The image. A Guide to Pseudo-Events in America. New York : Vintage. 1992, p. 47.

33 RUSNAK, J.: Extenzita a vykyv: Poznamky o povahe celebrit vo veku interaktivnych médii. In BOCAK, M.,
RUSNAK, J. (eds.): Médid a text 3 — Medidlny text: varidcie medidlneho diskurzu — popkultira. Presov : PU
in Presov, 2012, p- 143. [online]. [2020-04-20]. Available at:
<https://www.pulib.sk/web/kniznica/elpub/dokument/Bocak2/subor/rusnak.pdf>.
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not have more detailed results at our disposal at the moment, on the basis of exploring the media
content in the chosen period, it has been observed that the share of information about celebrities
and their “stories” during the corona crisis period decreased in favour of contributions devoted
to other topics — politics, healthcare, economy, education... The commencement of
“coronatopics” decreased the interest in tabloid content from the world of ostentatious life of
celebrities so much that when some of them were occasionally presented, they were confronted
with very negative comments by the discussants. And due to the fact that for keeping the status
of celebrity, it is very important its immediate spreading and current control of the largest
possible (mainly media) space,** several celebrities adjusted to the situation. Within the context
of this situation, it can be said that they “mutated” — and the “image condensate of their
characteristics” *° adapted to the situation. (They do not represent themselves with costly way
of life, they appear in home clothes, without make-up, and they spend their time baking,
cooking, or exercising. Some of them try to arouse the interest through designer masks). The
future will tell whether this is a short-term phenomenon, or the crisis will change the media
preferences of the majority audience, and the celebrities will have to vary their “legacy” for a
longer period of time. In this context, it is interesting that there is a growing interest in programs
with church themes, primarily it is the live coverage of services. For instance, three times more
viewers than last year watched the church service during the Easter Friday. The live coverage
of the Easter blessing Urbi et Orbi experienced an increase of 60% (viewed by 207 thousand
people)™® The situation surrounding the sports journalism is also interesting — cancelled
sporting events made it practically impossible to deliver news in the field of sport, and this
stoppage has been replaced by more comprehensive and analytical journalism, but it is also
articles which do not devote their attention to athletes’ performances, but rather to the tabloid
information about the lives of athletes.

4 Is Anything Going to Change?

From the long-term perspective, the media attempted to increase incomes while minimising the
costs (this could be regarded as a downside, especially within the reporting). The media text
began to be perceived through a prism of market value and commercialisation, tabloidization,
or infantile approaches towards processing the content come to the fore. It was also the
information function of journalism that occupied a defensive status until the coronavirus
pandemic, and it is the entertaining function which is significantly brought to the fore. Neil
Postman, an important media theorist, has already brought infantilization and tabloidization to
attention, especially that of the TV media.>” The media processes were adapted to attempts to
generate the highest possible profit (this way was displayed within the media contents).
Nowadays, it is a case of the media antinomy — the demand for reporting quality information
and other selected media products is increasing (electronic and online media in a broader
context), but simultaneously, the interest of advertisers to invest money in advertising is
decreasing, which creates a difficult situation for the media. It was relatively easy from a long-
term perspective — if there was an increase in demand for the media (programme...), the

3 RUSNAK, J.: Extenzita a vykyv: Poznamky o povahe celebrit vo veku interaktivnych médii. In BOCAK, M.,
RUSNAK, J. (eds.): Médid a text 3 — Medidlny text: varidcie medidlneho diskurzu — popkultira. Presov : PU
in Presov, 2012, p- 143. [online]. [2020-04-20]. Available at:
<https://www.pulib.sk/web/kniznica/elpub/dokument/Bocak2/subor/rusnak.pdf>.

35 Ibidem, p. 142.

36 STEFANIK, 1.: Velké porovnanie: Televizna Velkd noc v case koronakrizy. [online]. [2020-04-20]. Available
at: <https://strategie.hnonline.sk/media/2132697-velke-porovnanie-televizna-velka-noc-v-case-koronakrizy>.

37 See also: POSTMAN, N.: Ubavit se k smrti. Prague : Mlada fronta. 2010.
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advertising price went up, and the advertisers did not hesitate to pay large sums of money for
it. The already mentioned black swan has disrupted this model, which worked for years. Some
media achieve in the time of coronavirus pandemic record-breaking rankings, but this does not
reflect the volume of advertisement. The news reporting is experiencing a renaissance, but since
it was, from a long-turn perspective, pushed towards the infotaintment, it was not paid sufficient
attention at the personal and financial levels. Thus, it cannot be maintained that it can
comprehensibly answer all the current questions. It is necessary to emphasize the importance
quality journalism and quality media production in the media space, and point out the fact that
the current situation shows that the model in which the media production is dependent only on
advertisement, without the innovative approaches, does not have to be sustainable in the cases
of sudden and crisis (now, we can even say unpredictable) situations. Therefore, some of its
components will have to be transformed to other forms, and they will have to be revaluated.

No medium was properly prepared for the model of extremely high interest in quality reporting
information in combination with dramatically decreasing interest in advertisement, which
reduces the economic ability to provide for editorial processes. It can be stated that, in the world
of infodemic, there is a large supply of information (hoaxes belong to a separate category), but
also demand for information. However, providing people who will deliver the information
seems to be a serious problem. It should be noted that journalists who were defrauded by the
media tabloidization in the long term are extremely needed in the time of crisis. The trend of
bringing reporting closer to entertainment during the times of crisis is not a good move, and it
should be emphasized that quality journalism has been, and still is, financially and morally
underrated. It is also the significant role of media which has been demonstrated and confirmed;
apart from providing information, the media bring relax and enjoyment to the masses (in this
instance also for those who have only one connection with the world — through the media).
Every crisis reveals even more weaknesses of any system or subject, but for some, it can create
great opportunities. Many smaller, predominantly print media will battle huge problems, and
many of them will not succeed. The crisis can be then exploited by the strongest players on the
media market — those who are capable of taking the digital market, but the crisis represents
opportunities also for those who are currently able to fully use their abilities and skills, or they
can look for inspiration by the difficult situation. Various media projects illustrate examples for
this.

In reaction to the current pandemic, the Czech television decided to offer a “pandemic” TV
series with a characteristic title Love in the Time of Corona (the title is probably inspired by
the Marquez book Love in the Time of Cholera). The spectators are encouraged to contribute
to creating the script. The producers have adapted to the situation — the script and organisation
of film making were created during teleconferences. The actors will not wear masks — their life
partners will act with them. The shooting will be done by the robotic cameras.*® At an individual
level, opportunity can be exploited by quality journalists, who are able to work effectively and
deliver quality information — smaller producers of audio-visual works that can be helpful also
within the currently highly demanded live coverages, the interest in (within our conditions)
marginal genres (in the US, there is demand for editors who are capable of writing obituaries)
is also increasing. If we were to discuss bolder and less traditional plans — in the field of print
journalism, it is possible to find solutions in the data journalism and in the so-called slow
journalism. “Almost everyone dismisses their journalists, lowers the editorial budgets, and uses
common stories to fill in the gaps. We send every cent from the subscription to Delayed

3% Ceska televizia pripravuje serial: Ldska v case korony. [online]. [2020-18-04]. Available at:

<https://www.omediach.com/cesko/17708-ceska-televizia-pripravuje-serial-laska-v-case-korony>.
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Gratification — back to following and publishing great articles from journalists and
photographers. In Delayed Gratification, we do not use advertisements, which means that it is
real journalism financed by its readers.”

It is also the investigative part of journalism that cannot be forgotten — this element has been
discussed more and more as a result of other events. An interesting example of offering an
active solution to this current situation can be also found in Slovakia. The project was prepared
by the journalists in an online space, aiming at delivering quality information, increasing the
monthly profit share at the same time. “The coronavirus and situations in the form of closed
companies, shops and the “curfew” or “ban on organizing events with larger amounts of people”
represent new challenges for us. We are now more focused also within the business on online
projects, which corresponded with the new conditions. The project of online discussions
achieved the greatest success — here, the guests from business environments, self-government,
education, and sport are invited. The partners are interested in supporting these discussions, in
which the guests contemplate about the current situation, seeking for solutions and ways out of
this situation. The viewership of these programmes ranges approximately from 15 to 20
thousand viewers, what can be exactly measured on the web, and our partners request these
statistics. The project of online discussions helped the profits at the level of roughly 20% of the
plan, which forms a significant share on the current monthly profits.” (Ad hoc survey: an
interview with Ing. S. Korman — commercial manager of
MY|ECHO |[PARDON|SME CONFERENCES Petit Press, plc.). The current situation
addresses various questions: How can be financing sustained during the health and economic
crisis? How can be the realization of medial production sustained (from reporting to all media
formats)? How not to lose the trust of recipients? How not to lose recipients? How not to lose
advertisers? How to persuade advertisers? These questions are linked with one key moment —
common demand and need. The media have been, are, and will be important to society — for
informing people, offer them entertainment and relax through the formats of non-journalist
nature.

Much can be taught from the black swan in the form of coronavirus, both from the perspective
of the media and their consumers. It is important to consider various models of financing of
media production, place emphasis on (really) quality and professional journalism, and support
also quality media production. Moreover, the eradication of investigative journalism ought to
be eliminated and, what is very important, media consumers should be approached in
a cultivated manner, with an emphasis on quality media production as well as on cooperation
within the support of media literacy of various ages through all the layers of society. In the long
term, it can be argued that information can be regarded as goods, and quality information
requires good financial compensation. Common media consumers still take having access to
the media for granted. On the other hand, there are projects, which prove otherwise — they
convince us that profit can also arise out of the quality content, and not only from advertising.
Moreover, the content does not have to be necessarily an advertisement supplement. This article
attempts to offer certain contemplation of media, which have recently succumbed to a larger
degree to commercialization, some of them to manipulation, and many of them to
“deprofessionalization”. At the same time, many of them face unfavourable comments from
politicians, laymen... In the time of the coronavirus pandemic, it is, however, primarily the
media, which deliver information, allow people to get familiar with various issues, and it is the
media which help people pass the time during the quarantine. In terms of the functionalistic
approach to behaviour towards media in society, the needs of society members are saturated by

3 The world’s first Slow Journalism magazine. [online]. [2020-20-04]. Available at: <https://www.slow-
journalism.com/>.
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fulfilling the societal functions — informing, entertaining, but also socializing — explaining and
making comments about the significance of events and gaining — agitating for socially
important goals, which are determined by the value orientation of the society. The media have
a tremendous opportunity during this situation to persuade also the media sceptics that they
have their rightful and important place in the society. The journalists have a chance to prove
that quality information are indeed important for people, and that this profession deserves an
appropriate status.

5 Do We Want the Black Swans?

How is the current crisis changing the world of media? Unquestionably, many of them will be
destroyed, and many will overcome this crisis with considerable losses. Financial and personal
impacts will be enormous. This complicated situation ought to be perceived as an opportunity
to seriously take the functioning of media into consideration (in terms of functionalistic
approach to the media behaviour in society) and look for new approaches. The already
mentioned Taleb’s book is predominantly about our blindness towards accidents and big
deviations from the norms. “The whole story highlights mainly the fact that learning by
observing or by experience is significantly limited and that human exploration is very fragile.
A single observed case means that the old truth does not suddenly work, even though it had
been confirmed by millions of white swans for thousands of years. The only single (allegedly
ugly) black bird.”* Purely market approach to media production, mainly to the products of
journalist nature is unsustainable in the long term. It is important to grow quality in the media
space, consider innovative approaches, increase supply in an online space as well as build and
support local projects. Appeal to increasing and promoting the media literacy among all age
categories poses undeniably an enormous challenge. Getting back to the standard “norm”, in
terms of which we are not able/we do not want to predict things, although we have all the
necessary information at our disposal, will result in “building” the so-called Maginot line,
which is considered as historical example of (un)preparedness for the black swan.
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WAR WITH A THOUSAND FACES: “MILITAINMENT”
IN AMERICAN WAR FILMS

Jana Radosinska

ABSTRACT:

The paper offers a reflection on the phenomenon of “militainment” in mainstream film production. The present
theoretical outlines are followed by an overview of contemporary (mostly American) war movies containing
various spectacular portrayals of warfare, displays of human suffering during war conflicts and/or obvious
elements of military propaganda. The text is particularly focused on topics and ideas disseminated by films
portraying war events. The author works with the assumption that the term “militainment” refers to a wide
spectrum of media products or events, which often merge military images and entertainment in order to engage
media audiences’ attention. As much as this portmanteau expression seems to result from contemporary
scholarly views on cultural imperialism and media propaganda, it is, in fact, connected to various
communication phenomena dating back to the beginning of the 20" century.
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1 Introduction: War as a Part of Media Discourse

Any reflection on the ways media portray armed conflicts and wars has to acknowledge the
fact that military propaganda and glorification of war have been parts of various media
discourses for decades. As noted by Andersen, several governments used verbal and visual
strategies to effectively influence mass public opinion in favour of war even during World
War I. Throughout the whole 20" century, technological developments and advances in
communication have tried to promote positive public attitudes towards war — however, with
varying effectiveness. The author remarks that these communication strategies resulted in
terms such as “public diplomacy”, “media campaign”, “information management”,
“stagecraft”, “spin” or, most recently, “militainment”.! Another important theoretical outline
leading to the current understanding of the military-entertainment hybrid was mentioned in
Walter Benjamin’s ground-breaking essay The Work of Art in the Age of Mechanical
Reproduction. As a member of the Frankfurt School and thus a highly critical social scientist
reflecting on mass culture, Benjamin pessimistically claimed that the very being of German
Nazism depended on the introduction of aesthetics into political life.? According to Stahl,
Walter Benjamin also referred to Filippo Tommaso Marinetti’s Manifesto of Futurism, which
had been written in 1909. The Futurism art movement “unreservedly celebrated the triumph
of industrialism, speed, and the obliteration of time and space” as humankind’s highest
achievements. The union of man and machine, especially in the pure act of war, was deemed
marvellous. This pre-World War I Manifesto was distinctively militaristic, seeing war (along
with militarism and patriotism) as the world’s only ‘hygiene’.®> Marinetti’s words clearly
merge the essence of his own art movement with an idealistic or rather naive (and therefore
also dangerous) idea of war as a source of social and cultural progress.

! ANDERSEN, R.: War Propaganda. In DONSBACH, W. (ed.): The Concise Encyclopedia of Communication.
Chichester : Wiley-Blackwell, 2015, p. 651.

2 BENJAMIN, W.: The Work of Art in the Age of Mechanical Reproduction. In ARENDT, H. (ed.):
Hlluminations. New York : Schocken Books, 1968, p. 241.

3 STAHL, R.: Militainment, Inc.: War, Media, and Popular Culture. New York, Abingdon : Routledge, 2010, p.
7.
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Even though we can date the roots of military propaganda (as we know it today) back
to the beginning of the 20" century, the notion of “militainment” we are interested in is a
result of deep social, cultural and economic transformations occurring at the turn of the 21
century. Pravdova, Hudikova and Panasenko are right to point out that the era of late
capitalism, i.e. the post-modern, post-modernism, and popular culture have brought about
different kinds of extremes. The contemporary media world is filled with experiments,
peculiarities, provocations and attractions, but also full of paradoxes.* We believe that one of
these paradoxes, militainment, reflects the contradictory nature of the world of today, which
turns terms that once were binary oppositions into multifunctional communication hybrids.
According to Corner and Parry, it is worth noting that a good deal of research
at the intersection of military and the media emerges not from the field of media
and communication, but rather from scholars who position themselves, broadly speaking, in
sub-disciplines or fields such as security studies, war studies, popular geopolitics, military
sociology, critical military studies or feminist international relations.’ Very interesting is, for
example, Fischer’s study on American culture of militarism expressed through media events
related to National Football League (NFL). Focusing on the National Football League’s
ceremonies on the 10" anniversary of 9/11, the author sees these events as sports-media-
military hybrids, which spread across multiple games, broadcasting channels and geographic
locations.® As for domestic scholarly reflections on the topic in question, media and
communication studies in Slovakia discuss the mediated militarism quite rarely. However, we
have to mention Panasenko, Gregus and Zabuzhanska’s study on semantic aspects of
reflecting war in mass media.’” Furthermore, militarism in the context of media
communication (especially in terms of digital games based on the game principle agon) has
recently been discussed in various studies.®

As for movies portraying armed conflicts and wars, they became a prominent film genre after
the outbreak of WWI. Today, some of them may tend to include implicit expressions of
protest against war, condemning its reasons and summarising its tragical consequences. Many
contemporary war films thus include strong anti-war messages, displaying the horrors of war
events and suffering of individuals, various groups of people, civilians and/or soldiers, or
even the world and nature, via fully fictional narratives or stories based on real events.
However, other motion pictures were and still are being created to generate public support for
ongoing war conflicts or in order to disseminate war propaganda disguised as entertainment.’

4 PRAVDOVA, H., HUDIKOVA, Z., PANASENKO, N.: Homo Corporalis as the Communicated Muse
and Centerpiece of Commercialized Culture. In European Journal of Media, Art and Photography, 2020, Vol. §,
No. 1, p. 68.

5 CORNER, J., PARRY, K.: The Media and the Military: Editorial. In Media, Culture & Society, 2017, Vol. 39,
No. 1, p. 4-5.

¢ See also: FISCHER, M.: Commemorating 9/11 NFL-Style: Insights into America’s Culture of Militarism. In
Journal of Sport and Social Issues, 2014, Vol. 38, No. 3, p. 199-221.

7 For more information, see: PANASENKO, N., GREGUS, L., ZABUZHANSKA, I.: Conflict, Confrontation,
and War Reflected in Mass Media: Semantic Wars, Their Victors and Victims. In Lege Artis: Language
Yesterday, Today, Tomorrow, 2018, Vol. 3, No. 2, p. 132-163.

¥ See, for example: BUCKOVA, Z., RUSNAKOVA, L.: Historical Reflection of the Game Principle Agon and
Its Application in the Current Creation of Media Reality. In European Journal of Science and Theology, 2016,
Vol. 12, No. 5, p. 25-37.; RUSNAKOVA, L., BUCKOVA, Z.: Culture of Digital Games in the Context of Media
Studies. In SGEM 2017: 4™ International Multidisciplinary Scientific Conference on Social Sciences and Arts:
Science & Humanities Conference Proceedings. Volume I: Human Geography, Media and Communications,
Information and Library Science, Demography and Women's Studies. Sofia : STEF92 Technology, 2017, p. 149-
156.; MAGO, Z.: Violence and Digital Games: Facts Beyond Myths. In European Journal of Science and
Theology, 2016, Vol. 12, No. 5, p. 135-144.; MAGO, Z.: Virtualni herni a socialni svéty. In SVETLIK, J. et al:
Reklama: Teorie, koncepce, modely. Rzeszow : WSIZ, 2017, p. 312-353.

® BERGAN, R.: Film: Velky ilustrovany sprievodca. Bratislava : Slovart, 2008, p. 171-173.
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One way or another, war movies that present stories set in the past offer their viewers
(especially those born and living in peaceful times) an opportunity to acquire a wider
awareness of serious threats the previous generations of people had to face. Nevertheless, we
have to acknowledge that most anti-war movies still encourage large groups of viewers to
accept gruesome images of war as a specific kind of entertainment.

Another important fact is that military-entertainment hybrids appear in various kinds of films,
not only in war movies. As noted by Stahl, militainment’s influence goes well beyond the war
film genre; some of its biggest projects have been the Transformers and Iron Man franchises.
We may also mention movies such as Battleship, Man of Steel, Godzilla, Captain America:
The Winter Soldier and many more. The author also mentions that the Transformers and Iron
Man movie franchises have been subject to thorough analyses for this particular reason.!®
Furthermore, Andersen is right to notice that war is not only understood and interpreted but
also justified and judged “through the images and narratives that tell the stories of war”.
That is why most ordinary people (i.e. civilians) tend to draw their impressions regarding
wars not from the battles occurring in distant parts of the world, but rather from the manner
these events are portrayed by the media. Any war stories are thus constructed from “the bits
and pieces of favoured myths and stories of past battlefield heroics”. What we would call
“militainment” therefore always mingles fictional forms with those of non-fiction. As the
author claims, people engaged in “the battle over public opinion” on war conflicts are well
aware that public interpretations of the role war plays in our society (and their impact on
global relations) largely influence the ways we imagine international peace and stability.!!
Moreover, the current trends in producing globally disseminated war movies often lead to
ignoring the boundaries between the real and the fictional. Real events related to war are thus
highly stylised and spectacular, personalised by male and female heroes who move across the
land struck by war. That is why characters appearing in war movies have to be analysed in
light of their gender-related, racial and ideological features.

The roles women play in war movies are discussed only occasionally, certainly less often than
male heroes most of these films are centred on. However, there are noteworthy studies
focusing on this particular matter, e.g. multiple scholarly texts written by Tasker. Explaining
various phenomena that outline the relationship between women and their audio-visual
portrayals associated with the military, the author claims that most “military movies are
characterized by a structuring tension between exceptional individuals, who are clearly the
focus of screen and narrative attention, and the group they represent”.'> The question of
female presence in war movies is highly topical, as the current trends in producing war
movies, especially those portraying recent armed conflicts, more and more focus on female
soldiers, presenting them as war heroes who struggle to find balance between their female
essence and masculine character traits. This paper works with the assumption that the ways
media (particularly feature films) present armed conflicts should also be discussed in terms of
philosophy and ethics. According to Capozzi, the overabundance of the portrayals of war in
films and digital games and the effects of ensuring ‘clean’ war images in order to gain

10 STAHL, R.: Dispatches from the Militainment Empire. In BOYD-BARRETT, O., MIRRLEES, T. (eds.):
Media Imperialism: Continuity and Change. Lanham, Boulder, New York, London : Rowman & Littlefield,
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compliance have turned war into a spectacle, “an event to be watched, enjoyed, and
consumed”. These efforts create “a binary of humanizing and dehumanizing effects”. The
good guys are often over humanized “to engage the viewer in their struggles and triumphs” .
However, the enemies are mostly dehumanized, despicable, often faceless and nameless. The
author warns that this spectacularisation of war makes it impossible to draw a clear line
between real war and digitally enhanced (mediated) war.!> Another serious problem is
associated with the fact that the existence of militainment blurs the barely existing lines
between the formerly opposite phenomena even further. Burston remarks that media
entertainment has been understood as (somehow) more oriented towards the private (or
domestic) sphere. However, many binaries formerly established by media and communication
studies and similar disciplines (e.g. hard news/soft news, information/entertainment,
public/private, masculine/feminine) have become entirely untenable. Militainment, a
militarism-entertainment hybrid, ignores the remaining differences between the public and the
private, pushing the entertainment industry towards the most serious parts of the public
sphere.!* In other words, armed conflicts and their media portrayals utilise entertainment
frameworks to further merge our private lives and public discourses we follow and reproduce.

The following chapters of the paper intend to discuss the phenomenon of “militainment”
in relation to its contemporary contexts, acknowledging that war movies are only a small part
of this broad and serious discourse. We see the term “militainment” in accordance with
Andersen, who claims it is a new hybrid format used (predominantly, but not exclusively) by
the U.S. media and military to represent war: “Militainment and ‘stagecraft’ are attempts to
control the meanings of war through fictional formatting, information management, and
media choreography.” As the author remarks, one of the most visible expressions of
militainment was the moment when Pentagon officials approached Hollywood producers after
9/11, requesting they join the fight against international terrorism. The collaboration resulted
in various successful projects, e.g. the war movie Behind Enemy Lines (2001, directed by
John Moore) validating the questionable American military actions in former Yugoslavia in
the 1990s, or the ABC’s reality show Profiles from Front Line about the Afghanistan war.'®

2 The Notion of “Militainment” — Media Entertainment Based on Militarism

Just like “charitainment”, the expression “militainment” was first included in a journalistic
piece, more specifically in the article published by the news portal of the globally available
TV news channel CNN. Poniewozik, the article’s author, used this portmanteau word to
describe the cultural situation in the United States shortly after the terrorist attack involving
two commercial planes crashing into the buildings of the World Trade Centre, New York, in
September 2001. Poniewozik analysed new trends in reality TV, which — quite openly —
promoted the military intervention of the U.S. and their allies in Afghanistan and Iraq that
followed the events of 9/11. Probably the most obvious example of such television
programming was the above-mentioned reality show Profiles from the Front Line.

13 CAPOZZI, P.: Spectacular War: Media, Militainment, and the New Imperialism. In McLOUGHLIN, K.,
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The show’s content included moments when multiple members of the American military
personnel deployed in Afghanistan or Iraq shared their life stories.!® However, following the
previously discussed theoretical outlines, we have to point out once again that militainment is,
in fact, much more than a set of media products which openly disseminate military
propaganda. It also includes war movies and similarly themed episodic television dramas,
media-covered military parades organised on selected holidays and memorial days, publicly
presented information on military training programmes or manoeuvres, military recruit
campaigns and related advertisements. Particularly important part of the militainment
discourse refers to first-person shooters and other kinds of digital games that often
spectacularly visualise real or fictional, even futuristic armed conflicts.

One of the most serious consequences of militainment’s overall popularity and strong media
presence lies in its paradoxical nature. In Stahl’s words, on the one hand, militaristic forms of
media entertainment are necessarily perceived as an unwelcome expression of military
propaganda; on the other hand, portraying war as a media spectacle does no justice to victims
on both sides of anarmed conflict and underestimates the tragedy of war. The term
“militainment” is an oxymoron, because real war is anything but amusing.!” As remarked by
Corner and Parry, the close relationship between the military and the entertainment genres
that celebrates their values has led to various coinages. Such studies vary in their chosen sites
and methods of inquiry, whether on the design of digital games as recruitment tools, the
pleasures of playing or watching war, or the companies who benefit financially from selling
both weaponry and media content.!® These terms include “military-entertainment complex”
proposed by Lenoir in 2000, “military-industrial-media-entertainment network”™ coined by
Der Derian in 2001%° and “militainment, Inc.” preferred by Stahl.?! The variety of expressions
shows very clearly that academic discussions on militarism-entertainment hybrids taking
place in the new Millennium include many problems that have been addressed only partly or
have not been addressed at all.

Even though we have to agree with Stahl’s opinion that real war is anything but
entertainment, Roderick offers a convincing thought that smooth and seemingly natural
merging of two supposedly incommensurate words — militarism and entertainment — may
suggest that these phenomena are not so contradictory as we would like to imagine. He
defines the term “militainment” simply as “any form of media that spectacularises warfare”.
According to the author, “militainment” is often seen as “a wide range of different mass
media forms from films that collaborate with and venerate the military to news coverage that
depends upon largely decontextualized combat news footage for its news value”. Expressions
of militainment often rely upon the blending or hybridizing of fact and fiction. However, as
the author further argues, media audiences must deem these fictional representations of

16 PONIEWOZIK, J.: That’s Militainment! The War on Terror Gets the Cops Treatment. Evil Axis, Evil Axis,
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combat (including war films) realistic — especially in terms of the used weaponry, uniforms
and their particular details, adequate language (military slang) and so on. Roderick’s own
work mostly discusses non-fiction militainment present within television programming that
enthusiastically appreciates and even admires military technologies.?? Thomas” opinion is that
the term “militainment” can be used to “describe the cooperation of software companies
and the military to produce simulations, war movies and so-called ‘military soaps’ as well as
the morale, recreation and welfare activities of artists and media protagonists. (...) However,
militainment does not refer to crisis related efforts of the military (and their political
leadership) to control images and information”. As the author states, the portmanteau word
may be seen as the “cooperation between the military and the media and culture industry on
an everyday basis that goes beyond war and crises”.** Another definition of “militainment”
mentioned by Reed claims that it is an increasingly “deep intermixture of popular
entertainment and the military”, which has raised a number of critical questions, both within
the military and amongst civilian scholars.?* According to Stahl, various interested academics
are right to claim that the military-entertainment complex (“militainment”) plays a broader
role within the processes of cultural imperialism. It its therefore problematic that we have
often ignored “the ways that the military, in a literal sense, has worked to shape the messages
emanating from Hollywood, television, and other entertainment industries. (...) Commercial
culture not only functions like classical military power, in many cases it is a direct expression
of military power.”” Given the fact that militainment is often discussed in relation to
American audio-visual media products, it is no surprise that several scholars mentioned above
(e.g. Stahl, Mirrlees, Andersen) tend to use various war movies as suitable examples of how
militainment actually works and what kinds of narratives its producers utilise to present
certain morals, values, points of view, ideologies and/or agendas associated with military
propaganda.

3 Elements of “Militainment” within American Mainstream Cinema

As noted by Mirrlees, globally distributed American films do not tend to reproduce the real
and authentic American values, but rather their distorted, partial and highly selective
representations merged with fiction. Some conservative critics even argue that globalised
Hollywood entertainment disseminated all round the world may generate a certain amount of
antipathy against the United States and the American cultural environment. This (rather)
right-wing opinion is based on the assumption that some less cognitively capable
‘traditionalists’ living in other parts of the world (outside the U.S.) perceive only such
trivialised images of America’s true nature. Basing their opinions solely on Hollywood
movies they have watched, these viewers often see the U.S. as a country driven by random
violence, sex, silly teenagers, consumerism and political corruption. On the other hand, liberal
political forces stress Hollywood cinema’s ability to portray the United States as a world of
multiculturalism, democracy, freedom, vast opportunities to succeed and technological
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progress. These differing perspectives are, of course, ideologically incompatible
and scientifically questionable as well. Moreover, the author is right to point out that many
people’s proclaimed aversion to the U.S. foreign policy does not prevent them from seeking
and consuming globalised American entertainment.?® This means that militainment’s driving
force and strength lie in the fact that people in Europe, Asia or Australia and elsewhere may
express their disagreement with American foreign policy or military interventions resonating
on a global scale, but this disapproval rarely manifests itself when they watch, appreciate and
discuss numerous war dramas and other films produced in Hollywood.

The questions of Hollywood’s cultural hegemony (and reproduction of American cultural
imperialism as an intrinsic feature of other types of fully globalised media products) become
even more serious when we consider the ways universal (mainstream) taste patterns are
formed. Croteau and Hoynes follow Barnet and Cavanagh’s work to legitimately state that
globally available media products (including Hollywood movies) do not tend to form any
‘global awareness’ regarding serious problems of the past, present or future world.?’
However, Artz remarks that these media narratives may not truly support social progress
worth fighting for, but they are certainly able to pretend doing so. In other words, globally
popular American movies tend to declare their solidarity towards a full spectrum of social
conflicts (e.g. they might portray everyday problems of ordinary people or stress the need to
address ethnical, gender-related and racial inequalities), but such portrayals mostly remain
fully symbolic and commercially driven. Nonetheless, Hollywood films that would offer more
complex reflections on these serious issues are produced quite rarely. According to Artz, the
economic dominance of Hollywood movies which only pretend to care about the most serious
global problems suggests that cultural hegemony truly fulfils its objectives by successfully
pretending to understand ordinary people’s problems, i.e. by offering us fictional film heroes
who effortlessly overcome roughly the same complications.?® As for Hollywood war movies,
most of them prefer to portray a strangely consistent, yet diverse and somehow incompatible
group of individualistic characters. On the other hand, those war dramas that focus on real and
highly significant historical figures (politicians, artists, scientists) tend to be centred on those
particular persons. However, we cannot forget that these narratives often use the portrayed
armed conflicts only as emotionally engaging backgrounds which help to define the particular
characters’ exceptional actions and life stories.

The American Civil War, a result of the long-term controversy over the enslavement of black
people and other serious social and economic problems, is nowadays portrayed quite rarely.
Even though this particular war is one of the first armed conflicts that were photographed and
thus there are many visual references to follow, the Civil War mostly functions as a
spectacular background that demonstrates all the dangers the people of America had to face
back then. This approach was used successfully in late Anthony Minghella’s Oscar-awarded
romantic war drama Cold Mountain (2003). Both Cold Mountain and the director’s previous
successful project, The English Patient (1996), are based on successful literary works — their
screenplays were written by Minghella himself. The English Patient is, of course, not set in
the Civil War era, as its story emerges during WWII in Italy, Europe. Cold Mountain’s main
storyline is focused on a wounded deserter from the Confederate Army (quite paradoxically,
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played by the popular British actor Jude Law), who tries to return home to reunite with his
lover (Nicole Kidman). The movie is therefore a romantic drama situated in the war-torn
American South that offers an attractive portrayal of a soldier who abandons his duty to be
with the woman he loves. The secondary storyline is quite interesting as well, as it includes a
group of women who have to help each other and rely on their own abilities to survive
and make a living. The theme involving a wounded deserter (only this time an Irishman
fighting for the Union Army portrayed by Colin Farrell) also appears in 2017’s melodrama
The Beguiled (directed by Sofia Coppola). The Civil War offers a convincing explanation
why the present young Southern women live alone, far from anyone else; the given
circumstances make their decision to provide Farrell’s character with a shelter and medical
care even more incomprehensible. The true reason is, of course, that all women living in the
girls’ boarding house do their best to attract the soldier’s attention, competing for his
affection. However, their fascination leads to multiple expressions of betrayal and shocking
violence. The female empowerment angle is quite visible here as well. The Civil War is also
prominent in Steven Spielberg’s biographical drama Lincoln (2012). This film received
worldwide critical acclaim, not only because of Daniel Day-Lewis’ remarkable acting
performance but also thanks to its production value marked by Janusz Kaminski’s
cinematography and the original score composed by John Williams. The dramatized events of
the Civil War explained via President Lincoln’s personal story, marriage, political career and
deeds of his allies and political opponents, function as a rich portrayal of American history,
even though this movie is not a war drama in the true sense of the word.

Given the fact that the US was involved in the first global war conflict only partially, it is no
surprise that American producers and audiences do not explore WWI as much as WWIL.
However, Hollywood filmmakers have recently increased their generally low interest in
WWI. Worth mentioning is, above all, Steven Spielberg’s technically perfect and obviously
old-fashioned film War Horse (2014). The director’s stable creative team consisting of the
cinematographer Janusz Kaminski, the editor Michael Kahn, the renowned production
designer Rick Carter, and the prominent composer John Williams offers an epic adventure of
a thoroughbred English horse trapped between two raging armies. The rather sentimental key
topics of a British family torn apart due to World War I and an extraordinary friendship
between a teenage boy and his horse, Joey, are clearly dominant. On the other hand, they are
combined with gruesome images of the trench war, barb-wired no man’s land around Somme,
repeated gas attacks and suffering experienced not only by young soldiers on both sides of the
conflict but also local farmers and their children, various animals and, most prominently,
horses Joey and Topthorn, which are now forced to haul German heavy artillery. Joey the
horse is, in fact, placed in the leading role instead of his owner Albert (played by Jeremy
Irvine).

Steven Spielberg’s visual aesthetics and storytelling capabilities can be clearly seen in his
previous war dramas — the award-winning biographical film Schindler’s List (1994) and the
popular war movie Saving Private Ryan (1998), which is known for its graphic and
shockingly violent second scene portraying the events related to the Allied Forces’ first wave
of landing on the Omaha Beach. A similar approach that is obviously inspired by Spielberg’s
work is used in the recently resonating British-American WWI drama /917 (2019, directed by
Sam Mendes). Like in case of Saving Private Ryan, the main storyline introduces a small
group of soldiers (or, more precisely, a duo — Schofield and Blake) trying to fulfil their
mission (however, they are not looking for an unknown private, but rather for an endangered
regiment which includes Blake’s brother. The story is therefore intentionally more personal
than the above-mentioned Spielberg’s 1998 war epic, which, in contrast, worked with the idea



Megatrends and Media: On the Edge

of war’s impersonal nature and coldness. A less experienced viewer may think that the whole
story is told in a single shot; however, the film’s immersive continual flow of scenes,
seemingly unflinching and uninterrupted by cuts, was achieved thanks to Roger Deakins’
superior (and Academy Award-winning) cinematography based on long takes and rigorously
choreographed shots. The topic of WWI is also inherently present in the Australian-American
drama Water Diviner (2014, directed by Russell Crowe). Crowe’s debut in the director’s role
and his acting performance are both remarkable. He portrays a widowed father of three sons,
Joshua Connor, who is an Australian farmer and water diviner, and his journey to Turkish
Gallipoli. All his sons were members of the Australian and New Zealand Army Corps and are
presumably dead, buried somewhere around the Gallipoli battlefield. Connor’s persistent
search for his deceased sons is intertwined with the cruel aftermath of WWI in Turkey (the
former Ottoman Empire) and personal stories of local people, especially a young war-
widowed woman Ayshe, who runs a local hotel. The film thus provides a rare portrayal of a
newly formed country that faces another (Greek) invasion, in which an Australian man, who
has never left his home before, looks for the bodies of his sons to ensure their proper burial
close to his household.

Another highly personal WWI story is offered by the 2014 British romantic war drama
Testament of Youth, which is based on the autobiographic book of the same name, written by
the renowned British feminist writer and life-long pacifist Vera Brittain. The movie focuses
on young British people living at the beginning of the 20" century, whose lives are
completely lost or torn apart due to WWI. Brittain’s personal experience as a volunteering
nurse and a young woman who lost both her fiancé and her brother during the conflict is
crucial; the movie ends with a clear warning that the philosophy based on the ‘an eye for an
eye’ principle is slowly but surely destroying the world. According to Andersen, World War
IT “has become the frame of reference that confers legitimacy to war”. In other words, many
war movies portraying the events of WWII refer to the necessity to join the fight against
tyranny, brutality and dangerous ideologies.”” However, the recent trends suggest that other
than American heroes can attract the target audiences’ attention as well. All these films are
fully fictional and often based on books. For example, the 2019 drama The Aftermath
(directed by James Kent) is set in post-war Germany. In 1945, a British officer’s wife arrives
to Hamburg to be with her husband who helps to rebuild the destroyed city. The essence of
the story lies in the couple’s cold relationship (their only son died during German airborne
attacks targeting London) and unfolds around the fact that the main character, Rachael
Morgan (Keira Knightley), falls in love with a widowed local architect Stephen, with whom
she shares her grief — Stephen lost his wife during the war. Referring to the narrative style
established by the 1942 masterpiece Casablanca (directed by Michael Curtiz and starring
Ingrid Bergman and Humphrey Bogart), Allied (2016, director Robert Zemeckis) centres on a
turbulent WWII romance between a Canadian intelligence officer stationed in France (played
by Brad Pitt) and a French Resistance fighter (Marion Cotillard). A different perspective is
established in Brian Percival’s war drama The Book Thief (2013). The story of a young girl
living with her adoptive German family during the Nazi era focuses on Germany’s cultural
and ideological downfall related to WWII. Although the girl, Liesel, is illiterate, her elderly
foster father teaches her how to read. Her actions involve ‘borrowing’ (in many cases
forbidden) books, reading them with Max, a young Jewish refugee hiding in her foster
parents’ house, and sharing adventures with her friend Rudy, a promising athlete who,
unaware of the true nature of Nazism, openly admires the African-American Olympic
champion Jesse Owens.
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Other line of WWII movies is focused on extraordinary individuals and their true stories. One
of the most impressive of them is Mel Gibson’s film Hacksaw Ridge (2016). The story centres
on Desmond Doss, an American combat medic who refused to carry or use a weapon of any
kind, thus becoming the first recipient of the Medal of Honour who was a ‘conscientious
objector’. Gibson’s direction has earned notable critical acclaim, as well as Andrew Garfield’s
acting performance in the leading role. Especially remarkable is the fact that the movie
positions religious belief as warfare’s ideological counterweight (one of the most impressive
characters is Desmond Doss’ father, an alcoholic with post-traumatic stress disorder resulting
from WWI, played convincingly by Hugo Weaving). Gibson intertwines these ideological
aspects with brutal images of the Battle of Okinawa. Worth mentioning are also two
biographical dramas, the first of them focusing on the British Prime Minister Winston
Churchill and his actions during WWII (The Darkest Hour, 2017, directed by Joe Wright),
and the second one (7The Imitation Game, 2014, directed by Morten Tyldum) offering a
unique portrayal of the life and remarkable scientific career of Alan Turing (Benedict
Cumberbatch), the British cryptographer and mathematician. The story offers an insight into
the process of analysing the German coding machine Enigma. The movie also outlines
Turing’s close relationship with the female cryptanalyst Joan Clarke and his hidden
homosexuality, which was the implicit reason of his untimely death by suicide (resulting from
a cruel and dangerous medical procedure — chemical castration — ordered by the authorities).
Two similarly personal movies, both telling the story of Operation Anthropoid, the WWII
assassination of Reinhard Heydrich by a group of Exile Czechoslovak soldiers, were
produced in Europe. These films are titled Anthropoid (2016, directed by Sean Ellis, starring
Cillian Murphy and Jamie Dornan) and The Man with the Iron Heart (2017, director Cédric
Jimenez).

A rather unique creative approach is used in David Ayer’s drama Fury (2014), the story of
an M4 Sherman tank crew led by Don ‘Wardaddy’ Collier (Brad Pitt). After losing their
veteran assistant driver and gunner, the crew of ‘Fury’ is joined by Norman Ellison (Logan
Lerman), a young clerk who was transferred by mistake. The story is marked by a series of
unfortunate events related to increasingly fanatical German resistance and everyday lives of
ordinary German people, especially women, who starve, suffer, and are beaten, raped or
killed; either for alleged cowardice and/or collaboration by their compatriots or by infuriated
and often brutal Allied forces pushing through the land. The viewer experiences the horrors
along with terrified Norman; unlike other war movies, this one is utterly claustrophobic, as
some of its key scenes happen inside the tank named ‘Fury’. A commercially significant
segment of American militainment cinema is associated with blockbuster movies which focus
on spectacular visuals and epic battle scenes instead of unique individuals and their personal
stories. This line of war dramas was partly established by Michael Bay’s Pearl Harbour
(1998), in which real events (the surprising military strike by the Imperial Japanese Navy and
aircrafts upon the United States, specifically on its Hawaiian Naval Base Pearl Harbour)
merge with a fictional love story involving two American pilots and an attractive young
nurse. However, the romance is of secondary significance, since the main storyline mostly
follows the circumstances of the attack, driven by Hans Zimmer’s remarkable original score
including the theme song titled Tennessee. Almost identical ideas and mostly the same
(although exclusively real) events are portrayed in Midway (2019, directed by Roland
Emmerich). The film’s visuals only confirm Emmerich’s long-time specialisation, which lies
in making catastrophic movies and creating spectacular scenes of destruction. It is also
necessary to note that exactly the same events were presented in the 1976 movie of the same
name, which was directed by Jack Smight and included multiple Hollywood celebrities such
as Henry Fonda, James Coburn and Charlton Heston. On the contrary, an utterly unique
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approach is taken by the British director Christopher Nolan and his technically brilliant, yet
highly impersonal movie Dunkirk (2017), which depicts the infamous and humiliating
evacuation of the British Army from the French port Dunkerque. Dunkirk portrays
the evacuation from three different perspectives — land, sea and air. It includes only a small
amount of dialogues, as the director intended to visualise the events through cinematography
and music (once again, remarkable, composed by Hans Zimmer).

Contrary to WWII movies, films that portray the events of the Vietham War tend to refer to
the conflict’s senselessness, brutality and lack of legitimacy: “On the other hand, when war
goes wrong, it is told through the problematic narratives of brutality that characterise the
popular memory of Vietnam. ”*° This thematic framework was well established by various
acclaimed war dramas produced in the 1970s and 1980s, e.g. by Francis Ford Coppola’s
Apocalypse Now (1979), Oliver Stone’s Platoon (1986) and Stanley Kubrick’s Full Metal
Jacket (1987). The same idea was shared by the 2002 movie We Were Soldiers, which was
directed by Randall Wallace and led by Mel Gibson and Madeleine Stowe. Recent motion
pictures that include or refer to the disturbing images of the Vietnam War are Last Flag
Flying (2017, directed by Richard Linklater) and The Last Full Measure (2020, directed by
Todd Robinson). In the former case, the movie portrays three Vietnam veterans, now middle-
aged, who try to confront their war-induced traumas by helping one of them to retrieve the
remains of his son killed in Irag. The obvious connection between two war conflicts (in
Vietnam and, much later, in Iraq) refers to multiple generations of American military men
and women coping with their actions. The latter film is similar to Hacksaw Ridge in terms of
both the main idea and ideological message, as it focuses on a young, ambitious bureaucrat
who seeks selected Vietnam veterans to decide whether William H. Pitsenbarger, a war hero
and victim of the Battle of Saigon, deserves to receive the Medal of Honour Award (or not).

Movies relating to armed conflicts in Africa are scarce and almost exclusively based on real
events. They are also typical for their tendency to depict brutal violence and horrible
consequences of foreign military interventions. The most prominent of them is certainly
Ridley Scott’s Black Hawk Down (2001). As noted by Howell, the movie Black Hawk Down,
based on an actual event, portrays the unsuccessful attempt of the U.S. Delta Forces and
Army Rangers to capture Somalian warlord Mohammed Farrah Aidid, which took place in
1993. According to the author, the film is adapted to the purposes of militainment in a new
era of screen combat; its specific aim is to revise public perception of one of the most
notorious failures of the post-Cold War U.S. military.?! Less spectacular, but still markedly
brutal are movie portrayals of other armed conflicts that occurred in African countries — it is
necessary to mention Hotel Rwanda (2004, directed by Terry George), which was introduced
a decade after the 1994 Rwandan genocide. Currently, American war dramas reproducing
militainment largely focus on recent armed conflicts, especially on the United States and their
military interventions in the Middle East that occurred after the events of 9/11. Some of them
present heroic deeds of exceptional individuals deployed in Afghanistan or Iraq. One of the
most critically acclaimed films in this category is Clint Eastwood’s American Sniper, an
engaging and detailed portrayal of Chris Kyle, who is thought to be the deadliest marksman in
U.S. military history. Kyle’s life story includes many moments when he takes lives
anonymously and addresses related moral questions. However, the film’s core idea lies in the
devastating effect Chris Kyle’s military accomplishments inflict on his family life and psyche.
As mentioned above, today’s war dramas increasingly include female lead characters, which

30 ANDERSEN, R.: 4 Century of Media, a Century of War. New York : Peter Lang, 2007, p. 22.
31 HOWELL, A.: Popular Film Music and Masculinity in Action: A Different Tune. New York, London :
Routledge, 2015, p. 110-115.



Merging Reality and Fiction

is the case of Megan Leavey (2017, directed by Gabriela Cowperthwaite), a rather modest
feature film telling the story of a young female Marine and her combat dog named Rex. The
film’s political framework is clear in the moment when Megan Leavey, now a wounded
veteran, is granted the right to adopt Rex, since the aging dog suffers from facial palsy.

Being as narratively appealing and visually elaborated as Eastwood’s American Sniper,
though not based on real events, Kathryn Bigelow’s Hurt Locker (2008) provides a raw
insight into the everyday life of military pyrotechnics and engineers. The film follows
Sergeant First Class William James, the new team leader of a U.S. pyrotechnic unit that is
deployed in the Iraqg War. James’ questionable actions and symptoms of unstable mental
condition (stressed by Jeremy Renner’s noteworthy acting performance) offer the viewer
suspenseful experience of anti-heroism in its raw form. Other important additions to the
militainment discourse are movies Lone Survivor (2013, directed by Peter Berg) and /2
Strong (2018, directed by Nicolai Fuglsig). Lone Survivor focuses on the unsuccessful U.S.
Navy SEAL mission Operation Red Wings, during which a group of four reconnaissance and
surveillance specialists tried to track and potentially kill a local Taliban leader in Afghanistan.
The film’s story is based on the memories of the sole survivor of the campaign, Marcus
Luttrell, here played by Mark Wahlberg. The way human survival instinct is depicted strongly
collides with expressions of graphic violence and displays of shockingly convincing gunshot
wounds or other types of injuries. The movie’s marketing strategy was unique as well, since
the director decided to screen it to multiple professional American football teams in order to
increase its social media presence through the reactions and impressions posted by the
included players. Once again, it is a suitable example of merging sports, media, military and
entertainment. Working with a similar premise, /2 Strong also follows a group of soldiers
during the first phase of the American military campaign in Afghanistan. However, this
movie portrays the twelve American soldiers as allies of the local military authorities who try
eliminate various radicalised organisations. The spectacular images of ‘horse soldiers’, since
the Americans are eventually forced to ride horses in order to overcome the complicated
terrain, are combined with various expressions of heroism — at the end, all of them survive,
which makes the story both visually compelling and inspirational, although still morally
questionable.

Less commercially successful, but still socially important are various American movies that
do not portray any parts of the military campaigns led in Afghanistan and Iraq, but rather their
aftermath and society-wide or personal consequences. Probably the most important film of
this kind, Zero Dark Thirty, was directed by Kathryn Bigelow in 2013. Hasian Jr.’s essay
provides its readers with a feminist critique of Zero Dark Thirty, claiming that the film’s
producers, Kathryn Bigelow and Mark Boal, have marketed this visual artifact as a liberating
cinematic representation that shows how a dedicated woman led the manhunt for Osama bin
Laden, but the author argues that this is more of a populist, postfeminist representation that
advances militarist causes.’? Other movies that depict the Afghanistan and Iraq War veterans,
their struggle to return back to the normal life and the conflict between a soldier’s duty and
their moral convictions, are Stop-Loss (2008, directed by Kimberly Peirce) and Fort Bliss
(2014, directed by Claudia Myers). The former film portrays a group of young soldiers from
Texas returning home after two tours in the Middle East and constantly remembering their
own failures. One of them, Brandon (Ryan Philippe), is eventually ‘stop-lossed’ (returned to
active duty after his contract has been fulfilled, against his will). He decides to desert, while
Steve (Channing Tatum) drinks and enacts one of the most remarkable scenes of the whole

32 See also: HASIAN, JR. M.: Zero Dark Thirty and the Critical Challenges Posed by Populist Postfeminism
During the Global War on Terrorism. In Journal of Communication Inquiry, 2013, Vol. 37, No. 4, p. 322-343.
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movie, in which he runs around almost naked, digs a hole in his own front yard and strikes his
fiancée Michelle. Tommy (Joseph Gordon-Levitt) becomes depressed after being discharged
and commits suicide. The film thus offers an open view on problems war veterans experience
in the 21 century, including clinical depression, alcoholism, violent reactions and, as in case
of Brandon and Steve, eventual return to active duty utilised as an escape mechanism.
In contrast, Fort Bliss focuses on a decorated female medic (Michelle Monaghan) returning
home from Afghanistan. Being a single mother, she experiences serious problems while
trying to reconnect with her son and establish a new personal life.

Conclusion

The above-mentioned expressions of audio-visual militainment are certainly associated with
various questions of misrecognition on a global scale and serious problems related to global
safety.?* Even though we have focused on American feature films or movies created on basis
of international co-productions involving the United States and other countries (in most cases
the United Kingdom, France and Germany), films that are distinctively militaristic or work
with the war drama genre are also created in Russia, China and other countries with strong
domestic markets. It would be naive to think that non-American expressions of militainment
do not use exactly the same methods to build their narratives and present their messages. It
can be concluded that the widespread acceptance of war images as a source of entertainment
results from the general popularity of war movies, militaristic television programming, certain
genres of digital games (especially first-person shooters) and international news.>* In case of
Hollywood movies the vast machinery of militainment employs the practices by which “the
most powerful military in the world leverages the most powerful entertainment industry in the
world for public relations purposes”.>> However, the same would be true if we talked about
many American episodic television dramas that portray war events. Some of the most
successful ones (and those that are critically acclaimed) were produced by Home Box Office,
becoming an important part of the company’s original programming. We talk about Steven
Spielberg and Tom Hanks’ Band of Brothers (2001, WWII in Europe), The Pacific (2010,
WWII in the Pacific Ocean), and Generation Kill (2008, the 2003 invasion of Iraq).
Generation Kill was created on basis of the autobiographical publication written by the
former Rolling Stone journalist Evan Wright. The drama’s protagonists often ironically
comment on the military campaign they are a part of, remembering, for example, a military
advertisement appealing to young men like them that would potentially be interested
in joining the U.S. Marine Corps. The given advertisement used ‘fairy tale’ references
and portrayed a knight in a blue armour slaying a dragon.®

33 See, for example: SOLfK, M, MINARIKOVA, J.: Social Recognition on a Global Scale: Opportunities and
Limits of Media Reflection. In Communication Today, 2014, Vol. 5, No. 2, p. 21-31.; BITTAR, E.: The Era of
Global Disputes and Mass Media Distortions. Dialogue on Recognition, Justice and Democracy (Interview with
Marek Hrubec). In Communication Today, 2017, Vol. 8, No. 2, p. 146-154.

3 CAPOZZI, P.: Spectacular War: Media, Militainment, and the New Imperialism. In McLOUGHLIN, K.,
FORTE, M. C. (eds.): Emergency as Security: Liberal Empire at Home and Abroad. Montreal : Alert Press,
2013, p. 112.

35 STAHL, R.: Dispatches from the Militainment Empire. In BOYD-BARRETT, O., MIRRLEES, T. (eds.):
Media Imperialism: Continuity and Change. Lanham, Boulder, New York, London : Rowman and Littlefield,
2020, p. 148.

36 GUNTHER, L-S.: Innocents Abroad? Generation Kill in the Three-Block War. In STRETCH, C., RISQUEZ,
C. A. (eds.): Innocence and Loss: Representations of War and National Identity in the United States. Newcastle
Upon Tyne : Cambridge Scholars Publishing, 2014, p. 154-155.
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The previous analysis of selected American war dramas suggests that audio-visual
militainment is able to work with a variety of topics — for example, with the idea of deserting
to return back to the loved ones (Cold Mountain). Portrayals of significant historical figures
influencing the course of events are quite frequent (Lincoln, The Imitation Game, The Darkest
Hour), as well as sentimental views of friendship, family and mutual bonds overcoming the
horrors of war, not necessarily related only to human beings (War Horse). Some of these
movies are able to deliver both spectacular visuals and cinematographic excellence (Dunkirk,
1917), while other focus solely on rich computer-generated imagery to provide their viewers
with immersive experience (Pearl Harbour, Midway, etc.). Militainment also includes highly
personal true stories (Testament of Youth) and fictional narratives centred on ordinary people
who have to face war conflicts and/or their consequences (e.g. The Book Thief, Fury, The
Aftermath). World War II is generally seen as a setting that provides war stories with a sense
of legitimacy and seeking justice (Hacksaw Ridge), while the Vietnam War is a preferred
source of real or fictional narratives displaying brutality and meaninglessness of American
military interventions (Last Flag Flying, The Last Full Measure, but also older movies such
as Apocalypse Now, Platoon, Full Metal Jacket or We Were Soldiers). Movie portrayals of
wars and armed conflicts occurring in Africa, South America or anywhere else than in
Europe, the Pacific and the Middle East are seen only rarely (Black Hawk Down). However,
we have to acknowledge that audio-visual reflections on the modern-day war conflicts,
especially those occurring in Afghanistan and Iraq post-9/11, are increasingly popular. These
stories may be highly personal and based on real events (Admerican Sniper, Megan Leavey,
The Lone Survivor), but some of them are fictitious instead, yet impressively elaborated (Hurt
Locker, Stop-Loss).

Hollywood militainment has attracted some of the most talented and acclaimed movie
directors (e.g. Steven Spielberg, Mel Gibson, Clint Eastwood, Christopher Nolan),
cinematographers (Janusz Kaminski, Roger Deakins) and composers (John Williams, Hans
Zimmer). Female creators of war dramas are not a rarity anymore (e.g. Kathryn Bigelow’s
Hurt Locker, Kimberly Peirce’s Stop-Loss). Militainment’s overall popularity and spectacular
nature stretch far beyond the war drama genre, as well as far beyond the topic, scope and
purpose of this paper. It is therefore necessary to perceive its (often implicit) presence in all
kinds of feature films and media products, since this militarism-entertainment hybrid is a
powerful tool, which is often used to justify and/or explain questionable or even controversial
war conflicts and foreign military interventions.
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FROM OFFLINE BEING TO ONLINE BEING: TRANSFORMATION
OF AN ORDINARY PERSON INTO A CELEBRITY

Anna Samelova

ABSTRACT:

The study focuses on the phenomenon of celebrity as a partial aspect of the paradigmatic change in human being
that occurred after the advent of online media into the everyday life of ordinary people. Celebrities, or media-
famous personalities, have been successful professionals in their fields in the offline world. Online reality,
however, allows everyone to show up, shape, and eventually establish themselves in their own communication
arena as a celebrity—regardless of their profession. It seems that the skill of ideological leadership rather than
the former professional excellence is necessary to gain online celebrity status. The aim of the study is to compare
the nature and manifestations of the celebrity phenomenon in the offline and online epochs, and thus point to the
degree of deepening mediatization of society.

KEY WORDS:
celebrity, mediatization, mediatized habitus, offline being, online being, online media, traditional media

1 Introduction

The research in the fields of celebrity and celebrity culture is one of the growth industries for
the humanities and social sciences in the 21st century. “Psychologists warn us of the dangers
of ‘celebrity worship’, sociologists interrogate young people about their personal expectations
of fame, and even a discipline with as attenuated a relation to popular culture as literary
studies now studies such things as ‘post-colonial celebrity’. The textual richness of celebrity
culture is proving irresistible, and so the fetish for textual analysis that dominated so much of
the 1980s has found itself right at home in the study of celebrity.“! There are also different
approaches to celebrity analysis in the very field of celebrity studies.? Some authors focus on
textual and discursive aspects, others focus on economic production related to celebrity,
celebrities and celebrity culture, on areas related to the production of celebrity media content,
i.e. celebrity journalism, as well as on consumerism of celebrity content, i.e. media audience.?
Nevertheless, these are fields that, according to some experts, remain undertheorized. This
study aimes to contribute to theorizing the role of media in circulation of media-mediated
fame. In doing so, however, it has encountered many challenging questions, many of which
could not be fully answered in this paper. Instead, the aim has been to offer considered
indications that can be the premise for more detailed examinations in the future. In an
example of the process of celebritization of an individual and way of his establishment and
recognition as a celebrity, the study focuses on multiplied mediatization of habitus within
society as a result of the advent of online media. Starting with definitions of celebrity,
celebrity culture, and mediatization, online celebrity will be conceptualized by looking
specifically at the sequence pattern: success in particular field — fame — a celebrity status,
which is typical for the media-mediated fame in the traditional, i.e. offline media, in
opposition to the sequence pattern present in the online arena: self-presentation — fame — a
community celebrity status — success in the field. Comparing habitus of an individual shaped
by the offline and online media, the study deals with the nature and manifestations of the

I TURNER, G.: Approaching celebrity studies. In Celebrity Studies, 2010, Vol. 1, No. 1, p. 11.

2 For more information, see: INGLIS, F.: 4 Short History of Celebrity. Princeton, Woodstock : Princeton
University Press, 2010.

3 See also: BENNETT, J.: Approaching celebrity studies. In Celebrity Studies, 2010, Vol. 6, No. 3, p. 269-271.;
TURNER, G.: Approaching celebrity studies. In Celebrity Studies, 2010, Vol. 1, No. 1, p. 11-20.
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celebrity phenomenon, and thus points to the degree of deepening mediatization of society in
the online era.

2 Concepts of Celebrity, Celebrity Culture and Mediatization

As with all kinds of culture and societal phenomena, celebrity as well as celebrity culture
have also proven difficult to define. Nevertheless, we find several approaches, descriptions
and definitions of them in the media studies. The very word “celebrity” has come from the
Latin celebritas (multitude, fame) and celeber (frequented). The first known use comes from
15" century, in the meaning of fame, of the state of being celebrated.* The author of the
broadest concept of celebrity as we know and use it today, is American historian Daniel
Joseph Boorstin. He is well known for understanding celebrity as a “new kind of eminence”
and he has also coined a well-known phrase “a person known for his well-knownness” as a
definition of celebrity.> However, it is important to add that Boorstin treated celebrities, “big
names” in trade jargon®, as a pathological phenomenon of “pseudo-events”’ of the 20th
century mass culture. For P. Daniel Marshall, an Australian cultural critic and Professor of
New Media, Communication and Cultural Studies, celebrities (as embodiment of success) are
not only by-products of the boom of the media accompanying the democratization of the
Western society, but also the ultimate construction of false value.® The academic study of
stars, celebrity and fame has arisen as an accepted part of the academy after the publication of
monograph Stars by Richard Dyer in 1979.° Thus, a celebrity is usually defined as a person
“famous for being famous”. He is a subject of media interest and does a lot to become and
remain a subject of media interest. In order to get to the centre of media visibility and
audibility, the celebrity performs various political, cultural, and economic activities. This is
his business, which he manages at a more or less professional level. Although many authors
agree that celebrities act as a global, ecumenical phenomenon across the planet, that they do
not belong to any particular territory, there are also research studies confirming that
celebrities are established and accepted not only at the global but also at the local level, that
there are supra-national as well as sub-national celebrities.!°

The specificity of celebrity culture is media-mediated fame. On the side of the actor of his
celebritization, it is a process of becoming famous, being famous and staying in that fame, so
that there is a reason to be presented in the media. But the reverse is also true. Repeated
presence of a person in the media is itself a symbol of that person’s celebrity status. “The
process of celebritisation is widely seen as transformative but with markedly varying political
significance; at one end of the spectrum of opinion, it would be described as a form of

4 Celebrity. [online]. [2020-04-10]. Available at: <https://www.merriam-webster.com/dictionary/celebrity#h1>.

5 BOORSTIN, D. I.: The Image: Or, What Happened to the American Dream. New York : Atheneum, 1962, p.
57.

¢ Ibidem, p. 58.

7 Remark by the author: A ‘pseudo-event’ is such an event that is manufactured specifically in order to be
reported in the media (e.g. press conference), it is a ,,new kind of synthetic novelty which has flooded our
experience™.; BOORSTIN, D. J.: The Image: Or, What Happened to the American Dream. New York :
Atheneum, 1962, p. 9.

8 See also: MARSHALL, P. D.: Celebrity and Power: Fame in Contemporary Culture. Minneapolis, London :
University of Minnesota Press, 1997.

? For more information, see: DYER, R.: Stars. London : British Film Institute, 1979.

10 See also: DRIESSENS, O.: Theorizing Celebrity Cultures: Thickenings of Celebrity Cultures and the Role of
Cultural (Working) Memory. In Communications: European Journal of Communication Research, 2014, Vol.
39, No. 2, p. 109-127.
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enfranchisement and empowerment, but at the other end as a mode of exploitation or
objectification. In its most extreme and worrying instances, celebritisation can produce
something close to abjection (think of Britney Spears or Jade Goody at various points in their
public careers).”!! Thus, celebrity culture is, so to speak, a state of society in which celebrities
as the embodiment of media-mediated fame play a central role in the media content.
Celebritization is then a process of public recognition of an individual as a celebrity and his
subsequent media-mediated establishment as a celebrity. Without modern mass media, there
wouldn’t be celebrities as the stars in the broadest popular expression. It is important to note,
that “film studies in particular has historically used the term ‘star’, and the concept of the star
[...] was used in this context to refer to a representational interaction between the on/off-
screen persona. In comparison, work outside film studies has more often used the term
‘celebrity’ to indicate a broad category which defines the contemporary state of being
famous.“!? The collocation “on/off-screen persona” seems to be significant in the context of
this study, because it shows how celebrity, celebritization, and celebrity culture in general
operate. Advent of broadcasting media resulted in a huge increase in the number of available
radio and television celebrities. This is related to the process of mediatization of offline
culture and society of the West at the end of the 20th century. Nevertheless, current online era
allows to even multiply this phenomenon. Let us look at mediatization in more detail.

The world of everyday life originally mediated through the media has become daily media
self-presentation of individuals performed through media logic and media optics (knowingly
or unknowingly). With some degree of simplification, it can be said that people have begun to
perceive, portray, and judge the world as well as their own position in it as if through the eyes
and ears of the mass media. At the same time, in the middle of the 1980s, two social scientists
on both sides of the Atlantic drew attention to this phenomenon: Swede Kent Asp on the
European continent and American media theorist Neil Postman in the U.S.A. In his famous
work Amusing Ourselves to Death,'> Postman tried to demonstrate that “to enter the great
television conversation, one American cultural institution after another is learning to speak its
terms. Television, in other words, is transforming our culture into one vast arena for show
business. It is entirely possible, of course, that in the end we shall find that delightful, and
decide we like it just fine.”!* “The nature of its discourse is changing as the demarcation line
between what is show business and what is not becomes harder to see with each passing day.
Our priests and presidents, our surgeons and lawyers, our educators and news-casters need
worry less about satisfying the demands of their discipline than the demands of good
showmanship.”!> The same were the conclusions of analyses of the communication within
political environment summarized by Kent Asp in his dissertation entitled Mdktiga
massmedier: Studier i politisk opinionsbildning (Powerful Mass Media: Studies in Political
Opinion Formation).'® He found out that politicians and policy in general are too much
adapted to the demands of the mass media and media view of appropriate coverage or non-
coverage of particular political topics: “the political system is influenced by the media to a
large extent and it is adjusted to the media demand for media coverage of the policy.”!” This

' TURNER, G.: Approaching celebrity studies. In Celebrity Studies, 2010, Vol. 1, No. 1, p. 13.

2 HOLMES, S., REDMONT, S.: A Journal in Celebrity Studies. In 4 Journal in Celebrity Studies, 2010, Vol. 1,
No. 1, p. 4.

13 See also: POSTMAN, N.: Amusing Ourselves to Death: Public Discourse in the Age of Show Business.
London : Penguin Books, 1986.

14 Ibidem, p. 80.

15 Ibidem, p. 98.

16 For more information, see: ASP, K.: Mdktiga massmedier: Studier i politisk opinionsbildning. Stockholm :
Forlaget Akademilitteratur AB, 1986.

17 Ibidem, p. 359.
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high degree of adaptation of politicians to the media demands (both content and formal), Asp
has called Politikens medialisering (mediatization of policy). The Danish media researcher
Stig Hjarvard has been a direct successor to the conceptual development of mediatization in
the Aspian tradition. Hjarvard has explored the mediatization of different areas of personal
and social life. For example, mediatization of policy (From the Press to Opinion Industry), of
language (The Globalization of Language), of games and toys (From Bricks to Bites), of
religion (From the Faith of the Church to the Enchantment of the Media), of media audience
(Seernes reality), of media in society as a whole (Media and Communication Studies in a
Mediated World), etc. In the context of this study on celebritization, we will be interested in
his analysis of the mediatization of habitus'® (The Social Character of a New Individualism).
Let us first explain how Hjarvard, who is also the author of the theory of mediatization,
understands the very mediatization:

“Mediatization is defined as the process whereby culture and society to an increasing degree
become dependent on the media and their logic'” and this process is furthermore
characterized by a duality in that the media have acquired the status of a semi-independent
institution in society at the same time as they become integrated into the very fabric of social
life.”?° Mediatization can only occur where the social saturation and flooding of the society
by the media and their logic is so extensive that the media cannot be considered separate from
other institutions within society. To put it another way, mediatization of society occurs where
society as a whole (both its individuals and institutions) behaves according to the logic of the
media. As Postman and Asp have indicated, where private as well as public life is perceived,
portrayed, and judged as if through the eyes and ears of the media. Mediatization thus only
entered the life of Western society in the last decades of the 20th century, i.e. at the turn of the
offline and online era.

3 Habitus in the Offline and in the Online Era

The concept of habitus has been introduced into philosophy and sociology by Pierre Bourdieu
as a structured set of practical, cognitive, affective, and physical dispositions that accompany
the interpretation and action of the individual. The individual gains his habitus by being
exposed to the influence of social institutions, their norms and rules (from family, school,
work, hospitals, interest groups, to the media). The specific form of habitus is adapted to the
social conditions in which it originated. It involves the embodiment of various social
structures, e.g. race, gender, physical disposition, (non-)discrimination of social class and
other living conditions of the individual, including media consumption. These are ultimately
translated into his taste, preferences and action. Habitus, however, provides neither a full
interpretation of the situation nor instructions for action. Different types of institutions, with
their norms and rules, shape people with different behaviours and expectations. In the same
way, people with similar dispositions, with a similar place in the social structure, have the
same habitus. Habitus thus defines not only individuals but also social groups. In their tastes,
preferences and actions, habitus restores (reproduces) the social conditions that created it.
Habitus always arises in practice and is directed towards practice. The practice of media
consumption is no exception.

8 HJARVARD, S.: The Mediatization of Culture and Society. Abingdon, New York : Routledge, 2013, p. 137-
152.
19 Ibidem, p. 153.
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An integral part of the media-mediated world has always been not only information on events
in the world of politics, culture, science, sport or weather, but also information on safety,
health, education, fashion, lifestyle, gossip or entertainment. In short, information on
consumer choices. Technological improvements to the ever-newer “new media” (from
newspapers, movie, radio, television, satellite, the Internet, to social networking) have not
only expanded, but also multiplied these consumer opportunities. Original circulation,
listening, and audience surveys have resulted in a continuous online survey that produces and
evaluates user data for a variety of indicators so that the media can provide more and more
targeted information to their audience. Media consumption today can be referred to as
common social practice, because the consumer habit of manifesting its own preference by
clicking on a specific location of its individual communication medium (I call it a “click
plebiscite”) has become an immanent part of reading, listening to or watching the online
information stream. “Earlier, the media were either in service to other institutions, addressing
a socially defined group according to, e.g., political interest (the partisan press), or the media
were cultural institutions addressing a generalized public by promoting a common national
culture. Today, the media are less steered by such social interests or common cultural values,
and are more likely to produce a circulate content in ways that will meet the lifestyle
preferences of different segments of the population. Lifestyle magazines, format radio, and
cable television are examples of mass media that allow more individualized, lifestyle-based
consumption patterns to emerge, but the spread of digital and interactive media has multiplied
the ability of the media and users to converge around shared lifestyles, i.e., practices and
representations with a shared value orientation that are positioned vis-a-vis the other media
consumption patterns of other groups.”?!

In a highly modernized society, according to Hjarvard, the mediator of the cultural and social
hierarchy is precisely the lifestyle and not political parties, unions or the church. They hold a
less important social position than in the past. Audience lifestyles determine the content and
form of media content. Those produced by non-professional authors of texts, sounds and
images on social networks, but also those produced by professionals in the field of mass
media. The media institutions are very interested in reading, listening to and watching their
content, so the content is constantly updated and optimized according to the results of the
audience’s “click plebiscite”. “The role of guide and advisor for modern individuals also
ensures that the media content will emphasize the discussion of new developments and trends,
rather than recycling existing knowledge, but the intensity and direction of such renewal will,
of course, vary according to the particular lifestyle segments that are addressed.””? Half a
century ago, the mass media was there to inform, educate, cultivate and also entertain its
audiences through the content covered by a media institution and chosen and processed by
professionals. The 21st century media is governed by a different logic. The logic of a kind of
information-publication self-service of the public. It is not only professional editors,
photographers, cameramen, screenwriters or editors who determine what, when, to what
extent and in what form the audience will read, listen and watch. On the contrary, both the
choice and the decision in the same act are made by the audience itself by clicking on the
place of the display that represents the consumer preference. The original role of the mass
media—to inform, educate, cultivate, and also to entertain—has not been changed, but the
technique for achieving this has. This is an important thesis for our further development of the
topic of celebrity in the online era.

2 HJARVARD, S.: The Mediatization of Culture and Society. Abingdon, New York : Routledge, 2013, p. 148.
22 Ibidem, p. 149.
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A contemporary media user who is both the creator (producer) and the recipient (consumer)
of media content has become the reality of a mediatized Western society. Media consumption
has become a banal social practice. And the fact of media consumption as a social practice has
changed the habitus of the media consumer. Instead of the habitus of a more or less active or
passive recipient of media content, he has acquired the habitus of its producer (creator,
author). He thus filled those gaps in the media content that he himself considered to be
publishable according to his own preferences. Every reader, listener or viewer of
contemporary media and thus also producer of their media content (texts, sounds, images)
creates a kind of his own “public privacy” and at the same time his own “private public”. This
is the arena where he can publicly fulfil his authorial or editorial ambitions, experience the
satisfaction associated with publishing his own work, and finally, emotionally or even
commercially evaluate the possible success. Zygmunt Bauman summed up this trend by
saying: “The arrival of the internet has put within the grasp of every Tom, Dick and Harry a
feat that once required night escapades by a few trained and adventurous graffiti artists:
making the invisible visible, rendering the neglected, ignored and abandoned blatantly,
jarringly present — in short, making one’s being-in-the-world tangible and irrefutable. [...]
Seen against this background, gaining being-in-the-world with the help of Facebook carries
an advantage over daubing graffiti, calling for no hard-to-acquire skills and being ‘risk-free’
(no police breathing down your neck), legal, widely recognized, acknowledged and
respected.”?

The audience has never been a passive recipient of media content. People more or less
critically considered and evaluated it on their own habitus. The online media world, however,
provides every literate person (with access to the Internet) with a public arena where they can
freely, without the intervention of institutionalized publishing elites, search for, as well as
publish, matching information (regardless of their authorship and source), while presenting
their own visuals and comments to the private or public events. On the other side, the Internet
also offers a space for “public privacy”. There, as a producer (creator, author), every literate
person can publicly fulfil their authorial or editorial ambitions, experience the satisfaction of
publishing their own work, and ultimately the emotional ups and downs associated with the
recognition or non-recognition of their production of texts, sounds, images. At the same time,
they run the risk of public defamation, which they are not always fully aware of. People who
put their own texts, sounds, images on the Internet do not want to be disgraced. On the
contrary, they do so in order to gain recognition, which can then eventually be transformed
into fame and then into personal or career success. “In a mediatized society, the very
representation and visibility of an individual or group may be a valuable recognition, both as a
private, public, and social person. Many social networking media such as Facebook,
LinkedIn, MySpace, etc. are not only forums for communication and contact, but also media
for the recognition of various private, social, and public achievements. [...] As the media
project sociability as a dominant mode of interaction in many institutional contexts, the media
come to influence how recognition is exercised as love, respect, and esteem. Due to the partly
private, partly public nature of sociability, recognition through the media will often assume
both an emotional and rational form.”?*

23 BAUMAN, Z., LYON, D.: Liquid Surveillance. A Conversation. Cambridge, Malden : Polity Press, 2013, p.
110.
2 HJARVARD, S.: The Mediatization of Culture and Society. Abingdon, New York : Routledge, 2013, p. 150-
151.
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Celebrities are a good example of this phenomenon.?> Celebrities show off their profiles and
form “friendships” on the Internet and social networks. For them, what is a close emotionally
strong matter of basic recognition, what they online disclose as their positive and important
personal qualities, becomes a matter of not only emotional appraisal from the outside, but also
rational general (public) perception. Celebrities who want to recognize their follower or an
event will not only do so through rational appropriate statement, but also through their own
media performance in which they seek to express their affinity with the follower or for the
event. And if they want to express their incompatibility of opinions and attitudes, dishonour
their opponent or reject the event, they also reach not only for rational procedures, but also for
emotionally strong media performance. This brings them closer to their audience. Online
media provides them with an almost unlimited arena for such activities.? It is independent of
the editor’s opinion, it has no time and space limitations: no deadlines, no limited number of
pages or limited program duration. In the next paragraph, we will look at the simplicity of the
transformation process of an ordinary person into a celebrity in the online era.

4 Celebritization Based on a Binary Opposition of “Us” Versus “Them”

As mentioned above, many authors agree that celebrities act as a global and ecumenical
phenomenon across the planet, that they do not belong to any particular territory.
Nevertheless, there are also research studies confirming that celebrities are established and
accepted not only at the global but also at the local level, that there are supra-national as well
as sub-national celebrities. It is also crucial to keep in mind that “media cultures are
embedded in a material geography, since through their infrastructures and institutions they are
anchored in specific territorial and/or linguistic spaces.””” A media sociologist Olivier
Driessens understands sub-national celebrity cultures “as the collection of dominant mass-
mediated celebrity culture, in addition to several niche and subcultural celebrity cultures,
organized around niche media and specific interests and groups of people. [...] (Sub)national
celebrity cultures can be seen as a binary construction of ‘us’ versus ‘them’.”?8 This theory of
binary opposition has become a key argument of the next paragraph of this study describing
process of celebritization of ordinary people through the online media. The meaning of
“them” is twofold. Firstly, it represents internationally known celebrities and celebrity
cultures, especially American and British, which serve as an example of the highest level of
celebrity professionalism (e.g. Hollywood stars). Secondly, the meaning of “them” means
celebrities and celebrity cultures at particular national level. “They are at times less
professional, relying on a celebrity industry that is not as developed or mature, with a
celebrity press that does not push the limits as far as the paparazzi, certain tabloids and gossip
blogs do in the US or UK.”? The ‘us’ in the ‘us and them’ binary represents “localebrities”,

25 Remark by the author: In another example—of literary criticism, this phenomenon is described by media
linguist Maria Stankova.; See also: STANKOVA, M.: Fenomén literarnej kritiky v 21. storo¢i. In SAMELOVA,
A., STANKOVA, M., HACEK, J. (eds.): Fenomén 2019: Sicasnd profesiondlna zurnalistika a jej reflexie.
Bratislava : Univerzita Komenského, 2019, p. 64-75.;

STANKOVA, M.: Literary Criticism — From Hero to Zero. In Megatrends and Media 2020: On the Edge.
Trnava : FMK UCM in Trnava, 2020, in press.

26 Remark by the author: For a comprehensive study of the role of emotions in today’s world.; For more
information, see: WAHL-JORGENSEN, K.: Emotions, Media and Politics. Cambridge : Polity Press, 2019.

27 DRIESSENS, O.: Theorizing Celebrity Cultures: Thickenings of Celebrity Cultures and the Role of Cultural
(Working) Memory. In Communications: European Journal of Communication Research, 2014, Vol. 39, No. 2,
p. 117.

28 Ibidem, p. 118.

2% Tbidem.
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i.e. “figures who are known only to those within a very specific geographical national or local

area”.’?

The theory suggests that people perceive and recognize celebrities at multiple levels from
transnational and more national to regional and local. Moreover, online media allows them to
establish a kind of micro-locality, i.e. “community celebrities” and “community celebrity
cultures”. What connects them is not only particular celebrity affiliation to particular online
locality (as a geographical aspect of the nature of given community), but also a specific
speech culture (as a linguistic aspect). Such a trans-local understanding of celebrity and
celebrity culture “steps away from the idea that a culture coincides with a particular nation or
social group. Conversely, it focuses on networks, crossroads, and connectivity.”! Thus,
“community celebrity” is a person famous only within a particular online community.
Regardless of its “size” or frequency of followers. A “community celebrity culture” then
consists of those celebrities (famous individuals within the online community) who only
circulate in given online community media micro-cultures and who appear only in media
content of given online community. The traditional media (newspapers, magazines, radio, and
television) has created a basis for a high cultural and social demand for fame. Gradual media-
mediated adoration of successful professionals who were the then political, artistic, sports,
scientific, medical, etc. leaders in their fields, then made them “persons known for their well-
knownness” — celebrities. Note that the process has moved from leadership based on
unquestionable achievements in particular fields to celebrity status. The online media,
however, has inverted this sequence. In the online media, everyone can draw the attention of
the audience to themselves within a close online community, and they may not reach
excellence (success) in their professional career. Being interesting for members of a given
online community suffices to gain their fame within the community. The online community
members must only be interested in the potential celebrity’s statuses, memes, photos, sound
adaptations, videos, or telling jokes. A “click plebiscite” provides evidence of this interest.
With fame also comes recognition which eventually grants the individual the status of
celebrity at a given community level as a kind of mentioned “localebrity”. An example are the
thousands of permanently emerging YouTubers, bloggers, vloggers, influencers who have not
reached a previous career success worthy of publishing in the traditional media (i.e. reviewed
by experts and editors in the field and in journalism). On the contrary, their career of fame has
begun in self-presentation and continues to develop in self-media-mediated communication of
personal success. More specifically, in self-presentation of their “public privacy” in their own
medium with the “private public”. These “localebrities” then become leaders of media-
mediated communication in many areas of a given community life. Because their “private
public” is interested not only in their privacy and life-style, but also in their opinions on
almost everything, from politics to sports.

This change in the very pattern of celebritization also reflects different levels of mediatization
in the offline and online worlds. In that offline, celebritization has operated in a pattern “from
outstanding success and mastery-based leadership in the field to edited media-mediated fame
and subsequent grant a celebrity status”. The online world, on the other hand, allows media
audiences to be divided into increasingly smaller communities that decide for themselves,
who will be recognized as famous and reach a celebrity status. Being “famous for being

30 McELROY, R., WILLIAMS, R.: Remembering Ourselves, Viewing the Others: Historical Reality Television
and Celebrity in the Small Nation. In Television & New Media, 2011, Vol. 12, No. 3, p. 197.

3 DRIESSENS, O.: Theorizing Celebrity Cultures: Thickenings of Celebrity Cultures and the Role of Cultural
(Working) Memory. In Communications: European Journal of Communication Research, 2014, Vol. 39, No. 2,
p. 120.
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famous” has become a trendy matter and the pattern has been inverted. The online community
celebritization begins with media-mediated fame based on self-presentation within one’s own
media, continues with the award of community celebrity status — “localebrity”, and
culminates in ideological leadership, which, if professionalized, then allows for celebrity
benefits, i.e. to start a professional career in what individual has become a celebrity in the
community, including economic and financial benefits.

Conclusion

The paper is focused on transformation of an ordinary person into a celebrity. In an example
of the process of celebratization of an individual and way of his establishment and recognition
as a celebrity, the study deals with multiplied mediatization of habitus within society as a
result of the advent of the online media. Starting from definitions of celebrity, celebrity
culture, and mediatization, online celebrity will be conceptualized by looking specifically at
the sequence pattern: success in particular field—fame—a celebrity status, which is typical
for the media-mediated fame in the traditional, i.e. offline media, in opposition to the
sequence pattern present in the online arena: self-presentation—fame—a community celebrity
status—success in the field. What they have in common is that leaders are firstly labelled
“famous person” before they become celebrities. Comparing habitus of individuals shaped by
the offline and online media, the study points out the degree of deepening mediatization of
society in the online era. This paper originally aimed to contribute to theorizing the role of
online media in circulation of media-mediated fame. In doing so, however, it has encountered
many challenging questions, many of which could not be fully answered in this paper.
Instead, the aim has been to offer considered indications that can be the premise for more
detailed examinations in the future.
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JOURNALISM ON TIKTOK

Magdaléna Svecova — Anna Kacincovda Predmerska

ABSTRACT:

The TikTok social network attracted the attention of the young generation of teenagers and it immediately became
popular thanks to its nature. Fast and funny videos with a musical background become viral and competes with
the Instagram. Influencers also found a place for their job on TikTok and gradually the media began to appear on
this platform. In this study, the authors will deal with the content that selected media disseminate on this social
network and how they fit into the context of their journalistic work. They will try to name the intentions of
communication on the TikTok social network and also to define the basic trends and procedures for creating
journalistic content on the TikTok social network.

KEY WORDS:
Daily Mirror, Facebook, GEO, Guardian Australia, informing, Instagram, interaction, media, social network, Tik
Tok

1 Social Networks

According to Cambridge Dictionary, social media are ,.forms of media that allow people to
communicate and share information using the internet or mobile phones.“! So it is a set of
digital media that encourage users to participate, interact and share various kinds of
information. Of course they provide great opportunities for users as well as for the entrepreneurs
while using various tools and forms to attract attention — posting, sharing and commenting texts,
pictures, videos, podcasting, blogs, vlogs, etc. Social media are one of the most popular and
sought-after websites on the Internet. Statistics claim that during the last year (January 2019 -
January 2020) the number of social media users increased by more than 9 percent (321 million
new users) and so until January 2020 ,,nearly 60 percent of the world’s population is already
online, and the latest trends suggest that more than half of the world’s total population will use
social media by the middle of this year.“> Among the most spread social networks in the world
there are Facebook, Instagram, Youtube, Twitter, Pinterest, Flickr, Google+ and many others.
In recent years, TikTok has aroused enormous interest, success and influence. So they all belong
among the most downloaded apps today.

1.1 Perennials Facebook and Instagram

R. Adédmik mentions the main social media platforms that are necessary for setting up the right
strategy for attracting users and motivating them to use, share and create content on the social
media (and thus generate profit for advertisers). According to the thematic focus of the study
(sharing information among young people using TikTok and its spread), we perceive as
important primarily:

e social networks: the most common platforms for social interaction are Facebook, Instagram
and Snapchat (specialized on the consumer environment), LinkedIn (business environment)
and Twitter (both environments).

¢ social newcasting: most newspapers and magazines have their online form so the readers
can easily engage in discussions through comments below the articles.

! Social Media. [online]. [2020-04-11]. Available at: <https://dictionary.cambridge.org/dictionary/english/social-
media>.

2 KEMP, S.: Digital 2020: 3,8 Billion People Use Social Media. [online]. [2020-04-11]. Available at:
<https://wearesocial.com/blog/2020/01/digital-2020-3-8-billion-people-use-social-media>.
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e social streaming: concerns media that focus on photos (Pinterest), videos and podcasts.’

The first social medium was LinkedIn, launched in 2003 by Reid Hoffmann and a few co-
workers from PayPal and Socialnet.com. It is employment-oriented online service specialized
on finding jobs (for job-seekers) or employees (posting and offering jobs) - with options of
uploading curriculum vitae (including career information, education, working positions etc.),
saving references and creating professional profiles of all people who joined it. It is not focused
on people and their social interactions (chatting with friends, seeing their pictures but also the
pictures and posts of their friends). Facebook came up with this idea. As we all know, Facebook
(FB) is an American company offering social networking services. It was launched in February
2004 (developed from former Facemash 2003) by the students of Harvard University. The most
well-known is Mark Zuckerberg, others are Chris Hughes, Dustin Moskovitz and Eduardo
Saverin. According to M. Hall in 2012 it became the largest social network in the world, with
more than one billion users. Access to Facebook is free of charge, so the company earns most
of its money from advertisements published directly on FB. In addition to the classic options
(creating a new profile, adding text documents, photos, videos, joining an existing group,
creating a new group, commenting, sharing, etc.) FB has many other components including
Timeline, Status, Live feed incorporated into Newsfeed. Due to many advantages it spread very
quickly — firstly among the students from Harvard University, then among the students of
various universities and since 2006 Facebook’s membership is opened not only to students but
to anyone over the age of 13. Since then the advertisers were also able to create new and
effective customer relationships that were not possible before and many companies began using
the social network(s) also for marketing and advertising.* What concerns social media, FB still
dominates (and is in the first place).

Instagram (IG) application is the work of American Kevin Systrom (computer programmer
and entrepreneur) and Brazilian Mike Krieger (software engineer and entrepreneur). They
created a photo sharing app that they named Instagram (based on the words: Instant Camera,
and Telegram). They did it in 2010. According to New Audience Media the main aim of this
app was to provide the users with “Polaroid-like” photos, that they can tweak with filters and
share, they can also share short videos (max. 15 seconds). In 2012 IG was bought by Facebook.
It brought many changes — new filters and features were added (e.g. Photo Maps, Mobile Photo
Pages, Web Profiles, since 2013 also private messaging called Instagram Direct is available,
etc.). “Today, Instagram has over 150 million active monthly users. At average, there are 16
billion photos that are being shared daily, 55 million photos posted, and 1.2 billion likes every
single day.” According to Digital 2020 the average internet user spends online almost 7 hours
each day. If we sleep for 8 hours it means that we spend more than 40 % of our waking lives
online, and more than one-third of that time we spend using social media. More than half of all
the “online time” we spend on mobile phones.® Of course, the amount of time spent online
varies — and it differs for each country and user.

3 ADAMIK, R.. Socidlne médid aich platformy. [online]. [2020-04-11].  Available at:
<https://budmanazer.sk/socialne-media-a-ich-platformy-2/>.

4  HALL, M.. Facebook: American ~ Company. [online].  [2020-04-11].  Available at:
<https://www.britannica.com/topic/Facebook>.

5 Brief History of Instagram. [online]. [2020-04-08]. Available at: <https://newaudiencemedia.com.au/brief-
history-of-instagram/>.

® KEMP, S.: Digital 2020: 3,8 Billion People Use Social Media. [online]. [2020-04-11]. Available at:
<https://wearesocial.com/blog/2020/01/digital-2020-3-8-billion-people-use-social-media>.



Megatrends and Media: On the Edge

1.2 The New Kid on the Block — TikTok

The developer and owner of this short-form video app is ByteDance. It is the first Chinese
Internet startup company (already existing for 7 years) whose app has spread around the world.”
The origin of the title TikTok comes from Chinese Douyin. It was launched in China in late
2016 as Douyin - only available in its home market. In 2017 the app was rebranded and pushed
to international markets as TikTok. Later that year ByteDance bought already famous similar
US market app Musical.ly. The two apps were separately operated by the same owner until
2018, Musical.ly in United States and TikTok in other markets. In august that year ByteDance
decided to merge them by practically shutting down Musical.ly and automatically moving all
its existing profiles to the TikTok, thus making the app available also in the US.*These days the
video-sharing platform Tik Tok is very popular especially among teens and tweens. It is
designed for creating and sharing short videos. Its users can upload and publish short video
clips (up to 15 seconds) and short videos (up to 60 seconds). The range of topics is really wide
- you can find food, travel, pets, everyday life. However, dance and music content dominates
the app. What differs TikTok from other apps is its home screen. It is not filled by the posts,
pictures and videos of people you are following. TikTok searches for new clips, not to share
only already known and popular ones. As D. Docekal says, ByteDance appeared in the world's
media at the end of 2018, when there was a huge increase (407%) in downloading of one of its
applications - the social network TikTok. The jump from the app being available for download
in 130 countries in 2017 to 660 countries in 2018 could not be overlooked.” It is favoured
especially by the members of Generation Z. “This app is favoured by under-25s, who make up
its core audience, TikTok this year surpassed Facebook and WhatsApp as the world’s most
downloaded non-gaming app.”'® As Ch. Stokel-Walker claims it was “downloaded more than
two million times a day worldwide last year by users mostly aged between 16 and 34!
Although Tik Tok requires users to be at least 12 years old, there are many negative reactions
because the app does not verify the identity and age of a user, so anyone with technical
capabilities and skills can download it. In 2018, it became the most downloaded application on

7 Remark by the authors: Several authors warn against TikTok s pitfalls in connection with its origin — Chinese
communist ideology and strong influence on young (not so well-oriented) people. S. Fischer calls it “viral Chinese
karaoke” and mentions that “Chinese-owned app could be a national security threat to Americans” since “more
young teenagers use TikTok than Facebook.” In FISCHER, S.: More younger members of Generation Z use TikTok
than Facebook. [online]. [2020-04-08]. Available at: <https://www.axios.com/tiktok-facebook-generation-z-use-
a414a30b-4184-415e-9945-949b59727d17.html.>.; F. Struharik says “TikTok faces criticism for censoring posts
about Hong Kong, Tibet's independence, or protests in Tiananmen Square. Contributions about LGBT are also
penalized, even in countries where homosexuality is not illegal. The propaganda of the Islamic State has already
appeared on the network, there is a lot of hate speech on it and the problem is also pedophiles who have access to
children's videos through the application, even without the need to register.”/ In STRUHARIK, F.: MediaBrifing:
Najvicsie slovenské a ceské ucty na TikToku sleduju statisice ludi, no socialna siet ma problémy. [online]. [2020-
04-18]. Awvailable at: <https://dennikn.sk/1645211/mediabrifing-najvacsie-slovenske-a-ceske-ucty-na-tiktoku-
sleduju-statisice-ludi-no-socialna-siet-ma-problemy/>.

8 LESKIN, P.: Inside the rise of TikTok, the viral video-sharing app whose ties to China are raising concerns in
the US. [online]. [2020-04-20]. Available at: <https://www.businessinsider.com/tiktok-app-online-website-video-
sharing-2019-7?fbclid=IwAR2d7jD3b5RB5b1aN7ZRIzZKSuVkxUW8dKzqEXT19AKMwnymB-
hfnW30okEGc/>.

9 DOCEKAL, D.: Facebook se TikToku boji. Marketéri a rodice by méli té%. [online]. [2020-04-20]. Available at:
<https://www.lupa.cz/clanky/facebook-se-tiktoku-boji-marketeri-a-rodice-by-meli-tez/>.

0 KHAN, C.: TikTok is the social media sensation of lockdown. Could I become its new star?. [online]. [2020-04-
08]. Available at: <https://www.theguardian.com/technology/2020/apr/14/tiktok-is-the-social-media-sensation-
of-lockdown-could-i-become-its-new-star.>.

' STOKEL-WALKER, Ch.: Bosses tell social media celebrities: TikTok on your own time. [online]. [2020-04-
15]. Available at: <https://www.theguardian.com/technology/2020/feb/15/tiktok-bosses-tell-social-media-own-
time>.
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the App Store. In the neighbouring Czech Republic, it is already being installed by 9-year-old
children.!? Therefore, experts (psychologists, sociologists) recommend parents to turn off the
location visibility in their children's app (so that other users do not know where the child is
connected and where it is located).

Its future and development are questionable. It can manage to succeed, keep its attention and
grow like Instagram or it can shine, but go out relatively quickly such as Snapchat. ComScore
figures from June 2018 compare total US adult (18+) unique visitors on Facebook (about 200
million), Instagram (139.7 million), Snapchat (134.1 million), and TikTok (latest March 2019
count of 14.3 million). So it is still quite small.'!* According to Digital 2020 Tik Tok has 800
million monthly active users, however, around 60% of them are Chinese, so there are roughly
300 million active users outside of China. In 2019 it got to the sixth position in the global mobile
app rankings by monthly active users. So there are five ,,better” apps: WhatsApp, Facebook,
WeChat and Instagram. Despite the huge success, it should be noted that FB, IG, and Snapchat
,,have all reported increases in their advertising audience reach over the last few months, even
amongst users aged 13 to 17.“'*

1.3 Media on the Social Networks

It is a fact that the media have a great interest in social networks and they use them for
publishing their own various contents. Facebook is popular among all kinds of media that can
publish and share text documents (articles), audios or even audiovisual recordings. On
Instagram they share primarily pictures (photos, illustrations, cartoons, infographics, tables).
Most of them are supplemented by a short text describing more specific information. Usually
they make so-called “stories”. Media on TikTok share short videos.

2 Methodology

Main objective of our study is to find what purposes media use social network TikTok for and
why they decided to join this platform. We have established few partial objectives as well. First
one is to investigate topics media portray on TikTok and how they proceed their adaptation to
TikTok conditions. We also would like to generalize creative methods media use on very
peculiar social network. In the end we are going to count how many interactions posts have and
what affected numbers. In our study, we are going to use quantitative and qualitative analysis
of content including comparation and generalization. We are going to analyse and compare
three main categories: First one is about topic, journalistic processing of topic, main goal of the
TikTok post. Second group of analytic categories describes TicToc posts from another point of
view. We are going to analyse audiovisual character of the TikTok, whether it is animation,
video, photography or canva and what music is used in TikTok as it si defining character of
social network. We also going to describe text accompanying posts in the feed focusing on
number of letters and hashtags used in posts. We are also focusing on journalists and persons
presenting information in video as we want know the role of media workers in this field. In the

12 MIKISOVA, M.: Prevalcuje aplikicia Tik Tok obliibené socidlne siete? Odbornici varujii rodicov. [online].
[2020-04-21]. Available at: <https://uzitocna.pravda.sk/skola/clanok/500560-prevalcuje-aplikacia-tik-tok-
oblubene-socialne-siete-odbornici-varuju-rodicov/>.

3 TikTok: How Fast Is It Growing in the US, and Who's Using It? [online]. [2020-04-21]. Available at:
<https://www.marketingcharts.com/digital/social-media-108342>.

14 KEMP, S.: Digital 2020: 3,8 Billion People Use Social Media. [online]. [2020-0411]. Available at:
<https://wearesocial.com/blog/2020/01/digital-2020-3-8-billion-people-use-social-media>.
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end, we are going to compare number of interactions and frequency of posting new content on
TikTok. As it is still not very usual social media tool used by media, we chose three TikTok
accounts for our analysis: Daily Mirror, GEO, Guardian Australia which we analysed during
April 2020.

3 Results

Guardian Australia

This medium has 17k fans according to TikTok. The medium has only 51 videos on this
platform and in the month of April they published 11 videos. Most of them were monothematic
and all the topics besides the one were connected with the coronavirus. All of the posts are
videos and only two videos had a person talking directly to the audience in it. It was a doctor
explaining and showing how to wear a face mask and gloves during pandemia. Another 7 videos
are hyperlapses of the 80 kilometers long walk from Bondi Beach to Manly and most of them
were published at the same day 24th April. Guardian wants to show its audience beautiful spots
of the coast in times of home isolation. Videos are accompanied by the soft orchestra music
made for the Guardian TikTok profile. Video also contains noizes of particular situations like
car honking, birds chirping or opera singing when the audience meets Sydney Opera House. In
those videos there is also graphic of coast relief which person in video goes through as well as
subtitles with the names of important places passing by. In this case, camera also slow down or
turn in 180 degrees to emphasize various places. Authors of the posts use another colorful
subtitles in the videos to underline important places as well as to invite people to watch whole
journey live. Last two videos are not made by The Guardian. Those recordings are from external
sources. First one is very ironical. It is Donald Trump explaining we should protect against
coronavirus by injecting desinfections and lady, probably doctor, sitting in front of him looks
very funny listening those lies. This video has funny music which helps rise satiric atmosphere.
Also the text under the video is full of sarcasm but on the other side it explains hoax and warn
people not to do that. Last one video is recording of “ufo” by Pentagon with commentary of
pilots accompanied by subtitles in yellow as pilot’s talk is not very clear. Text is also very
amusing saying “Were no saying it was aliens but...the Pentagon has released these ufo videos.
Really.” Communication with the audience is very personal in every video and authors talk to
the people in friendly way. For example: “We are almost at manly beach. Just one more leg.”
Comments are short, at average it is 57 letters per one post. Sometimes, they also use emoticons
in subtitles (swipe right) and in the text under the video and also exclamation marks. For
example in ufo recording, they used ufo and alien emoticon. In every post, authors substituted
words by hashtags, for example #bondibeach, #manly, #factcheck. They also use hashtags but
not many, from two to six and they are alway very close to the video topic (australia, sydney,
aussielife, stayhome, healthheroes and more general tiktokaustralia). In three videos, Guardian
uses swipe function to promote content and one time there is link in our bio promotion. Videos
regarding the topic of coronavirus have always hyperlink concerning new information about
pandemia. We can assume that Guardian Australia is serious newspaper and they try to keep
this standard in their TikTok communications. Despite that they choose more soft topics, not
the hardnews. They created some graphic and audiovisual style, mostly in hyperloop videos but
we appreciate their own orchestra music for the videos. Guardian Australia do no have a lot of
followers on TikTok and as we can see in the table below the interaction with the audience is
very low comparing to influencers on the TikTok.
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Table 1: Analysis of Guardian Australia’s TikTok videos No. 1

Category 16th April 17th April  22th April 22 th April 23th April
Topic coronavirus coronavirus  tourism tourism tourism
Original
Music No No sound Original sound  Original sound
Person in the video Yes Yes No No No
Number of letters in text 43 43 67 51 56
Number of hashtags 3 2 6 5 6
Likes 98 35 129 44 57
Comments 3 3 7 5 7
Views 1402 514 1301 588 1115
Shares 1 2 7 9 2

Source: own processing

Table 2: Analysis of Guardian Australia’s TikTok videos No. 2

24th April 24th April  24th April  24th April  24th April 2Aspfll“lll Average
tourism tourism tourism tourism hoaxes/politcs soft news
Original Original Original Original The Sound of
sound sound sound sound Silence No
No No No No Yes No
72 50 53 52 65 83 57,7
5 5 6 6 5 2 4,6
125 84 50 76 1005 981 244
6 18 7 10 65 60 17,4
1434 1222 1224 1298 15800 166600 17499,8
6 2 0 1 278 49 32,5

Source: own processing

GEO

TikTok GEO profile has only 2103 followers and 41 uploaded videos. They published only 10
videos in the month of April. All of the audio-visual content is dedicated to the animals. GEO
shows how animals live in the bioparc which is some kind of the zoo. In every video, they
present one animal and they explain how and where it lives with many interesting facts about
it. They record animals in one shoot if it is a small animal like bird but they also use various
angles with bigger animals. They also use subtitles which contains information about animals.
There is no voiceover. Subtitles are white with green parts focusing on the most important
information. Unfortunately, in the first half of videos we could not read subtitles very well
because they were under the text description of the video but authors realised it and put subtitles
upper. Videos start with the logo zootherapy and usual theme song and graphic. Authors
communicate all of the videos as a view into the zoo during pandemia and they emphasize fact
that life did not stop in biopark. Text under the video is always the same and it says that “During
these times, life in Biopark La fontaine continues”. Average number of letter is 29 as the last
four videos do not have any description. They say it the subtitles in the beginning as well as in
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the text below. Music in the videos is the same, GEO uses original music which is very calm
and ambient. Also GEO uses usually two or three hashtags: name of the project #zootherapie,
#animal and hashtag with name of the presented animal and one time they used stay at home
hashtag as well as same name GIF in the last four videos. The interaction with the audience is
very small due to low number of video playbacks and followers who do not comment very
much as well as they do not like. GEO is a medium about travelling, history, culture, fauna and
flora. We would like to recommend not to devote all the content only to one subject but to be
more diversified. It is always efficient to use some infotainment tools and be more amusing. It
is always possible to create funny videos with the animals.

Table 3: Analysis of GEO’s videos No. 1

1st April 2nd April 3nd April 10th April 22th April
Animals/Educ Animals/Educa Animals/Educa Animals/Educa Animals/Educa
Topic ation tion tion tion tion
Music Original sound Original sound Original sound Original sound Original sound
Person in the Video No No No No No
Number of letters in text- 54 54 57 54 54
Number of Hashtags 2 2 2 221
Likes 32 8 12 10 3
Comments 0 0 1 0 0
Views 246 282 206 174 75
Shares 0 1 0 0 0

Source: own processing

Table 4: Analysis of GEO's videos No. 2

24th April 25th April 26th April 29th April 30th April Average
Animals/Educati Animals/Educatio Animals/Educatio Animals/Educatio Animals/Educati
on n n n on
Original sound  Original sound Original sound Original sound Original sound
No No No No No
17 0 0 0 0 29
3 3 3 5 3 2,8
19 9 15 6 17 13,1
1 0 0 0 1 0,3
233 246 260 262 291 227,5
0 0 0 0 0 0

Source: own processing

Daily Mirror

During the April, british website and daily newspaper published 15 TikTok videos. All of them
deal with the topic of global pandemia of Covid-19 but not in very serious way. They try to
amuse their audience with funny videos and vlogs. They try to navigate people through the
corona times showing activities we can do during home isolation, for example exercising with
old retro DVDs. They explain in very emotive way how to polish nail at home due to closed
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nail salons. Daily Mirror also ironically reacts to people at home doing various activities and
developing hobbies. Person in video tries to learn draw according to YouTube tutorial but not
very successfully. Daily Mirror also offers many instructions how to make homemade product
as shampoo or food recipes. In one video, medium invites people to their online quiz. There are
also two videos which are not amusing in the first place but they belong to the soft news. First
one presents books we can read during the pandemia and second one shows how we can enjoy
summer during isolation at our balconies in certain kind of timeline. We can assume that topics
in Daily Mirror are strongly ironic and sarcastic with one and only goal to make fun of current
events and process news in amusing way. They do not inform but hey use news as a base for
satira. Daily Mirror is the only TikTok medium which sometimes uses a person in the feed. We
cannot say if it is a journalist from the Daily Mirror or social media manager but he is quite
creative despite lack of graphic skills. The level of graphic appearance is very low and not very
striking and vivid. They do not use any template besides the TikTok filter. On the other side,
person in Daily Mirror’s TikTok videos is very good actor and uses acting skills a lot. Music
used in videos is complementary with the topic in ironic way authors want to achieve in theirs
TikTok posts. Only three videos are accompanied by music which do not accent the topic. Daily
Mirror uses emojis and gifs images most often as it is a very informal way of sharing
information. Videos are mostly cut from different shoots. Also, they emphasize sarcasm in text
description under the videos, for example: “New hobby fail” or “Pulled out the old exercise
DVDs!” Communication in the text as well as in videos is very informal and personal (“Wish
me luck!”) and not very complicated with only 29 letters per one video. At average, Daily
Mirror extend their feed with three hashtags. Mostly, they are connected with the topic
(#stayathome, #DIY). Daily Mirror has 15,4 followers but interaction with the audience is not
very intensive. During the April, they received 32 likes and 9 comments per post at average.
Number of likes is much higher, it is 1534 likes per one video in average. 47 642 people watched
one video at average. This high number is caused of three videos which had more than 200 000
replays regarding nail decoration during pandemia, recipe for the hair mask made from home
supplies and tutorial for right preparation of british tea. Daily Mirror is tabloid newspaper and
their keep the same level of informing also on their TikTok page. We can assume they try to
attract younger generation with entertaining content which is not difficult to process.

Table 5: Analysis of Daily Mirror’s videos No. 1

1st April  2nd April 3nd April  3nd April 4th April
hobbies, corona, reading

Topic Retro/Sport | corona/beauty  corona corona, lockdown tips

Workout Unbreak my What Won't You Do
Music Music Heart 100 Way for Love Blinding Lights
Person in the Video  No No No Yes No
Number of letters in
text 25 15 13 47 38
Number of Hashtags 2 3 3 6 2
Likes 159 6986 81 1079 1560
Comments 5 26 4 25 8
Views 1276 203900 560 21700 123300
Shares 0 23 0 4 9
Filter - - - Face Tracking -

Source: own processing
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Table 6: Analysis of Daily Mirror’s videos No. 2

9th of april 16th April 17 April 17 April 20 April 21 April
corona, coming  invitation for the
summer quizz recipe, corona  cooking, recipe Netlifx cooking
Tequila Sinking Spa Music Rattatouille Original sound IDK You Yet
No Yes No No Yes No
18 37 45 31 20 39
3 3 2 5 2 3
213 109 4751 53 237 6483
3 5 34 1 8 332
917 631 209700 531 17100 208100
2 2 29 - - 44

- - - - Face tracking -
Source: own processing

Table 7: Analysis of Daily Mirror’s videos No. 3

22 April 23 April 29 April 30 April Average
isolation/working out isolation/games dogs Daily Mail
Don'’t Start Now Super Mario Soundtrack  Dancing On My Own Waltz
Yes No No Yes
37 36 21 18 29,3
3 3 2 4 3,1
601 112 311 275 1534
10 4 11 5 32,1
69700 564 16000 1110 58339,3
2 - 2 1 9,8

Source: own processing

Conclusion

Social network TikTok is still not the first choice for media to share their content. We had
serious problem to find media for our analysis with regular and new content. The reason why
is TikTok is not a medium or a social network designed for sharing serius media content. It is
used by mostly young generation to share meaningless videos made only for fun. It would be
dishonorable for journalists to make such kind of content. On the other side, there is huge
potential for quality media to create a concept for sharing news among people of young age to
inform them in the way they accept news. The other reason for small activity on TikTok is low
number of followers and not very interactive audience which sends a signal to the media not to
devote energy and time for TikTok content creation. Young people rather follow popular
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influencer than media accounts. In general, we can assume that analysed media use TikTok to
share soft news and to make audience relaxed and amused. The communication with the
audience is very personal, sometimes ironical comparable with interaction among friends. Text
are not very long: it is 38 letters per video at average. It is very common to use text in the video
to illustrate topics and also it is important to apply at average three hashtags related to the topic
to get more viewers. Very important part of videos is music which should illustrate the topic of
the video content as well as it should describe the atmosphere. The most watched videos are
always topics which contain something people can relate to. In the end, after the deep analysis
we are persuaded that video publication on the TikTok does not have many things in common
with journalism except from the topic selection and creative process of its processing.
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COMMUNICATION OF CHURCHES AND RELIGIOUS
COMMUNITIES IN SLOVAKIA VIA SOCIAL NETWORKS

Jan Visnovsky — Pavel Bielik

ABSTRACT:

Social media are nowadays extremely popular and widely used communication tools. At the same time, social
media have powerful economic and marketing potential that can compete with well established media, such as
print, radio broadcasting and television. Given the fact that people spend a lot of time connected to social media,
companies and organizations, including religious and church-related ones, use these media to communicate with
their supporters and general public, too. The article deals with registered churches and religious communities and
their communication via social networks. The authors investigate if churches and religious subjects have set
accounts on the most used social media and how much do they use their accounts for communication with their
church-goers.

KEY WORDS:
believers, Facebook, church goers, churches and religious communities, social media, social network

1 Introduction

It is believed that social media are nowadays used not only as social communication tools of
individuals who use them to join into communities but they are used by companies,
organizations and associations, too, for the purpose to communicate information about their
functioning. They stay in touch with their members and clients. Social media are developing
extremely fast, they are dynamic tools of social, economic, political and marketing actions. At
the same time they are extremely popular with young generation and middle-aged people.!
The increase in social media usage is the main reason why traditional media, such as print,
radio broadcasting and television, and not only them, but also private and public institutions,
organizations and companies have created social media accounts. Churches are no exception.
Currently, when even Slovak church and religious communities face the decrease in number
of believers and active church goers, social media can start to be communication tools of
church with their believers? to get in closer and immediate contact. Even though social media
are a phenomenon of the 21% century, theoreticians and experts have not yet provided a clear
definition of what a social medium actually is. British theoretician T. Harcup clears it out as
follows: ,, social media include Facebook, Twitter, YouTube, and countless other forums, and
in just a few years they have became as important a way for journalists to find stories and
sources as they are for news organizations to promote their brands.”’ This suggests that
social media are not exclusively social networks created for any specific purpose but social
media are web platforms of wide range, consisting of blogs, vlogs, chat rooms, social
bookmarking, etc. Millions of social media users who communicate among themselves —
either they communicate via chat, they comment each-others status, eventually they share

! RADOSINSKA, J.: Medidlna zdbava v 21. storoci: socio-kultiirne aspekty a trendy. Trnava : FMK UCM in
Trnava, 2016, p. 25.

2 See also: VISNOVSKY, J., MINARIKOVA, J.: Church Periodicals as a Means of Communication Between
Church and Believers. The Case of Weekly Magazine Evanjelicky posol spod Tatier. In MAGAL, S.,
MENDELOVA, D., PETRANOVA, D., APOSTOLESCU, N. (eds.): ESRARC 2018: 10th European Symposium
on Religious Art, Restoration & Conservation. Torino : Kermes, 2018, p. 214-215.

S HARCUP, J.: Dictionary of Journalism. Oxford : Oxford University Press, 2014, p. 282.



Megatrends and Media: On the Edge

multimedia content — created an ideal environment for effective marketing and advertising
message spreading supposing high level of efficiency.*

Social media usage is at the same time risky.> An example of social media being risky was the
case of Cambridge Analytica Ltd, a British consulting agency who collected personal data of
87 million Facebook users for the purpose of being able to influence election decisions of
social media users. It was proven that the application This Is Your Digital Life, that should
have been gathering data exclusively from users whom agreed on it, have been gathering
Facebook users’ personal data also from those who did not provide their agreement with the
cause. The scandal of misused personal data out-broke in March 2018 when foreign media
published a testimony of whistleblower Christopher Wylie, a former employee of Cambridge
Analytica Ltd that clarified the relationship of Facebook, the consultancy agency and
politicians.® Even though church and religious communities use for communication with
believers and public primarily print media (newspapers, magazines, books, bulletins, reports)
or that they have their own private radio and television channels or specialized programs-
except of communication via church services and face-to-face meetings, they should not
forget to use social networks. On the other hand, church and religious media deal with topics
regarding church and religious communities happenings, they inform about these and often
comment on major social and moral topics, too. In regards to typology, this type of media
may be identified as community media’ that come up with specialized religious content.®

The most popular social networks in Slovakia are currently Facebook and Instagram, as well
as video sharing network YouTube.’ They have millions of users who visit their web sites
several times a day and spend there significant amount of time. As such, it is reasonable to
suppose that social media would make the communication of church and their believers more
effective. A result of that would be a positive influence on their mutual relationship.!”
Currently, there are 18 registered churches and religious communities in Slovakia. According
to Population and housing census back in 2011, there are 62,2% of Roman Catholic Church
goers, which makes it the most populated church in Slovakia. Then there are 5,86% of people
who belong to Evangelical Church of Augsburg confession and other 3,83% of Greek
Catholic Church goers.!! Nearly 76% of Slovaks identify themselves as believers. The state
significantly supports registered churches and religious communities in their religious mission
and community service (mostly charity related) activities. The state finances salaries of clergy

* CABYOVA, L.: Marketing a marketingovi komunikdcia v médiach. £6dz : Ksiezy Mtyn Dom Wydawniczy
Michat Kolinski, 2012, p. 48.

5 GALIK, S.: Influence of Digital Media on Religion: Possibilities and Limitations. In MAGAL, S.,
MENDELOVA, D., PETRANOVA, D., APOSTOLESCU, N. (eds.): ESRARC 2018: 10th European Symposium
on Religious Art, Restoration & Conservation. Torino : Kermes, 2018, p. 189-190.

¢ Facebook to send Cambridge Analytica data-use notices to 87 million users Monday. [online]. [2020-05-04].
Available  at:  <https://www.nbcnews.com/tech/social-media/facebook-send-cambridge-analytica-data-use-
notices-monday-n863811>.

7 For more information, see: SKRIPCOVA, L.: Motivations and Incentives of Community Media Content
Creators: A Case Study of Spodnas. In Communication Today, 2017, Vol. 8, No. 2, p. 31-41.

8 See also: KVETANOVA, Z., RADOSINSKA, J.: Expressions of Postmodernism Within the Dimension of
Digital Games. In European Journal of Media, Art & Photography, 2020, Vol. 8, No. 1, p. 84-96.

®  Pocet pouzivatelov  na  socidlnych  sietach. [online]. [2020-05-04].  Available  at:
<https://strategie.hnonline.sk/blogy/2001335-rozdelujete-peniaze-do-online-reklamy-spravne-5-infografik-ktore-
vam-to-ukazu?fbclid=IwAR17zvtG-T91AkmD79DrbxTUIysg-S0sQcvs57Moi29AjS6KmS52PDu4io68>.

1" HUDIKOVA, Z.: Current TV production trends in Slovakia. In European Journal of Science and Theology,
2017, Vol. 13, No. 6, p. 199-208.

1Y Obyvatelstvo podla pohlavia a ndbozenského vyznania. [online]. [2020-05-04]. Available at:
<https://census2011.statistics.sk/SR/TAB.%20118%200byvate%BEstvo%20pod%BEa%?20pohla
via%20a%20n%E 1b0%9Eensk%E9h0%20vyznania.pdf>.
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and their taxes by means of direct financial allocation via budget category of Ministry of
Culture of the Slovak Republic and provides allowances to fund operational expenses of
bishops offices.

2 Operational Goals and Methods

The article deals with communication of registered churches and religious groups in Slovakia
on the most used social media, on specific social networks Facebook, Instagram and
YouTube. The authors acknowledged that church and religious groups set up social media
accounts, the authors studied how many followers they have and their activity (based on
social media monitoring of published posts from November 1%, 2019 to February 2279, 2020.
The main aim of the authors is, based on social media monitoring, to define the level of social
media usage as communication tool with believers and public.

3 Results: Registered Churches in Slovakia and Their Social Media Activity

In Slovakia, there are 18 registered churches and 7 religious societies. Only a few of them
use social networks, moreover in insignificant amount. They use social networks for
communication with believers and the public. Eight of them (44,4%) use social network
Facebook and only six of them (33 %) use internet database YouTube. The rest of churches
and religious communities do not even have social media accounts. Facebook is used by the
following churches/ religious communities: Evangelical Church of the Augsburg Confession
in Slovakia and Evangelical Methodist Church. Apostle church in Slovakia, Baha'i Church in
Slovak republic, Seventh-day Adventist church, Church of Jesus Christ of the Latter-day
Saints, Orthodox church in Slovakia and Old Catholic church in Slovakia. Czechoslovak
Hussite church utilizes one site for both their Czech and Slovak believers. Centralized
Alliance of Jewish religious communities in Slovakia uses Facebook since October 2011.
Roman-Catholic church who have more than 3,3 million believers use Facebook only in
scope of their parish. YouTube channels are used to pass simple messages but the site is not
run on regular basis. Evangelical Church of the Augsburg Confession in Slovakia is the only
one who uses Instagram.

3.1 The Number of Facebook Fans

There are only six churches and religious communities fan pages that have more than
thousand fans (Chart 2). A surprising fact comes out of comparison of the number of
registered believers and the Facebook fans. The most popular church on Facebook is the fan
page of Evanjgelical Church (7938 fans/ 316250 church goers), followed by Orthodox Church
(1857 fans/ 49133 church goers), and Czechoslovak Hussite Church (1661 fans/ 1782 church
goers. The forth place in popularity is taken by the Church of Jesus Christ of the Latter-day
Saints (1113 fans/ 972 church goers). Apostles Church (5.831 believers) and Baha’i Church in
Slovakia (1 065 believers) have 1.076 fans. The least popular in regards to number of fans on
Facebook are Seventh-day Church (600 fans / 2.915 believers), Evangelical Methodist
Church (301 fans / 10.328 believers) and Old Catholic Church (229 fans / 1.687 believers).
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3.2 The Number of Posts on Facebook

We were also interested in online activity of religious subjects in terms of the number of posts
and frequency of their publication (Chart 3). We studied the matter from November 1st 2019
to February 22nd 2020. The highest number of posts were posted on the site of Orthodox
Church (60 posts), followed by the Seventh-day Adventist Church (51 posts) and the third
most active was the Church of Jesus Christ of the Latter-day Saints (41 posts). Less active
Facebook fan pages are the ones of Czechoslovak Hussite Church (with 25 posts), the Old
Catholic Church (25 posts), the Evangelical Methodist Church (24 posts) and the Apostles
Church (12) posts. The fan page administered by Baha'i Church in Slovakia can be overall
perceived as inactive (2 posts).

3.3 Traditional Religious Media on Facebook

Almost every significant religious and church medium has already set up its account on the
most widely used social networks. They use social media primarily to communicate with their
recipients. Through social networks they provide information on content or topics that will be
published in the press or broadcast. They also bring photos or videos, for example, of church
ceremonies and events. The title Evanjelicky posol spod Tatier currently has 385 followers on
Facebook,? Katolicke noviny report 2832 followers!? and TV Lux'* 41 413 followers.
Commercial Catholic radio station Lumen started its broadcasting on 7" April 1993.
Currently, its daily ratings reach approximately 2.5% (113 000 regular listeners) and has 16
555 followers on Facebook.'®> These numbers of followers show that the audience of religious
media consists of mainly older generation, which uses traditional forms of information
dissemination, especially the press and television.

Conclusions

Communication via social networks is interesting primarily for small religious communities.
Roman Catholic Church that is in terms of size the biggest church in Slovakia uses Facebook
only for communication with local parishes and they do not even have accounts on /nstagram
or YouTube. Evangelical Church of the Augsburg Confession in Slovakia as the second
biggest church in Slovakia in terms of numbers (5,86% of believers) uses both, Facebook and
Instagram. These social networks are not used either by Greek Catholic Church (3,83 %
believers) or by any Reformed Christian Church. (1,83 % believers). Our research showed
that 68% of churches and religious communities registered in Slovak republic do not
communicate with their church goers and public via Facebook or Instagram, except of local
parishes. Social networks enable small communities to communicate about their activities,
they publish dates when the church services are held, eventually they inform about news and
some events they organize. There are 2,5 million people in Slovakia who use Facebook (56%
of Slovak population) out of whom 2,1 millions are less than 50 years old. More than 90% of
Slovaks aged 15 to 30 have their own Facebook account. Instagram is regularly used by

12 Evanjelicky posol spod Tatier. [online]. [2020-05-04]. Available at: <https://sk-sk.facebook.com/ev.posl/>.

13 Katolicke noviny. [online]. [2020-05-04]. Auvailable at: <https://sk-
sk.facebook.com/tyzdennik.katolickenoviny/>.
14 v Lusx. [online]. [2020-05-04]. Auvailable at:

<https://sk.facebook.com/pg/televizialux/posts/?ref=page interna>.
5 Rddio Lumen. [online]. [2020-05-04]. Available at: <https://www.facebook.com/R%C3%A 1dio-Lumen-
606811289387431/>.
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923.000 users (23%).!® The numbers are really high and the churches could benefit from
social networks users’ interest if they were active on these. Greek Catholic Church is the only
registered church that communicates exclusively via their YouTube channel. Another
interesting fact is that Church of Jesus Christ of the Latter-day Saints and Baha'i Church in
Slovakia have more fans on Facebook than registered church-goers.
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THE CORRELATION OF PERSONAL DATA PROTECTION AND
FREEDOM OF EXPRESSION IN THE INTERNET: KEY
CHALLENGES BASED ON THE ANALYSIS OF ARMENIAN
LEGISLATION

Lilit Avagyan

ABSTRACT:

In the current world digital tools and technologies pose serious threats to the implementation of fundamental
human rights such as right to privacy and freedom of expression. Indeed, one’s right of freedom of expression may
violate the right to privacy of another. The advent of digital technologies enhanced the tension between these two
rights. Even though digital technologies play a key role in promoting freedom of expression and information, their
use significantly increased the likelihood of human rights violations and restrictions on freedoms. Digital
technologies especially interfere to exercise of the right to privacy, as personal data can be collected and distributed
at an unprecedented rate and at minimal cost. At the same time, the application of personal data protection laws
and other measures to protect privacy may have a disproportionate effect on the legal application of freedom of
expression.

KEY WORDS:
cybercrime, data protection, freedom of expression, human rights, law

In 21 century no one questions the fact that both freedom of speech and right to reputation are
core values in almost every society of the world. Because of the mere reason that these rights
are deemed as inherent to the dignity of all human beings, every individual is provided with the
possibility to claim against the State on which territory his/her rights were violated. It is clearly
mentioned in the preamble of the Universal Declaration of Human Rights (UDHR) that freedom
of speech is one of the weighty aspirations of ordinary people!. The utmost importance of
freedom of expression is connected with the fact that it gives appropriate ground to everyone
to express and discuss viewpoints on various public matters, to disseminate ideas worth to draw
attention to and finally realize each individual’s right to self-development and fulfilment. The
importance attached to freedom of expression is not a new idea. Freedom of expression is a key
human right, in particular because of its fundamental role in underpinning democracy.
According to the European Court of Human Rights "Freedom of expression constitutes one of
the essential foundations of a democratic society, one of the basic conditions for its progress
and for the development of every human being."’Freedom of expression exists independently
from anyone and is based on the freedom of thinking. It is safeguarded as a fundamental human
right, which is equally essential for implementation of other rights. Thus, the freedom of
expression is considered as one of the basic human rights, hence enshrined in numerous core
international human right documents. Article 19 of the Universal Declaration on Human Rights
(UDHR), a United Nations General Assembly resolution, holds the leading definition of the
right to freedom of expression and guarantees it in the following terms: “Everyone has the right
to freedom of opinion and expression; this right includes the right to hold opinions without

! Universal Declaration of Human Rights (UDHR), UN General Assembly Resolution 217A(Il). Released on 10"
December 1948. [online]. [2020-05-01]. Available at: <http://www.un.org/en/universal-declaration-human-
rights/>.

2 Handyside v. United Kingdom. Application No. 5493/72. Released on 7" December 1976. [online]. [2020-05-01].
Available at: <file:///C:/Users/Nay/Downloads/001-57499.pdf>.
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interference and to seek, receive and impart information and ideas through any media regardless
of frontiers.”

The International Covenant on Civil and Political Rights (ICCPR)* ratified by the Republic of
Armenia in 1993 elaborates on many of the rights set out in the UDHR, imposing formal legal
obligations on State Parties to respect its provisions. Article 19 of the ICCPR guarantees the
right to freedom of expression virtually identical to those found in Article 19 of the UDHR,
particularly, it states that: “Everyone shall have the right to freedom of expression; this right
shall include freedom to seek, receive and impart information and ideas of all kinds, regardless
of frontiers, either orally, in writing or in print, in the form of art, or through any other media
of his choice.” Freedom of expression is also protected in the regional human rights systems.
Article 10 of the European Convention on Human Rights (ECHR)’, which was ratified by the
Republic of Armenia in 2002, provides in part “Everyone has the right to freedom of expression.
This right shall include freedom to hold opinions and to receive and impart information and
ideas without interference by public authority and regardless of frontiers”. The guarantee of
freedom of expression applies to all forms of expression, not only those that fit in with majority
viewpoints and perspectives. The European Court of Human Rights (ECtHR) has repeatedly
stated: “Freedom of expression is applicable not only to “information” or “ideas” that are
favourably received or regarded as inoffensive or as a matter of indifference, but also to those
that offend, shock or disturb the State or any sector of the population. Such are the demands of
that pluralism, tolerance and broadmindedness without which there can be no “democratic
society.”® Besides above mentioned international documents, the right to free speech is
established by various national constitutions. In particular, the first amendment of the United
States Constitution safeguards the right to free speech and free press. The amendment
guarantees the free speech by stating that “Congress shall make no law respecting an
establishment of religion, or prohibiting the free exercise thereof; or abridging the freedom of
speech, or of the press; or the right of the people peaceably to assemble, and to petition the
Government for a redress of grievances.”’

While those international documents enable very broad protections for expression, however,
freedom of speech is not an absolute right and is subject to number of limitations. Even in that
case, the international law permits limited restrictions on the right to freedom of expression in
order to protect various interests, one of which is person’s reputation and dignity. Going back
to French Declaration of Rights of Man 1789, it will become obvious that regardless of its
significance, the rights to free speech can be subject to limitations. The Declaration states that
citizen shall be responsible for abuses of the freedom of communication of ideas and opinions.®
This means that in certain situations when it is not possible for the states to comply with its
obligation regarding the freedom of speech, they can impose justified restriction in the exercise

3 Universal Declaration of Human Rights (UDHR), UN General Assembly Resolution 217A(III). Released on 10
December 1948. [online]. [2020-05-01]. Available at: <http://www.un.org/en/universal-declaration-human-
rights/>.

4 International Covenant on Civil and Political Rights. UN General Assembly Resolution 22004 (XXI). Released
on 16t December 1966. [online]. [2020-04-04]. Available at:
<http://www.ohchr.org/en/professionalinterest/pages/ccpr.aspx.>.

5 Convention for the Protection of Human Rights and Fundamental Freedoms (ECHR). Released on 4" November
1950. [online]. [2020-04-04]. Available at: <http://www.echr.coe.int/Documents/Convention ENG.pdf>.

¢ Handyside v. United Kingdom. Application No. 5493/72. Released on 7" December 1976. [online]. [2020-05-01].
Available at: <file:///C:/Users/Nay/Downloads/001-57499.pdf>.

7 United States Constitution, I°° Amendment. Released on 25" September 1789. [online]. [2020-04-30]. Available
at: <http://constitutionus.com>.

8 Declaration of Rights of Man. Approved by the National Assembly of France. Released on 26" August 1789.
[online]. [2020-05-01]. Available at: <http://avalon.law.yale.edu/18th_century/rightsof.asp.>.
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of this right. In particular, one of the common basics for limitation the right to freedom of
expression under international and regional human rights instruments is protection of reputation
of others. Indeed, defamatory and libellous expression does not benefit from the protection of
freedom of expression. The exercise of the rights regarding freedom of expression carries
"special duties and responsibilities" and therefore "... be subject to certain restrictions."® ICCPR
as well as ECHR have stated possible parameters where right to freedom of expression can be
limited. It is stipulated in the Article 19 of the ICCPR that right to freedom of speech can be
restricted either "for respect of the rights or reputations of others or for the protection of national
security or of public order or of public health or morals. Similarly, Article 10(2) of the ECHR
lays down the benchmark, stating: “The exercise of these freedoms, since it carries with it duties
and responsibilities, may be subject to such formalities, conditions, restrictions or penalties as
are prescribed by law and are necessary in a democratic society, in the interests of national
security, territorial integrity or public safety, for the prevention of disorder or crime, for the
protection of health or morals, for the protection of the reputation or rights of others, for
preventing the disclosure of information received in confidence, or for maintaining the authority
and impartiality of the judiciary. ”The American Convention on Human Rights (ACHR) has
also envisaged restriction on freedom of expression and includes respects for the rights and
reputation of others as one of the basis. The convention says that such restriction shall be
expressly established by law to the extent necessary to ensure the respect and reputation.'? In
accordance with the provision 10(2) of the Convention, the ECHtR has developed its
jurisprudence relating to three-part test regarding the restriction on freedom of expression cases.
Firstly, the Court highlighted that any action undertaken with the purpose of limiting this right
should be “prescribed by law”. In Busuioc against Moldova !'decision, in particular, the
European Court found that one of the requirements flowing from the expression “prescribed by
law” is the predictability of the measure concerned.

The second requirement is that any restriction must fulfil one of the legitimate aims listed in
the second clause of Article 10 of ECHR or Article 19(3) of the ICCPR and the final part of the
test holds that a restriction on freedom of expression must be indeed necessary'? for the
achievement of its aim and what is more important that the measures used by appropriate bodies
should be proportional with the final goal. To be able to substantiate the imposed restrictions
as necessary, it is very important that they should not be arbitrary, unfair or based on irrational
considerations and should limit freedom of expression as little as possible.!* As a justified
ground for such kind of limitation can serve a “pressing social need”. Overall, as it is mentioned
by ECHtR “the reasons given by the State to justify the restriction must be “relevant and

® International Covenant on Civil and Political Rights. UN General Assembly Resolution 22004(XXI). Released
on 16t December 1966. [online]. [2020-04-04]. Available at:
<http://www.ohchr.org/en/professionalinterest/pages/ccpr.aspx.>.

10 American Convention on human Rights. Pact of San Jose". Article 3. Released on 22" November 1969. [online].
[2020-05-01]. Available at: <https:/treaties.un.org/doc/Publication/UNTS/Volume%201144/volume-1144-I-
17955-English.pdf.>.

' Busuioc v. Moldova. Application no. 61513/00. Released on 21% December 2004. [online]. [2020-04-04].
Available at: <https://www.legislationline.org/documents/id/6310.>.

12 Laptsevich v. Belarus, Communication No. 780/1997. U.N. Doc. CCPR/C/68/D/780/1997. Released on 13
April 2000. [online]. [2020-05-01]. Available at: <http://hrlibrary.umn.edu/undocs/session68/view780.htm.>.;
Goodwin v. the United Kingdom. Application No. 17488/90. Released on 27" March 1996. [online]. [2020-05-01].
Available at: <https://hudoc.echr.coe.int/fre#{%?22itemid%22:[%22001-57974%22]} >.

13 The Sunday Times v. United Kingdom. Application No. 6538/74. Paragraph 49. Released on 26" April 1979.
[online]. [2020-05-01]. Available at: <https://hudoc.echr.coe.int/rus#{%22itemid%22:[%22001-57584%22]} .>.
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sufficient” and the restriction must be proportionate to the aim pursued.”!* Hence, the European
Court has repeatedly stated: “Freedom of expression, as enshrined in Article 10, is subject to a
number of exceptions which, however, must be narrowly interpreted and the necessity for any
restrictions must be convincingly established.” !> Thus, International law permits limited
restrictions on the right to freedom of expression in favour of another important interests.
Especially person’s reputation and dignity are deemed as essential value and it stated “no one
shall be subjected to arbitrary interference with his privacy, family, home or correspondence,
nor to attacks upon his honour and reputation. Everyone has the right to the protection of the
law against such interference or attacks.”'® There is a borderline between the freedom of
expression on one side and right for reputation and dignity on the other side and everyone,
especially public bodies are bound to refrain from illegal actions against the reputation of
citizens. In virtually all defamation cases before international courts, the “protection of the
reputation or rights of others” has been invoked to justify defamation laws. Thus, it should be
borne in mind that any laws that penalize ‘insult’ or ‘giving offence’ without linking this to the
honour and dignity of the offended party would fail the ‘legitimate aim’ test. Generally, it is
clear from the text of the first Amendment of the US Constitution that Congress cannot adopt
any law which restricts the freedom of speech or freedom of the press, however the US Supreme
Court has expounded a number of principles and set some circumstances how these rights can
be regulated and certain types of speech can be prohibited. It is explicitly mentioned in the case
of New York Times v. Sullivan that “false statements that damage a person’s reputations can
lead to civil liability (and even to criminal punishment), especially when the speaker
deliberately lied or said things they knew were likely false.”!”

Article 3 of Constitution of the Republic of Armenia (RA) states “The inalienable dignity of
the human being shall be the integral basis of his rights and freedoms.” Moreover, it is set in
Article 23 that “Human dignity is inviolable.”!® Chapter two of the RA Constitution is devoted
to the basic rights and freedoms of the human being and the citizen, specifically, Freedom of
Expression of Opinion which is enshrined in the Article 42 states that “ Everyone shall have
the right to freely express his or her opinion. This right shall include freedom to hold own
opinion, as well as to seek, receive and disseminate information and ideas through any media,
without the interference of state or local self-government bodies and regardless of state
frontiers”. It should be noted that this norm is technologically neutral, and does not differentiate
between "information" and "means of communication". In other words, it is equally applicable
in cyberspace for freedom of speech and freedom of information. In a number of decisions, the
Constitutional Court of the Republic of Armenia touched upon the issue of recognizing the
constitutional legal contents of human dignity as highest value (SDVo0-834, SDV0-913, etc.),
emphasizing that this right is of utmost importance for free, non-restricted and guaranteed
implementation of all fundamental rights and freedoms of an individual and a citizen, which
also assumes implementation of certain activity and expression of will, as well as relevant

4 Lingens v. Austria. Application No. 9815/82. Released on 8 July 1986. [online]. [2020-05-01]. Released on 26"
April 1979. [online]. [2020-05-01]. Available at: <https://hudoc.echr.coe.int/rus#{%?22itemid%22:[%22001-
57584%22]} >.

5 Thorgeirson v. Iceland. Application No. 13778/88. Released on 25" June 1992. [online]. [2020-05-01].
Available at: <http://www.humanrights.is/static/files/Itarefni/torgeir_torgeirson gegn islandi.pdf>.

16 Universal Declaration of Human Rights (UDHR), UN General Assembly Resolution 217A(III). Released on 10®
December 1948. [online]. [2020-05-01]. Available at: <http://www.un.org/en/universal-declaration-human-
rights/>.

17 New York Times v. Sullivan, 376 U.S. 254. Supreme Court of the United States. Released on 9" March 1964.
[online]. [2020-05-01]. Available at: <https://supreme.justia.com/cases/federal/us/376/254/>.

18 Constitution of the Republic of Armenia. Released on 6™ December 2015. [online]. [2020-05-01]. Available at:
<https://www.president.am/en/constitution-2015/>.
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obligation of the State to protect them.!” The Constitutional Court in its findings stated that
“revealing of constitutional legal content of concepts “defamation” and “insult” has a basic
importance for examination of the case” .2* Specific criteria were set where each of them is
necessary and all together are mandatory to qualify the action as an insult or
defamation. Particularly, the Court emanates that the features, specific to defamation, are:

o They are statements of facts,

e They do not correspond to the reality,

e Have been submitted publicly,

e They defame one’s honour, dignity, business reputation,

o They do not concern only statement of facts, presented via media.?!

In order to evaluate the concrete expression as an insult the simultaneous presence of the
following requisites are required:

o to defame one’s honour, dignity, business reputation,

« with the intention to abuse the honour, dignity or business reputation.

The main difference of evaluations of words “insult” and “defamation” in international legal
practice, is that in case of defamation it refers to defaming one’s dignity through intentional
dissemination of false facts, statement of facts which are not in accord with reality, accusing
one’s of a crime or delinquency on the basis of facts not in accord with reality, and insult deems
intentional and premeditated derogation of a person. Except from right to freedom of expression
RA Constitution also guarantees the right to privacy and family life. Specifically, Article 31
enshrines that everyone shall have the right to inviolability of his or her private and family life,
honour and good reputation. According to the Article 34 “Everyone shall have the right to
protection of data concerning him or her. 2. The processing of personal data shall be carried out
in good faith, for the purpose prescribed by law, with the consent of the person concerned or
without such consent in case there exists another legitimate ground prescribed by law. 3.
Everyone shall have the right to get familiar with the data concerning him or her collected at
state and local self-government bodies and the right to request correction of any inaccurate data
concerning him or her, as well as elimination of data obtained illegally or no longer having
legal grounds. 4. The right to get familiar with personal data may be restricted only by law, for
the purpose of state security, economic welfare of the country, preventing or disclosing crimes,
protecting public order, health and morals or the basic rights and freedoms of
others.?? Concerning to the correlation of above mentioned fundamental rights of freedom of
expression and personal data protection, in certain circumstances the European Court of Human
Rights has relied on a right to protection of reputation to find a violation of Article 8 of the
Convention, which guarantees the right to respect for private and family life, home and
correspondence. Indeed, there exists a continuous debate on a following question: how to

19 Decision SDVo-834 of the Constitutional Court of the Republic of Armenia. Released on 20" October 2009.
[online]. [2020-04-04]. Available at: <http://www.arlis.am/DocumentView.aspx?docid=54372.>.

20 Decision DCC-997 of the Constitutional Court of the Republic of Armenia. Released on 15" November 2011.
[online]. [2020-04-04]. Available at: <http://www.concourt.am/english/decisions/common/pdf/997.pdf>.;
Decision LD/0749/02/10 of the Constitutional Court of the Republic of Armenia. Released on 27" April 2012.
[online]. [2020-04-04]. Available at:
<https://ypc.am/upload/Analysis%200f%20Armenia%E2%80%99s%20Judicial%20Practice%20in%20Cases%2
00f%20Libel%20and%20Insult _eng.pdf>.

21 Decision YEKD 0807/02/11 of the Cassation Court of the Republic of Armenia. Released on 4 July 2013.
[online].  [2020-04-04].  Available at:  <https://www.venice.coe.int/webforms/documents/?pdf=CDL-
REF(2017)030-¢>.

22 Constitution of the Republic of Armenia. Released on 6" December 2015. [online]. [2020-05-01]. Available at:
<https://www.president.am/en/constitution-2015/>.
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balance the freedom of expression and the right to protection of one’s reputation in certain
situations. What is more important to consider in this case is that there is no priority or hierarchy
between these two internationally recognized rights and under each specific circumstance
special criteria should be set and implemented to secure both of them. The European Court of
Human Rights first identified the existence of a conflict between the freedom of expression and
the right to protection of reputation in defamation cases, and particularly in Chauvy v. France?®®
case after having established that the right to protection of one’s reputation is protected by
article 8 ECHR. The Court later confirmed the existence of a right to protection of reputation
under the European Convention on Human Rights in the article 8 case Pfeifer v. Austria.?* The
ECHtR defamation case law clearly suggests a solution regarding the conflict between freedom
of expression and the right to reputation and according to it neither right can be granted absolute
preference. Thus, the Court propose to find a middle ground between both rights because the
freedom of expression does not grant an unlimited right to make statements that influence
another’s reputation, and because the right to reputation does not warrant an entire protection
against all critical statements.?’

It is of course proved that frameworks of general public international law and of international
human rights law are equally applicable online and offline and same notion is affirmed in the
UN General Assembly Resolution on “Privacy in the Digital Age”, which stated that “the same
rights that people have offline must also be protected online, including the right to privacy”.?
“Internet governance arrangements must ensure the protection of all fundamental rights and
freedoms, and affirm their universality, indivisibility, interdependence and inter-relation in
accordance with international human rights law”. The UN Special Rapporteur on Freedom of
Expression rightly stressed that: “access to the Internet and other digital means of
communication has become essential to full and free participation in social, cultural and
political life”.?” Indeed exercising this right becomes more widespread after the technological
boom and the development of computer systems. Current world is digitalized than ever before
and this new environment created new pace of the activities in the local, regional as well as
international level. As of today we all are actively sharing and expressing different thoughts on
various aspects using internet space, thus exercising our fundamental human right of freedom
of expression enshrined in above mentioned many local and international instruments.
However, the global character of internet challenges the legislators and legislation of the states,
because of free flow of information and its international character. Hence, local crimes become
into transnational crimes in the presence of internet space. Indeed, ECtHR in its case law
recognized explicitly the right of individuals to access the internet. The court confirmed that
Internet publications fall within the scope of Article 10, however sets out certain restrictions on
freedom of expression on the Internet. The Court asserted that the internet has now become one

of the principal means of exercising the right to freedom of expression and information.?® In

23 Chauvy v. France. Application No. 64915/01. Released on 29" June 2004. [online]. [2020-05-01]. Available at:
<https://hudoc.echr.coe.int/eng#{%22itemid%22:[%22001-61861%22]}>.

24 Pfeifer v. Austria. Application No. 12556/03. Released on 25" November 2007. [online]. [2020-05-01].
Available at: <https://www.Srb.com/case/pfeifer-v-austria/>.

25 SMET, S.: Freedom of expression and right to reputation: Human rights in conflict. In American University
International Law Review, 2010, Vol. 26, No. 1, p. 236. [online]. [2020-05-01]. Available at:
<http://digitalcommons.wcl.american.edu/cgi/viewcontent.cgi?article=1700&context=auilr.>.

26 The UN General Assembly Resolution 68/167 on Privacy in the Digital Age. Released on 18" December 2013.
[online]. [2020-04-24]. Available at: <https://undocs.org/pdf?symbol=en/a/res/68/167>.

27 LA RUE, F.: Report of UN Special Rapporteur on the promotion and protection of the right to freedom of
opinion and expression. Released on 10" August 2011. [online]. [2020-05-01]. Available at:
<www.ohchr.org/Documents/Issues/Opinion/A.66.290.pdf.>.

28 Ahmet Yildirim v. Turkey. Application No. 3111/10. Released on 18" December 2012. [online]. [2020-05-01].
Available at: <https://hudoc.echr.coe.int/eng-press#{%?22itemid%22:[%22001-115705%22]}>.
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the judgment of Shtekel v. Ukraine?® the Court, for the first time, acknowledged that Article 10
of the Convention had to be interpreted as imposing on States a positive obligation to create an
appropriate regulatory framework to ensure effective protection of journalists’ freedom of
expression on the Internet. In Flinkkild and Others v. Finland the Court stated that the principle
is that Article 8 protects personal information which individuals can legitimately expect should
not be published without their consent.® The case-law of the ECtHR confirmed that using a
person’s first name alone without their consent can also, in certain cases, interfere with the
person’s private life, for example where the first name is mentioned in a context that makes it
easy to identify the person concerned and when it is used for the internet.?! Private life includes
the privacy of communications, which covers the security and privacy of mail, telephone, e-
mail and other forms of communication; and informational privacy, including online
information.

Although the Republic of Armenia is not a member state of the European Union and is not
legally bound by the General Data Protection Regulation (GDPR), there is a reasonable
expectation that such data, which of course amount to “personal data” benefit from a special
protection. The Directive 2002/58/EC is about the confidentiality of personal data and
electronic communication, which, above all, enshrined by international conventions like
ECHR. In particular Article 8 of the Convention underlines that new digital technologies
implies an obligation the protection of the confidentiality of personal life and personal data. As
a contracting state, in fact, it must provide protection of an appropriate degree to personal data
as an essential part of the right to private life enshrined to Article 8 of the European Convention
on Human Right.”3* Consequently Article 5 of the Directive 2002/58/EC makes an obligation
for Member States to have a national legislation in place which will ensure the confidentiality
of communications and the related traffic data by means of a public communications network
and publicly available electronic communications services.**The protection of personal data is
a state obligation with providing such technical and organizational measures that will provide
a safe environment of protection of personal data, from illegal or random deletion or loss, from
unauthorized modification, use, access or disclosure. Indeed, Article 144 of RA Criminal Code
prescribes illegal collecting, keeping, use and dissemination of information pertaining to
personal or family life. The article reads as follows: “Information which is considered to be a
personal or family secret used without one’s consent or dissemination by public speeches,
publicly demonstrated works or through mass media, or collecting or keeping, unless this is
envisaged by law, is punished with a fine in the amount of 200 to 500 minimal salaries, or
correctional labour for up to 1 year, or with arrest for the term of 1 to 2 months™ 3> Moreover,
in 2006 Armenia ratified the main international treaty on Cybercrime — Budapest Convention,

29 Shtekel v. Ukraine. Application no. 33014/05. Released on 5" May 2011. [online]. [2020-05-01]. Available at:
<https://hudoc.echr.coe.int/eng#{%22itemid%22:[%22001-104685%22]}>.

30 Flinkkilé and Others v. Finland. Application no. 25576/04. Released on 6™ April 2010. [online]. [2020-05-01].
Available at: <file:///C:/Users/Nay/Downloads/001-98064.pdf>.; Saaristo and Others v. Finland. Application no.
184/06. Released on 12t October 2010. [online]. [2020-05-01]. Available at:
<file:///C:/Users/Nay/Downloads/001-101017.pdf>.

31 Bohlen v. Germany. Application no. 53495/09. Released on 19" February 2015. [online]. [2020-05-01].
Available at: <file:///C:/Users/Nay/Downloads/002-10519.pdf>.

32 Copland v. the United Kingdom. Application no. 62617/00. Released on 3™ April 2007. [online]. [2020-05-01].
Available at: <https://www.5rb.com/case/copland-v-uk/>.

3 POLLICINO, O.: Legal analysis of draft amendments to the civil code of the republic of Armenia. 2014. [online]
[2020-04-24]. Available at: <http://www.osce.org/fom/116911?download=true>.

3% Directive 2002/58/EC of the European Parliament and of the Council. Released on 2™ July 2002. [online].
[2020-04-26]. Available at: <http://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex:32002L0058>.

35 Criminal Code of the Republic of Armenia. Released on 18" April 2003. [online]. [2020-04-26]. Available at:
<https://www.ilo.org/dyn/natlex/docs/ELECTRONIC/65062/61317/F1716776223/ARM65062.pdf>.
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which requires states parties to make illegal certain acts provided by the Convention criminalize
under their national law. Its Additional Protocol requires states parties to criminalize the
dissemination of racist and xenophobic material (hate speech).

It is worth to mention, that in 2015 the Law of the Republic of Armenia on the Protection of
Personal Data was adopted. Moreover, the Personal Data Protection Agency launched its
activities as an authorized body inside of Ministry of Justice. Mainly, the Agency is responsible
for overseeing the application of the requirements of the law in the field of personal data
protection, develops guidelines and regulations, as well as provides legal assistance. However
current legislation in place is not fairly balancing the right to Freedom of Expression and Right
to Privacy due to the wordings of the articles set forth in Civil Law which gives wide space of
interpretation to the Courts. Moreover, Substantive Criminal and Procedural Law do not include
specific provisions, similar to the many other countries, prescribing separate clause as “illegal
use of personal data” which will help to impose a liability for illegal obtaining, maintaining,
processing and using personal data. This must have a differentiated approach having regarded
the effect and damage. To summarize, the crimes conducted via internet challenged the basic
human rights of citizens inside States which lead to the new approaches of current changing
environments that goes beyond traditional interpretation of ECHR, but extended alongside to
the negative obligation to the positive obligation, which requires states to make such an
environment through the adequate legislation and sophisticated mechanisms. It is a mere fact
that every state’s obligation is to elaborate their national legislation, technical support or input
other effective mechanisms for the whole pocket of combat as it is an effective cybersecurity is
the important cornerstone to ensure safe society, where basic human rights are protected,
particularly. Private Life and Freedom of Expression. Indeed, laws must provide effective
protection in regard to the dissemination of offensive statements which become the most
common problem in line with the development of the Internet. But the provision of Civil and
Criminal Code must be stipulated in a way that will preclude the exemption of liability in favour
of defamatory speech. The existence of such provisions may pose a threat to protection of right
to respect for private and family life of Article 8 of the European Convention on Human Rights
and is likely to be determined to be a violation. Thus, solutions to the problems posed must be
addressed by international law, through adequately adopted international legal instruments and
consequent ratification and follow-up by the states by amending and updating legal
frameworks.
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FORMS OF INVESTIGATIVE JOURNALISM IN SLOVAK MEDIA

Pavel Bielik

ABSTRACT:

The paper presents a coherent set of information about investigative journalism with an emphasis on the practice
and its position in the Slovak media environment. The scientific study is of a theoretical character and critically
evaluates knowledge related to the phenomenon of investigative journalism, based on which the author
formulates a definition of investigative journalism in the Slovak media environment. Within the text, the author
also deals with the misuse of the term “investigative journalist” in media within the context of an issue, which
aims to categorize, who presently is an investigative journalist, why investigative elements can be perceived in
any journalistic activity but a boundary that would determine what is not a subject of investigative journalism,
does not exist.
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1 Introduction into Slovak Investigative Journalism

In our country, investigative journalism started to form in the 1990s, representing an
important instrument of public interest protection, but currently is disappearing from the
practice of the contemporary Slovak media. Main reasons for this include that it is time-
consuming and costly and the expectations on this area of journalistic profession are
fundamentally different. An author of such socially important texts should be precise in
searching, exploring, verifying, and comparing available sources, as they produce extensive
contents that should be based on unshakeable facts.! We must not forget also the question of
their safety and a personality that must be able to cope with possible intimidation. Therefore,
we find it important to dig deeper into the social significance of investigative journalism in
Slovakia. In our paper, we put emphasis on definitions by various theoreticians of the area of
investigative journalism and the issues connected to defining who presently is and who is not
an investigative journalist in Slovakia. Through comparison of theoreticians and the
investigative journalists themselves, we are finding differences between theoretical premises
and the practice. Journalists in our country are facing a major challenge — not to give in to
corruption, evil, and growing fear in society. Skolkay, in his publication Investigativna
zurnalistika (Investigative Journalism), in which he analyses the state of Slovak
investigative journalism in the previous decade, writes that, in our country, “there is a latent
fear of potential threat to lives of investigative journalists from the organized crime. Luckily,
there hasn’t been a case of murder of a journalist thus far, but we have encountered cases of
intimidation, also in the form of destruction of a journalist’s property.”” Recent events,
however, contradict his words — besides intimidation, organized crime committed murders of
an investigative journalist J. Kuciak and his fiancée M. Ku$nirova on 21% February 2018 in
their house in Velkd Maca.’> The police have confirmed that the work of the 27 year old
member of investigative team of online portal Aktualisty.sk was the main motive of the

" TUSER, A. et al.: Praktikum medidlnej tvorby. Bratislava : Eurokédex, 2010, p. 122.

2 SKOLKAY, A.: Sucasna slovenska investigativna Zzurnalistika. In PASTI, S., SLADECKOVA, D.,
HRUBALA, J. (eds.): Investigativna zurnalistika. Rady pravnikov, uvahy, postrehy, komentare. Bratislava :
Repro Print, 2004, p. 11.

3 CUNDERLIKOVA, JI., VYBEROVA, P.: Vo Velkej Maci robili rekonstrukciu vrazdy Kuciaka a Kusnirovej.
[online].  [2020-04-28]. Awvailable at: <https://www.aktuality.sk/clanok/695929/vo-velkej-maci-robili-
rekonstrukciu-vrazdy-kuciaka-a-kusnirovej/>.
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murder.* A. Zsuzsova, Z. Andrusko, T. Szabd, and M. Marc¢ek, charged with the murder of
the aforementioned couple, were, on the 14 August 2019, also charged with preparation
of premeditated murders of prosecutors Maro$ Zilinka and Peter Sufliarky and the lawyer
Daniel LipSic. T. Szabé and M. Marcek had allegedly been hired by Zsuzsova through
Andruské to execute the killings of M. Zilinka and D. Lipgic in autumn of 2017.> Murder
as a precedent in the Slovak journalistic environment is noted also by a Dennik N
journalist M. Toédova, who says that “before the murder, we the journalists would never
have thought of fearing for our lives. Saying it crudely, we could have written whatever we
liked and they could have kept on steeling as much as they liked. "

2 Who Is an Investigative Journalist?

Investigative journalism is one of the most difficult and most risky of the current journalism
genres and methods of journalistic work. B. Osvaldova and J. Halada define it in Prakticka
encyklopédia Zurnalistiky (Practical Encyclopaedia of Journalism) as a term derived from
English, “to investigate” — explore, inquire into.” Work of investigative journalists is
characterized mostly by a thorough collection, verification, and connection of evidence in
areas of corruption, patronage, or other antisocial activities that can lead to significant cases,
affairs or prosecution. Its objective is to publicize information important for the society that
would otherwise remain covered up. M. Follrichovd in this case reminds us that
“expressions of investigative journalism are currently topical not only for journalists, but
also for the whole society. It is the investigative journalism that is the example of realizing
the mission of journalism — to expose power abuse and thus protect the society from
corrupted officials and negative tendencies. Journalism is a watchdog of democracy and
investigative journalism is one of its most efficient weapons.””® A. Val&ek, a journalist of the
daily SME, sees investigative journalism from a practical point of view in a similar way and
states: “For me, investigation is a synonym of the real purpose of journalism, i.e. the public
control. I think that the objective of investigative journalism is to be a public watchdog of the
government, this way people control government through media.”” T. Harcup speaks about the
principle of journalism in similar fashion. According to him, the goal of journalism is to
uncover something that somebody wants to keep hidden, and this requires a meticulous and
time-consuming work of a journalist or a group of journalists, who investigate potential
illegal or antisocial activities.!°

* TODOVA, M.: Motivom vrazdy kuciaka a kusnirovej bola jeho prica, sii uz len dve verzie, prokurdtor
zverejnil identikit. [online]. [2020-04-30]. Available at: <https://dennikn.sk/1233165/motivom-vrazdy-kuciaka-a
kusnirovej-bola-jeho-praca-su-uz-len-dve-verzie-prokurator-zverejnil-identikit/>.

S HUTKO, D.: Za vraZdu Sufliarskeho 100-tisic, za LipsSica 200-tisic, poprava Zilinku za 70-tisic. [online].
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Available at: <https://dennikn.sk/1697893/monika-todova-vrazda-ma-zmenila-dospela-som/>.

7 OSVALDOVA, B., HALADA, J. et al.: Praktickd encyklopedie Zurnalistiky. 2" Edition. Prague : Libri, 2002,
p. 245.
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According to H. Burgh, an investigative journalist is a man or a woman who aims to expose
the truth and to identify antisocial activities through instruments that are available to them.
This act is generally called investigative journalism and is different from seemingly similar
work conducted by police, lawyers, auditors, and regulatory bodies in that it is not limited as
to target and usually earns money for publishing media.!! M. Follrichova considers
investigative journalism to be a very topical and significant component of contemporary
print and electronic mass media. Opinions on it differ. It is defined as an independent
journalism genre, a type of reportage, and also as a method of journalistic work. Although its
definitions differ, everyone agrees that it serves the society and its democratic
development.!? Despite our approval of the aforementioned definitions, nuances that could
challenge them can be found also in the Slovak journalistic environment. As an example, we
could use controversial M. Dailo, Slovak entrepreneur, journalist, YouTuber, and an
unsuccessful candidate for president in 2019. He has become famous for his videos on
YouTube and in his, in certain ways, untraditional approach to journalistic work. M. Dailo
describes himself as an investigative journalist, but has not had any activities in relevant
newspapers. On 10" December 2017, he even became a founder of an investigative GINN
(Global Investigative News Network) that, according to him, serves to protect public
interesting, to fight corruption, patronage, nepotism, and injustice.'* His GINN also issues
press passes. However, in December 2018, M. Daiio was first accused of tax fraud and then,
after a few days, of vandalism and inciting.!* The question of who is an investigative
journalist and what should be considered an investigative expression thus remains. An
American reporter and editor of the New York daily Newsday, R. Green, perceives
investigative expression as the journalistic material built, as a rule, on own work and
initiative on an important topic which some individuals and organizations would like to keep
secret.!> According to M. Follrichova, one of the methods of building the investigative
journalistic expression is “creating a detective sujet. This means that a journalist describes
in detail everything that he has done, thus allowing readers to feel that they themselves have
walked the journey of discovery.”'® J. Hrabala adds that the term “investigative journalism”
has not yet been quite established in our language and we do not always interpret its content
in the same way, but we could agree on the statement that it is the investigative journalism
when a journalist moves from the comfortable position of describing, commentating, and
glossing... to the position of investigating and analyzing.!”

Although several of the aforementioned statements of experienced journalists or theoreticians
describe basic principles of investigative journalism, they do not answer the problem of its
possible misuse. P. Téth, a former agent of the Slovak Information Service (hereinafter SIS)
and author of books about unpublished information from behind the scenes of secret services,
Slovak politics and Bratislava underworld or the case of Cervanova that still remains
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HORVATH, M. (ed.): Zurnalistika, médid, spolocnost. Bratislava : Stimul, 2011, p. 33.
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unresolved, had also been perceived as an investigative journalist. P. Toth, who became a SIS
officer after the establishment of the Dzurinda’s first government in 1998,'® was accused of a
spying game in the case of interception of the daily SME!? and, in October 2018, he confessed
to the police that before the murder of J. Kuciak, he had been monitoring him and other
journalists for M. Ko¢ner.?’ Both actors of the problem — M. Daio and P. T6th — had, at one
point, been working on identifying antisocial activities and protected society from corrupted
officials or negative tendencies, but have then misused their knowledge in the areas of media,
secret services, and law, and became corrupted themselves. To help ourselves with the
definition of investigative work, we can use Slovnik vybranych pojmov z medidalnych studii
(Dictionary of Selected Terms from Media Studies), which states that “the role of an
investigative journalist is to expose the truth and identify the untruth,”*! and also words of A.
Valéek, who says that regular debates and meetings in editorial offices about how to treat a
concrete topic in a right way are a part of the investigative work; while these, often hours-
long, debates are more about values than technical details.?? This raises a question of moral
principle and the impact of investigative journalism on the democratic system as one of the
main pillars of investigative journalism which is missing in definitions of some authors. We
will build on theoretical pillars of a scientific article Commercial News Criteria and
Investigative Journalism, in which the critics of commercialisation of media address the effect
the investigative journalism has on democracy, which has led to two theories that regard its
impact as negative. The first theory is based on the following logic:

¢ investigative journalism is positive for democracy,

e commercialisation of media restrains investigative journalism,

o for this reason, commercialisation has negative implications for democracy.

The second theory is based on a different logic:

¢ investigative journalism is negative for democracy,

e commercialisation of media stimulates investigative journalism,

e for this reason, commercialisation has become negative for democracy.?

Both theoretical premises suggest mutual influence of journalism, democracy, and
commercialisation of media, while we are not going to contest either of the logical postulates.
Wider spectrum of opinions in expert discussion illustrates the problem with definition of
what is and what is not the investigative journalism. Investigative elements can be observed in
any journalistic activity, but there is no boundary that would define what is not considered a
subject of investigative journalism. According to A. Skolkay, every good journalistic work is,
in a way, investigative.?* This is also acknowledged by A. Valcek, the daily SME journalist,

18 Sme. [online]. [2020-04-30]. Available at: <https://domov.sme.sk/t/5397/peter-toth>.
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2 KUCOVA, M.: Investigativny novindr Adam Valcek: Nechceme sa zmierit s tym, ako to tu funguje. [online].
[2020-03-31]. Available at: <https://soda.o2.sk/pribehy/rozhovor/investigativny-novinar-peter-valcek-nechceme-
sa-zmierit-s-tym-ako-to-tu-funguje/>.

2 For more information, see: ROLLAND, A.: Commercial News Criteria and Investigative Journalism. In
Journalism Studies, 2006, Vol. 7, No. 6, p. 940-963.

2 SKOLKAY. A.: Korupcia na Slovensku: Strdzcovia cnosti a Zurnalistika mordlneho rozhorcenia.
Investigativna zZurnalistika a jej zakladné prvky. Bratislava : Robert Vico, 2011, p. 82.



Megatrends and Media: On the Edge

currently the leader of investigative projects, who, in an interview for the weekly Trend, said
that during the time of murder of J. Kuciak, SME went through an organizational change that
allows him to work on the investigations more than before.?’

3 Differences between Definitions and Practice in the Slovak Investigative
Journalism

We can illustrate basic conditions of success of investigative journalism that would be:
undeniable support from the publisher (financial and moral), support from the society in its
political system, but also support from the judicial and executive powers. A. Skolkay says
that “investigative journalism lies in a triangle, where the other two sides consist of the
police investigation and scientific research. A policeman has relatively best material and
technical resources and conditions to investigate, while a scientist probably has the most
time and peace for investigation. "> Thus, combination of both elements would be ideal, as
the investigative journalism needs more time and more money. Slovnik vybranych pojmov
z medidlnych Studii (Dictionary of Selected Terms from Media Studies) states that “despite
the fact that procedures of investigative journalists have many similarities with, for example,
police activities, investigators, or lawyers, the main difference is that investigative
Jjournalism has no legal basis, does not have a limited goal, and its results earn money for
media owners. "’

Here, however, we are also able to find differences between theoretical premises and the
actual practice, which the investigative journalists describe in different ways, depending on
their own experience in places where they work. We must stress that not every newsroom in
Slovakia contains an investigative team of journalists; on the contrary, in some cases, the
situation is critical. Furthermore, authors of investigative texts face several obstacles.
Despite all this, according to the journalist M. Vagovi€, “the investigative journalism in
Slovakia is better than it used to be in the past, because in every medium, there are
Jjournalists that do it honestly. It is, naturally, also given by a much better access to open
sources.”® T. Nicholson says that “ethics is the main problem. Journalists face political,
economic, and social pressure and do work that is neither precise, nor independent, nor
conflict of interest-free. The main purpose of service to the reader remains, but the things
being published or broadcast often carry a label of higher interest — to serve the political
and commercial intentions of media owners.”?® T. Harcup draws attention to the fact that
compared to other forms of reporting, the investigative journalism may involve an
investigative team that needs to invest more time and money on the content than it would for
a routine story,*® which constitutes a significant problem in the Slovak media environment.
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A. Valcek sees the state of the Slovak investigative journalism in a more positive light and
states that the death of Jan Kuciak is also a reminder for the journalists and their future work
— to cooperate more closely and help each other across the newsrooms. He sees solidarity
among investigative journalists as a trend that will continue, “because Slovakia is a small
country and not every publisher can afford to fund a large department of investigative
journalists. Therefore, the cooperation of the publishers to cover major topics together
logically presents itself. !

P. Fejér, former member of editorial staff of the investigative programme Reportéri (The
Reporters), also speaks about the lack of personnel at the time: “The programme was
unquestionably under-staffed, and not only in reporters. We lacked a dramaturg, a spotter,
someone who would be able to bring topics that could be worked on. Reportéri was a fast
travelling train, there was a settled team of reporters and you would have to ask each one of
them, why they had not gone into an open confrontation with the politicians.* Journalist M.
Vagovi€ also points out insufficient personnel and funding in our country. He says that “our
newsrooms lack personnel and, therefore, not enough people are working on cases. Besides,
it takes time and money, while the outcome is often uncertain. We embark on topics where
we are not able estimate the result ahead. In addition, many media are owned by oligarchs
and this raises doubts about the level of journalists’ freedom in uncovering important
affairs.”* Vagovi¢ then adds that there is another problem of frequent lawsuits that the
investigative journalists are confronted with. His words about lawsuits are also confirmed by
a case from December 2019, where we again encounter differences between definitions (this
time of law) and the practice. We are talking about a case, in which the Office for Personal
Data Protection of the Slovak Republic calls on investigative journalists from Czech
investigative website Investigace.cz to identify the source of the recording of M. Ko¢ner and
D. Trnka, otherwise they are facing a fine of ten million Euro.>* In October, the website
Investigace.cz publicised a recording, in which M. Koc¢ner installs a spy camera in the office
of former general prosecutor. The Office also asks them to explain, whether they possess
other recordings and where these are. The response of Investigace.cz was clear: “Out of
principle, we protect our sources. As all good journalists and, according to European
legislation, it is not only our right, but a direct obligation, to protect them. > It is an absurd
situation, as the journalistic source protection is enshrined in the Act No. 167/2008 Coll. on
Periodical Press and Agency News Service (Press Law), which states that “a periodic press
publisher and press agency shall be obliged to keep confidential the source of information
obtained for publication in the periodicals or in agency news and also the content of such
information, so that the identity of the source cannot be established...”® The obligation to
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[2020-03-31]. Available at: <https://soda.o2.sk/pribehy/rozhovor/investigativny-novinar-peter-valcek-nechceme-
sa-zmierit-s-tym-ako-to-tu-funguje/>.

32 MIKUSOVIC, D.: Pavol Fejér zo zastavenych Reportérov: Neviem, komu je Reznik zaviazany, nerozhodol
sam. [online]. [2020-03-31]. Available at: <https://dennikn.sk/999196/pavol-fejer-zo-zastavenych-reporterov-
neviem-komu-je-reznik-zaviazany-nerozhodol-sam/>.

33 JANOCKO, J.: Marek Vagovic: Nasi citatelia oceiujii, Ze vieme vysvetlit zlozité kauzy jednoduchym spésobom.
[online]. [2020-03-31]. Available at: <https://gaudeo.sk/marek-vagovic/>.

3 STRUHARIK, F.: MediaBrifing: Uradnici strasia investigativcov 10-miliénovou pokutou. [online]. [2019-03-
31]. Available at: <https://dennikn.sk/1693680/mediabrifing-uradnici-strasia-investigativcov-10-milionovou-
pokutou/?ref=suv>.

35 Investigace. [online]. [2020-04-30]. Available at: <https://www.investigace.cz/prohlaseni-redakce-investigace-
cz-zdroje-chranime/>.

36 Zdkon & 167/2008 Z. z. o periodickej tladi a agentirnom spravodajstve a o zmene a doplneni niektorych
zakonov (tlacovy zdkon). [online]. [2020-03-31]. Awvailable at: <https://www.ustavnysud.sk/zakon-o-
periodickej-tlaci-tlacovy-zakon->.



Megatrends and Media: On the Edge

protect the source is also confirmed by the case-law of the European Court of Human Rights,
as well as by the Slovak Syndicate of Journalists and its code of ethics that says that: “the
Jjournalist is obliged to keep his information sources secret as long as he is not exempted
from that duty by the informant.”” The case, when the Office or other public authorities
interfere in activities of the journalists uncovering cases of corruption might not be isolated;
it suffices to look at the results of the OECD survey (Economic Surveys and Country
Surveillance), which was conducted in 2017 and received a total of 101 responses from 43
countries. The main objective of the survey was to find out how investigative journalists
investigate and uncover corruption stories and also their opinions on the interaction with
authorities. According to the survey, 35% of the responding journalists obtain primary
information on possible corruption activities from so-called whistleblowers. Only 22% of
them feel safe reporting on corruption cases and 58% had been contacted by law
enforcement authorities in connection to their investigation.*®

Conclusion

Defining investigative journalism is like defining good art or good literature — it is easier to
point to examples of its practice, write V. Stetka and H. Ornebring in a case study that
examines the state of investigative journalism in Europe.*® According to their results, majority
of investigative journalists in Slovakia have relative autonomy. In this regard, we ranked
higher than the Czech Republic, Hungary, Poland, Lithuania or Bulgaria.*® Although the
aforementioned research is a few years old, we can agree with its results even today. In the
light of socio-political conditions in central Europe, Slovakia is still a country, where the
highest constitutional actors do not interfere with the independence of press in a significant
way. In Poland, the government has taken control over the media,*! and in Hungary, we are
also witnessing continuous efforts of its Prime Minister V. Orban to gain more and more
control over the legal and regulatory framework for media, which has been confirmed by a
survey of AP agency published by the American non-governmental organization Freedom
House.*> Whether we are talking about case studies, results of surveys or comparisons of
individual definitions, we find it especially important to sensibly assess each case, situation or
personality that is connected to the term “investigative journalism”, so that the term that
represents a meticulous, concentrated, and respectable work of journalists is not abused by
those who try to undermine its values, as investigative work involves greater risks for the
journalists and their sources, whether these are lawsuits, vindictive attacks or murders. As an
example, we present an assassination of Martin O'Hagan, a journalist from Northern Ireland,
from 2001 or a shooting of the Russian journalist Anna Politkovska in 2006.** Unfortunately,
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we do not have to go that far to find a similar case in our country. Although the murder of the
investigative journalist J. Kuciak is a precedent in the Slovak media environment, there is
evidence of spying and surveillance of other Slovak journalists that could have led to similar
tragedy. Therefore, investigative journalism needs more support from the government, law
enforcement authorities, and also the public. In the seminary thesis, we have placed emphasis
on the definitions of theoreticians in the area of investigative journalism and the issues related
to defining who is an investigative journalist (not only) in Slovakia today. Through
comparison of theoreticians and investigative journalists, we have stated differences between
theoretical premises and the practice, which we have translated into the state of the Slovak
investigative journalism and the problems and challenges it is currently facing, as we consider
it important to gain a better insight into the social significance of investigative journalism in
Slovakia.
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EDUCATION AS A PREREQUISITE FOR BUSINESS DEVELOPMENT
IN THE ICT SECTOR

Ivana Bestvina Bukvi¢ — Ivana Purdevi¢ Babi¢ — Maja Harsanji

ABSTRACT:

As development of the Information and communication technologies (ICT) influences the competitiveness of all
business sectors and overall economic growth, the authors conducted a research on factors influencing the ICT
sector’s development. In indentifying business development factors the surveyed ICT professionals emphasized
the role of state activities in ensuring favorable and encouraging business environment and quality high
education. The quality education is of high importance as inability to reduce shortages of skilled ICT
professionals can negatively affect innovation, profitability and earnings of ICT companies. Following these
findings, the research of the existing skill gaps and the relevance of the education for the ICT sector growth was
conducted. The aim of the research was to evaluate success of the current education model in following ICT
sector needs. In analysing the results of the survey conducted on 120 ICT professionals it was found that they
believe that the education is most important activity by which the state and its institutions can influence the
development of the ICT sector where most of them consider that the state should intensify education of ICT key
personnel in order to stimulate the sectors growth. As well, this research revealed most important specific fields
that should be taught in more extent and with involvement and coordination with the ICT professionals.

KEY WORDS:
business environment, education, industry needs, information and communication (ICT) sector, skill gaps

1 Introduction

Commonly known characteristics of Information and communication (ICT) sector are rapid
changes that affect the development of all other industries and the global economy.!?3* By
infiltrating in all business spheres the ICT gradually started to transform the industrial
economy into a knowledge based economy® influencing the labor efficiency and businesses
profitability. It is obvious that the advantage of the benefits provided by this development
flywheel have to be used to ensure the dynamics of future economic development. In this
sense, it is necessary to identify development prerequisites and needs of the ICT sector and
provide a favorable and supportive business environment that will enable its further growth.
Previous authors’ research observed the ICT sector’s growth perspectives and identified the
economic key factors that are influencing its development. It was concluded that the strategic
long-term perspective approach to the development of the national ICT sectors is essential. In
identifying the obstacles for the Croatian ICT sector development, the inadequate number of

"' CIOACA, S. 1. et al.: Assessing the Impact of ICT Sector on Sustainable Development in the European Union:
An Empirical Analysis Using Panel Data. In Sustainability, 2020, Vol. 12, No. 592, p. 2-15.

2 DRACA, M. et al.: The Evolving Role of ICT in the Economy: A Report by LSE Consulting for Huawei.
London : London School of Economics and Political Science, 2018, p. 4-7. [online]. [2020-05-01]. Available at:
<http://www.lIse.ac.uk/business-and-consultancy/consulting/assets/documents/the-evolving-role-of-ict-in-the-
economy.pdf>.

3 ROSARIO, C. et al.: The Impact of Information and Communication Technologies on Countries Economic
Growth. In DA SILVA, A. L., TOMIC, D., GRILEC, A. (eds.): Sustainability from an Economic and Social
Perspective. Varazdin : Varazdin Development and Entrepreneurship Agency, 2019, p. 414-420.

* YIE, M. S., NAM, S. J.: The Impact of ICT Sector on Economic Output and Growth. In Informatization
Policy, 2019, Vol. 26, No. 2, p. 25-44.

SHOVE, D.: 4 fit-gap analysis of the National Certificate (Vocational)—Information Technology and Computer
Science curriculum against the needs of the South African ICT industry. [Master’s thesis]. Stellenbosch :
Stellenbosch University, 2019, p- 98. [online]. [2020-04-26]. Available at:
<http://scholar.sun.ac.za/bitstream/handle/10019.1/105914/hove_national 2019.pdf?sequence=1&isAllowed=y>
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high-skilled employees was emphasized.® It is clear that one of the areas where continuous
improvements need to be implemented is the labor market and the education of skilled work
force. The public education system is the first in a line of those responsible for the
development and qualification of young ICT professionals as “the current technological
revolution widens the gap between education and work; as the introduction of new
technologies, changes the nature of knowledge and skills required by companies.*” “This
situation poses important challenges for university managers and academics as there is an
urgent need to find a way that allows a better alignment between universities and business.”
However, Llorens Garcia and associates have shown that the Universities are not taking into
consideration the needs of the dynamic and changing industry where the profile of the young
ICT professionals after graduation, in terms of soft skills, stayed the same during the last
decade. The authors argue that if Universities do not succeed to recognize the businesses
needs the ICT sector could lose its competitive edge. The aim of this research was to
contribute to the ongoing discussion and to identify possibilities for improvements of the
education model in the ICT related study programs thus indirectly influencing better business
perspectives of the ICT sector. Following, after the recent literature review the authors have
set up following research questions: Is the education model following the ICT industry
expectations?; Which knowledge and skills should Universities teach at a greater extent in the
future?; What state activities are the ICT professionals considering as most important for the
development of the ICT sector? The authors conducted a review of the recent literature and a
survey on the sample of 124 ICT experts (of which 120 valid questionnaires were included in
the further analysis) whose results are presented as follows. The next chapter gives a review
of previous empirical studies on the existing skill gaps in the ICT industry and the relevance
of the quality educational model for the ICT development. Following literature review, the
research methodology and the results of the empirical study were presented. The last chapters
are giving discussion on research findings, conclusion and recommendations for policy-
makers, limitations of this research and recommendations for the future research.

2 Literature Review

Development of the information and communication technologies (ICT) is setting the newest
challenges towards Universities, their teachers and students and state institutions.” They are
challenged to change the ways of teaching and learning, to adopt their study programs to the
latest digital trends regardless of the primary fields of study. Per example “many university or
college business programs offer majors or concentrations of small business management, but
few of them offer a course of information technology (IT) for small business, despite the fact

S BESTVINA BUKVIC, I.: Impact of Business Environment on the Development of Regional ICT Sector: Case
Eastern Croatia. In TONKOVIC, M., CRNKOVIC, B. (eds.): 7th International Scientific Symposium Economy
of Eastern Croatia — Vision and Growth. Osijek : Faculty of Economics in Osijek, 2018, p. 11-20. [online].
[2020-04-15]. Available at: <https://www.dropbox.com/s/9mquurgla6jl8kq/GIH%202018.pdf?d1=0>.

"HOVE, D.: 4 fit-gap analysis of the National Certificate (Vocational)—Information Technology and Computer
Science curriculum against the needs of the South African ICT industry. [Master’s thesis]. Stellenbosch :
Stellenbosch University, 2019, p- 98. [online]. [2020-04-26]. Available at:
<http://scholar.sun.ac.za/bitstream/handle/10019.1/105914/hove _national 2019.pdf?sequence=1&isAllowed=y>
8 LLORENS GARCIA, A. et al.: ICT skills gap in Spain: Before and after a decade of harmonizing the European
Higher Education Area. In Computer Applications in Engineering Education, 2019, Vol. 27. No. 4, p. 934.

° DAS, K.: The Role and Impact of ICT in Improving the Quality of Education: An Overview. In Infernational
Journal of Innovative Studies in Sociology and Humanities, 1990, Vol. 4, No. 6, p. 98-102.
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that ICT plays an important role in the management of innovative small businesses.*!°

Consequently, integration of ICT is setting open issues in front of Universities some of those
are: lack of awareness, knowledge and positive attitude of authorities, staff and policy-
makers, lack of availability of adequate ICT infrastructure high operational costs and high
level of obsolesce rate of ICT infrastructure and knowledge.!! Furthermore it is important to
harmonize state instruments and measures and to analyse the achieved results with the aim of
continuous adjustments of the existing state policies, development measures and activities.!?
There are numerous researches analysing the existence of the skill gaps and shortages
between the ICT industry (employers) expectations and the University study programs, i.e.
the skills that are actually being acquired by students. At the same time, new technologies are
developing the demand for new skills that are not being taught on the University, which,
during time, further increases the insufficiency of qualified workforce '3 while the outdated
programs are losing their attractiveness. Per example, the rare “strong evidences to show that
the market for traditional programming languages is on its way to extinction.”'* As the result,
some of the young professionals after graduation face obstacles and need to upgrade their
knowledge as of the misalignment of the knowledge and skills acquired on their Universities
with the industry needs.!> Additionally, Loyalka and associates state that the quality of the
study programs and the skill gained in computer study programs considerably differ across
countries. They analysed comparable study program results in China, India, Russia, and the
United States and found that there were potentially higher skill gains in the United States that
could be the result of the “higher quality teaching or stronger linkages between college
performance and employment outcomes“!® This finding is significant as it shows the
comparison of the computer science skills among students coming from “four major
economic and political powers that produce approximately half of the science, technology,
engineering, and mathematics graduates in the world.«!”

Additionally, it has to be emphasized that the ICT businesses are preferring industry
certifications over academic certificates. The reasons for that are: “Firstly, industry
certifications are developed by industry itself. Therefore, the certifications are considered
relative and in line with industry requirements. Secondly, industry certifications are current;
that is, most industry certifications expire after a period of three years, with others having an

10 WANG, S., WANG, H.: Design and Delivery of a New Course of Information Technology for Small
Business. In Journal of Information Systems Education, 2015, Vol. 26, No. 1, p. 37.

' MIR, S. A.: ICT Integrated Higher Education: Prospects and Challenges. In International Journal of Research
in Economics and Social Sciences (IJRESS), 2019, Vol. 8, No. 2, p. 3.

12 BESTVINA BUKVIC, I, PURDEVIC BABIC, 1.: Catching the ICT Development Trends: What are the
0dds?. In BUCKOVA, Z., RUSNAKOVA, L., SOLIK, M. (eds.): Megatrends And Media — Digital Universe.
Trnava : FMK UCM in Trnava, 2019, p. 35-53.

13 BRUNELLO, G., WRUUCK, P.: Skill Shortages and Skill Mismatch in Europe: A Review of the Literature.
In IZA — Journal of Labor Economics, 2019, Vol. 8, No. 12346, p. 26.

14 KOONG, K. S. et al.: A Study of the Demand for Information Technology Professionals in Selected Internet
Job Portals. In Journal of Information Systems Education, 2020, Vol. 1, No. 1, p. 24. [online]. [2020-4-20].
Available at: <https://aisel.aisnet.org/jise/vol13/iss1/4>.

15 AKDUR, D.: The Design of a Survey on Bridging the Gap between Software Industry Expectations and
Academia. In JOZWIAK, L., STOJANOVIC, R. (eds.): 8th Mediterranean Conference on Embedded
Computing (MECO), Budva : MECOnet Institute (Mediterranean Excellence in Computing and Ontology),
2019, p. 1. [online]. [2020-4-20]. Available at:
<https://www.researchgate.net/publication/333635133 The Design of a Survey on Bridging the Gap betwe
en_Software Industry Expectations and Academia>.

16 LOYALKA, P. et al.: Computer science skills across China, India, Russia, and the United States. In
Proceedings of the National Academy of Sciences, 2019, Vol. 116, No. 14, p. 6735.

17 Ibidem, p. 6732.
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expiration period as low as twelve months.,,'* This is forcing the ICT professionals to stay in
line with the new technologies, tools, practices and concepts. For previous reasons the ICT
integrated programs are usually not sufficiently widespread and are having a limited number
of students. Except relative rapid obsolescence of knowledge acquired within ICT study
programs there is an issue of existing differences among understanding of Universities and
industry with respect to the importance of certain skill categories. In analysing this question,
Aasheim and associates encountered on significant differences and mismatch in expectations
and what is actually being taught between Universities and the industry. Although the ICT
sector is placing more importance on ‘“hardware concepts, operating systems, leadership
skills, entrepreneurial/risk taker traits, high overall college grade point average, packaged
software skills, and work experience on a broader level “both groups ranked the importance
of these categories in the following decreasing order: interpersonal skills, personal skills,
technical skills, organizational skills, experience, grade point average.“!” In identifying
underrepresented areas in ICT study programs on Moscow universities Platov and associates
found that those are “programming, working with open software, the principles of ICT
functioning.”® The survey was conducted in 2019 on 250 students of which 83% had work
experience. The most important ways that the students were using to acquire digital skills
were combination of university study programs (85%), self-learning (53%) and work
experience (51%). They emphasized that the programming (41%), work with software on
independent platform (37%) and principles of ICT (33%) were not sufficiently represented on
study programs.?! Of course, it has to be taken into consideration that different positions in
ICT sector require different set of skills and certifications, but at this point of time, the sector
is still highly volatile and not developed to the extent that the specific skills could be observed
separately within the sector. 22

Additional problem is relative unattractiveness of the ICT related study programs as
Kaarakainen found that less than 5% of future Finnish students are planning to study or work
within the ICT sector.?® This is interesting information as the young are using ICT technology
and keeping track with technology and digital innovations on a daily basis but it seems that
they are not equally interested to work in the industry itself. For previous reasons the ICT
integrated programs are usually not widespread and are having a limited number of students.
Although questions risen are more complex that could seam at a first look, the authors wanted
to investigate the importance of Universities in providing the skilled future employees where
attitudes of the ICT professionals on education as activity by which the state and its
institutions should influence the development of the ICT sector and the knowledge and skills
that should be thought at a greater extent in the future, were risen. Based on these research
questions, the following research statements were formed:

8 HOVE, D.: 4 fit-gap analysis of the National Certificate (Vocational)—Information Technology and
Computer Science curriculum against the needs of the South African ICT industry. [Master’s thesis].
Stellenbosch  :  Stellenbosch  University, 2019, p. 99. [online]. [2020-04-26]. Available at:
<http://scholar.sun.ac.za/bitstream/handle/10019.1/105914/hove national 2019.pdf?sequence=1&isAllowed=y>
9 AASHEIM, C. A. et al.: Knowledge and Skill Requirements for Entry-Level Information Technology
Workers: A Comparison of Industry and Academia. In Journal of Information Systems Education, 2009, Vol. 20,
No. 3, p. 354.

20 PLATOV, A. V. et al.: Gaps in educational programs in the context of global digitalization. In Advances in
Economics, Business and Management Research, 2019, Vol. 105, No. 1, p. 728.

2! Ibidem, p. 730.

22 DESPLACES, D. E. et al.: What Information Technology Asks Of Business Higher Education Institutions:
The Case of Rhode Island. In Journal of Information Systems Education, 2020, Vol. 14, No. 2, p. 195.

23 KAARAKAINEN, M. T.: ICT Intentions and Digital Abilities of Future Labor Market Entrants in Finland. In
Nordic journal of working life studies, 2019, Vol. 9, No. 2. p. 120.
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e HI1: The ICT experts which believe that the most important activity by which the state and
its institutions can influence the development of the ICT sector is education will more
probably consider that that the government should intensify education of key personnel in
order to stimulate the growth of the ICT sector.

e H2: Most ICT professionals believe that the Universities should teach Development in a
greater extent.

3 Methodology and the Results of the Research

The research was conducted in 2019 and on 124 ICT experts from which 120 valid
questionnaires were included in the further analysis. The ICT experts participated in this
research are mainly from Croatia (91.07 %) working in companies with different dominant
ICT activities. Their answers on questions regarding their firms’ dominant activity (V1), place
of firms’ registration (V2), approximate total revenue for the previous year (V3), firms’ size
(V4), number of firms’ employees (V5), participants role in firm (V6), whether or not they
believe that currently the most important activity by which the state and its institutions can
influence the development of the ICT sector is education (V7) as well as do they think or not
that the government should intensify education of key personnel in order to stimulate the
growth of the ICT sector (V8) and do they think that Universities should teach at a greater
extent in the future: Business apps and processes within digital workplace (V9), Development
(V10), Design (V11), Gaming (V12), Cloud Development (V13), Project management (V14),
Planning Basics (v15), Time management (V16), PR and social networks (V17) or some other
knowledge and skills (V18) as well as their opinion whether or not a stimulating business
environment should have openness of educational and scientific institutions to changes in
study programs to achieve ICT sector development. (V17), were analysed for this research.
More than one third of participants (36.61%) expressed that J62.0.1 - Computer programming
activities is the dominant activity of their company and 43.75% of participants stated that
their company was registered in capital city, Zagreb. Also, more than a third of participants
(34.82%) claimed that their company approximately had total revenues more than 2.700.000
EUR in 2018 year. In addition, more than a third participants (36.61%) revealed that their
company is a medium size company and little less than a third claimed that their company has
more than 150 employees. The largest number of participant (43.75%) stated that their role in
the company is team member.

62.5% of participants believe that education is currently the most important activity by which
the state and its institutions can influence the development of the ICT sector. The greatest
number of participants (66.96%) thinks that the government should intensify education of key
personnel in order to stimulate the growth of the ICT sector. When it comes to their opinion
regarding which knowledge and skills should Universities teach at a greater extent in the
future, more than a half of them (54.46%) consider that it should be the Business apps and
processes within digital workplace, majority of them (78.57%) believes that it should be the
Development, more than a half (59.82%) that it should not be the Design, majority (74.11%)
that it should not be the Gaming, more than a half (58.93%) that it should not be the Cloud,
54.46% of participants that it should be the Project management, more than a half (53.57%)
that it should not be the Planning Basics or the Time management (57.14%), majority of
participants indicated that it also should not be the PR and social networks or some other
areas (99.11%). Furthermore, more than a half of participants (54.46%) consider that a
stimulating business environment should have openness of educational and scientific
institutions to changes in study programs to achieve ICT sector development. The Chi-square
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test of independence was used to discover whether or not the variable V7 is associated with
any other variable. The test showed that at the level of significance 0.05 there is statistically
significant association between V6 and V7 (y(4) = 13.55, p = .0089) as well as variables V6
and V14 (y(1) = 7.26, p = .007). Additionally, Cramer's V measure of strength showed that
there is strong association between variables V6 and V7 ( .35) while Phi measure revealed
moderate ( .25) association between variables V6 and V14. The Statistica 13 software was
used to generate association rules. Altogether, 132 rules were extracted whose minimum
support and confidence where not lower than 50%. Overall, 98 rules had lift value higher than
1. (see Table 1).

Table 1: The obtained rules with sufficiently good lift values

Body ==> Head Support (%) | Confidence (%) Lift
VS8 1 ==>| V7 1 53.57143 80.0000 1.280000
V7 1 ==>| V8 1 53.57143 85.7143 1.280000
V7 1,V18 0 |==>| VS8 1 52.67857 85.5072 1.276908
VS8 1 ==>|V7 1,VI8 0 52.67857 78.6667 1.276908
V7 1 ==>| V8 1,VI8 0 52.67857 84.2857 1.275676
V8 1,VI8 0 |==>| V7.1 52.67857 79.7297 1.275676
Vi2 0 ==>| VI8 0,VIl 0| 54.46429 73.4940 1.228556
V11 0 ==>| VI8 0,VI2 0| 54.46429 91.0448 1.228556
VI8 0,V12 0 |==>| VIl 0 54.46429 73.4940 1.228556
VI8 0,VI11 0|==>|VI2 0 54.46429 91.0448 1.228556
Vi2 0 ==>| V11 0 54.46429 73.4940 1.228556
V11 0 ==>|VI2 0 54.46429 91.0448 1.228556

Source: own processing

Based on the obtained lift and confidence value, the most important obtained rule stated that
probability that ICT experts will consider that that the government should intensify education
of key personnel in order to stimulate the growth of the ICT sector, if they believe that
currently the most important activity by which the state and its institutions can influence the
development of the ICT sector is education (85.00%). Although, this rule has the lift value the
same as another rule, it has higher confidence than that rule. Figure 1, gives association rules
with sufficiently good lift values.
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Chart 1: Association rules with sufficiently good lift values
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As shown by Figure 1, the highest individual support was achieved by the nod V9 0 (business
apps and processes within digital workplace should not be taught to greater extent) while the
V8 0 (other than already stated skills or knowledge should not be taught to greater extent)
and V17 0 (PR and social networks should not be taught to greater extent) have the highest
relative joint support and V7 1 (Education is currently the most important activity by which
the state and its institutions can influence the development of the ICT sector.) and V8 1 (the
government should intensify education of key personnel) the highest lift.

4 Discussion

The results of this research indicated that the state should be involved in a development of its
ICT sector through positive development measures that was confirmed by previous authors’
studies.?* The novelty was found in the statement which was given by the most participants
that the education is currently the most important activity by which the state and its
institutions can influence the development of the ICT sector where government should
intensify education of key personnel in order to stimulate the growth of the ICT sector, which
confirmed the first research statement. The reason for that was found in a fact that “skill
shortages and mismatch are costly to individuals, firms and society because they negatively
affect earnings, productivity, innovation and productivity growth. The effects on earnings can
be quite persistent.“?*> Nevertheless the skill gaps on a labor market continuously persist.?¢ It
seems that that in shaping the new study program curriculums, Universities are not taking into
full consideration the needs of the industry thus contributing to preservation of existing of

2 BESTVINA BUKVIC, I.: Impact of Business Environment on the Development of Regional ICT Sector: Case
Eastern Croatia. In TONKOVIC, M., CRNKOVIC, B. (eds.): 7th International Scientific Symposium Economy
of Eastern Croatia — Vision and Growth. Osijek : Faculty of Economics in Osijek, 2018, p. 11-20. [online].
[2020-04-15]. Available at: <https://www.dropbox.com/s/9mquurgla6jl8kq/GIH%202018.pdf?d1=0>.

23 BRUNELLO, G., WRUUCK, P.: Skill Shortages and Skill Mismatch in Europe: A Review of the Literature.
In IZA — Journal of Labor Economics, 2019, Vol. 8, No. 12346, p. 26.

26 LLORENS GARCIA, A. et al.: ICT skills gap in Spain: Before and after a decade of harmonizing the
European Higher Education Area. In Computer Applications in Engineering Education, 2019, Vol. 27, No. 4, p.
935-941.
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mismatch between skills and industry needs.?” For that reason the authors were investigating
which skills and competences should be taught in a greater measure with the aim of
developing recommendations for the Universities and policy-makers. The research statement
which claims that most of the respondents believe that the Universities should teach
Development in a greater extent is accepted as 78.57% respondents gave affirmative response
to this field. It is interesting to see that majority of respondents out of ten categories selected
following three: Development, Business apps and processes within digital workplace and
surprisingly Project management. The importance of project management skills was
emphasized in study given by Desplaces and associates?® which confirmed that project
management skills are significant for the ICT industry positions, where the higher
compensations were connected to ,higher educational levels, higher number of database
administration or architecture certifications, and higher number of project management
skills.“? In addition, Development field (especially programming Languages and Web
Development) was accounted as important by Koong and associates where it was found that
coding skills in contemporary languages were required by most jobs posted. Only a quarter of
job posts required communication skills,>* where it seems that, in line with the results of this
research, soft skills overall are not so highly positioned, but the technical skills ar