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‘I URGE YOU TO SEE THIS...’. 
CLICKBAIT AS ONE OF THE 
DOMINANT FEATURES OF 
CONTEMPORARY ONLINE 

HEADLINES
Paulina Mormol1

Abstract
With the arrival of the Internet the already-existing mass media have undergone a complete 

revolution. Among the most affected subtypes one could easily distinguish the press, which had to 
find its own place within the new medium. The fierce competition in the realm of online publishing 
has engendered a number of idiosyncratic linguistic devices used to lure the readers. One of the 
most popular ones is the phenomenon recognized as clickbait, i.e. an umbrella term for a number of 
techniques used to attract attention and arouse curiosity. In the following paper, we shall investigate 
the presence of the said phenomenon in online headlines. In order to do that we shall perform a cor-
pus-based analysis of the data acquired from the most popular American social news outlets on the 
Internet, namely Buzzfeed, TMZ and E!Online. Apart from establishing the extent to which clickbait 
has dominated online headlines, we shall also pinpoint and discuss the specific linguistic techniques 
used to attract potential readers.

Keywords: clickbait, headlines, digital media, online newspapers

INTRODUCTION

The emergence of leading-edge technology significantly affected the world of jour-
nalism. Willingly or otherwise, the traditional news outlets had to get involved in the pro-
cess of digitization, i.e. the way in which various facets of human life are rebuilt around 
mass communication and sundry Internet-based systems and services [Brennan and 
Kreiss, 2016, as cited in Duffy and Ang, 2019]. While the influence of digitization on jour-
nalism is, in many ways, positive, as it facilitates access, innovation, connectivity and 
search ability [Duffy and Ang, 2019], it is also viewed as a threat to the quality of the 
published content [Mompart et al., 2015, as cited in Garcia et al., 2017].

Naturally, the alliance of journalism and technology had an impact on both the read-
ers and news providers. Today, reading news online is an essential element of human 

1 Paulina Mormol, MA of English, PhD candidate at the University of Rzeszów, Institute of En-
glish Studies, Faculty of Philology, Rzeszów University, ul. Mjr. W. Kopisto 2B, 35-315 Rzeszów; e-mail: 
paulinamormol@onet.pl. ORCID: 0000-0001-9316-8440.
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life, as Internet users are supplied with seemingly unlimited online resources that offer 
all sorts of information [Chakraborty et al., 2016]. Because of that abundance, reading 
news became hurried and superficial [Jiang et al., 2019] ‒ in fact, readers who are often 
lost in the thicket of both valuable and useless information base their reading choices 
solely on the accompanying headline. Supplying news for the society hungry for infor-
mation and knowledge is a challenge for journalists, who have to excel in creativity, but 
also demonstrate strategic digital competences [Garcia et al., 2017]. Mastering the fore-
going set of skills is crucial because of the cut-throat competition in the realm of online 
journalism, as well as the current business model which relies on reaping profit from the 
advertisements displayed on the publisher’s website rather than subscription services or 
implementation of the pay wall. Simply stated, attracting readers who are willing to click 
on the links is of utmost importance, thus the content is usually adjusted to their prefer-
ences, frequently at the expense of its quality [Chakraborty et al., 2016; Iwasiński, 2018].
This leads to the publication of shocking, attention-grabbing articles that often obscure 
the boundary between reality and fantasy [Alves et al., 2016; Chen et al., 2015].

The following article aims to add to a growing body of literature on online headlines. 
In the discussion to follow, we shall scrutinize the presence of clickbait in online news 
titles. To that end, we intend to perform a corpus-based analysis of the relevant data 
mined from three online news outlets, i.e.Buzzfeed, TMZ and E!Online. The result shall 
shed some light on sundry linguistic devices used to lure audiences, as well as the extent 
to which clickbait governs online headlines in the domain of soft news.

ON HEADLINES

The single most striking element of any article is its headline. Vividly described 
as vignettes of the news reports, headlines carry the weight of the published pieces of 
writing by constituting a bridge between the reader and the article [Palau-Sampio, 2016]. 
The scope of the investigated term remains a topic of vigorous scholarly debates; hence, 
for the purpose of the following article we shall adopt a working definition, according to 
which a headline is a distinguished graphic design, a short title above newspaper report 
or an online article, related to but visually separated from the rest of the journalistic work, 
consisting of at least one and a maximum of a few sentences. Traditionally headlines 
aspired to present a concise and factual account of the story described in the article or 
a summary of its key points, but they also stimulated and engaged the reader, as well 
as inspired him/her to challenge the existing world-view [Scacco and Muddiman, 2016; 
Jiang et al., 2019].

While a headline has always occupied a pivotal role in printed journalism, it grew to 
the position of supreme prominence in the age of online media [Garcia et al., 2017]. The 
blossoming of digital reporting transformed the form and functions of headlines [Scacco 
and Muddiman, 2016]. Currently, journalists responsible for composing news titles are 
preoccupied with one, fundamental question, namely “what makes the reader click?”[B-
lom and Hansen, 2015, p. 87]. The yearning for the greatest possible number of website 
visits combined with the sense of bitter rivalry in the world of the news media triggered 
a considerable change in the functionality of a headline, which now has to attract rather 
than inform [Jiang et al., 2019]. Consequently, headline creators have to be extremely 
careful with their word choice, since a well-chosen selection of lexical units guarantees 
high positions in web search results [Garcia et al., 2016].And although journalists have 
always tried to devise effective techniques to lure the readers, more often than not, on-
line headlines incorporate eminently questionable methods, referred to collectively as 
clickbait [Blom and Hansen, 2015; Garcia et al., 2016].

CLICKBAIT AND ITS FEATURES

As hinted above, online headlines, which usually disguise hyperlinks to relevant arti-
cles, strive to deliver clicks in order to generate revenue. Even though ensnaring readers 
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is not an easy endeavour, certain curiosity-inducing techniques can be applied to achieve 
success [Kuiken et al., 2017; Biyani et al., 2016]. Such measures, recognized as clickbait, 
have recently gained popularity among both headlines creators and linguists.

The available descriptions of clickbait do not succeed in providing a coherent pic-
ture of the phenomenon in question; still, we shall present some of its notable features. 
To begin with, clickbait is defined as an umbrella term with a fairly pejorative connota-
tion, characterized by being deceptive, derivative and of poor quality [Kuiken et al., 2017; 
Iwasiński 2018]. What clickbait refers to, however, remains open to dispute. Specifically, 
Iwasiński[2018], Potthast et al. [2016]and Biyani et al. [2016] see it as a type of web 
content, Kuiken et al. [2017], Chakraborty et al. [2016] and Blom and Hansen [2015] view 
it as means of attracting website visitors, and Zannettou et al. [2019] and Garcia et al. 
[2017] treat it as a variety of online headlines. Despite the above discrepancies, the func-
tional aspect of the discussed term is indisputable - clickbait aspires to capture attention 
by awakening one’s curiosity and/or arousing emotions, so as to prompt the reader to 
click on the headline and maximize the financial profit of the publisher [Iwasiński, 2018; 
Kuiken et al., 2017; Blom and Hansen, 2015; Potthast et al., 2016].Clickbait differs from 
regular headlines in several ways, one of them being the fact that various luring-oriented 
strategies adopted by regular headlines are justified by the actual content of the articles, 
whereas the content preceded by clickbait headlines is usually below par. For that rea-
son, using clickbait is often equated with betraying the ideals of high-grade journalism 
[Lockwood, 2016].

From the cognitive perspective, the efficacy of clickbait stems from the so-called 
curiosity gap, a phenomenon rooted in Lowenstein’s information-gap theory of curiosity 
[Potthast et al., 2016].In short, the said concept is based on the assumption that any in-
quisitive individual is internally motivated to acquire information that he/she is missing, 
in order to minimize or eradicate the feeling of deprivation. The determination to fill in 
the existing knowledge gap is enough to entice the reader into clicking on any headline 
which alludes to events with undisclosed outcomes [Potthast et al., 2016; Chakraborty 
et al., 2016].

By and large, clickbait revolves around the notion of the unknown - “something un-
named is referred to, some emotional reaction is promised, some lack of knowledge is 
ascribed, some authority is claimed” [Potthast et al., 2016, p. 810]. Aside from being rec-
ognized on the basis of cryptic references, clickbait can be also identified via recurring 
linguistic and typographic features. As a rule, the effectiveness of such headlines is sup-
ported by the application of strong adjectives, adverbs (often in their superlative forms) 
and nouns, exaggeration by means of hyperbolic words, profanity, shortened forms, 
quotes, exclamations, formulaic chunks, capital letters and distinctive punctuation pat-
terns [Biyani et al., 2016; Potthast et al., 2016; Alves et al., 2016; Chakraborty et al., 2016]. 
The granularity of the above-mentioned characteristics is substantial; however, clickbait 
also utilizes certain idiosyncratic techniques that are immediately associated with the 
term in question. Undoubtedly, the most prominent one is forward referencing [Kuiken et 
al., 2017; Potthast et al., 2016], which can be described as “referring to something with 
a demonstrative before introducing the referent (e.g. This is why you should read this 
article)”[Lockwood, 2016: 2]. In their in-depth study, Blom and Hansen [2015] distinguish 
two varieties of the discussed linguistic means, namely discourse deixis(i.e. referenc-
es at discourse level) and cataphora (i.e. references at phrase level).Importantly, while 
forward referencing is a potent instrument in the panoply of clickbait techniques, as it 
highlights the unknown and gives the impression of unpredictability and anticipation 
[Scaccao and Muddiman, 2016], the readers who want to obtain the needed information 
solely from the headline may find it irritating [Blom and Hansen, 2015]. Another distinc-
tive clickbait technique entails using interrogative forms [Kuikenet al., 2017; Lockwood, 
2016; Scaccao and Muddiman, 2016]. Such a practice capitalizes on the curiosity gap, 
since most readers assume that the answer to the question asked in the headline can 
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be found in the main body of the article; however, in accordance with Betteridge’s law 
of headlines „any headline that ends in a question mark can be answered by the word 
no.”2 Moreover, clickbait headlines abound in numbers [Kuiken et al., 2017; Potthast et 
al., 2016]. Using numerals is an element of a bigger phenomenon, known as culture-jack-
ing, which boils down to the application of a fixed formula that consists of a number, 
a culturally-appealing allusion and a desirable kernel of knowledge (e.g. “Three Things 
Gandhi Can Teach You About Marketing”)[Kerswell, 2013, as cited in Alves et al., 2016, 
p. 204]. Needless to say, the combined persuasive force of numerals, which imply brev-
ity and cultural references, which seduce readers by evoking prominent public figures 
and phenomena is tremendous. A fairly similar technique, which also employs numbers 
while supplanting cultural references with hyperbolic words (e.g. “13 Unbelievable Ways 
You Can Fry a Small Egg with a Sock”) is known as visualization [Kerswell, 2013, as cit-
ed in Alves et al., 2016, p. 205]. Here, the brevity of numerals is bolstered by the use of 
strong adjectives, which advance the process of creating a mental image of the article. 
Emotional appeal, the final technique we shall describe, relies on evoking contradictory 
feelings (e.g. “We Don’t Hear Enough From Native American Voices. Here’s an Inspiring 
Message from One”) [Alves et al., 2016, p. 206]. Often touching upon controversial, so-
cially important issues, the emotional appeal technique consists in enticing both posi-
tive and negative reactions(e.g. outrage and uplift) from readers, which translates into 
popularity on social media [Lockwood, 2016].

Despite recent reports that clickbait is no longer effective, headline creators con-
tinue to use it [Lockwood, 2016; Potthast et al., 2016]. Numerous content publishers 
remain undeterred by the widespread criticism of the discussed phenomenon, which is 
condemned for being schematic, pervasive and most importantly, deceptive. As click-
bait headlines fail to provide the promised content, they leave the readers feeling dis-
couraged, manipulated and wary of any information published online [Alves et al., 2016; 
Chakraborty et al., 2016; Biyani et al., 2016; Iwasiński, 2018]. This seems particularly 
unsettling regarding the fact that many people view clickbait and online journalism as 
interchangeable terms. Unfortunately, not only is clickbait found in 8 out of 10 European 
news media outlets [Garcia et al., 2016], but it also expands into new territories, including 
academic papers [Lockwood, 2016].Various efforts aimed at eliminating the problem 
cumulated in the invention of clickbait-detecting software, which blocks unwanted con-
tents [Chen et al., 2015; Biyani et al., 2016; Chakraborty et al., 2016].

Historically speaking, clickbait is not a thoroughly modern invention, as it can be 
traced back to headlines found in yellow journalism, i.e. a variety of newspaper writing 
anchored in sensationalism and exaggeration, aimed at luring readers with its substan-
dard content and appealing news titles[Alves et al., 2016; Zannettou et al., 2019]. A typ-
ical representative of yellow journalism is tabloid, i.e. an all mass-circulation paper that 
provides purely entertaining value. Oddly enough, yellow journalism seems to benefit 
from technological progress. Bytreating the Internet as a new platform for growth rather 
than a hostile party, yellow journalism makes the most of the World Wide Web, which 
ensures quick publication, large circulation and limited verification of the news [Alves et 
al., 2016].

DATA AND METHODOLOGY

At the outset, the following analysis is based on the assumption that headlines 
function as parts of bigger texts, yet at the same time they are individual entities, thus 
they can be analyzed in isolation [Fries, 1987]. The investigated headlines have been 
gathered from 3 universally popular American websites specializing in soft news (i.e. 
highly entertaining stories that often rely on exaggeration, sensationalization and fabri-

2 https://web.archive.org/web/20090226202006/http://www.technovia.co.uk/2009/02/tech-
crunch-irresponsible-journalism.html.
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cation and thereby clickbait), namely Buzzfeed, TMZ and E!Online. Data collection span 
need 1 week, starting from August 1st to August 7th, 2019. The final corpus consists of 
767 headlines, 354 of which have been derived from Buzzfeed, 147 from TMZ and 266 
from E!Online (9799 words in total). It should be stressed that all headlines published 
within the above-mentioned time frame have been incorporated into the corpus, except 
for quizzes and sponsored articles. As regards the specific procedures, the corpus was 
accessed and analyzed manually, while the investigation focused on determining the 
prevalent linguistic aspects of click bait. In order to extrapolate click bait patterns in 
online headlines, a primarily qualitative approach has been adopted; however, certain 
elements of qualitative research have also been incorporated into the analysis, so as to 
show the prevalence of the investigated phenomena.

THE ANALYSIS

By all appearances, the most common clickbait technique used in online headlines 
is the extensive use of numerals, as it was observed in 132 examples gathered for the 
study; however, the captivating effect brought by numbers is usually reinforced by other 
luring devices. Take, for instance, the following examples:

[1] 5 Things You Didn’t Know About VS Model Valentina Sampaio[BF]
[2] 24Reactions To Zendaya Singing In The “Euphoria” Finale[E!]

With the benefit of hindsight, the above headlines can be categorized as instances 
of culture jacking. This clickbait technique remains vastly popular in various online news 
outlets due to its remarkable potency. Specifically, the use of numerals proves useful for 
the readers, as it helps to assess the length of the article and needless to say, contempo-
rary audiences opt for shorter, more compact texts. Mentioning the name of a culturally 
significant person, on the other hand, guarantees a substantial number of clicks. The 
above examples show two ways in which the name of a celebrity can be exploited. First 
of all, the headline may pledge to impart some previously unknown piece of information 
pertaining to a famous person. Second of all, the headline may promise to offer a kalei-
doscope of opinions about the said celebrity; this allows the readers to confront their 
outlooks with the standpoints of other people. An interesting offshoot of culture jacking 
can be observed in the examples below:

[3] Kim Cattrall Reveals What Samantha Jones Would Think of Her New Filthy Rich  
Character [E!]

[4] Paul Wesley Reacts to Nina Dobrev’s Confession About Their Vampire Diaries  
Relationship [E!]

 
Such headlines offer a twist on culture jacking technique by excluding numbers and 

introducing a new element, namely a verb, which suggests that the celebrity himself/her-
self will share a closely guarded secret or a personal opinion on a controversial topic in 
the main body of the article. In short, the foregoing method boils down to the application 
of the formula X reacts/reveals/speaks out/reflects on Y, in which X stands for the name 
of a famous person and Y stands for a culturally relevant topic.

Apart from culture jacking, numbers are often incorporated into the visualization 
technique, as can be seen in the foregoing examples:

[5] 24Precious And Hilarious Animal Tweets Guaranteed To Brighten Your Day [BF]
[6] 27 Strange And Disturbing Things People Have Actually Seen In Guys’ Apart-
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ments [BF]

Visualization, as the name itself implies, aspires to establish a mental representa-
tion of the article in the minds of the readers. To that end, it employs numerals (which 
once again, are indicative of the potential terseness of the article) combined with co-
lourful, both positively (e.g. precious, hilarious) and negatively (e.g. strange, disturbing) 
charged adjectives. Unlike culture jacking, visualization contains no reference to famous 
people - in fact; it is usually applied in headlines describing seemingly mundane details 
of everyday life. Using evocative adjectives in headlines not only renders the following 
piece of writing more attractive, but it also suggests that reading the actual content of 
the article will produce a sought-after emotional reaction, such as joy or bewilderment. 
The foregoing technique appears to be fairly popular, as it was observed in 77 headlines 
found in the corpus.

Headlines accumulated in the corpus also employ the technique recognized as 
emotional appeal, which was spotted in 27 headlines amassed for the analysis. In order 
to unveil its intricacies, let us zoom in on the following examples:

[7] After Being Harassed And Pushed Out Of A Shell Oil Refinery, This Woman  
Pushed Back. [BF]

[8]  Latino Man And His Nephew Went To Walmart Together To Buy School Sup-
plies. Only One Came Home.[BF]

  
Perhaps the best way to present different facets of the method in question is to 

scrutinize the foregoing headlines. The first example presented above can be considered 
a classic illustration of emotional appeal. Most often, such headlines can be divided into 
two parts that fulfil different roles - whereas the first segment of the sentence delineates 
the situation that arouses indignation; the following phrase reinstates a sense of reas-
surance. Articles advertised by such headlines are quite popular, since they satisfy one’s 
curiosity and the need for uplifting news. Insofar as the second example is concerned, 
here the procedure is somewhat different. While the sentence starts with a description of 
an ordinary situation, the shocking result presented in the second part creates an emo-
tional impact. Needless to say, the readers are willing to click on the headline to find out 
details provided in the article.

As a rule, online headlines involve both strong lexical units and hyperbolic words, as 
evidenced by the following instances:

[9] Here Are The 13 Best Horror Movie Jump Scares Of All Time[BF]
[10] 16 Fan Theories About Movies You Love That Will Absolutely Blow Your 

Mind[BF]
[11] The Cutest Thing You’ll See All Day Is the Cast of Stranger Things Surprising 

Their Biggest Fans [E!]
[12] Pink Just Epically Trolled the Mom Shamers Coming After Jessica Simpson 

[E!]
[13] TIMES SQUARE PANIC
 TOTAL CHAOS DUE TO MASS SHOOTING FEAR...
 Dozens Injured After Motorcycle Backfire [TMZ]
[14] A$AP ROCKY
 RETURNS TO U.S.
 HOW ECSTATIC AM I!?! [TMZ]
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The corpus compiled for the purpose of the foregoing study contains countless ex-
amples of strong, hyperbolic lexis. To illustrate, the events, objects and people described 
in the headlines are fascinating, amazing, hilarious, damn funny, infuriatingly gross, too 
pure for this world, seriously messed up, literally hysterical, unsettling, mind-blowing and 
groundbreaking. Moreover, reading the article will blow your mind, brighten your day, make 
everything better, confuse the hell out of you, challenge your view of the world or even have 
you screaming and crying at once. It scarcely needs to be said that the foregoing expres-
sions are just a drop in the lexical pool of deliberately exaggerated expressions amassed 
in the corpus. As might be expected, hyperbolic lexical units influence readers to a high 
degree, especially with regard to young audiences, which crave extremes.

Predictably, the corpus includes numerous instances of forward referencing; more 
specifically, 56 headlines incorporating the foregoing technique were found in the corpus 
Some of the examples can be seen below:

[15] Here’s Proof True Thompson and Dream Kardashian Are Living Their Best Lives  
This Summer [E!]

[16] These Journalists Are Facing Huge Threats And Injustice For Pursuing The 
Truth BF]

[17] This Picture Is The Only Proof You Need That Henry Cavill Is Actually Prince 
Eric [BF]

Linguistically speaking, the above headlines incorporate instances of forward ref-
erencing at the discourse level, a widespread practice in the domain of clickbait jour-
nalism. Such headlines accentuate the presence of the unknown, which automatically 
foreground the existence of the curiosity gap. Sundry discourse deixis, such as here’s, 
these or this, to name but three, shepherd the readers towards the actual content of 
the article, which could potentially offer comprehensive explanations one is looking for. 
Currently, forward referencing is prevalent in online headlines to a point where various 
combinations of discourse deixis can be seen as fixed expressions.

While the data gathered from Buzzfeed and E!Online are by no means visually pe-
culiar, the typography and punctuation of TMZ headlines are distinctive, as evidenced by 
the following examples:

 
[18] KATY PERRY
 ORDERED TO PAY $550K FOR ‘DARK HORSE’ DEFEAT
 ...Capitol Hit for $1.2 Mil!!! [TMZ]
[19] SMOKEY ROBINSON
 REPUBLICANS HAVE TO STOP TRUMP
 ...What Are They Afraid Of?!?[TMZ]

Quite exceptionally, TMZ headlines have a structured form which can be divided 
into 3 sections, namely the name of the person or the event the article refers to at the 
top, the main piece of information in the middle and additional details at the very bottom. 
Aside from luring the readers by means of diversified typography that includes a mixture 
of upper- and lower-case, TMZ headlines also utilize idiosyncratic patterns of punctua-
tion. Even a cursory look at the relevant data is enough to notice the extensive employ-
ment of exclamation points, often mixed with question marks, which are used to indicate 
strong feelings, express emphasis and sensationalize the presented story. Ellipsis, on 
the other hand, signifies unfinished thought or a slight pause, which makes the headline 
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more dialogical and thereby appealing.
Finally, quite a few headlines in the corpus assume the form of a question:

[21] Meghan Markle Isn’t The First Royal To Guest-Edit A Magazine - So Why Is  
 Everyone So Mad About It? [BF]

[22] Just How Risqué Will the New Gossip Girl Be on HBO Max? [E!]

Various interrogative structures that appear in headlines are a force to be reckoned 
with, since they cull their persuasive power directly from the curiosity gap. Although such 
questions are often deceptive, the urge to discover the missing piece of information that 
ought to be included in the main body of the article is irresistible. However, due to over-
use, interrogative forms are no longer sufficient; therefore, as evidenced by the above 
examples, they tend to revolve around figures and phenomena that are culturally impact-
ful at the given moment. To make the headline even more tempting, the already-compel-
ling message may be further improved by means of appropriate vocabulary that implies 
scandalous content (e.g. risqué) or the presence of antagonism (e.g. mad).

 Regardless of the fact that the above-mentioned corpus was treated as a cohe-
sive unit during the analysis, a brief look at its individual components may also produce 
interesting results. And so, a quantitative examination of the section derived from Buzz-
feed reveals that traditional titles which simply summarize the content of the articles 
they precede constitute a minority - as a matter of fact, every 2 out of 3 headlines employ 
various clickbait techniques. This seems to be in line with claims made by Alves et al. 
[2016], who maintain that in recent years Buzzfeed became the epitome of clickbait. 
The analysis of the second part of the corpus, composed of headlines obtained from 
TMZ, shows that the process of attracting readers can be founded upon typographic and 
punctuation-related measures. Since TMZ headlines habitually include essential details 
of the described story in the headline, it can be assumed that the said website utilizes 
clickbait sparingly. Finally, the exploration of the data provided by E!Online exposes the 
presence of clickbait in approximately half of the collected examples. And although the 
foregoing quantity is appreciable, it must be stressed that for the most part the head-
lines published on E!online website are not blatantly deceptive.

CONCLUSIONS

The aim of the paper was to provide an account of, as well as the motivations be-
hind the ubiquitous use of clickbait in online headlines. Taken together, the results sug-
gest that the discussed phenomenon remains prevalent in soft news titles published 
on the Internet and while certain luring methods are nearly universal, different websites 
adopt alternative approaches concerning the extent to which clickbait appears in their 
headlines. More to the point, whereas news outlets such as Buzzfeed, which built their 
current standing on the discussed technique, create headlines that are an overtly mis-
leading preview of the article, others, such as E!Online, embrace more subtle tactics by 
using clickbait in moderation. Aside from the lexical level of clickbait mentioned above, 
the process of baiting the reader for clicks can be realized on the visual level, as evi-
denced by the diversified typography and punctuation of TMZ headlines - such a strategy 
can be seen as carrying the legacy of printed tabloids. Bearing these slight differences 
in mind, it should be stressed that all investigated websites utilize clickbait, as using it 
became an indispensable element in the process of adaptation to the new medium, i.e. 
the Internet.  

Clickbait, however, would not exist without the language, which serves its objec-
tives well. Miscellaneous techniques discussed and presented in the paper, including 
forward referencing, culture jacking, visualization and emotional appeal (not to mention 
hyperbolic lexis and interrogative forms) are executed by dint of linguistic vehicles that 
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evoke curiosity and trigger emotional reactions. Nevertheless, such methods are hardly 
ever used individually - a possible explanation for this might be related to the overuse 
of various clickbait constructions, which became fossilized over time and consequently, 
their effectiveness decreased.

Looked at from a broader perspective, the above-presented prevalence of clickbait 
in online media creates a number of implications for the whole field of contemporary 
journalism. Crucially, the widespread presence of the phenomenon in question can be 
treated as conclusive proof that the informative function of a headline became obso-
lete. The pursuit of global circulation paired with the quest for instant publication trans-
formed pieces of news into commodities, which have to be sold in order to generate rev-
enue -and needless to say, the potential profit arises from the perceived attractiveness 
of the headline rather than its informative qualities. Despite the undeniable usefulness 
of clickbait in the process of luring the readers, the ubiquity of the investigated term con-
duces to the act of pushing the boundaries of what is considered acceptable in the realm 
of journalism further and further. This, in turn, impinges upon the already-poor quality of 
the published content, thereby undermining the time-honoured traditions of the printed 
press.
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DISPLAYING LABELED 
QUANTITATIVE DATA

Marcin Kozak1

Abstract
The information world is full of labeled quantitative data, in which a number of qualitative cat-

egories are to be compared based on a quantitative variable. Their graphical representations are 
various and serve different audiences and purposes. Based on a simple data set and its different vi-
sualizations, we will play with the data and their visual representation. We will use well-known charts, 
such as a regular table, a bar plot, and a word cloud; less-know, such as Cleveland’s dot plot, a fan 
plot, and a text-table; and new ones, constructed for the very aim of this essay, such as a labeled 
rectangle plot and a ruler-like graph. Our discussion will not aim to choose the best graph but rather 
to show the different faces of visualizing labeled quantitative data. I hope to convince the readers that 
it is always worth spending a minute on pondering how to present their data. 

Key words: visualization, bar plot, labeled rectangle plot, ruler-like graph

INTRODUCTION

Scientific and popular science literature, mass media newspapers and magazines, 
and the Internet exploit various data using various representations. Such data can rep-
resent practically all areas, like economy, politics, biology; be of various size, from very 
small (three or four, and sometimes even two values) to so-called big data (e.g., of bil-
lions of values); have various aims, from presenting several values to inform or entertain, 
through exploring data to learn more about the underlying processes, to complex scien-
tific analysis; and so on. 

Data can vary, and their representations can vary as well. Sometimes it will be a sen-
tence giving several values. It can be a table—a small one, with just several values; or of 
medium size, covering half a page; or quite a big one, like those in statistical tables pub-
lished by official statistics agencies. It can be a simple graphic, like a pie chart showing 
proportions or a bar chart showing raw values (like costs) or a line plot showing trends 
over time, etc. It can be a complex graphic, showing many values. It can be a map. It can 
be a hybrid design, like a text-table or an infographic, the latter aiming to present some-
times quite complex information in an interesting and eye-catching way. 

Here, I wish to invite you to join me in a discussion on one particular situation: 
graphical displaying one-way labeled data. Such data are grouped by one factor, and so 
such displays graph several quantities representing several groups. Scientific examples 
are commonplace. For mass media, two prominent examples are official statistics data 
(e.g., the unemployment rate in the EU countries) and opinion polls. When discussing 
such data, I will use two standard terms, typically used for one-way data: a variable (the 
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unemployment rate in the example above) and groups (the EU countries). It will not be a 
scientific discussion aiming to choose the best type of visual representation of the data 
we will use. Instead, we will discuss various existing tools and propose new ones, not 
necessarily effective in terms of visual perception, but maybe effective in fulfilling other 
aims a graph’s creator can have.

AIMS OF VISUALIZATION

What is the best way of graphing such data? In fact, is there any single best tech-
nique for one-way data? 

To answer these questions, we should first try to address another question: How 
would we define the aims of displaying one-way labeled data?

The answer seems easy: To show the data. But this answer is way too general. 
Being more inquisitive, we might say: To facilitate group-to-group comparison. True, but 
how should we approach such a comparison? You can make a direct value-to-value com-
parison (this candidate had 54% of votes and thus beat the other one who had 13% of 
votes...) or a relative comparison (... is about four times as large). An appropriate graph-
ical layout can facilitate seeing the groups in order of the characteristic of interest, but 
it can also facilitate the quick localization of a particular group, for example thanks to 
an alphabetical ordering. A graphical layout can also facilitate a table look-up of values 
(for example, by adding numeric labels to the graphical elements representing the corre-
sponding values, or by adding a grid). For skewed data, the comparison can be simplified 
by transforming a numeric variable, for example using logarithms. 

Note, however, that we are discussing a particular situation here: We have one vari-
able and several groups, and we do not need to consider any error or uncertainty in the 
data. If we did, we would also have had to discuss how to include such additional infor-
mation on a graph.

But outside of the scientific realm, graphs often aim to draw the attention of poten-
tial readers. For instance, glancing through a magazine, the readers having a number 
of texts to choose from might single out one that catches their eyes, and a fancy graph 
could be this eye-catching detail. An attractive graph in this context is not necessarily 
easy to read and, actually, does not have to convey the message, but it does have to di-
rect the reader’s attention. Multiple pie chart offers one example of such a graph [Kozak 
et al. 2015], but Tufte [1983] offers more examples. 

Sometimes, it is important to help the viewer remember the data. But note that to 
remember the data does not mean to remember the graph. While helping the viewer re-
member the data can be difficult, helping him or her remember the graph can be simple: 
replace the bars in a bar plot with smiling devil faces of appropriate heights, or, even bet-
ter, put in the background a fabricated photograph of a naked famous politician, prefera-
bly with added big hairy belly. Many will remember such graphs, but who will remember 
the data they showed? Borkin et al. [2015], in their fascinating study on the memorability 
of visualizations, observed that well-designed pictograms helped the viewers to remem-
ber a visualization—so maybe it is not true that the only thing one would remember is the 
belly and not the data? Without devoted research, however, it is difficult to say. Bateman 
et al. [2010] opposites the claim that all such “visual junk” is junk indeed. The experiment 
they provided showed that graphs with such visual junk were not read with less accuracy 
than were their plain alternatives—and that they were better recalled!

Again: The point is to make a graph in such a way that your aims are fulfilled. Some 
of these aims can be achieved at cost of other aims. For instance, attention can be 
attracted at a cost of making the graph difficult to read, by adding a lot of color that re-
sults in undesirable clutter; or the graph can be made easy to read at cost of boring the 
audience. 

We could list more aims here, but there is no point in multiplying them. The point is 
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that every graphic lives its own life, has its own aims, and is directed to a specific—broad-
er or wider—audience. So, let us forget about a dream of specifying one general set of 
rules for graphing labeled quantitative data (let alone visualization in general). Instead, 
let us play with an example data set and use it to discuss what might be the best way to 
display such data. We can use such a study to shed some light on a broader context of 
data visualization.

A DATA SET: VISUALIZING NUMBERS OF THREATENED SPECIES IN VARIOUS 
AREAS OF THE WORLD

We will use a small data set (Table 1) made available in the help for the fan.plotfunc-
tion from the plotrix package[Lemon 2006] of R[2019], used by Lemon and Tyagi [2009]. 
The data show the numbers of threatened species in six areas of the world, estimated by 
the International Union for Conservation of Nature and Natural Resources (IUCN).

Table 1. The number of threatened species per continent. Data come from Lemon and Tyagi 
[2009].

Continent No. of threatened species
Asia 7737

Africa 5994
Europe 1987

N&C America 4716
Oceania 2093

S America 5097

Assum that we want to graph the data to enable the viewer to compare the values 
both exactly and relatively. Displaying such a simple data set is usually no problem if the 
number of groups is not too big, like here. Is it indeed that simple?

Figure 1 shows a bar plot Lemon and Tyagi [2009] used to claim that this type of 
graph did not work well with these data. I agree with them—but we will get back to the bar 
plot later. First, let us consider what many users would likely choose to graph the data: 
the pie chart (Figure 2). While many people think of pie charts as an effective technique 
for displaying the relative sizes of various data values, many others disagree. It is suffi-
cient  to recall crude words that the help page for the pie function of R uses: “Pie charts 
are a very bad way of displaying information.” Since the pie chart does not help compare 
values relatively, it does not suit our aim, and so we need another type of display.

A lot has been written about the choice of visual elements on graphs [Tufte 1983, 
Few 2006, Kozak 2009], and Lemon and Tyagi’s bar plot does not follow these rules. I am 
not saying that one should always follow such rules—it all depends on the situation. But 
such was the reason behind Lemon and Tyagi’s [2009] proposal of the fan plot: Using the 
bar plot similar that in Figure 1, they claimed that the bar plot was inefficient to present 
the data from Table 1, hence the need for a new graph type. 

The fan plot aims to display one-way labeled data with a dual purpose of facilitating 
both direct and relative comparisons of values. The technique is offered in the function 
fan.plot in R’s plotrix package [Lemon 2006].
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Figure 1. The bar plot showing the data from Table 1, similar to the one used by Lemon and 
Tyagi [2009].

Figure 2. The pie chart showing the same data as does Figure 1.

Theoretically, the idea behind the fan plot is to show the exact values for the groups 
(like “Africa has around six thousand threatened species”) and facilitate comparing the 
groups in terms of the relative values (like “N&C America has over twice as many threat-
ened species as does Oceania”). It might be a subjective thing, but I have problems with 
both these aspects while reading Figure 3. Reading raw values is easy indeed, but not 
thanks to the graph’s design but thanks to the data labels directly shown on the graph. 
Assessing relative differences is easy only in reference to Asia, which had the biggest 
number of threatened species and hence—because of how the fan plot is constructed—
served as the visual benchmark for the other regions. Analyzing most (though not all) of 
the other relative differences is difficult.

Asia−7737

Africa−5994
S America−5097

N&C America−4716

Oceania−2093

Europe−1987

Figure 3. The fan plot for the studied data.
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So, I think Table 1 is at least as effective in displaying the data as the fan plot, al-
though the fan plot can be considered much more attractive. But there must be other 
visualization techniques which would do better than both table and fan plot. So, let us 
try to play with the data. In doing so, we should take account of the various contexts in 
which such data might be graphed.

PLAYING WITH THE DATA

Let us try to improve Table 1, using a text-table [Tufte 1983, Kozak 2007]. So, the 
number of threatened species per continent is:

Asia  7,737

Africa  5,994

S America 5,097

N&C America 4,716

Oceania  2,093

Europe  1,987

This tabular display exploits visual effects to make the data easier to read and com-
pare, like the monospaced font face and the order of groups by the value. Many readers 
would consider this text-table more effective than Table 1. We might try to make it even 
easier for visual comparison, like here [Kozak and Krzanowski 2010]:

Asia  7737

Africa  5994

S America 5097

N&C America 4716

Oceania  2093

Europe   1987

Let us move on to a graphical comparison of the number of threatened species per 
continent. Lemon and Tyagi claim that the bar plot (Figure 1) does not work here [Lemon 
and Tyagi 2009]. I agree the bar plotconstructed that way does not work, but generally 
bar plots can do quite a nice job to present such data. Few [2006] writes, “The truth is, 
I never recommend the use of pie charts... Bar graphs are a much better way to display 
this information.” Study Figure 4. Still a bar plot, it differs from that in Figure 1 in terms 
of three aspects. Firstly, the order by the number of threatened species is better for the 
group-to-group comparison than is the alphabetical order. Secondly, all the bars are red—
what purpose does differentiating them by color serve? Thirdly, why not use horizontal 
instead of vertical version of the graph? Less often used, the horizontal version of the 
bar plot makes it easier to visually compare the bars’ lengths (representing the groups’ 
sizes); reading horizontal labels is easier, too, especially (unlike here) long ones.

Figure 4: A horizontal bar plot for the data studied.
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Maybe Cleveland’s dot plot (Figure 5) can do better [Cleveland 1994]? In its basic 
version, the quantitative axis does not include zero, and the lines do not join the label 
with the dot. In Figure 5, however, these two elements facilitate grasping relative be-
tween-group differences [Jacoby 2006]. A choice for a scientific publication, this graph 
is not particularly attractive for nonscientific outlets. In science we do not need to draw 
the readers’ attention to the graphic, but in other outlets we often want to. In fact, Figures 
3 and 4 were much more attractive than is Figure 5, but they were so at cost of difficult 
interpretation.

Number of threatened species

Europe
Oceania

N&C America
S America

Africa
Asia

0 2000 4000 6000 8000

●

●

●

●

●

●

Figure 5: Cleveland’s dot plot for the data studied.

Figure 6 shows a different version of the dot plot. Instead of putting the group 
names at the y-axis, I put them within the data rectangle. So, I ignored Cleveland’s advice 
to put only necessary text within the data rectangle [Cleveland 1994]. Red points togeth-
er with the labels (which are in monospaced font on purpose—I consider it a nice visual 
effect) make the plot look differently—not so “scientific”—from the one in Figure 5. I had 
to deal with the difficulties with the relative assessment of the groups’ sizes, hence the 
rug (the short lines added to the horizontal axis, representing the exact group values). 
This graphic may attract attention, also by being atypical, and yet it seems to convey the 
desirable information in an easy to understand form.

Contemplating the fan plot, I came up with an idea of a similar plot which would 
be free of the drawbacks of the fan plot. See Figure 7 for the labeled rectangle plot. I 
have problems believing this is a novel type of graph, but I donott remember seeing it 
anywhere else. 

Figure 6: A modified version of Cleveland’s dot plot for the studied data.
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The idea behind it is simple: Construct a bar plot and join the bars so that they are 
superimposed one on another; the highest bar will be the widest while the smallest will 
be the narrowest. My first try with the labeled rectangle plot consisted of squares instead 
of rectangles, but it wasted too much space and looked a little clumsy. Even worse, 
seeing squares, the viewer might, even subconsciously, compare bar areas instead of 
heights. The use of rectangles is free from this issue. Because all the bars are next to 
the y-axis, a table look-up of values is as easy as in the regular bar plot, if not easier (cf. 
Figure 4). Assessing a ratio for any pair of values is simple. The graph attracts attention 
by the use of colors. It should also be easy to understand for most readers: Its similarity 
to the classical bar plot along with the numerical vertical axis should be enough for them 
to see that bars’ heights—not their area—are to be compared.

0

2000

4000

6000

8000
Asia

Africa

S America
N&C America

Oceania
Europe

Figure 7: The labeled rectangle plot for the studied data.

Figure 8 shows the ruler-like graph. (Unfortunately, I cannot use the term “ruler 
graph” because it’s been used in other scenarios.) Is it better than the previous graphs? It 
depends on the criteria, but in general it’s not. The readers should encounter no problems 
with reading the raw values and comparing their relative sizes. Its main advantage is its 
design, which is likely to attract the readers’ attention, likely much more than any other 
graph we have discussed so far.

Figure 8: The ruler-like plot for the data studied.
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Figures 9 and 10 show two versions of a data cloud, also called a word cloud or a 
tag cloud. Of course, because of their design, data clouds do not convey any of the mes-
sages we have dealt with in this paper—one will be able to neither read the values nor 
assess their relative sizes. But this visual technique is so effective in showing where the 
number of threatened species is the biggest that I could not resist mentioning it.

Figure 9: The data could for the studied data.

Figure 10: Another version of the data could for the studied data.

Conclusion

Bar plots, pie charts, dot plots, fan plots, labeled rectangle plots, ruler-like plots, 
data clouds, and other types of graphs can be used to visualize one-way labeled data—
depending on the type of data, the number of groups and their grouping, the audience, 
the aims, and the imagination of the graph’s author. In this particular situation, we might 
also present the data on a map showing the numbers of threatened species on the con-
tinents. This would be a different type of visualization, difficult to compare with those we 
have discussed: It would aim to show the geographical distribution of the problem. 

We could create many more types and versions of graphs, which would make sense 
in practice but not necessarily in this paper. This is because I hope I have made my point: 
Consider your data, consider your aims, consider your audience and the other circum-
stances, and make the plot that best fits this triad. Indeed, we could create many more 
graphs, and some of them might be better than those we worked with. Sometimes one 
type of display will do better; other times, another will. In certain situations, even a sen-
tence providing several numbers can do better than any tabular or graphical display. It all 
depends on the context. 

The point is, always be aware of what you are doing, and be ready for your work to 
be criticized; in the real world, the objectively best data display does not exist.

We have discussed both standard and non-standard types of display. Wherever 
I could, I referred to scientific evidence, for instance, from user studies conducted by 
Cleveland and his colleagues. Obviously, there can be no scientific evidence for newly 
created types of display, like the ruler-like graph. What is more, not always should we 
care about the perception effectiveness of the display tools we are considering. As al-
ready mentioned, sometimes we do not aim to provide the clearest picture of the data; 
instead, we might wish to direct the readers’ attention or to convince them. (And to con-
vince does not have to mean to show; sometimes to convince you have to hide; see Huff 
[1954])

So, this paperis not—and it is not for purpose—a valid scientific exploration of vari-
ous types of display for such data. Instead, we can treat it threefold. 
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First, we brainstormed displaying one-way labeled data. Ideas gained that way may 
constitute a material for scientific research. Here, for instance, we might wish to pursue 
with conducting a user study comparing the fan plot with the bar plot or with developing 
the labeled rectangle plot.

Secondly, we can move outside of science and consider this brainstorm a way of 
finding the best type of display in a particular situation. (You may find a similar—though 
a much shorter one and in a different context—brainstorm here: https://www.datareve-
lations.com/tag/lollipop.) Imagine you are a visualization expert in a weekly magazine, 
and you are to support an author working on a text on threatened species on the globe. 
She gives you the data from Table 1 and asks to graph them. So, what you do, is brain-
storm the problem, a process that should account for the magazine’s audience, the arti-
cle’s level of formality, the text’s style, and other circumstances. You are unlikely to follow 
the direct path I showed above, but you might do a similar thinking process, which would 
eventually lead you to the very best display of the data. Depending on the situation, you 
could either do it yourself or share the result with the author once you’re done, or you 
could include the author in the brainstorm, often—though not always—a more effective 
approach. In the former approach, if the author does not like the display you proposed, 
you would have to iterate the process, striving for both perfection and her acceptance. In 
the latter, you two being in constant disagreement might make it impossible to reach the 
final solution that would satisfy the both of you.

Finally, I have shown a few new possibilities of graphing such data. Since we have 
only discussed but not studied them, these proposals can be further explored in in-
depth, experimental studies. Who knows, maybe some of the ideas will be found valu-
able enough to become part of visualization toolkit? Some of them may become of more 
practical use, such as in mass media. So, feel free to take up these ideas and study them 
in detail.
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ON THE WAY TO ONLINE 
COMMUNICATION. ON THE 

CONTENT AND THE LANGUAGE OF 
“NOWY AKAPIT” MAGAZINE

Klaudia Kuraś-Szczepanek1

Abstract
The following article is devoted to the discussion about the structure, linguistic phenomena 

and genres occurring in the newspaper edited by the students of Polish Philology at the University of 
Rzeszów, who belong to the Student Journalists’ Club. Besides discussing topics of interest to young 
people, the article also describes the language used by the editors of the magazine, including refer-
ences to poetry, songs or advertising slogans. Furthermore, press genres presented in the journal 
are briefly discussed. Finally, the article also draws attention to the readership of the press in Poland.

Keywords: online press, press readership, language, journalistic genres 

INTRODUCTION 

Along with the passing of generations, the number of people who use the Internet 
is increasing. Every child attending primary school (or sometimes even at earlier stag-
es of education) is in the possession of electronic devices (e.g. smartphones, laptops, 
tablets), which allow him or her to access the World Wide Web and view the content it 
offers. The youngest generations rarely read books (including set books) and the press. 
People who have access to information online appreciate the ease with which they can 
acquire knowledge and consequently, they frequently opt for electronic editions of books 
and newspapers instead of the traditional printed ones. So, it comes as no surprise that 
the popularity of e-books (and audiobooks), as well as digital versions of newspapers, is 
growing year by year.

THE READERSHIP OF THE PRESS IN POLAND – RESEARCH RESULTS

A survey conducted by the Public Opinion Research Center (henceforth CBOS) on 
14-20 May 2015, by virtue of computer-aided face-to-face interviewing method (CAPI) on 
a representative sample of 1,048 adults living in Poland, shows that 64% of adult Poles 

1 Klaudia Kuraś-Szczepanek, MA of Polish, PhD candidate at the University of Rzeszów, In-
stitute of Polish Philology, Faculty of Philology, Rzeszów University, ul. Mjr. W. Kopisto 2B, 35-315 
Rzeszów; e-mail: klaudia.kuras@onet.pl. ORCID: 0000-0002-5428-1210.
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regularly use the Internet2. On average, they spend 13 hours per week online3. The num-
ber of people who use the Internet outside their place of residence is also increasing due 
to the growing popularity of mobile devices, especially smartphones4. The CBOS report 
states that “during the month preceding the survey, the online press was read by more 
than one-third of all adults, i.e. almost three-fifths of all Internet users (56%)”5. Every 
fourth reader is willing to pay for the press articles available on the Internet, but it con-
cerns mainly scientific, professional or specialist texts and economic analyses - content 
that facilitates the personal development of the recipient or improves his or her com-
petences. Readers do not declare their willingness to pay for rumours about celebrities 
or criminal news6. Positive conclusions can be drawn from research conducted by the 
Press Distribution Control Association (henceforth ZKDP), which shows that electronic 
editions will have a positive impact on press readership, as interest in digital versions of 
newspapers is growing7. To quote:

“Over the next 5 years, the readership of the press in Poland (both printed and digi-
tal) is expected to increase by 4-16%. The smaller share of the printed press will be more 
than compensated for by the readership of digital editions, much higher than it is today. 
Both forms of the press remain a valuable source of information and opinions, serving a 
significant cultural role also for young, educated audiences”8. 

The conclusions were drawn on the basis of a readership survey conducted by Mill-
ward Brown, which in turn, was commissioned by the Chamber of Press Publishers (in 
co-operation with the National Center for Culture). The study was carried out in October 
20139.

The research conducted by the ZKPD proves that press releases are perceived by 
the readers as valuable and reliable, which makes the press an important medium in the 
process of shaping public opinion. The analyses carried out by ZKDP confirm a 2.56% 
decrease in press sales in the first half of 2016, when compared to the results obtained 
in the first half of 2015. However, these data refer only to sales of newspapers in print-
ed form (sold in kiosks, shops and subscribed at regular prices)10. According to the re-
search, the press still has a very strong position in the market. One of the reasons behind 
it might be that the newspapers are treated by the respondents as a source of informa-
tion, by dint of which one can develop his or her interests and gain knowledge (according 

2 http://www.cbos.pl/SPISKOM.POL/2015/K_090_15.PDF, p. 1 [online: 22 March, 2017].
3 http://www.cbos.pl/SPISKOM.POL/2015/K_090_15.PDF, p. 5 [online: 22 March, 2017].
4 http://www.cbos.pl/SPISKOM.POL/2015/K_090_15.PDF, p. 18 [online: 22 March, 2017].
5 http://www.cbos.pl/SPISKOM.POL/2015/K_090_15.PDF, p. 11 [online: 22 March, 2017].
„W ciągu miesiąca poprzedzającego badanie prasę online czytała ponad jedna trzecia ogółu 
dorosłych, czyli niemal trzy piąte internautów (56%)”. Unless indicated otherwise, all the Polish quo-
tations cited in this paper were translated by me.
6 http://wyborcza.pl/1,91446,15488629,Badanie__Czytelnictwo_prasy_wzrosnie_dzieki_wers-
jom.html, p. 1 [online: 23 March, 2017].
7 http://www.pik.org.pl/upload/files/Raport%20RYNEK%2011-02-2014%20(R)%20word%20
IWP-1.pdf, pp. 29-33 [online: 23 March, 2017].
8 http://wyborcza.pl/1,91446,15488629,Badanie__Czytelnictwo_prasy_wzrosnie_dzieki_wers-
jom.html, p. 1 [online: 23 March, 2017].
„W ciągu najbliższych 5 lat czytelnictwo prasy w Polsce (łącznie drukowanej i cyfrowej) ma wz-
rosnąć o 4-16 proc. Mniejszy udział prasy drukowanej zostanie z naddatkiem zrekompensowany 
przez znacznie wyższe niż dzisiaj czytelnictwo wydań cyfrowych. Obie formy prasy pozostają cen-
nym źródłem informacji i opinii, o dużej roli kulturotwórczej, także dla młodych, wykształconych 
odbiorców”.
9 http://www.zkdp.pl/attachments/article/517/Raport%20RYNEK%2011-02-2014%20
(R)%20word%20IWP.pdf, p. 1-2 [online: 20 March, 2017].
10 http://businessinsider.com.pl/media/prasa/sprzedaz-tygodnikow-opinii-w-i-polroczu-2016-
roku/y149xpc, p. 1 [online: 21 March, 2017].
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to 70% of the respondents)11.
The publishers of the Polish press (e.g. “Gazeta Wyborcza”, “Rzeczpospolita”, “Prze-

gląd Sportowy”, “Gość Niedzielny” and many, many others) are aware of the growing 
interest in online newspapers. Therefore, in order to meet readers’ needs, besides pub-
lishing paper editions, they also introduce electronic versions - the so-called e-gazeta. 
Electronic magazines can be purchased once or subscribed to using e-kiosks. On the 
Polish market, websites such as www.egazety.pl, www.e-kiosk.pl, www.nexto.pl provide 
access to the online press and the overall offer of these companies includes over 500 
publications (including daily newspapers and popular magazines)12.

LANGUAGE IN THE MEDIA - SHORT DESCRIPTION

One of the key elements in the process of attracting the readers and thereby in-
creasing the readership is the language, which we shall now briefly describe. At the be-
ginning of our discussion about the language of the media, it is worth noting that at 
present, one of its most crucial aspects is connected to fulfilling the phatic function. 
In the case of the press, radio or television, the questions such as who is listening and 
what is being listened to, as well as who is reading and what is being read are seen as 
vital [Pisarek, 2012, p. 115]. Furthermore, as emphasized by the scholar, it is becoming 
increasingly important for the journalist to know how his or her text will be received by 
the readers [Pisarek, 2012, p. 122]. In order to attract and maintain the attention of the 
public, journalists frequently use the technique consisting in repeating both content-re-
lated and linguistic templates [Pisarek, 2012, p. 119]. As the author emphasizes, broad-
casters and reporters often use casual vocabulary, common phraseology (which is not 
limited to feature articles), as well as puns (used also in headlines, which - according to 
Pisarek - is sometimes in bad taste). Predictably, such practices can be also found in the 
student magazine in question. 

Żydek-Bednarczuk highlights the fact that the press published in the span of the 
last 20 years has been designed to intrigue, attract or shock the reader with the diversity 
of its forms of expression and content [Żydek-Bednarczuk, 2016, p. 310]. Moreover, one 
may notice the tendency to reach out to the culture of everyday life, and therefore to 
colloquialisms. Lubaś remarks that colloquial vocabulary, which appears in the media, is 
used mainly to win the approval of the reader. Furthermore, it aims to establish and main-
tain contact, as well as to turn the authors and the readers into equal discourse partners 
[Lubaś, 2012, pp. 196-197]. The students who create “Nowy Akapit” write about what is 
important to them, about their everyday life, as they often openly discuss their personal 
experiences. By involving the reader into their own stories and describing their own inter-
ests they exert a positive impact on the recipient of the texts. The authors of the articles 
convey their visions of reality which they evaluate, thereby hoping for achieving a sense 
of unanimity with the recipients [Lubaś, 2012, p. 197]. As Żydek-Bednarczuk points out, 
newspaper and magazine headlines often have interesting graphic, grammatical and 
phonetic forms. Both texts and text titles include lexical puns which involve metaphors 
or neologisms. What is more, journalists often restructure idiomatic expressions and 
utilize syntactic and stylistic puns. The author emphasizes that the linguistic layer of 
the published text often includes colloquial, emotionally-charged words, as well as com-
mon idiomatic expressions [Żydek-Bednarczuk, 2016, pp. 310-311]. Online headlines are 
usually compact, as they include a few words and answer the questions: who? what? 
where?. Moreover, journalists tend to use keywords that help to immediately identify the 
thematic scope of the text. According to Żydek-Bednarczuk, the headlines also fulfil the 

11 http://wyborcza.pl/1,91446,15488629,Badanie__Czytelnictwo_prasy_wzrosnie_dzieki_wers-
jom.html, p. 1 [online: 23 March, 2017].
12 http://www.komputerswiat.pl/poradniki/poradnik-kupujacego/internet/e-prasa/2010/05/
prasa-elektroniczna-czy-to-ma-sens.aspx, p. 1 [online: 21 March, 2017].
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emotional function, and their combination with iconic signs seems to be especially ef-
fective in online titles [Żydek-Bednarczuk, 2016, p. 315]. The conclusions drawn by the 
above-mentioned authors who analyse the language of media are also reflected in the 
magazine created by students of the University of Rzeszów, as we shall see in one of the 
following sections.

The characterization of the contemporary language of the press has been well-cap-
tured by Kita, who recommends to “ look at the language of the press as the result of 
subjective activities, where the needs of media broadcasters, their linguistic awareness 
and competence, as well as linguistic sensitivity, intentions and axiological attitudes are 
revealed - in short: recreating reality, but also creating it, focusing on the recipient and 
influencing him or her, as well as manifesting the individualism (here: mainly linguistic) 
of the creator of the text”13. [Kita, 2011, p. 302]. The above-described perspective of the 
author of the article rather than the reader seems to determine both the language and 
the linguistic functions of the published text. Still, it should be stressed that while pre-
paring articles, the authors strive to lure their readers, which in turn affects the choice of 
relevant vocabulary.

THE STUDENT PRESS IN POLAND

As Kurek points out, the student press, of which “Nowy Akapit” is a prime example, 
is edited by students and published for the students themselves. The author also em-
phasizes that the main objective of this type of press is to encourage young people to 
engage in journalistic endeavours, as well as to inspire social activity aimed at helping 
their local community and present the results of their own projects [Kurek, 2012, p. 57]. 
According to Kurek, the student press can be divided into the local press, which is direct-
ed towards the audience connected to one university or one city, as well as the national 
press; as might be expected, most magazines created by the students are published 
locally rather than nationally [Kurek, 2012, pp. 57-58]. The student press serves several 
roles - among the most prevalent ones, we shall distinguish informative, opinion-forming, 
controlling, socio-educational, integrative, promotional, entertaining and advertising. On 
the other hand, Grzechnik claims that in the case of student media (i.e. also the student 
press) the following functions come to the fore: providing information, animation, and 
promotion, as well as instilling educational values (implemented via learning workshops, 
introducing the notion of conscious journalism and taking responsibility for one’s words, 
to name but a few examples of the benefits one can reap from the active participation 
in student media [Grzechnik, 2018, p. 11]. Student media play an important role in the 
process of integrating the academic community and at the same time, they are an in-
tegral part of the student culture. Grzechnik also emphasizes the importance of this 
type of media in the context of creating the image of the university and believes that the 
potential of such news outlets is often underestimated. Furthermore, Kurek mentions 
that more and more student magazines are available in the electronic form ‒ this, in 
turn, often entails a dual manner of distribution, i.e. the traditional printed version and 
the Internet-based online variety [Kurek, 2012, p. 60]. As highlighted by Grzechnik, due to 
the use of the Internet, the contemporary student media have a global reach [Grzechnik, 
2018, p. 9]. Both authors report that today approximately 100-120 student magazines 
are published in Poland [Kurek, 2012, p. 59, Grzechnik, 2018, p. 19].

 Among the most popular student magazines in Poland we should enumerate 
the nation-wide monthly “Eurostudent”, the academic biweekly “Koncept”, the Students’ 

13 […] „spojrzeć na język prasy jako efekt działań podmiotowych, gdzie ujawniają się potrzeby 
nadawców medialnych, ich świadomość i kompetencja językowa, także wrażliwość językowa, ich 
intencje, postawy aksjologiczne – krótko mówiąc: odtwarzanie rzeczywistości, ale i jej kreowanie, 
orientacja na odbiorcę i oddziaływanie na niego, także przejawianie się indywidualizmu (tu: głównie 
językowego) podmiotu tekstotwórczego” [Kita, 2011, p. 302].
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Journal of the Jagiellonian University “WUJ”, as well as the journals “Lexu§”, “Głos Hu-
manisty”, “PEWU”, “ASPekt”, “Wiadomości ASP”, “Akademicki Kurier Polski”, “Plus AWF”, 
“Dlaczego”, “Gazeta Studencka” and “Parlament”. A complete list of student media in 
Poland can be found on the website forstudenta.pl in the “Studies” tab, which includes 
the organization’s database.

THE INCREASING POPULARITY OF ONLINE MAGAZINES

According to Żydek-Bednarczuk (after Poulet), the reports on the future of the press 
imply the disappearance of the news-oriented printed press [Żydek-Bednarczuk, 2016, p. 
309]. Along similar lines, Kuiken et al. [2017] anticipate that in the future, the traditional 
printed news might be replaced with the online press. Jarosz also emphasizes that the 
media experts have been predicting the end of this variety of press for some time now, 
due to the declining sales of the printed versions of newspapers [Jarosz, 2016, p. 465]. 
In turn, Bogdańska remarks that as a result of the continuous decrease in sales and 
press readership, publishers are obliged to increase the presence of newspapers on the 
Internet, which is motivated, amongst others, by pursuing the readers [Bogdańska, 2016, 
p. 149]. However, according to Jarosz, media consumers are still reluctant to pay for the 
access to the content that is published on the Internet.

Obviously, the emergence of the online press is a corollary of the ingenious in-
vention of the Internet, which not only transformed the whole field of the mass media 
[Hashim et al. 2007], but also the structure and language of specific articles published 
online [Kolodzy 2006]. Needless to say, various news publishers were forced to adapt 
their content to the new medium, which due to a number of its outstanding qualities, en-
abled effective transmission of information [Fernandes and Alturas 2013]. The authors 
dealing with the subject of the online press often mention its advantages. For example, 
Różycka emphasizes the superiority of online newspapers over their printed versions 
mainly due to the possibility to comment on the text immediately after reading it and the 
virtually instantaneous availability of the published content all over the world [Różycka, 
2014, p. 114]. Moreover, as the author notes, virtual reality is a place where the press is 
given favourable conditions to develop new forms of communication. As he points out, 
with the development of the Internet, more and more information are available in the 
form of photographs, video sequences, graphic and audio documents rather than just 
text. The above-mentioned forms of communication are now an integral part of most 
press services [Różycka, 2014, pp. 123-124]. On the other hand, Kreft states that owing 
to the promptness of the access to information and the ease with which the information 
can be found in the search engine, the value of an information product in an online chan-
nel increases and becomes much higher than the offering of the traditional channels 
[Kreft, 2010, pp. 64-65].When analysing the website Dziennik.pl, Jarosz observes that in 
contrast to those who publish in traditional media, the authors who do so online receive 
feedback on the number of readers who have looked into their text. Upon learning how, 
much time the audiences spent on the website with a given publication, the authors can 
estimate whether the readers have read the whole article or have given up reading the 
presented content [Jarosz, 2016, p. 475]. Furthermore, Żydek-Bednarczuk believes that 
the growing popularity of online newspapers is caused by the dissemination of visual 
culture and iconic phrases. This is because images have become a form of interpersonal 
communication and are gradually replacing texts [Żydek-Bednarczuk, 2016, p. 312].

It is also worth quoting (after Bogdańska) Bauer’s stance on Internet genres. The 
author argues that: “Press genres published on the Internet differ from the traditional 
ones in the use of multimedia technologies”. [Bogdańska, 2016, p. 158].14

The following article presents the content of the student magazine “Nowy Akapit” 

14 „Gatunki prasowe opublikowane w Internecie różnią się od tradycyjnych wykorzystaniem 
technologii multimedialnych”.
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issued by the University of Rzeszów - a publication which functions solely as a digital 
news outlet and which might be seen as evidence for the growing interest in the online 
press15. The research material for the following analysis consists of first eight numbers 
of “Nowy Akapit” magazine. This selection is grounded in the assumption that early 
numbers of a magazine are particularly significant in setting the tone of the publication 
and establishing its guiding principles. As regards the specific research methods, each 
number was thoroughly read in order to pinpoint the idiosyncratic linguistic features of 
the articles. The second part of the research focused on identifying the prevalent journal-
istic genres found in the magazine, as well as discovering the subject matters addressed 
by the students at the University of Rzeszów. Finally, it should be mentioned that the fol-
lowing analysis is of primarily qualitative nature, as the magazine in question is treated 
as a case study.

“NOWY AKAPIT” AS AN EXAMPLE OF AN ONLINE MAGAZINE

“Nowy Akapit” is a magazine published by the students of Polish Philology at the 
University of Rzeszów, who are members of the Student Journalists’ Club. The first is-
sue was released on the 19th of June 2015. The magazine is available on the issuu 
platform16. Students who are responsible for editing “Nowy Akapit” write with passion, 
present interesting topics and raise various issues. They take care of the language of 
published articles as well as the graphic design. Furthermore, they put all their heart and 
commitment into the creation of the magazine, as they themselves emphasize:

“Since we appreciate that you are still with us, we come back with even more 
strength, a lot of energy, a fresh outlook and a great deal of thought (...) We are here to 
grow - before your eyes and with your help. To do something for you and for ourselves. If 
you like to read us [i.e. our magazine], we like to write for you. Full of hope, enthusiasm, 
freshness - we wish you a pleasant <<reception>>”17.

By editing the magazine, the students gain experience, thereby actively preparing 
to work in the profession. They hone their editorial skills, discern problems affecting 
the community, and discuss topics happily read by the audience. Needless to say, the 
acquired skills will certainly be beneficial in their further journalistic work.

“Nowy Akapit” is a youth magazine targeted mainly at university students; however, 
a lot of interesting and useful information can be found here by high school students, ju-
nior high school students, as well as people interested in the discussed subject matters. 
It is impossible to list all the issues investigated by the editors of the analysed magazine. 
It is also difficult to grasp the main idea of “Nowy Akapit”, as its contents are quite eclec-
tic; however, we shall present some of the most common subject matters discussed in 
the magazine. To exemplify, “Nowy Akapit” is filled with articles devoted to the issues of 
studies (including information concerning student dormitories, student organizations, 
scholarships, virtual university, etc.). Owing to such articles, other students have up-to-
date knowledge about the changes introduced at the university, the duties they have to 
fulfil and the awareness of belonging to a social group. Furthermore, the editors explore 
cultural events organized in the city where they study, but also describe places in Poland 
that are noteworthy. Among the presented corners of the country, the most common are 
the mountains - the Bieszczady mountains, the Sudety mountains, the Tatra mountains. 

15 According to Jan Kreft, the first online newspaper The PaloAltoWeekly was established in 
1993 [Kreft, 2010, p. 63].
16 https://issuu.com/klubdziennikarzystudenckich [online: 13 March, 2017].
17 „Nowy Akapit” 7, p. 3; „Doceniając to, że cały czas jesteś z nami, wracamy z jeszcze większą 
siłą, mnóstwem energii, świeżym spojrzeniem i ogromem przemyśleń (…) Jesteśmy tu po to, żeby 
się rozwijać – na Twoich oczach i z Twoją pomocą. Po to, żeby zrobić coś dla Ciebie i dla siebie. 
Jeżeli lubisz nas czytać, my lubimy dla Ciebie pisać. Pełni nadziei, zapału, świeżości – życzymy Ci 
przyjemnego <<odbioru>>”.
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A lot of attention is devoted to personal development, various sports disciplines, new in-
ventions and technologies, as well as the lifestyle of the Polish community; additionally, 
the editors conduct interviews with people from the region who, in their opinion, deserve 
attention. They are not afraid to express their own standpoints, they like to intrigue the 
reader and thus make him or her reflect upon the presented issue. What distinguishes 
them from other magazines is, first of all, their often very subjective approach to the dis-
cussed topics. In the introduction to the 8th issue of the journal one can read:  

“(...) we expose some part of ourselves - we write about what touches us. (....) We 
are interested in a lot - that’s why this issue is saturated with articles and columns on var-
ious topics. It is up to you to choose which one of us you want to get to know this time”18.

According to the above-mentioned quote, the editors of “Nowy Akapit” perceive 
writing articles as unveiling mysteries about themselves. By deciding to present a given 
topic from a personal point of view, they allow readers to get to know themselves, their 
own story, work, hobbies or at least their attitude towards the raised issues.

THE LANGUAGE OF THE MAGAZINE

The editors of the analysed student magazine use the first-person singular in arti-
cles about their work or interests (they participate in), e.g. “I will rather not make a mis-
take by saying”19, “I provide services, I am wearing a working t-shirt, he pays - I listen 
humbly and obey”20. The already-mentioned subjectivity of the presented situations is 
manifested here, since these articles show the author’s personal attitude toward the 
subject. Because of this, the reader is aware of the authenticity of the discussed issue. 
In publications devoted to matters concerning a larger community (e.g. students), the 
authors use the first-person plural, thereby identifying themselves with the reader. To 
illustrate, they write “we sit and weep over materials”21. Sometimes they address the 
recipients directly, using the second-person singular, e.g. If “you reach for our text”22, 
“Concentrate! You have one decision to make”23. Due to the use of direct phrases, the au-
thors reduce the distance in the journalist-reader relationship and create an atmosphere 
of equality and friendly relations.

The authors of the publications are well-read. This is evidenced, above all, by the 
numerous references to various works of culture, journalism, etc. In the articles, you can 
find some well-known quotations. One of them is the aphorisms “Never give up on the 
goal only because it takes time to achieve it. Time will pass anyway”24, which appears 
in the article entitled Słów kilka o postanowieniach noworocznych / A few words about 
the New Year’s resolutions. The content of the text which ends with the above-mentioned 
quote, positively influences the desire to change one’s current life, as well as the confi-
dence in the ability to achieve successively set goals. It persuades readers to behave 
in a specific way, to have the right attitude, etc. Indeed, thanks to young people - pas-
sionate students - others are given a chance to believe in themselves and change their 
lives for the better. In the analysed articles, one can also spot references to poetry, e.g. 

18 „Nowy Akapit” 8, p. 3; „(…) obnażamy jakąś część siebie – pisząc o tym, co nas dotyka. (…) 
Nas interesuje wiele – dlatego ten numer nasycony jest artykułami i felietonami o różnorodnej tem-
atyce. Wybór, kogo z nas zechcesz tym razem poznać, należy do Ciebie”.
19 „Nowy Akapit” 8, p. 13; „raczej nie popełnię błędu, mówiąc”
20 „Nowy Akapit” 7, p. 14; „świadczę usługi, jestem w roboczej koszulce, on płaci – ja pokornie 
słucham i wykonuję”.
21 „Nowy Akapit” 5, p. 18; „Siedzimy i płaczemy nad materiałami”
22 „Nowy Akapit” 8, p. 3; „Jeżeli sięgasz po nasz tekst”
23 „Nowy Akapit” 2, p. 41; „Skup się! Masz jedną decyzję do podjęcia”
24 „Nowy Akapit” 3-4, pp. 18-19; „Nigdy nie rezygnuj z celu dlatego, że osiągnięcie go wymaga 
czasu. Czas i tak upłynie”
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“Die? One does not do that to a cat”25. This quote is taken directly from Wisława Szym-
borska’s poem Kot w pustym mieszkaniu / A Cat in an Empty Apartment. Moreover, there 
are also references to well-known Polish songs and advertising slogans. To exemplify, 
the quote “one should know when to go down from the dance floor...”26 refers to the 
song Niepokonani recorded by the band Perfect (“one should know when to go down 
from the stage”27). On the other hand, the phrase “set makes a difference”28 alludes to 
the advertising campaign of Żywiec beer: “almost makes a big difference”29. The articles 
include references to phraseologisms, e.g. “he will have to wait a little longer for the 
prince to arrive on a white horse”30, which is based on the fixed phrase “a knight on a 
white horse”31. The authors also use wordplay, e.g. the “(un)necessary driver, that is, 4 
wheels of the future”32, “feminism (un)welcome”33 and implementing this technique is a 
clear indication that each reader can choose the position that is closer to him/her. To 
put it another way, the authors do not impose only one way of thinking on the audience. 
There are also colloquial phrases in the articles, e.g. “for us, such words are like water 
off duck’s back”34, “one great humbuggery”35. Using the foregoing expressions is justi-
fied on the grounds of applying the journalistic style. Swear words are infrequent, and if 
they do occur, it only happens in the case of a large emotional involvement of the author. 
To illustrate, a report from a half-marathon in which the author participated includes the 
following passage “if you are to let go now, why the hell have you been suffering for more 
than an hour”36.

The background of the articles incorporated in the magazine is typically white or 
grey. The font is black, although it can occasionally be red or blue (but only the first letter 
at the beginning of the article or extracts). The layout of the magazine is very clear and 
carefully designed. Needless to say, the readers can enjoy articles that are of interest to 
them.

JOURNALISTIC GENRES IN “NOWY AKAPIT”

“Nowy Akapit” includes several different varieties of journalistic forms. For exam-
ple, self-presentations which appear in the first issue of the magazine are used to intro-
duce the profiles of the editors. These are short forms, usually consisting of a few sen-
tences, describing mainly the interests of the described people. The self-presentations 
contain information which the editors decide to reveal to the readers. Generally, there 
are many reports and columns in the magazine. The purpose of the reports is to present 
key events that take place at the university, in Rzeszów, in the home city, etc. Here, one 
will find factual information allowing non-participants to get acquainted with the latest 
news. Some representative examples of this variety include reports from the 8th Week of 
the Polish Scholars - the celebration of the Polish Studies in Rzeszów37, the Avant-garde 
invasion of Rzeszów - a ceremony aimed at promoting the works of poets of Podkar-

25 „Nowy Akapit” 8, p. 13; „Umrzeć. Tego się nie robi kotu”
26 „Nowy Akapit” 6, pp. 18-19; „trzeba wiedzieć kiedy z parkietu zejść…”
27 „trzeba wiedzieć kiedy ze sceny zejść”
28 „Nowy Akapit” 6, p. 10; „set robi różnicę”
29 „prawie robi wielką różnicę”
30 „Nowy Akapit” 3-4, p. 19; „będzie musiał poczekać nieco dłużej na przybycie księcia na białym 
koniu”
31 „rycerz na białym koniu”
32 „Nowy Akapit” 8, p. 15; „kierowca (nie)zbędny, czyli 4 kółka przyszłości”
33 „Nowy Akapit” 6, p. 5; „feminizm (nie)mile widziany”
34 „Nowy Akapit” 8, p. 6; „takie słowa spływają po nas jak po kaczce”
35 „Nowy Akapit” 8, p. 18; „jedna wielka bujda”
36 „Nowy Akapit” 6, p. 15; „jak masz odpuścić teraz, to po cholerę męczyłeś się przez ponad 
godzinę”
37 „Nowy Akapit” 1, pp. 10-11.
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pacie38 or the food trucks rally - an event which took place in Rzeszów for the first time 
in 201639 and many, many others. The columns published in the magazine are devoted 
to the culture of the Polish countryside (dances and festivities)40, social reception of 
the Great Orchestra of Christmas Charity41, disco polo songs42 or the pursuit of schol-
arships43. The magazine also contains several articles on political issues, including the 
question of admitting refugees to Poland44. “Nowy Akapit” also includes many interviews 
with people connected with the region, university and the city. The magazine includes 
interviews with Patryk Czech - the President of the Academic Circle of the Catholic Youth 
Association at UR45, Dorota Wilk - the head of the urban section of the Nowiny Daily 
Newspaper46 or Barbara Pawlak - a TV journalist associated with TVP Rzeszów, who 
talks about Ryszard Kapuściński47. The magazine also features reviews of various cul-
tural works - films (e.g. Lewiatan by Andrei Zvyagintsev48, Son of Saul by Laszlo Nemes49) 
and books (William Paul Young’s The Shack50). When writing reviews, the authors pay 
attention to valuable works that should certainly be seen or read by every reader, student 
or Pole. Furthermore, “Nowy Akapit” offers space for the authors’ own works. Specifi-
cally, it has published short stories by Joanna Gościńska, i.e. His Present Woman..51 and 
Damian Łodyński i.e. Harambe52, as well as poems written by novices, often involved in 
the creation of “Nowy Akapit”. Therefore, the readers can dip into pieces such as Rose by 
Łukasz Wacławek53, Days of Honour and Private Identity by Joanna Gościńska54 and *** 
by Dominika Piotrowska55.

CONCLUSIONS 

“Nowy Akapit”, a magazine created by young people, presents a lot of significant 
topics and compelling views on the raised issues. Surely, we can include it into the exten-
sive library of the locally-published student press, which at the same time are accessible 
to all those interested in the content of a given magazine due to its Internet-based pres-
ence. “Nowy Akapit” is free of charge and exists only in an electronic format, which is a 
sign of (among other things) the remarkable progress of technology in our times and the 
changes that occur in readership of the printed press in Poland. Furthermore, it confirms 
the growing popularity of online magazines, which has been noticed by various scholars 
investigating the contemporary press. Still, it would appear that publishing a printed ver-
sion of newspapers or magazines might be seen as more prestigious.

As mentioned by Kurek and Grzechnik, “Nowy Akapit” aims to encourage students 
to make journalistic attempts, and thus improve their writing skills, which may be an 
essential part of their future career. The analysed magazine also offers the possibility of 

38 „Nowy Akapit” 8, p. 11.
39 „Nowy Akapit” 7, pp. 4-5.
40 „Nowy Akapit” 2, pp. 22-25.
41 „Nowy Akapit” 5, pp. 4-5.
42 „Nowy Akapit” 3-4, pp. 48-51.
43 „Nowy Akapit” 1, pp. 12-14.
44 „Nowy Akapit” 5, pp. 10-11.
45 „Nowy Akapit” 1, pp. 22-23.
46 „Nowy Akapit” 1, pp. 34-36.
47 „Nowy Akapit” 2, pp. 26-31.
48 „Nowy Akapit” 1, pp. 26-27.
49 „Nowy Akapit” 2, pp. 41.
50 „Nowy Akapit” 3-4, p. 39; Chata
51 „Nowy Akapit” 3-4, pp. 56-58; Jego obecna kobieta…
52 „Nowy Akapit” 8, p. 19.
53 „Nowy Akapit” 6, p. 9; Róża
54 „Nowy Akapit” 1, p. 43; Czas honoru,  Odosobniona tożsamość
55 „Nowy Akapit” 1, p. 37.



publishing one’s own work and certainly constitutes an important element of the student 
culture. The editors write about what is relevant, important and noteworthy at a given 
moment, thus trying to arouse interest among potential readers. “Nowy Akapit” is cur-
rently the only magazine published at the University of Rzeszów.

The magazine does not have a repetitive structure and does not appear regularly 
within a set time, which may not have a positive impact on the perception of the dis-
cussed variety of the press. Moreover, the number of pages of the analysed issues is 
diversified, ranging from 20 to 60; such diversification may indicate the lack of fixed 
concept for the functioning and the content of the magazine.

“Nowy Akapit” is dominated by such genres as columns, reports, interviews, reviews, 
self-presentations, articles on political issues, and the authors’ own works, mainly short 
stories and poetry. Presented articles deal with topics such as studies, cultural events, 
personal development, new technologies and interesting locations. They are character-
ized by a considerable degree of subjectivity and the use of a direct appeal to the recip-
ients, which aims to shorten the distance between the authors and the recipients. The 
analysed texts also include a great deal of intertextual references and the interplay of 
diverse areas of life.

It should also be emphasised that “Nowy Akapit” is a magazine created by young 
people born during the Internet era. Therefore, they perceive the aforementioned tech-
nology not as a secondary medium to which the press has to adapt, but as a primary 
medium. Consequently, releasing an online newspaper rather than a printed seems to be 
a natural choice for them.
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MASS AUTOMATED INTERNET 
ANALYSIS AND CYBERSPACE 

TRANSPARENCY
Marek Robak1

Abstract
One of the roles of media research is to explain social phenomena. The Internet became a place 

where society expresses itself and where society could be influenced or even manipulated. Therefore, 
online communication analysis becomes a tool that is expected to guarantee the transparency of the 
social communication process. Unfortunately, the size of the Internet makes analysis difficult, and 
traditional methods of analysing communication are not always enough or force the researcher to 
focus on a fragmentary data. The author asks a question which research methods are suitable for In-
ternet research and allow to improve transparency. It focuses on the method group referred to in the 
article as Mass Automated Internet Analysis. In the final part, the author shows examples of several 
– existing or being developed – research methods and techniques (including data collection and data 
analysis field), what research methods can improve the quality of digital communications research. 

Key words: The Internet, internet research, online research methodology, Mass Automated Internet 
Analysis, Webscan, WebStream, transparency of the Internet

The subject of my analysis is the problem of the lack of transparency in research, 
describing the impact of the Internet on society. Although many Internet analyses are 
currently being carried out, the weakness of many is the fragmentary nature. As the 
number of messages and communicators increases, the study becomes complicated 
or lasts too long. In the article, I wonder if the implementation of large-scale automat-
ed Internet research can improve this situation.

STRUCTRURE AND METHODOLOGY

The analysis will be carried out in three steps. Initially, I will focus on fairly gener-
al question about whether society really needs objectified media-style research on the 
Web, referring this question to the context of recent large scale events from last ten 
years with a high social impact, such as the Facebook – Cambridge Analytica scandal. 
Based on a historical analysis of those events I will demonstrate, why objective Internet 
research could play an important social role, comparable to the role of “old media” in 
pre-Internet times. 

In the second part I will characterize a specific category of mass and automated 

1 Marek Robak PhD, Uniwersytet Kardynała Stefana Wyszyńskiego w Warszawie, Wydział Te-
ologii, Instytut Edukacji Medialnej I Dziennikarstwa, ORCID: 0000-0001-8331-2891, marek.robak@
gmail.com
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Internet research in terms of whether they are able to help solve the problems identified 
before, mostly the lack of transparency in Internet communication This part concen-
trates on theory of research and its goal is to identify the most significant properties 
of high-quality internet research, based on experience of classical media analysis, con-
temporary Data Science techniques and achievements of computer science in the last 
decade. 

The third part is practical – I will discuss several methods of network analysis, show-
ing on selected examples how they can overcome existing limitations. Although this kind 
of list should never be treated as finished nor completed in such dynamic environment 
like the Internet, presented techniques could be a good inspiration for researchers and 
a point for further discussion. Presented list consists of both well-known research tech-
niques and experimental ones, based on author’s own research projects from last years. 

SOCIAL VALUE OF WEB RESEARCH

Internet research in itself seems interesting. After all, the Internet reaches billions of 
people, it has a great deal of impact, especially in relation to younger audiences. Network 
communication is extremely fast and diverse. And most importantly, it appeared relative-
ly recently and has not yet been sufficiently studied. The Internet has also become an im-
portant element of the modern economy, and its analysis has practical and commercial 
value. Younger researchers are interested in the Internet because they like to focus on it 
and are happy to use this method of communication themselves. Any of these reasons 
is sufficient to engage in Internet research, even if they were of a niche nature. However, 
this article is not about this type of Internet research. In addition to many very detailed 
online studies, the value of which is even based on the fact that they help, for example, 
to improve the effectiveness of an advertising campaign, there are studies whose results 
help to better understand the larger processes that take place in society. Today’s Inter-
net could be placed rather inside that outside the society, which explains, why a certain 
group of research on the internet also becomes research on society itself. For many 
organizations, not only commercial ones, web research tools can help to improve the 
whole organization, not only it’s “digital part” [Robak, 2017b].

Manuel Castells, a famous creator of the theory of network society, introduced the 
concept of real virtuality. Theories of this sociologist were ahead of their time, so when 
Castells described real virtuality, the public discourse rather talked about the importance 
of broadly understood virtual reality and cyberspace as something that comes through 
the Internet. An important feature of Castells’ theory was the rejection of the then popu-
lar belief that the internet creates a kind of metaphorically understood alternative world; 
activity in it seemed to compete with activity in the current world (often called “real”). 
Meanwhile, Castells pointed out that this duality is not justified. He predicted that these 
realities would intertwine and social activity would increasingly be implemented online 
to the extent that it could be said that what does not exist on the Web seems to not exist 
[Castells. 2000]. Using the term taken from the founder of Microsoft Corporation, Bill 
Gates, computers act as the digital nervous system of society. Gates anticipated this 
many years before the spread of the Web [Gates, Hemingway, 2000].

Castells’ conclusions at the time of publication seemed revolutionary, today we can 
take them for granted. However, just over the past decade there have been several sig-
nificant events that give internet research practical and socially relevant significance. In 
2013, an employee of the US National Security Agency (NSA) and the Central Intelligence 
Agency (CIA) Edward Snowden, decided to provide journalists with several hundred thou-
sand confidential documents, indicating the fact that the US government is constantly 
tracking electronic communications around the world, including emails, connections 
telephones, text messages, chats and all kinds of network connections, as well as mon-
itoring of some personal computers. In a recently published autobiography [Snowden, 
2019], he explained his motivation. What prompted him to make the decision to disclose 
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the secrets of the NSA’s work, was the discovery, that the US agencies were collecting all 
possible data on a mass scale, gradually extending the period of their storage, and mon-
itoring was carried out in relation to all Internet communication to which they were able 
reach, and not only in relation to persons suspected of committing a crime, for which the 
court would agree to their surveillance.

At the same time, in 2018, the world became aware of the use of data by dozens 
(estimated 30-87) million Facebook users by Cambridge Analytica, without their con-
sent, for targeted political agitation, which could potentially affect Donald Trump’s victo-
ry in the presidential election [Davies, 2015]. A year later a “hate speech scandal” broke 
out in Poland. Onet.pl, the leading Polish Internet portal, described how Deputy Minister 
of Justice Łukasz Piebiak commissioned an online hatred to slander the government 
of unfavourable judges on the Internet and collect compromising materials about them 
[Gałczyńska, 2019]. A group of judges who were in favour of the government was also 
disclosed. The publication resulted in the resignation of the Polish deputy minister of 
justice, and the parliament even considered the request to dismiss the minister of justice 
(the application was rejected).

The examples cited may indicate a more serious problem. They confirm that it 
is possible to monitor society and influence it through new unexplored mechanisms 
through the Internet. Although propaganda is certainly not a new phenomenon and did 
not appear with the internet, the complete lack of transparency of this process is wor-
rying. For example, you get the impression that it is easier to document and examine 
propaganda in history than it is today. E. Snowden also claims that the internet itself, 
which in the first years of popularity appeared as an oasis of freedom and unrestricted 
communication, has turned into a network based on “surveillance capitalism” [Snowden, 
2019, p. 14].

From this point of view, the scandals mentioned earlier have several features in 
common. They were not detected from the outside, we know about them only thanks to 
the information of those involved who, guided by their own conscience, revealed certain 
facts. Secondly, even after disclosure, the amount of information available is limited. Al-
though they relate to electronic communication, which is theoretically easy to document, 
in none of the cases mentioned we do not have complete information, for example, all 
entries that could be independently analysed. Data, if any, is incomplete.

ONLINE RESEARCH TRANSPARENCY

Since many social phenomena occur on the Web, theoretically, Internet research 
could improve the transparency of social processes. In practice, however, we discover 
more restrictions: There is too much data to collect. Media experts are not always able 
to technically analyse large Big Data collections. Many research tools are commercial in 
nature with limited access. In many ready-made advanced tools, the research method is 
not explained and there is no access to sources, etc. Therefore, it is worth considering 
the features of online research that affect high transparency.

Completeness of facts

Each study starts with collecting material for analysis. For articles in magazines, it 
is only needed to get access to the set of journal years in the library. A collection of arti-
cles on a given topic or one author may contain from several dozen to several hundred 
items – a collection that can be quickly examined by just one person.

In the case of the Internet, the scale immediately becomes much larger. Facts can 
be: articles, comments, likes and shares, videos, audio, clicks, and many other types of 
data. The Internet does not have a library, and projects such as Internet Archive do not 
provide enough data for in-depth research. The average news portal can publish dozens 
of pieces of  information a day, sometimes removing it or changing the place of publica-
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tion. A popular social profile can trigger reactions in the form of thousands of entries in 
one go, and if we want to cover the entire ecosystem of information portals, for example 
in a selected country, the task becomes embarrassingly difficult.

We will quickly conclude that manual collection of facts on the Internet will very 
quickly have a negative effect on the quality and duration of the study. This is not the only 
limit. Not every online publisher wants to collaborate with the researcher and provide the 
necessary data on time. More and more publications, especially on social media and on 
ad servers, are targeted, so they will appear only in a specific, difficult to grasp context. 
Some publications, especially on social media, are only available to members of a closed 
group. Finally, with the growing interest in the protection of privacy and the introduction 
of GDPR, the possibility of collecting, even for statistical purposes, a lot of data and con-
ducting external analyses and audits of traffic using third party cookies, even when they 
are pseudonymous [Robak, 2017; Robak, 2018].

Theoretically, we can solve many limitations by involving computers to collect and 
analyse data. We can thus collect more data and process it faster. However, this is not 
always the case. Two other trends can be observed. One is to limit the set of facts exam-
ined to such a small range that the study can be carried out according to art by traditional 
methods; the survey is therefore formally correct, but the conclusions are not of great 
social significance. The second tendency is to replace large-scale surveys with a ques-
tionnaire, which was a trend in early years of online social research. So instead of study-
ing phenomena, we ask respondents about them. The survey is the correct form of social 
research, but in this case, it will reduce the quality of the entire survey, as it will be used 
to describe general beliefs, not measure the facts. This leads to many problems in social 
research of the Internet, for example, when there is a widespread belief in the existence 
of hate speech, but there are no indicators to describe its features, intensity or sources. 
However, when we measure these phenomena, the results are surprising [Krejtz, 2012].

Sampling

The facts must also be collected in the proper way. General theory of scientific re-
search suggests some good practices [Wimmer, Dominick, 2006]. First of all, you need 
to collect research material regularly, maintaining the right structure, in the right amount.

Regularity in practice means that data must be collected many times a day, since 
the web portal can change its content several dozen times a day. If it is possible to 
extract this data from the archive, the task is simplified, if not, manual methods of anal-
ysis are no longer sufficient. Manually conducted research can even disturb them, it is 
enough to prove that the favourite time of the researcher’s work (for example, in the 
morning, evening, on weekends) influenced the selection of examples.

As in many cases it will not be possible or too costly to record all of the material, 
sampling can be used. It involves taking a part (sample) from a larger set (population). 
Statistics rules allow us, based on the sample analysis, to draw conclusions about the 
entire population, with limited accuracy, provided the sample has been properly con-
structed. The problem of constructing a sample is widely described [Wimmer, Dominick, 
2006; Babbie, 2005]. Although there is no place for deeper analysis, based on my own 
research it seems that variables such as gender, age, publication time, day of the week 
and place of publication could significantly affect the final results.

The size and stability of the sample is also important if we are unable to analyse the 
entire population. In general, we can assume that sets below 30 records are not suitable 
for classical statistical analysis (based on a central limit theorem), and sets with num-
bers from several hundred to several thousand records should already give decent sta-
bility, sufficient for most analyses. Drawing conclusions based on individual examples, 
often referred to as “anecdotal evidence”, in most cases does not qualify as a scientific 
method, with some exceptions, such as hypothesis and case study. It seems that the 
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messages on the Internet are so numerous and varied that with the help of anecdotal 
evidence it is possible to “prove” any theorem.

Comparing

In Internet research, there is often a need to repeat analysis on a larger scale, some-
times after some time. Therefore, the method should be repeatable, returning compatible 
results. In studies that aspire to diagnose large social processes, this repeatability and 
ability to compare results is necessary. There are many valuable methods of analysis 
that work well in the humanities and art, but if they cannot be objectified and extended 
on a very large scale, in some cases they will not be useful, although they can be used at 
the stage of preliminary research and hypothesis.

Let us return to the example of hate speech. There is a widespread belief that many 
statements (mostly posts) on the web are aggressive. However, until we are able to quan-
tify this feature at least on a scale, the following questions cannot be answered: What 
percentage of comments on this site is aggressive? Which of the websites surveyed has 
more aggressive readers? Is the slightly ironic statement aggression? According to the 
popular saying of researchers, apples should be compared with apples and oranges with 
oranges. Therefore, methods based on the subjective assessment of the researcher may 
seem tempting to study Internet communication, but they quickly reveal their limitations. 
This does not mean, however, that we must limit ourselves to primitive collection of 
numbers. There are many techniques using, for example, text analysis, the method of 
competent judges, Kansei analysis, fuzzy logic or supervised machine learning, in which 
in-depth analysis can finally give comparable results. It should not be forgotten that, for 
example, in psychology, standardized personality tests are used to detect very complex 
phenomena while maintaining a simple form and comparable results. So, it is feasible 
even in typical social science.

Ability for quick analysis

The expected feature of Internet research is speed, understood as the ability to 
provide analysis results in a short time (which, of course, does not exclude longitudinal 
research). “Short time” is not strictly defined, but I assume that hours or days rather than 
months and years should elapse from the occurrence of the fact (e.g. publication of the 
article). If the study lasts for months or years, then it probably won’t be possible to ex-
tend its scope at reasonable costs. Delay not exceeding a few days brings many benefits 
– it allows you to optimize editorial content, improve online campaigns, and also quickly 
detect a social phenomenon. For example, you can imagine detecting abuse during an 
election campaign or promoting illegal behaviour – timely detection allows society to 
react in a timely manner. A great example is the moment when the Cambridge Analytica 
scandal broke out – although it provoked valuable social discussion, from the point of 
view of the presidential election in the United States it doesn’t matter anymore, the pres-
ident was elected and sworn in.

The speed of research and the size of the data analysed also means that in practice 
we are talking only about partially or fully automated research using computers. In com-
munication research, this conclusion is neither obvious nor simple to implement. There 
are several methods of analysis recognized in media studies related, for example, to text 
interpretation, examining the relationship between sets of articles, assessment of the 
persuasiveness of visual communication, where process automation is not obvious, if at 
all possible. However, it seems that the achievements of information technologies in the 
last 15 years significantly expanded these possibilities.

Mass Automated Internet Analysis

I have discussed a certain set of expectations regarding internet research methods. 
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These methods have some common features, which I will describe as Mass Automated 
Internet Analysis.

Mass – means that these studies can be carried out on a large scale, which gives 
statistically stable results and allows characterization of large-scale phenomena that go 
beyond one information portal or one profile in social media. Automatic – means that 
the tests are partially or completely automated, which allows obtaining fast results from 
large data sets and easy repetition of the test procedure on a large scale and in subse-
quent tests, thanks to which the procedure is repeatable, scalable and verifiable.

Although Mass Automated Internet Analysis could trigger a change on the field of 
media research of internet communication, it seems to have some limitations, which 
could be summarized in three categories. (1) Automatic processing can cause shallow 
analysis. There is a tension between the quality and speed of research, which cannot be 
solved in a simple way. None of the approaches meets fully all requirements. (2) Com-
puter-based analysis is strictly connected with the skills of the researcher. Looking at the 
agendas of media studies, there is a lack of computer science and Data Science cours-
es. From historical reasons, in comparison to mathematicians, physicians, and life-sci-
ence specialists, media researchers have smaller experience with automated data pro-
cessing. On the other hand, there is a risk of “blind” using of software tools with no 
understanding of technology and context, which is never a good practice for a research. 
(3) In last years some analytical techniques are seen as a threat to privacy. Even when 
these threats appear to be overinterpreted [Robak, 2017; Robak, 2018], it is not possible 
to ignore the social fear of digital research. 

EXAMPLES OF ANALYSIS

It is difficult to imagine how more accurately the research procedures would look 
basing on pure theory,. That is why I have prepared a list of examples of research tech-
niques that can be used in Mass Automatic Internet Analysis. The list is still open, this 
field is constantly evolving. The examples relate to two areas: data collection and anal-
ysis. I tried to make them diverse, which is why both popular techniques used in large 
commercial research and innovative methods that I am working on as part of my own 
research were included.

Data collection examples

Email Dataset
The story described here is one of the oldest studies in the history of Data Mining. 

In 2001, the American energy tycoon, Enron, went bankrupt in connection with disclosure 
of falsified financial records. Just a year before bankruptcy, the company generated rev-
enues of $ 101 billion and employed 22,000 employees. The bankruptcy also led to the 
collapse of the prestigious Arthur Andersen consulting company, which was proven to 
have participated in the forgery of Enron’s financial documents.

The story of Enron has been studied in many different ways. In the case of such a 
large organization and such serious allegations, the basic research problem is to prove 
how the whole organization behaved, and not just to find a single anecdotal evidence on 
the basis of which, at most, it is possible to prove the employee’s abnormal behaviour.

Investigating the situation of Enron a huge collection of employees’ email corre-
spondence was extracted. This collection, called Enron Email Dataset, contains over 
600,000 emails from correspondence maintained by 158 employees2. The total volume 
of this collection is 1400 MB, for comparison, the full Bible in English is about 5 MB. 
Currently, the Enron collection is widely used as training material in text analysis and ma-
chine learning. It should be noted, however, that this collection is quite old from today’s 

2 https://www.cs.cmu.edu/~enron/
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point of view and since its publication it is difficult to find equally rich examples in which 
the public would gain access to extensive documentation of the case.

Traffic research
By traffic research I understand mass collection of all traffic related events on a 

website or application. In the most typical case, these are all page views of a given 
website, sometimes supplemented with additional events such as monitoring of video 
enabled or adding a product to the basket. Traffic usually brings very large data sets. 
For example, according to Gemius research, the largest Polish portals reaching over a 
dozen million people generate tens of millions of page views per day. Thus, the monthly 
collection of all page views of such a portal gives nearly two billion records for analysis. 

The traffic survey consists of two stages: (1) Collecting the full set of events. (2) 
analysis, for example calculation of basic metrics such as, for example, number of page 
views, visits, number of unique users, average visit duration, bounce rate, number of 
entries from external sources or video playback time. A more advanced analysis is also 
possible, e.g. study of traffic flow paths through the site.

It could seem that traffic research is one of the most popular on the internet, as the 
tools described above are based on Google Analytics, Gemius Prism and Facebook Stats. 
Ready tools, however, may lead to superficial analyses, focusing on too simple success 
rates or on metrics favoured in a given tool. In the early years of Facebook’s popularity, 
a known misunderstanding was using the number of profileslike as an indicator of suc-
cess and estimating the number of people you reach on that basis. However, this indica-
tor was used cumulatively, adding up likes from the entire period, which almost always 
increased; at the same time, the number of unique users of web services was given on a 
monthly basis, which was a much better estimation of the number of people interested 
in a given content. Another type of mistake can be made by focusing too much on the 
number of pageviews. It may indicate popularity, but also too much fragmentation of the 
page structure, poorly designed navigation through which users enter a larger number 
of pages or the existence of a small group of fans who make a lot of clicks but do not 
increase the reach. Therefore, as Kaushik (2009) rightly points out, every research on the 
Internet must be preceded by understanding its own context and goals. Thus, the use of 
ready-made popular tools at the first stage speeds up the work of the researcher, but can 
also limit him. That is why it is worth considering conducting more independent traffic 
research on raw data. The growth of Data Science in last years resulted in the increase 
in popularity of tools for self-analysis of data, such as R language, Python Pandas, SAS, 
Hadoop, Spark.

Web & social media scrapping
The scrapping type test involves the automatic downloading of website content, in-

cluding social media. This way you can analyse various elements – articles, comments, 
photos, multimedia, likes, etc. Research consists of three steps. (1) Creating a list of 
resources to download. For this purpose, a special program passing through the given 
website (web spider), news feed (e.g. RSS) or publication download mechanism (API) 
made available by the platform owner is used. (2) Elements of interest to the researcher 
(e.g. text, graphics) are extracted from the internet and pre-processed. (3) The collected 
set is subject to further analysis, it can be content analysis or links between its elements 
(social network analysis), [Wasserman, Faust, 1994].

The operating diagram described here is, for example, the basis of the Google 
search engine, which indexes a significant part of the content available on the Internet. 
Then creates a map of links between pages, assesses their content and importance 
using an algorithm whose first version was known as PageRank [Brin, Page, 1998]. In 
the scientific community, a good example of attempts to apply this approach is the web 
content refining method developed at the University of Warsaw [Gogołek, Jaruga, 2016], 
in which the content of a set of web pages is downloaded and, after cleaning, subjected 
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to text analysis.
Some may fear that scrapping as a technique used by Google is advanced and too 

extensive. This is indeed the case with the global internet survey. This technique, in a 
much simpler version, can be and is used on a smaller scale: to extract the current prices 
of products in stores, obtaining spammers’ e-mail addresses, and above all to study the 
content of communication: texts, posts or comments. For communication research, this 
primarily means being able to quickly download a set of content that would be difficult 
to gather manually.

OSINT and WebScan
On the Internet, the term OSINT (Open Source Intelligence), also known as white in-

telligence, refers to obtaining information based on publicly available data sets. Over the 
last dozen or so years of researching the internet, it has been discovered that the simul-
taneous use of many different independent sources can give information about a value 
much greater than the sum of these sources separately. The idea of grouping data from 
various sources was an inspiration to create in 2016-2018 the author’s assumptions of 
the WebScan method [Robak, 2018b]. The idea is very simple: there are many technical 
tools for testing websites and extracting information from public records. These tools 
are not used every day for media studies and seemingly do not give results interesting 
to the world of media. However, when I conducted tests on real collections of websites, 
it turned out that I could get results that are interesting from the point of view of com-
munication research. It is important because this data can be obtained automatically in 
a very short time, without the need to contact the publishers of the site individually or 
obtain additional consent.

One of the collections, on which I conducted tests, was a collection of all official 
websites of Roman Catholic dioceses in Poland, on which 19 different tests were per-
formed. The collection seemed interesting because of the similarities arising from reli-
gious affiliation, but also the differences resulting from the regional nature of the diocese 
and their high autonomy. It turned out that with the help of automated WebScan pro-
cedures it is possible to extract a lot of information, here are examples of conclusions 
drawn from automatic and semi-automatic analysis:

(1) Without contacting the publishers, it was possible to determine the 
time of domain creation. The average age of the domain was 10.8 years 
(study 5.14). (2) 31% of websites used WordPress content management 
system to edit the site, 26.2% used Joomla and 2.4% from Drupal. These 
results differ from the internet average. (3) Traffic measurement tools 
were found on most sites (61.9%), mainly Google Analytics. (4) The par-
ties differed significantly in technical quality. 31% charged very quickly 
(<100 milliseconds) and 21% unacceptably slow (> 1000 milliseconds).

WebStream
The WebStream research method was proposed for the first time in 2019 to solve 

the previously described problem of sampling website content. Content on the Internet 
changes many times throughout the day, making it difficult for researchers to precise-
ly analyse content and how it changes. Therefore, the needs of the study have been 
developed a special platform that archives selected websites several times a day. The 
collection developed in this way not only has historical value. It allows you to accurately 
analyse how pages change. It also allows you to compare several different websites 
registered at the same time.
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Table1: Time-series research of CNN and BBC websites using WebStream method

Data analysis examples

Text mining
In communication research, the most important subject of analysis is still the text 

itself. There are, however, many excellent text interpretation techniques taken from lit-
erary studies or philosophy. Although they provide in-depth analysis, it is very costly, if 
possible, and difficult to compare on a large scale.

The second group of analysis is based on the method of critical judges. They read 
each text and categorize according to strict criteria. This approach can be used to anal-
yse the average size of sets and gives results that are easy to analyse and present. It is 
also an approach well grounded in early media research [Berelson, 1952].

The third group of analysis is based on fully automatic text analysis. This makes the 
procedure very efficient and enables the processing of millions of texts. It also allows 
in-depth analysis of hypertext (links, hashtags). On the other hand, this approach can be 
accused of insufficient quality resulting from the limited possibilities of algorithms to 
understand the text. The quality assessment of these algorithms goes beyond the topic 
of the article, so I will limit myself to indicating the most important methods of analysis 
in this group.

(1) Basic text statistics. It comes down to measuring the length of elements of the 
text, such as title, lead or content of the statement. The method seems rather primitive, 
but it allows to describe a set of texts and group them into categories quickly and easily. 
It is also worth noting that the length of the text significantly affects its intelligibility and 
may also characterize the way the page is edited. For example, one of the studies [Robak, 
2018b] showed that websites in the same category can have very different text lengths, 
in the studied case for Polish language the average was 51 characters, the average text 
lengths ranged from 23 to 100 characters per service, with a standard deviation of 15.6 
characters. In this case, the simplest statistical measurement revealed large differences 
in article editing strategies, which was confirmed in further studies.

(2) Foggy text index. An extension of the usual statistical analysis of the text is 
the method developed by R. Gunning (1952), also adapted to the needs of Polish lan-
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guage [Gruszczyński, Ogrodniczuk, 2016]. Based on the analysis of the length of words 
and sentences, the index allows you to determine what level of education the reader 
must have to understand the text. This allows you to compare texts and services with 
each other. Here is an example of an article in Polish taken from the Polish parliament. 
Analysis by the Jasnopis tool shows that it is “a more difficult text, understandable for 
educated people”.

Figure 1: Text from the parliament website examined by Jasnopis tool.

(3) Frequencies. The widely used technique is based on calculating the frequency 
of words in text collections and comparing them with each other [Płaneta, 2018]. On this 
basis, you can determine the subject of the text, identify the characteristics of the indi-
cated sets of texts (e.g. one author or from one subject), highlight keywords, examine the 
similarity of the text to the reference group, determine semantic field, detect language or 
dialect automatically. The following example shows the most important words in media 
in Poland on September 1 (anniversary of the outbreak of World War II):

Table 2: Word of the day, Polish language, September 1, 2019. Source: Clarin Network, http://
slowadnia.clarin-pl.eu/#/default/2024/true

Original keyword (PL) Translation (EN)
1 osiemdziesiąty eightieth
2 wojna war
3 światowy worldwide
4 wybuch explosion
5 drugi second
6 rocznica anniversary
7 obchody celebration
8 Westerplatte Westerplatte
9 Wieluń Wielun
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Original keyword (PL) Translation (EN)
10 Frank-Walter Steinmeier Frank-Walter Steinmeier
11 uroczystość celebration
12 huragan hurricane

(4) Sentiment analysis and Natural Language Processing. Language analysis soft-
ware is used to determine quickly  whether a statement is neutral, negative or positive. 
The effectiveness and validity of this method can be discussed. However, it is used not 
so much to precisely define the overtones of individual texts, but rather to massively 
evaluate large sets of utterances, for example comments, and to compare these sets 
with each other. There is also a wider field of language research – Natural Language 
Processing. The purpose of this research is to create algorithms that allow for full gram-
matical language analysis, automatic creation of correct sentences, semantic web anal-
ysis [Dobosz, 2012], as well as machine translations. These studies are included in the 
area of artificial intelligence and although it is impossible to summarize their capabilities 
in one sentence, in recent years there has been significant progress in this field. It must 
also be added that the effectiveness of NLP algorithms varies depending on the specific 
language.

Colour mining
The colour used in publications is certainly relevant to their overall perception 

[Kasperski, Boguska-Torbicz, 2008] and is of interest in the areas of psychology, brand 
marketing, media studies, User Experience, art, but also medicine. An interesting research 
question, however, is the possibility of analysing it for larger collections of publications. 
Searching for the answer to this question, I used the data collected for the purposes of 
the WebStream study also to automatically analyse dominant colours. Here is an exam-
ple of comparing the dominant colours in a set of websites from the same category.

Figure 2: Analysis of dominant colors of websites. Source: Robak 2018b.
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SUMMARY: THE FUTURE OF COMMUNICATION RESEARCH

In my analysis, I have focused on the social role and method of conducting Internet 
research, which aims to understand the medium and large-scale communication pro-
cess. Although Edward Snowden, who was cited at the beginning, shows the dark pos-
sibilities of certain data analysis techniques, the remedy for these threats seems to be 
increasing number of large-scale research, thanks to which we will understand better  
how various, more complex elements of the Internet communication affect society. This 
will allow not only to understand the social process itself, but also to catch situations in 
which there are attempts to covertly influence public opinion, which we know little about 
today. That is why I described the theoretical and practical possibilities of a specific In-
ternet research group, defined as Mass Automated Internet Analysis.

The need for a new type of research is also strongly associated with changes in so-
ciety itself, leading to much greater fragmentation. This was noticed by many research-
ers, describing, for example, the new “long tail” model – selling a large number of very 
diverse goods instead of mass selling typical products [Anderson, 2006]. Although An-
derson mainly described sales models, the same disproportion appears in Internet com-
munication, forcing to reach for many sources instead of a dominant one.

For this reason, one must ask about the challenges faced by media and social com-
munication researchers. The appearance of the Internet has caused a rapid increase in 
the volume of information available, and more and more examples confirm that the abili-
ty to analyse large data sets is a key development factor today [Mayer-Schönberger, Sug-
ar, 2014]. Large-scale methods of data analysis are the daily bread of modern computer 
scientists and statisticians, but this is due to the simple fact that these issues appear 
already at the stage of study. In study programs in the field of media and social commu-
nication, subjects related to computer science, statistics and automatic data analysis 
appear relatively rarely, if at all. In addition, in many media studies, mass research results 
are presented from external tools, but they are rarely the result of independent data col-
lection and processing.

Does this mean that research on social communication ceases to be right? It seems 
the opposite – there is a huge social demand for high-quality non-commercial research 
explaining contemporary phenomena related to Internet communication. As I mentioned 
at the beginning, we are not able to explain fully  many cases of online hate, fake news 
mechanism, attempts to influence public opinion. The reason for these difficulties is the 
lack of data, insufficient number or too slow analysis. That is why in research in the field 
of communication it is so important to adapt to the scale of currently processed data 
in order to ensure appropriate quality results, and at the same time relieve researchers 
from performing mechanical activities. As noted by M. Szpunar [2018] there is a need 
to harden the social science, including, among others, bringing media research closer to 
computer science.

Finally, it should be noted that many of the research methods described here, 
although they may seem innovative, fall within the framework described by Berelson 
[1952] over half a century ago. He pointed out that the content testing process should 
be repeatable, that a scheme for dividing content into units of analysis and a scheme 
for classifying these units should be developed. A new element in current research is 
the use of computers for mass data collection and processing, which, however, in many 
cases does not so much change the formal way of conducting the research as it reduc-
es the cost, increases the scale and reduces the time needed for analysis. The use of 
software tools is not due to fashion, but to necessity. Almost every modern data set is 
large, communication on the internet is fragmented, and research results will have social 
significance and improve transparency if delivered really quickly.
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HOW FACEBOOK POLARIZES 
PUBLIC DEBATE IN POLAND - 

POLISH FILTER BUBBLE
Zofia Sawicka1

Abstract
The dissemination of the media has led to the phenomenon of the mediatization of social re-

ality, which in the era of new media has become dominant, because the new media have infiltrated 
almost every aspect of human functioning. The surprising paradox of the new media is the fact that 
on the one hand they give access to almost unlimited information, on the other hand they narrow it 
down extremely. The modern media user, often without realizing it, “uses” only the information that 
is offered to him by specially selected internet algorithms. Created in this way the so-called “informa-
tion/filter bubble” condemns him to the only vision of reality - and in the absence of the possibility of 
verifying his observations what results from the way the new media works - in his opinion the only 
true one. This is particularly important in creating the vision of social order and the functioning of 
the state. The mediatisation of Polish social reality - especially in the context of social media - led to 
the emergence of polarized groups isolated from each other and caused a lack of rational political 
debate on a number of important social issues.

Keywords: Facebook, filter bubble, narcissism, public debate, Polish public opinion

INTRODUCTION

Both the new and the traditional media are nowadays an extremely important el-
ement of human life and an integral part of culture. As a means of communication, as 
well as a source of behavioral patterns, they have significantly changed the functioning 
of societies. The number of data in the world is growing very fast. Every year, we produce 
more data than during the past few years of our history. The access to information is 
nowadays no longer a problem, the more difficult issue, in the current information over-
load, the more its skillful finding. Walter Lipmann already argued in his theory from 1921 
that people are unable to the perception of surrounding them extremely complex and 
complicated reality, which is why in their minds simplified models of the external world 
are created. Lipmann called it “images in heads”, and argued that the dominant role in 
their creation belongs to the press [Pyzikowska, 2001, p. 75]. According to Lipmann, 
information media create cognitive maps of the world, to which the recipients react, 
cutting off from the reality that is too complicated for the human mind. In this way the 
mediatization of social reality is created, which, according to Walery Pisarek, is a process 
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of media mediation in exploring the world, influencing the media perception of phenom-
ena inaccessible to direct experience, shaping the image of the entire social reality, and 
even comprehensive social experiences under the influence of media structures [Pis-
arek, 2006, p. 116].

The influence of the media on shaping public opinion is investigated by the theory 
of agenda setting, which, despite being created over 40 years ago, has not lost its rele-
vance. According to this theory, media messages have a huge impact on public opinion, 
because they determine the information order of the day, deciding about the existence 
of selected messages in the consciousness of their recipients [McCombes & Shaw & 
Weaver, 2014]. What is more, the media, through the framing function, give their own 
interpretation to the presented content. In this way, the media not only tell their users 
what to think about, but also how to interpret the provided information [Nowak, Reidel, 
2008, p.180].  

In the era of the new media, the phenomenon of mediatization has become even 
more visible, because the new media have penetrated almost every aspect of human life. 
In the light of conducted research on the impact of the media (both traditional and new) 
on public opinion, it seems that thanks to online media and social media, the agenda-set-
ting power of the media has been strengthened. The new media give more possibilities 
to identify and associate issues and their attributes corresponding to the preferences of 
the recipient [Nowak, 2016]. In this way, the surprising paradox of the new media starts 
to be visible. The new media on the one hand give access to almost unlimited informa-
tion, on the other they extremely narrow it. The modern media user, often without real-
izing it, “uses” only the information that is offered to him by specially selected internet 
algorithms. This phenomenon is clearly visible on one of the most popular social media, 
i.e. on Facebook.

The following article aims to explain how Facebook polarizes public debate in Po-
land. The presented conclusions are based on the critical analysis of the discourse of 
Polish media including social media, mainly Facebook, observations and interviews with 
Polish students who belong to the generation of digital natives and on the assumptions 
of intercultural psychology and communication.

DIGITAL NATIVES AND FACEBOOK

Today’s social media have become an undoubted rival of the press or other tradi-
tional media in fulfilling the informational function about the world events. This compe-
tition is definitely won among the generation of digital natives, for whom social media 
become the basic source of knowledge about the world. At the end of 2018, over 2 billion 
users used Facebook worldwide. Among them, the largest group were people aged 18 
to 34 [Kuchta, 2019]. Digital natives are- generally speaking- people who were born in the 
times of widespread use in the everyday and professional life of the Internet, computers 
and other devices, treating the Internet as an ordinary element of the world around them. 
Growing up in the world of new technologies has significantly changed their patterns of 
communication, processing and consumption of information [Prensky, 2001]. One of the 
distinguishing features of this generation is narcissism, which in this case is not only 
about focusing on the physical image (e.g. placing countless selfies on the web), but 
also on the media consumption model. According to research conducted by Pew Re-
search Center, Facebook users (the vast majority of whom belong to the digital natives’ 
generation, about 70% of them have accounts on this social network [Statista, 2019]) 
are looking for information that confirms the validity and the importance of their views. 
Moreover, they are not willing to speak in the discussion if they are convinced that others 
do not share their opinions [Anderson, Camount, 2014]. This is how the phenomenon of 
the egocasting is created, which consists in focusing only on content identical to indi-
vidual interests, and omitting information with which he disagrees [Rosen, 2004/2005, 
pp. 51-72]. This leads to a situation in which the individual begins to live in a world of 
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their own beliefs without the possibility of their confrontation or verification. The rules of 
Facebook functioning significantly strengthen this mechanism.

FACEBOOK AND FILTER BUBBLE

Although Facebook is the most popular social medium, according to Pew Research 
Center research, as many as ¾ of all users do not know how it works. In this way, the 
mechanism of personalization the content escapes the attention of users and without 
their knowledge encloses them in an information bubble [Hiltin, Rainie, 2019].

Every Facebook user, after logging in to the website, notices the so-called newsfeed 
or wall on which he can see the latest activities of his friends. Their activity is so-called 
edge. According to the simulation, with having several hundred friends on an account on 
Facebook, with every login in to the site should appear about 1,500 new edges. In this 
way the user would be overwhelmed with the number of new information. To facilitate 
his task, Facebook has created content filtering algorithms that are designed to predict 
what will interest a given user. The algorithm calculates possible interests based on the 
user’s previous behavior on the website and decides which content will be displayed and 
which is not, in this way the new phenomenon occurs, in which the information finds the 
user and not vice versa [Malinowski, 2016].

The first person paying attention to this mechanism was Eli Pariser, an American In-
ternet activist. During his speech at the TED conference in 2011, he used for the first time 
the term filter bubble, which he defined as “a personal and unique information universe 
in which we all live online.” He reached this conclusion by observing his own Facebook 
wall, when after clicking on links shared by liberal views friends, he stopped noticing 
content posted by his more conservative friends. The algorithm of Facebook based on 
his activity on the portal limited the content that Pariser would consider to be polarizing 
with his views [Pariser, 2011].

Pariser’s remarks were confirmed by Matt Honan from the “Wired” magazine, who 
liked every activity of his friends that appeared on his wall. “Bemused” in this way the 
algorithm stopped displaying content shared by other users, showing only information 
from brands, which also showed to his friends [Honan, 2014].

Pariser’s observations on the principles of Facebook’s operation show the power 
of this medium in creating and strengthening the narcissistic attitudes of its users who 
locked in their own filter bubbles, have access to information in accordance with their 
preferences and likings. In this way, they are cut off from everything that the algorithm 
deems “unworthy” of their interests and freed from the content confronting their views 
on reality. Thanks to this mechanism, they gain the belief that their point of view is cor-
rect and all those who think differently must be wrong.

It is worth noting that the algorithms activity does not only cover the interests of 
Facebook users, although it also in this case deprives them of the possibility of changes. 
Based on their previous choices, the algorithms offer them similar content, not consider-
ing that the taste of each can change. Algorithms also personalize the news that reaches 
users closing each of them in a separate bubble. Access to other users is conditioned by 
the convergence of opinions, views or needs. In this way, public discourse is disturbed.

FACEBOOK AND PUBLIC OPINION

In the world of the new media, the role of a gatekeeper, so far performed by media 
broadcasters or opinion leaders, has been taken over by algorithms what significantly 
influenced the shape of modern public opinion. The selection of information, devoid of a 
human factor, sorts them only according to the rules of importance for the user, not con-
sidering what is really important and what is less important for the general public. That 
leads to the situation where the user sees only the content with which he agrees and 
comes to the conviction that everyone thinks in the same way. If he meets a person with 
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different views, he is convinced that this person must be wrong. Isolating users from 
content that collides with their points of view leads to the creation of “digital ghettos” 
whose “residents” reinforce each other’s beliefs in the validity and importance of their 
views and consume only information that confirms their opinions [Szpunar, 2018]. At the 
same time, they are still convinced about choosing independently the content to which 
they have access. This illusion is further amplified by the confirmation bias our brain is 
subject to, i.e. the tendency to choose and prefer sources consistent with our worldview 
[Kahneman, Tversky, 1979]. Thanks to this, we protect ourselves and the conviction that 
we are right. These opinions and views are strengthened by spreading them through 
repeated and continuous communication between users who share the same type of 
thoughts in a closed system, i.e. on social networks. In this way, the echo chamber is 
created, which in turn leads to the rejection of alternative views and, consequently, to the 
strengthening of one’s own [Jamieson, Apella, 2010]. This situation is extremely conve-
nient for the individual, because he is not forced to confront the content with which he 
does not agree. What is more, his belief that the world is homogeneous grows, because 
any form of difference is not allowed to his consciousness, which results in the radical-
ization of his views. This attitude leads to a state in which users close themselves to 
an alternative vision of the world, and any confrontation remains only in the declarative 
sphere [Szpunar 2018]. This situation has a huge impact on public opinion, because it 
significantly limits public debate, favoring the radicalization and polarization of opposing 
views. If we add the phenomenon of narcissism to this, then a debate with people with 
different views than ours will not be possible at all. This way of shaping public opinion 
is of particular importance in the generation of digital natives, because mainly among 
them the role of the information medium has been taken over by Facebook. It is also 
important for those who do not belong to this generation, but who also use social me-
dia. Since people are looking for information consistent with their beliefs, they will use 
those traditional media that share their opinion, Facebook’s algorithms will additionally 
confirm it. In this way, by using various sources of information, they will “concrete” in 
their own views.

What was one of the promises of the Internet- the creation of a public sphere that 
would foster debate and create a consensus, turned out to be not entirely true. The sur-
prising paradox of the new media is the fact that on the one hand they give access 
to almost unlimited information, on the other hand they narrow it down extremely. The 
modern media user, often without realizing it, “uses” only the information that is offered 
to him by specially selected internet algorithms. Created in this way filter bubble con-
demns him to the only vision of reality - and in the absence of the possibility of verifying 
his observations what results from the way the new media works - in his opinion the 
only true one. This is particularly important in creating the vision of social order and the 
functioning of the state which is well illustrated by the example of Polish society and its 
division into “two” functioning parallel Poland. The mediatization of Polish social reality 
has led to the emergence of isolated groups, whose members - mainly through media 
activities - have limited opportunities to make choices and make independent decisions. 
It also caused a lack of rational political debate on a number of important social issues.

POLISH FILTER BUBBLE

Facebook in Poland is one of the most popular social networking sites. At the end 
of 2018, 16,840,000 Poles used it, which accounted for 44.3% of the total population. 
Their age range was as follows:

7.6% between the ages of 13 and 17 years
22% between the ages of 18 and 24 years
29,1% between the ages of 25 and 34 years
20,8% between the ages of 35 and 44 years
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10,2% between the ages of 45 and 54 years
6,4% between the ages 55 and 64 years [Górska, 2018]
So, it is clearly seen that the generation of digital natives most often uses Facebook, 

this is particularly important in the face of the fact that for 61% of all users of this me-
dium Facebook is the basic source of news about the events in Poland and in the world 
[Statista, 2019]. If we compare these data with another survey, it turns out that for older 
Poles (60 years and older) the main source of knowledge is television (90%), while Face-
book in the 18-29 age group is a source of information for 58% of them. The press as a 
source of the news is in this group in the reverse [Kolanko, 2019].

The situation that emerges from the results of the research presented above has a 
significant impact on the shape of public debate in Poland. Since Facebook encloses its 
users in filter bubbles, it means that over 60% of Poles using this medium do not have 
reliable knowledge about events in Poland and in the world. They are receiving person-
alized information, which on the one hand is very convenient for them, but on the other, 
from the point of view of social communication and building a public debate, this fact 
has disastrous consequences. Each of them lives closed in their information bubble 
and according to it assesses reality. If we assume (and this is confirmed by the author’s 
observations) that the Internet, or more precisely Facebook is the only source of infor-
mation for young Poles, they have no way of verifying their views, which in turn leads to 
radicalization of their opinions. Also, those who use television as the main source of in-
formation are not free from the filter bubble effect. With the current polarization of news 
sites in Poland, viewers of individual TV stations or readers of specific titles of weekly 
opinions will not get a chance to confront their views on the web. The algorithm will pre-
pare information for them that will only confirm their views. In this way, there is a huge 
polarization and radicalization of public debate in Poland, in which there are no rational 
arguments on important social issues.

Politicians also are not free from the filter bubble effect. This is significant because 
they have a decisive influence on the shape of the public debate and what issues are 
raised in it. Since politicians have specific views and use social media, it can be assumed 
that information that does not coincide with their beliefs never reaches them. It can be 
seen from specific examples, such as during the interview of Rafał Trzaskowski, who 
was the minister of foreign affairs in the shadow cabinet of Civic Platform. Asked by 
Konrad Piasecki, the journalist of Radio Zet, he could not answer the question related 
to the dispute about the Smolensk Monument in New Jersey, despite the fact that this 
topic was dominant in social media for three days, his filter bubble did not contain this 
message [Piasecki, 2018]. Probably the algorithm treated this information as related 
with Law and Justice party what was automatically classified as not corresponding with 
Trzaskowski’s opinion. Another example is the Polish migration policy project, which 
addresses issues related to refugees or Muslim migrants. This problem was discussed 
very strongly in public debate. The word “Islam” appears 47 times in the document and 
always in the context of security threats, terrorism and fundamentalism. Almost the en-
tire subsection entitled “Ensuring security in the migration process” (over 12 pages) is 
devoted to the alleged threat from Islam. No other religious group is singled out in the 
policy draft in such a way. All Muslims are racialized and portrayed as non-integrated 
radicals, and if not present, future terrorists. There is no mention of the diversity of Islam 
and Muslim societies. The authors cite an article from the Catholic far-right website / 
bimonthly Polonia Christian, which was at the forefront of racism and stigmatization of 
Muslims in Poland, as well as information from the TVP Info news portal, which present-
ed information in a similar tone about Muslims and refugees [Pędziwiatr, 2019]. The au-
thors of the document (they were not undisclosed to the public opinion) connected with 
the ruling party, when created this draft, used sources of information available to them, 
limited by their own filter bubbles. They presented their image of Muslims, convinced 
of the correctness of their own views. In this way, the debate about such an important 
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problem for Poland as the problem of migration is polarized and extremely radicalized.
The filter bubble effect in the Polish public debate seems to be strengthened by the 

Polish national character, which, according to the author, perfectly fits into the activities 
of social media algorithms. Paweł Boski, a precursor of intercultural psychology, distin-
guishes among characteristics of Poles: the lack of social discipline, low level of social 
trust and sarmatism, which is inseparably connected with the conviction of being unique 
and always right [Boski, 2009]. Moreover, the tradition of the Polish public debate are the 
parliaments and councils, which were often dominated by excessive talkativeness, quar-
rels and disputes that resulted from the noble pettifogging characteristic for Poles also 
nowadays. Julian Ochorowicz, a nineteenth-century Polish philosopher, psychologist 
and publicist, also attributed to the Polish nation partisanship saying that when three 
Germans gather, they form a union, and three Poles form four parties [Lewandowski, 
2007].

All of the above-mentioned features are easily reinforced by the nature of social 
media. Filter bubble divides the Polish Internet community into groups that cannot talk 
to each other. Social media are conducive to “excessive talkativeness” and, as has al-
ready been shown in the article, are a great tool for confirming your own uniqueness and 
infallibility, especially on the assumption that others cannot be trusted. While the filter 
bubble mechanism works similarly around the world, it seems that it can be assumed 
that its effects may depend on the cultural characteristics of network users. Although 
digitized reality may have its own culture and rules, then traditions and customs of reality 
still seem to be the leading force in determining and arranging relationships in virtual 
environments [Laurenson, 2014]. In this way, according to the author, the polarization 
and radicalization of the Polish public debate has been strengthened to the maximum.

SUMMARY

One of the main hopes associated with the emergence and spread of the Internet 
was its ability to create a public sphere and strengthen democratic debate that will fos-
ter consensus. The subsequent stages of the development of this medium showed the 
deceptiveness of the expectations placed on it. In the era of the dominance of social 
media, such as Facebook, there is an increasing fear that the Internet actually strength-
ens opinion polarization processes, because users interact with like-minded people, and 
the tendency to personalize information on the web is growing. This technological bias 
divides the online debate into virtual echo chambers in which the user hears only the in-
formation with which he agrees. In this way, the possibility of public debate is extremely 
limited. The phenomenon of polarization of views is observed all over the world. Never 
before has it been so easy to conflict entire societies. According to Philip Zimbardo, 
polarization of the community to such an extent is a new phenomenon that will deepen. 
Zimbardo argues it is because of the loss of true communication skills, which occurred 
as a result of the development of new technologies [Suchan, 2019]. 

The impact of the filter bubble on the polarization of public debate is particularly 
evident in Poland. Algorithms of social media “strengthened” by the national nature of 
Poles divided Polish society into at least “two” functioning parallel Poland. To remedy 
this, media education is needed in Poland. Hopefully, thanks to it Poles will be able to 
leave their information bubbles and, on the basis of diverse information, conduct a ra-
tional public debate. Awareness of filter bubbles is the first step to leave them. It is hard 
to disagree with Goethe, who said: “None are more hopelessly enslaved than those who 
falsely believe they are free”. The time will show, what the future will bring.
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THE KARDASHIAN MOMENT: 
HASHTAG, SELFIE AND THE 

BROKEN INTERNET 
Mariusz Pisarski1

Abstract
The article focuses on a hashtags as a tool of networked culture and networked social move-

ments, and –  at the same time – on self-expression phenomenon of a selfie. Although today 
hashtags, in particular, can been seen as a frequently used weapon in information wars and a tool of 
propaganda 2.0, seen from historical perspective, this very tool aligns itself first and foremost with 
emancipatory forces in the Internet history. These forces, expressed in A Declaration of the Indepen-
dence of Cyberspace and in participatory ideals of Web 2.0 are now in withdrawal.

As the Internet is now in a peculiar development phase, ruled by the logic of surveillance capital-
ism, those early ideals of free speech and exchange of ideas are now overshadowed by a “darkening 
of the digital dream (Shoshana Zuboff). 

The central argument suggests that the “Kardashian moment” on the one hand, and Occupy 
Wallstreet, on the other hand, constituted a point in time where new media affordances and social 
phenomena were aligned. At the same time, both hashtag and selfie can be viewed as a response to 
the betrayalof individualization processes started in the 1960s, then carried on and amplified by the 
early Internet, and in the end commodified by the growing Internet giants and established structures 
of power.

Keywords: hashtag, hypertext, selfie, activism, Internet history

1. Introduction: the Internet before social media

Television, the age-old enemy of the written word, seemed to be in decline as a 
mainstream medium after the emergence of personal computers and the Web on uni-
versity campuses and schools in the 1980s and finally at homes in 1990. Today, it is 
returning to favor with an Orwellian vengeance. Television, in its hyper personalised ver-
sion, emerges as a most appealing model of communication and interaction within a 
post-PC and post-internet context of the “walled gardens” or “information silos” curated 
by a handful of technological giants: Google, Facebook, Apple, Amazon and Tencent (in 
China). These major players own the most popular social networks, the most popular 
hardware andthe most popular communication apps which results in tying users to their 
own closed software/hardware ecosystems and digital entertainment playgrounds. For 
millions of people, Facebook is not on the Internet – Facebook is the Internet. 
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Yet the formula of centrally distributed content interrupted by personalised adver-
tising – exemplified by Instagram or WeChat – in the 1980s and 1990 could appeal to 
barely anyone but dystopian authors. Free movement of content and ideas introduced by 
the invention of PC and the Internet made the demise of Television almost imminent, at 
least at the influential forefront of media and communication discourse. With the advent 
of PCs, and then the Internet, the hierarchical, unidirectional model sender- receiver was 
replaced by the many-to-many model of mass self-communication [Castells, 2013, p.6].
Hypertext  was at the heart of the transformation of communication which gave rise to 
subsequent transformation of power relations throughout the globe. As an underlying 
structural feature of every Internet page, marking its presence in the acronym http in the 
web address (“hypertext transfer protocol”) the hypertext is a backbone of non-linear 
network of nodes and links: a vast and highly distributed repository of data connected by 
an overlay of digitally implemented semantic relations. 

The vertical communication model of a sender - receiver and one-to-many had been 
giving way to a vast, horizontal model of many-to-many with an increasing pace as more 
and more users were willing to connect with each other, share ideas and publish their 
own stories without a centralised and controlling intermediary.

It is important to note that – in the early stages – Castells’ notion of mass-self 
communication would relate rather to a paradigm shift than to an actual communication 
practice on the Web. Before the social media and before Web 2.0 the Internet was mostly 
text based. This limitation gave way to networked communication’s natural affinity to 
those users who could effectively express themselves in writing. Scholars and writers 
were natural allies of the Web and many of them were its prominent propagators. The 
situation was far different from today when social media are seen as a disruptive force 
undermining traditional public discourse. Web 1.0 was not facilitating for the world of 
post-truth, post-ideas and superfluous citizenry in the form of “slacktivism”. Although 
one cannot agree more with Agata Bielik-Robson who states that the Web’s many-to-ma-
ny model of communication is killing the print culture and bringing us back to dark ages 
[Czarnecka, 2018], or with Neal Gabler who exposes social media as accelerating ex-
change of information at the expense of exchange of ideas and thus catering for the 
culture of knowledge but not the culture of thinking [Gabler, 2011], it has to be pointed 
out that the Internet was not designed to take us where we are now.  The early Web was 
not a foe of print.  In fact, behind Timothy Berners-Lee’s invention of the modern Internet 
there was a community of scientists in need of a fast way of exchanging articles and 
other text-based forms.An illustration on a web page was initially perceived by Lee as a 
distraction [McCullough, 2018, p.14].  In 1997, in his avant-pop manifesto, the artist Mark 
Amerika announced that hypertext is a Literary MTV. [Amerika, 1997]. Yet during these 
days the state of the Web was closer to what Michael Joyce, the author of the first hyper-
text novel afternoon.a story, recognised few years earlier, that hypertext is the revenge of 
the word on television [Joyce, 1996, p.206].

Although linking nodes within a living network of Web 1.0 inevitably led to forming 
hierarchies – as more visited pages got more prominent – the lack of centralization 
and a certain mode of “free-market” network dynamics (new nodes were appearing con-
stantly, some were disappearing, links were being broken etc.) remained a guarantee of 
a unique and empowering experience. New communities were being formed around the 
globe with no regard to geographical or linguistic limitations. It was a revolution not un-
like the social revolts of 1960s, the fall of the Berlin Wall and other most intense cultural 
moments of the 20th century.

2. The golden age of blogs and the Internet Wall of China
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Just a year before Hypertext Consciousness, John Perry Barlow2 publishes his in-
fluential Declaration of the Independence of Cyberspace [Barlow, 1996]. Cyberspace had 
indeed become an independent republic of websites and blogs, curated by individuals. In 
Russia, China and the Middle East the emergence of the Internet gave voice to individu-
als and communities not supported, side-lined or even persecuted by the state. 

The golden age of the blogosphere lasted differently for different countries. Its de-
mise is accounted in detail by Human Rights Watch and reports issued by this organisa-
tion [2006]. In China a big wave of repressions started in 2003 when,due to the request of 
Chinese government, Yahoo! disclosed e-mail and discussion forums data of dissidents. 
The same year an activist and blogger Jiang Lijunwas sentenced to 4 years in prison. It 
was followed by thrsrrests of Wang Xiaoning and Li Zhi. Other tech giants, in fear of their 
activity on the Chinese market being limited or cut down, followed suit. In 2004-2006 
Chinese government forced Microsoft and Google to remove or filter the results of their 
search engines. Blog names, post titles, and even content of individual posts was filtered 
or deleted. In December 2005, the blog of an activist Zhao Jing, run on Microsoft’s blog-
ging service MSN Spaces, disappears completely. Finally, after years of external censor-
ship and blocking access to its flagship browser, Google launches its Chinese version. 
The Internet Wall of China had been fortified and prevailed! 

The steady stream of suppression took the Web away from the direction Decla-
ration of Independence of Cyberspace imagined for it. Web users were censored and 
prosecuted for simply using the Internet according to its intended goal of unhindered 
exchange of information. For many users it became apparent that something went terri-
bly wrong. The tragic paradox is that most important players who made their fortune on 
providing the internet services – Yahoo, Google and Microsoft – have greatly contributed 
to the suppression. Web 1.0 disappeared. Soon after, Web 2.0 was born with a promise 
of even greater user empowerment and with tools at hand for mapping and creating 
communities on an unprecedented scale. This promise did not last longeither. 

3. In the safety of walled gardens

Around 2004, along with enthusiastically welcomed enhancements to existing web 
technologies introduced under the banner of Web 2.0, a global online system of mass 
data harvesting under the disguise of protection from malware, personalisation, and in 
exchange for using free web services was started. Although Siva Vaidhyanathan narrows 
this process to one company and calls it “Googlization of everything” [Vaidhyanathan, 
2012, p.15],  it can be seen asa general trend, as other technology giants exposed the 
same behaviour of building secure walls around their own software, services and hard-
ware ecosystems. Google buys YouTube (2004), personalises the search engine (2007), 
creates a free, reliable and popular email service and starts introducing social media 
applications for instant online communication. Apple launches Safari web browser and 
starts tying its hardware to online services of music downloading and cloud storage. 
Microsoft enters video consoles market, introduces its own search engine and moves its 
productivity and communication apps into the cloud (Bing, Microsoft Live). As a result, 
web users start to experience the web services in a new, unprecedented way: some of 
them are able to check emails, read news and chat to friends without a need to leave the 
more and more consistent online world” of Google, Apple and Microsoft. The rationale 
behind the emerging model of a “walled garden” or “gated community” is on the one 
hand, and as presented to users, security. On the other hand, and seen from provider’s 
side, it is users’ loyalty. The model was soon perfected by Facebook, a new player who 
dominated social media with its free service to such an extent that for the growing num-
bers of users Facebook started functioning as a synonym or even replacement of the 

2 The Internet is a technology built on the basis of liberal premises: censorship free, decentral- 
ized and borderless” – wrote Barlow.
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Internet altogether [Thompson, 2015]. 
The endless hypertext that was supposed to be the Internet according to Tim Ber-

ners Lee and Ted Nelson was being re-linearized and diminished. User generated con-
tent was compressed into a micro-blogging format while at the same time a constant 
social filter was applied to it. A blog post was replaced by a short Facebook post and 
even shorter 160 letter Twitter post. The audience of that content was not a general web 
audience but a self-curated list of friends in case of Facebook and a list of followers on 
Twitter. 

Accolades of the empowerment and liberation made possible by internet technol-
ogies, with or without an intention of providing safety and security of online users, con-
tributed greatly to the creation of infrastructure for the latest version of the global social 
contract: a form of post-capitalism, which Shoshana Zuboff calls surveillance capitalism 
[Zuboff, 2019, p. 8]. As it stands, it is often enough to decipher and crack a single secu-
rity protocol of Google, Apple or Facebook to freely navigate the whole digital lands of 
personal data and harvest the digital traces left by us, most often with our own consent, 
to use it for profit or political purposes.

“Children of the Web” – users of Web 1.0 and enthusiasts Web 2.0 for whom the In-
ternet was a generational experience – by signing up to the convenient and free services 
provided by Google or Facebook, began to support a state of affairs unwillingly, it clearly 
betrayed their ideals. Things would be getting even worse if not for a single, modest in-
vention: the hashtag.

4. The hashtag counter revolution

Hashtag as a tool for grouping, filtering and discovering content was conceived as 
bottom-up proposal, introduced and adapted by users. Chris Messina, who came out 
with the idea and suggested Twitter users to embrace it in August 2007 [Salazar, 2017, 
p. 17]. Messina was deliberately referring to the spirit of pioneering, libertarian times of 
the Web. Hashtag sign # had been used on IRC communication channels where it served 
as an identifier to a chat channel. Bringing it back onboard a Web 2.0 micro-blogging 
site was intended to make Twitter a bit more convenient. If people start using hashtag, 
Messina thought, users will be able to connect to each other in a more specific and se-
lective manner which at the same time would bypass and transcend the built-in formula 
of micro-posting / liking / sharing. Hashtag as an enhancement tool for Twitter empow-
ered everyone to create a communication channel, a broadcast, to which others could 
instantly subscribe and contribute just by typing the same string of characters into her/
his own 160-word tweet. It allowed people to share the same time, space, idea or emo-
tion; to connect to each other, share their thoughts and their media in order to make their 
stance visible and to amplify its importance. 

Initially, Messina’s proposal was not enthusiastically received [Salazar2017, p. 26]. 
It was not until the forest fires in San Diego in 2007 when the new tool found its first use. 
Hashtag #sandiegoonfire almost instantly became an effective means of group coordi-
nation in face of natural disaster. It helped to broadcast live updates about help centres, 
about location of fire brigade, food collection points, et cetera. The participants of the 
spontaneously created channel were not only local residents and support services, but 
also Twitter users in the USA and around the world. The era of self-broadcasting and 
grassroots citizen information channels reached a new turn. CNN television crew with 
their live footage from helicopter was no longer needed. There were plenty of broadcast-
ers on the ground, many of them affected themselves and witnessing the destruction 
first-hand. From now on, social media users and their live tweets under the hashtag en-
abled channel were the primary source of row news that TV stations had to start to listen 
to. You did not even have to be a  journalist to be heard.It was enough to post a photo 
and type the hashtag to be seen and heard. From this point onwards, official sources and 
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traditional sources of news started to be of secondary status. The real news was broad-
cast by people with their phones or laptops. Thanks to hashtags Twitter has become 
something more than a social medium: a distributed form of mass medium [Halavais, 
2014, p. 37]. 

After the fires in San Diego, hashtag began to win the hearts of users of all other 
social media platforms. Events and protests subsequent to the financial crisis of 2008 
which would normally reach local or national scale,due to hashtags have gained a global 
impact which resulted in similar protest across the borders and culture. #occupywall-
strett #blacklivessmetter demonstrated that hashtag is a viable tool for establishing and 
supporting not only a single protest but a bigger entity: a sustainable social movement 
of a new kind, a networked social movement [Castells 2012,p. 249]. This became ap-
parent even before the Arab Spring. The use of hashtags during the election protests in 
Iran in 2009 which seriously threatened the status quo of the Ayatollahs’ regime or the 
international outrage channelled through hashtag #bringbackourgirls, thanks to which a 
local tragedy in Nigeria – abduction of 200 high school students in the city of Chibo by 
terrorists from Boko Haram – forced diplomatic interventions from most powerful global 
players clearly demonstrated that within a changed communication paradigm even a 
cheap mobile phone can make a difference [Emma, 2015]. Within a general loss of trust 
in official establishments, even the far-away frontiers of the Web –  Nigeria or Iran – are 
able to position themselves in the center of attention by mediated and networked ac-
tions of social media users. 

In the years 2009 - 2011, hashtags – as a kind of extremely useful addition to social 
media protocols – were able to bring back the revolutionary potential of Internet com-
munication to the fore, in the spirit of the Declaration of the Independence of Cyberspace. 
Even shutting down the Internet, as was the case in Egypt [Gunning & Baron, 2014, p. 16], 
did not stop the momentum the networked social movement had gained – both in cyber 
and urban space – and did not rescue Hosni Mubarak from being removed from power. 

Unfortunately, the Arab Spring will also mark the beginning of the end of the truly 
liberational potential of social media in the developing world. Autocratic governments 
will soon do their homework and start introducing countermeasures: from surveillance 
of Facebook and Twitter activity of citizens to setting up of troll factories able to gener-
ate thousands of government-friendly entries, pro-government hashtags and fake news. 

From communication theory standpoint, hashtag suspends, or at least complicates, 
the process of secondary centralization introduced by the Timeline paradigm by which 
social media sites started imposing a more hierarchical and filtered mode of information 
delivery. As an improved type of a multi-link, an object thoroughly discussed in early hy-
pertext and Web theory, hashtag does not stop on displaying a list of related entries, but 
instead it takes users to and alternative, semantically focused collaborative live Stream. 
This alternative version is the result of user queries, not the algorithm’s attempt to guess 
what entries to display. Thus, in terms of functionality, hashtag redefines both the node-
link model of the network and the Stream model of Web 2.0. The pragmatic, performative 
and social dimensions of hashtag are even more profound. The default timelines on 
Facebook, Twitter and Instagram, which run on different frequency for different users, 
are made instantly equal for anyone subscribed to the same hashtag and turned into a 
shared immanence of the each passing moment3. 

Thanks to the temporal unification of the Stream, a hashtag which relates to social 
issue of utmost importance at a given time, can easily take the urgency of the issue out 
of cyberspace up to institutional level (signing a petition, for example) or out to urban 

3 Time on Twitter flows differently for different users. If user A has 100 followers and user B 
has only 10 their timelines refresh at a different rate, much faster for user A, much slower for user 
B.  If both click on a hashtag this difference disappears. Within the channel established by the same 
hashtag, time flows equally.
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space (organising a street protest). Especially in the latter case, the hashtag timeline 
synchronises with real time, with hashtag users broadcasting updates in the same time 
and quite often at the same space, discussing the same issues shoulder to shoulder and 
face to face. In this case hashtag crosses both the limits of hypertext and the limitations 
of the feed. The cyberspace, the urban space and the autonomous space, that for Cas-
tells is situated in between, on these rare occasions allows participants to move from 
reading to action, from a social group to a social movement.

Of course, this has potential for affairs. So far, the world has not seen many suc-
cessful changes in the power structure that could be bound to social media activities 
and were both initiated and finalised by them. There are perhaps some good reasons 
that many if not most of the “augmented” revolutions, did not bring lasting results [Jur-
genson, 2012, pp. 84-85]. I will come back to these reasons later. Before that, however, 
let us take a look at a phenomenon that owes a lot to the hashtag charged communi-
cation and which on its own can be seen as an antidote to the “darkening of the digital 
dream” which is at the center of my reflection: the selfie. 

5. Hashtag as a motor of selfie culture

The publishing of Kim Kardashian’s illustrated book Selfish, containing hundreds 
of selected selfies by the Hollywood celebrity, each of them accumulating up to mil-
lion likes on Instagram(Kardashian, 2015), it can be considered that a recapitulation of 
a whole selfie culture was epitomised by Kardashian. Almost every single shot in the 
500 pages album contains generic traits of numerous types of selfies which over the 
years were imitated by millions of selfies taking individuals. Opinions on the selfie phe-
nomenon in the academic world are quite polarised, from treating the selfie culture as 
a platform for narcissists [Sorokowska, 2016] to seeing it as a challenge to dominion 
media representations [Enli and Thumim, 2012] and taking back control of the network 
distributed self-image [Rettberg, 2014]. Recent research additionally points out a polit-
ical aspect of selfie and its use in action of protest and social mobilisation [Kuntsman, 
2017]. All of these selfie characteristics and contexts are true and yet neither is able to 
grasp the complexity of the phenomena. 

One perspective, worth applying here, as it fits well into the reflection on revolu-
tionary and emancipatory ideas aligned with the emergence and development of the 
Internet, is proposed by Shoshana Zuboff in The Age of Surveillance Capitalism (2019). 
Zuboff points to three distinct periods in recent 150 years of Western history, identified 
as 3 types of Modernism, with a distinct dynamic between the ideas of the self and the 
ideas of a group. The first period is marked, among others, by American pioneers, mi-
grants who were brave enough to leave their old lives behind and start a “journey of ex-
ploration and self-creation” which ended in a new life on a new continent. In this period, 
despite the individual self-creations, collective solutions and ideas were prevailing. The 
second period, second modernity, is the 1960s where nothing is given, and individuals 
learn through trial and error how to live their lives. The idea of a family, religion, sex, 
gender, morality is strongly individualised and negotiable. The emergence of the Inter-
net marks the third wave of modernity which amplifies claims of the second modernity. 
Collective values prevalent in the first modernity were in line with hierarchical motifs of 
concentration, centralization, standardization which define the industrial society. During 
the second modernity, a visible rift has occurred between the values of individual and 
the neoliberal values of contemporary forms of capitalism. The Internet and the rise 
of information capitalism carried a promise of aligning the market values to individual 
values. Google, Facebook and Apple were set to cater for the “my life, my way, at a price 
I can afford” generation. For Zygmunt Bauman this rift was the deepest contradiction of 
our time: “the yawning gap between the right of self-assertion and the capacity to control 
the social settings which render such self-assertion feasible. It is from that abysmal gap 
that the most poisonous effluvia contaminating the lives of contemporary individuals 
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emanate” [Bauman, 2013, p.39]. For Zuboff, the promise of aligning consumer’s genuine 
interests and hopes with commercial interests, epitomised by the iPod, online one click 
ordering and Google’s personalised search engine, was never kept. In fact, the informa-
tion capitalism quickly turned into a surveillance capitalism and – as Zuboff puts it – the 
“darkening of a digital dream”. 

A question arises what has Kim Kardashian and her selfies to do with broken prom-
ises of the third modernity? As one of the first influencers and celebrities who thoroughly 
exploited the affordances of social media in the times when creation of self-image and 
identity is fastest and most affordable by digital means, Kardashian represents a mas-
sively popular reaction to the situation highlighted by Bauman and Zuboff. The act of 
taking a selfie, from this perspective, is an emancipatory gesture directed against the es-
tablished order of gaining social status and capital. In the same manner, the act of using 
hashtag might be considered an emancipatory gesture of coming together against the 
elite 1% of global society by the remaining 99 %. The seemingly anti-social “networked 
movement” of a generation obsessed with the need to build their self-branding and in 
creating their unique identity is, in fact, closely related to the highly apprised and widely 
discussed networked social movement of Occupy Wallstreet, Black Lives Matter and Me 
Too. They are both anti-establishment in nature, directed against the existing domination 
of one discourse, narrative or a segment of society over the other: either a traditional 
path of sacralisation of a Hollywood celebrity, the workplace dominance of white males, 
or a conservative model of family and relationships. 

Both the “Kardashian moment” and the wave of protests which took place between 
2009 and 2015 across the globe, were logistically supported by hashtag and many other 
digital tools of social media which amplified and fortified their message within “mass 
self-communication”. It is the moment when the Internet once again supports the people 
and their will to be free, independent and self-determined. Unfortunately, not long after, 
the same Internet tools and the same human ideas were turned upside down to be used 
and exploited against their initial premises in the world of “Googlization of everything” 
state surveillance and fake news. 

6. The fall of the third modernity 

The Internet today is not following the vision of its creators [Lee, 2019]. The project 
of the third modernity has so far failed. The Kardashian moment had demonstrated that 
anyone taking a selfie can have a moment of complete agency to present themselves 
in their individual controlled surroundings. At the same time, some scholars agree that 
selfie-takers, by the very act, in a pursuit to claim themselves as valuable in a cultural 
system, turn themselves into a commodity [Mehita & Jonathan, 2016, p. 3]. As such, the 
self-expressions are also embedded in a regulative regime of the market or the state 
[Chouliaraki, 2010, p. 227] and are being exploited as a resource by marketing and adver-
tising companies. This also means that in the very moment of taking a selfie, using an 
update on Instagram we become an object of surveillance. 

This double-edged nature of both networked self-expressions and collective activ-
ities became increasingly apparent from 2013 to 2018, starting from Edward Snowden 
revelations on state surveillance of Americans by the NSA, alleged interference of Rus-
sian state into American elections, revealed activities of Cambridge Analytica and other 
companies employing tools of propaganda 2.0 on social media in order to influence na-
tional referendums and elections. These developments had proved that the Internet was 
taken in thedirection which had never been imagined by its inventors and enthusiastic 
masses of users. Shutting down the Internet by authoritarian regimes pales in compar-
ison to the tactics of fake social media accounts spreading misinformation and gen-
erating anti-hashtags whenever the remains of the free Internet speak against a state, 
a company or a person with these tactics at their disposal. Even the so called hashtag 
wars documented during the Arab spring were closer to the idea of free speech on the 
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Internet than the later misinformation campaigns and the use of both official and Deep 
Web social media tools aiming to  findnew recruits and even terrorists in attacks by ISIS. 
The organisation whichproved to be highly literate in digital communication. 

Finally, the pivotal events of 2011 at Tahrir Square in Cairo, other North African 
countries, and later in New York and around the globe, proved to be the highest moment 
in social media history. Hashtag #Egypt was the most popular hashtag of the year 2011 
on Twitter. But even these events did not change the structures of power they intended 
to disrupt. It is true that social media enhanced communication between participants of 
the protests and helped spread the message across the world. Twitter and Instagram 
were the best response to the alternative reality of state media. At the same time, the 
Egyptian revolution showed that the networked social movement cannot be maintained 
without a political infrastructure on the ground. As Yuval Noah Harari points out, one of 
the basic distinguishing features of homo sapiens is the ability to create durable social 
structures founded on several main ideas, but also having a material support in the form 
of a support apparatus of power. Social media is not able to easily map this phenome-
non [Harari, 2016, p.137]:

“It is one thing to bring 100,000 people to Tahrir Square, and quite another to get 
a grip on the political machinery, shake the right hands in the right back rooms and run 
a country effectively. Consequently, when Mubarak stepped down the demonstrators 
could not fill the vacuum. Egypt had only two institutions sufficiently organised to rule 
the country: the army and the Muslim Brotherhood. Hence the revolution was hijacked 
first by the Brotherhood, and eventually by the army”.

Today it is difficult to believe in what one sees and reads on social media. It is better 
not to trust a post, a feed, and even a hashtag as we never know who might be behind 
it. Like the magic in Neal Stephenson’s novel The Rise and Fall of Dodo, the hashtag has 
lost its power and it is hard to say if any hashtag “agents” from the future will ever come 
back to fix this rather broken Internet.
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ORGANISATIONAL 
COMMUNICATION IN THE AGE 
OF ARTIFICIAL INTELLIGENCE 

DEVELOPMENT.
OPPORTUNITIES AND THREATS

Monika Kaczmarek-Śliwińska1

Abstract
Organisational communication in the age of artificial intelligence (AI) development is an oppor-

tunity but also a challenge. Thanks to the changing media space and the development of technology, 
it is possible to automate work, increase the effectiveness and power of influence and distribution 
of content. However, they also raise questions concerning risks, ranging from those associated with 
the social area (reducing the number of jobs) to the ethics of communication and the ethics of the 
professional profession of public relations (still PR ethics or the AI ethics in PR). The article will out-
line the opportunities and concerns resulting from the use of AI in communication of an organisation.

Introduction

Organisational communication is subject to constant change. Its professional and 
strategic understanding implies a number of decisions in different areas, such as or-
ganisational (Who does this? Why? Who is the communication with?), financial (An or-
ganisation’s own activities or outsourcing?) or evaluation (How to define the objectives 
of communication and how to evaluate the activities). Hence, processes understood in 
this way are treated as a communication strategy of an organisation, which is part of its 
management strategy. [Kaczmarek-Śliwińska, 2013, p. 56].

 We are witnessing transformations of communication processes caused not 
only by socio-organisational changes, but also by technological ones. Since the 1990s 
we have been observing a changing communication space as a result of the emergence 
of the Internet and its use in the functioning of organisations [Kaczmarek-Śliwińska, 
2010, p. 30]. The beginning of the 21st century brought about a transformation of media 
relations, both in the internal and external perspective of organisations. Dueto new ways 
of communicating, the recipients of messages from organisations have been given the 
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opportunity to switch to the role of the recipient-sender.  This change, in turn, has sig-
nificantly changed media space (the possibility of creating multi-level relations), an or-
ganisation’s activities towards its recipients (increasing the importance of the so-called 
online opinion leaders), as well as towards institutional media (the role of gatekeep-
ing is less significant and the importance of an organisation’s own media is growing). 
[Kaczmarek-Śliwińska, 2015, p. 175-176].

In recent years, artificial intelligence (AI) has been observable in communication 
strategies of organisations. On the one hand, we can see the appreciation of oppor-
tunities created by AI; on the other hand, there are doubts related to impact on human 
resources as well as ethical doubts caused by the effects of AI activities. 

The article will discuss the impact of artificial intelligence on the communication 
processes of organisations and the mediatisation of social and political discourse, as 
well as the benefits and risks associated with it. The disquisition will be carried out using 
the desk research technique, which involves the analysis of already available data from 
various sources (the press, the Internet, analytical reports) and their cross-verification, 
as well as finding possible convergent or divergent points.

Organisational communication and artificial intelligence 

According to Oxford Dictionary, artificial intelligence is “the theory and development 
of computer systems able to perform tasks normally requiring human intelligence, such 
as visual perception, speech recognition, decision-making, and translation between lan-
guages” [Oxford Dictionary, 2019].

 Artificial Intelligence (AI) is systems or machines which imitate human intelli-
gence while performing tasks and can interactively improve on the basis of information 
gathered. Describing the benefits of AI, Oracle points out that it is more about the pro-
cess 

and the potential for supported thinking and data analysis rather than a specific 
format or function. What is indicated as the purpose of the use of artificial intelligence is 
a significant increase in human capabilities, not a replacement for them. The importance 
and value of the use of artificial intelligence in organisational activities is presented in 
such important categories that, according to Oracle, it is increasingly qualified as one of 
the most valuable assets of an enterprise [Oracle, 2019, What is artificial intelligence?]

 The issue raised by Oracle - replacing people by artificial intelligence instead of 
indicating the opportunities of use to increase the potential or effectiveness of actions 
- can create barriers to obtaining information about AI and implementing it in particular 
areas of activity. For this reason, it is so important to educate the youngest, for whom AI 
will be a natural tool for work, and to build awareness among people currently active in 
the labour market. P. Łaszczyca writes: “It is obvious that civilisation is now shifting from 
the stage of manual control of machines and supporting body and brain functions with 
specialized prostheses to the stage of replacing human activities with activities of artifi-
cial intelligence. The coexistence of biological, self-aware intelligence with hard artificial 
intelligence, equipped with consciousness and motivation, is an object of concern as a 
field of dramatic competition and the imminent Armageddon. However, the status of a 
cybernetic competitor of man requires a separate characterisation of the foundations of 
biological and electronic intelligence. [2017, p. 63]. 

 The McKinsley report provides a similar perspective: “In the future, the develop-
ment of artificial intelligence is likely to focus on cognitivism, a set of technologies that 
mimic the way information is processed in the human brain and improve the quality of 
human decision-making.” [2018, p. 10].

 The above considerations may indicate that there is no competition between bi-
ological and electronic intelligence, yet there is a need to define a role for each of them.

 It should also be mentioned that only a few years ago, the anti-AI voices strongly 
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emphasized the problem of people losing their jobs due to the involvement of artificial 
intelligence. In an article published in Harvard Business Review in 2017 (“How Compa-
nies Are Already Using AI”), Satya Ramaswamy quoted a study done at Oxford Univer-
sity in 2013. It predicted that 47% of jobs could be automated by 2033. S. Ramaswamy 
observed that short-term forecasts were also quite negative: the 2016 Organisation for 
Economic Co-operation and Development (OECD) report found that 9% of jobs in the 21 
member countries could be automated, while in January 2017, the McKinsey study team 
estimated the loss of jobs caused by artificial intelligence at 5%. On the other hand, in the 
same article Ramaswamy presented the results of research carried out by his company 
on 835 companies, which at that time already showed a significant (at the level of 34-
44%) use of AI in the area of IT and data security, but also in areas related to organisa-
tional communication, more specifically public relations activities and its extremely im-
portant part - crisis prevention (e.g. brand monitoring in the social media space - 16% of 
respondents) [Ramaswamy, 2017]. The issue of education and the need to take actions 
towards present learners was raised, amongst others,  by authors of the “Kompetencje 
przyszłości w czasach cyfrowej dysrupcji. Studium wyzwań dla Polski w perspektywie 
roku 2030” monograph. On its cover, the authors placed a quote by Jack Ma (Ma Yún, 
a Chinese businessman and philanthropist, founder and former Executive Chairman of 
the Alibaba Group): “Education is a big challenge today. If we don’t change it, we’ll be in 
trouble in thirty years’ time because the way we teach is the same as it was 200 years 
ago: it’s knowledge-based. We cannot teach our children to compete with machines; they 
will be smarter than people. We must teach children unique things that machines will 
never be able to catch up with. Only in this way will our children have a chance in thirty 
years’ time.” [Głomb et al. 2019]. The authors, referring to the development of compe-
tences in digital times, pointed to artificial intelligence as one of the factors influencing 
business processes and the labour market: “Starting from the forecasts of technology 
development (e.g. Internet of Things, 5G, big data, blockchain, artificial intelligence) and 
the phenomena already observed in the world economy (globalisation, robotisation), the 
authors of the study assess their impact on business processes, and thus on the labour 
market. Using the terminology developed in the European Union and American taxonom-
ic studies, they formulate the principles of civilisational competences necessary in the 
21st century.” [Głomb et al., 2019, p. 7] and later: “In the opinion of the authors of the 
study, the main factors strongly stimulating the emergence of a new disruptive econom-
ic and cultural reality of this century, changing business models and processes, affecting 
labour supply, labour market and demand for competences will be: globalization, roboti-
zation, artificial intelligence, digital transformation technologies (e.g. Internet of Things, 
5G, blockchain, big data)” [Głomb et al., 2019, p. 31].

Artificial intelligence in forecasts and practice

Consulting companies point to the significant potential of AI. According to Deloitte’s 
estimates, by 2021 expenditures on artificial intelligence and machine self-learning will 
amount to $57.6 billion - almost five times more than in 2017. McKinsey Global Institute, 
on the other hand, indicates that the potential annual business value of artificial intelli-
gence in 19 industries could grow from $3.5 billion to $5.8 billion. [Oracle, 2019].

While looking for answers to the practical applications of AI, it is most often pointed 
out that the main purpose of research on artificial intelligence is to reconstruct human 
perception of reality and to react to it, which in turn will enable it to go beyond its lim-
itations. An undeniable advantage of such formatted processes should be, on the one 
hand, to facilitate a broader understanding of the enormous amount of available data 
and, on the other hand, to provide forecasts allowing the automation of excessively com-
plicated or routine and simple tasks.

Artificial intelligence also provides opportunities for use in situations where the 
scale of complexity of tasks goes beyond the possibilities of human interpretation. 
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Hence, data analytics becomes one of the most important directions. Gartner’s research 
results, conducted on a sample of more than 3000 IT executives, showed that respon-
dents considered business analytics and analysis to be the most outstanding technolo-
gies in their organisations [Gartner 2018]. They have been recognized as the most stra-
tegic for their companies, which also involves the greatest investment expenses. [Oracle, 
2019].

 The results of the latest research on AI implementation show that organisations 
are aware of the fact that there is no turning back on artificial intelligence, and even 
more: the implementation of AI in an organisation’s operations is already a competitive 
advantage of the organisation (implementation statistics indicate a growing trend). Ac-
cording to the Global Industry Vision report, 97% of the largest international companies 
are planning to implement solutions based on artificial intelligence by 2025. The authors 
of the report predict that the dynamic development of artificial intelligence in consumer 
devices will improve the ability to automatically search for information without the in-
volvement of its users. Forecasts assume that by 2025 as many as 90% of device own-
ers will be using smart assistants. [Żebruń, 2019]. 

The authors of the report also expect that artificial intelligence and Big Data an-
alytical systems will make it possible to communicate freely between companies and 
customers, as well as eliminate the problem of language barriers. 

In the Global Industry Vision report, there is also a comment on the issue of ‘the 
communication of tomorrow’. On the basis of the research results obtained, the authors 
consider accuracy, understanding and trust to be the fundamental principles of ‘the com-
munication of tomorrow’. The authors of the report also indicated that by 2025 com-
panies will have fully utilised as much as 86% of the data they generate [Żebruń 2019]. 
This last remark may be very important in the area of constructing an organisation’s 
communication strategy, as well as crisis management programmes/plans, because at 
the moment it is not the lack of data that is the problem, but its adequate processing.      

This type of situation can be illustrated by the experience of the Associated Press 
information agency. In 2013, this 170-year-old news service had to deal with the problem 
of not being able to prepare news and dispatches about the situation of American public 
companies. The lack of journalists was a barrier as AP had a 65-person team compared 
to 5300 companies, which meant that only 6% of needs could be covered. It was then 
that Associated Press started using AI to write short news. By 2015, AI systems had 
created 3,700 quarterly earnings reports, which was 12 times more than the work of 
AP’s business reporters. Interestingly, according to Harvard Business Review, none of 
the business journalists lost their jobs as they were assigned to writing more advanced 
materials. [Ramaswamy, 2017].

Artificial intelligence in communication management

Very interesting research results were obtained by the study “Powered by AI. Com-
munications and Marketing in the Algorithm Age” carried out in 2018 by MSL in cooper-
ation with Publicis Sapient, concerning the influence of AI in the area of communication 
and marketing. The study covered 1846 marketing and communication leaders from ten 
countries: Brazil, France, China, Germany, India, Italy, Poland, the United Kingdom and the 
USA. [MSL & Publicis Sapient, 2018].  

As many as 40% of the surveyed communication and PR executives admitted a 
low level of knowledge about the use of artificial intelligence in their work. At the same 
time, nearly half of the organisations in Poland declared investments in solutions using 
artificial intelligence.   

However, the results of the research show a combination of optimism and anxiety. 
Most communicators believe that the impact of AI on the future of brand communication 
will be positive (55% for all respondents; 57% for Polish respondents); 7% of the respon-
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dents notice negative aspects, while 38% see both negative and positive implications. 
Although there is general optimism about what artificial intelligence can do, 20% of the 
respondents think that their companies have concerns about artificial intelligence and 
are not particularly interested in ‘experimenting’ with it.

For communication leaders, artificial intelligence is more than just a short-lived in-
terest: many of them, in their opinion, have overtaken others in their companies in terms 
of learning about AI opportunities in order to prepare for the future in the workplace. A 
very high percentage of respondents (83%) stated that the priority is to get acquainted 
with AI (for 39% of respondents this is a very high priority; for 44% quite a high priority). 
Only for 12% does this issue constitute a low priority, and for another 5% it is not a prior-
ity at all.

The surveyed leaders placed their competences in the AI area at a fairly high level. 
As many as 28% of respondents strongly agreed and another 43% slightly agreed with 
the statement “I consider myself an expert in understanding artificial intelligence and its 
application in business.”  This means that more than 2 out of 3 leaders already consider 
themselves experts in the field. However, 1/3 of respondents disagreed (20% - slightly 
disagree; 10% - strongly disagree).

If the respondents’ statements are true, the level of awareness of technological 
innovation can be considered to be high.

Interesting answers were obtained when asking the leaders about potential areas 
of communication in which their organisations would like to include more AI-based ac-
tivities. The largest field for the use of artificial intelligence was indicated by the leaders 
in the following areas: marketing (47%), creativity (42%), employee training (42%), insight 
and strategy (41%). Significantly more limited field of application of AI was indicated in 
the following areas: crisis management (26%), measurements (25%) and agency rela-
tions (25%). When analysing the results, it is worth noting that the areas indicated by the 
respondents as having a lower AI potential usually include activities requiring the use 
of individually tailored solutions, non-standard approaches or appropriate relationship 
building competencies. Therefore, if AI is to be used in these areas, it will be at the level 
of managing large data sets and their analysis, but the final decisions concerning the 
solutions will probably be made by an expert.

These results correlate with the data included in the McKinsley report, where, among 
other things, the potential for automation in relation to education was determined. It was 
57% for primary and secondary education and 22% for higher education [2018, p. 14]. 
This may be one of the factors indicating a higher potential of artificial intelligence in re-
lation to simpler, routine activities, giving a significant potential to define them as routine 
and predictable on the basis of collected and analysed data.

In addition, the MSL and Publicis Sapient report indicate that 63% of respondents 
believe that their organisations are trying to redefine their branding and position to re-
flect the changes that AI is making in the workplace.

AI in organisational communication practice

Although the use of artificial intelligence in areas related to communication of an 
organisation, including PR activities, has not become a standard yet, there have been 
attempts to apply it.

AI-based solutions are now applied in the following areas:
 - in the activities of spokespeople - automation of communication - creation of typical 

information of a repetitive nature and which can be defined as predictable,
 - communication with customers (standard information packages delivered in a short 

period of time), 
 - customer surveys (AI in communication makes it possible to quickly verify the market 
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reaction to an organisation’s activities), 
 - AI helps to customise messages and tailor them in order to meet the needs of a spe-

cific group of recipients,
 - basic media relations (press releases) save time in order to spend it on advanced 

relations with journalists,
 - internal communication within an organisation,
 - communication and image analysis - providing real-time synthesis of data from mul-

tiple sources: traditional media, news websites, social media - determining viral or crisis 
potential, as well as tendencies in these areas (temporary or permanent phenomenon),
 - texts on any subject (news, articles, essays, novels), perfectly reproducing the style of 

the original authors,
 - targeting the content displayed at individual recipients,
 - content conversion,
 - maintaining relations with customers and increasing brand loyalty through lead nur-

turing.
 On the other hand, the use of artificial intelligence in the communication activi-

ties of an organization is a challenge and should trigger thoughts.
 Certainly, it is worth observing whether the space of message distribution creat-

ed with the use of AI does not violate the ethics of communication, as well as the law. Is 
the created content not manipulative? Does it not contain fake news or deep fake video 
content? It may be tempting to seek the attention of the audience by means of technical 
opportunities offered by AI. If this happens, what form can this struggle take and what 
impact will it have on social discourse?  

Summary

The development of technology and technological processes has been a cause for 
concern and fear over the human situation for decades. It is natural to wonder how tech-
nology will change the way we live. Today, artificial intelligence has a significant impact 
on data processing, analysis and forecasting. Experts in communication and PR use 
automation and algorithmisation of processes as a support for their PR activities, thus 
shifting human involvement to areas where activities are more difficult to automate and 
where human work brings more value to the organization [cf. McKinsley, p. 15]. There-
fore, being aware of the dynamic development of AI, we should still talk about supporting 
PR specialists, rather than replacing them.

 Experts at the Chartered Institute of Public Relations (CIPR) estimated in 2018 
that currently only 12% of PR specialists’ qualities and skills can be replaced or supple-
mented by artificial intelligence technologies, and in the following years this number 
may increase to about 38% [Valin, 2018]. It is evident, therefore, that opportunities and 
threats should be assessed, and when using AI, activities should be rigorously evaluat-
ed not only from the point of view of target realisation effectiveness, but also from the 
perspective of professional ethics. The difficulty is heightened by the fact that when one 
bases one’s communication activities on artificial intelligence mechanisms, it becomes 
complicated, if not impossible, to define ethical limits. Currently, there are situations in 
which specialists (even with considerable professional experience), as well as authori-
ties ruling on disputable issues on the grounds of professional ethics, face the dilemma 
of judging specific actions. It is worth considering how AI mechanisms would cope with 
such dilemmas.

 In conclusion, relationship creation skills, showing empathy, the ability to con-
struct a dialogue leading to consensus as well as the aforementioned professional eth-
ics, which are sometimes so difficult for PR experts, may turn out to be advantages over 
artificial intelligence.
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FOMO, BRANDS AND CONSUMERS 
– ABOUT THE REACTIONS OF 
POLISH INTERNET USERS TO 

THE ACTIVITIES OF BRANDS IN 
SOCIAL MEDIA (BASED ON CAWI 

REPRESENTATIVE RESEARCH) 
Anna Jupowicz-Ginalska1

Abstract
Fear of Missing Out is mainly a subject of psychological research; however, due to its specific 

nature, it gains an interdisciplinary character. Thanks to this, it can also be analysed from the per-
spective of media or business. This paper focuses on the threads of the relationship between FOMO 
and marketing communication online. It realizes the following objectives: it presents the scale of 
FOMO in Poland; it analyses the phenomenon in the context of consumers’ reactions to basic brand 
activity on social and it shows differences between the answers given by all the respondents and 
those with high FOMO. In order to clarify the scope of the research work, four research questions are 
answered: how do social media users react to the use of particular features of social platforms by 
brands? What form of posts coming from brands are preferred by Polish Internet users? What is the 
attitude of the respondents towards advertisements posted on social media portals? Does FOMO 
influence the answers in any way? The research was based on the nationwide, representative sample 
of Internet users aged 15+ (N=1060). The tool was the CAWI questionnaire.

Keywords: FOMO, Fear of Missing Out, brand, social media, social media marketing, marketing com-
munication, FOMO marketing

1. Theoretical outline as an introduction

1.1 Social media and FOMO

The range of social media is growing year by year, as well as their thematic spe-
cialization and the number of functionalities offered to recipients. As informed by the 
authors of Digital 2019 and Digital 2019: Poland reports [We are social/Hootsuite, 2019, 
pp. 7-8], the Internet is used by almost 57% of mankind, and 45% are social media users. 
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In Poland, 79% of the population uses the Internet, and 47% use social media. Therefore, 
it can be stated that Poles are in line with the global trend and are willing to use social 
networking platforms [We are social/Hootsuite, 2019a, p. 15-16]. The social media land-
scape is very diverse: except from social media tycoons like Facebook or Youtube, it 
also includes messengers, which are already used more often than traditional platforms 
[ibidem, 2019, p. 81; 2019a, p. 33]. The Influencer Marketing Hub lists 52 of the most 
popular social media sites [2019]. Their ranking presents more specialised platforms, 
focused either on specific forms of communication (e.g. Tagged, Wattpad), or on target 
groups (e.g. Deviantart, Nextdoor). It’s worth emphasizing that all these media fulfil the 
fundamental role of social media: they create communities by letting people publish 
their own content, comment, share, discuss and keep in touch with all over the world. 

Therefore, considering the widespread use of the above-mentioned media, their 
availability, dynamically growing popularity, new or upgraded features, immediate adap-
tation to the expectations of users, or more and more noticeable diversification based 
on the needs of specific consumer groups, it can be stated that social networking plat-
forms have been changing not only communication but also the whole societies. Their 
influence on human life, although undeniable, is not unambiguous. Scientists, experts, 
marketers, politicians and users themselves see both their positive and negative sides 
[Siddiqui & Singh, 2016, p. 71; Vogel & Rose, 2016, p. 294; Van Dijck, 2013, p.13], which 
makes social media the subject of numerous scientific studies, journalistic materials, 
electoral, social and promotional campaigns, films etc. 

On the one hand, for example, there is an emphasis on their directness, current 
nature, dynamism, informativeness and interactivity [Qiao, 2019, p. 9-10; Ariel & Avidar, 
2015, p. 25]; open access to everyone or the fact that they make it possible to reach a 
large number of users. Educational values, e.g. in the area of informal learning, are also 
important [Flynn et al., 2015, pp. 558-559; Greenhow & Lewin, 2015], as well as develop-
ing a sense of belonging, which is particularly important for young people [Allen et al., 
2014, pp. 21-22]. Other impact on users, i.e. motivating them to create and share their 
own content, can be considered valuable [LaRose et al., 2014, p. 60]. 

On the other hand, social media are too time-consuming and simply addictive [Mo-
nacis et al., 2017, p. 183; Wegmann et al., 2015, pp. 158-159; Andreassen et al., 2012]. 
It’s argued that they distract users from real life and undermine their self-esteem [Woods 
& Scott, 2016]. Moreover, they can also aggravate bad moods [Aalbers et al., 2019], or 
even lead to depressive states [Lin et al., 2016]. Social networking platforms also entail a 
number of negative phenomena, e.g. cyberostracism [D’Amato et al., 2012, p. 403], cyber-
bullying [Kırcaburun et al., 2019, p. 903] or exhibitionism [Staszanek & Czarna, 2018, p. 
31]. They are also increasingly being linked to the phenomena of fake news, information 
bubbles and echo chambers [Allcott et al., 2019, p. 4-6; Flaxman et al., 2016, p. 298–320]. 
It should be added, that one of the most important research threads related to the speci-
ficity of social media, is Fear of Missing Out. Although it was not initially associated with 
the digital world so strongly [Herman, 2010; McGinnis, 2006], since 2013 these relation-
ships have become inseparable. This was due to a scientific article by Andrew K. Przybyl-
ski et al., who not only put forward a definition of the phenomenon, but also referred to 
its links to social media and developed the so-called “FOMO scale”, which can be treated 
as a tool for estimating the extent of this phenomenon. He described Fear of Missing Out 
as “a pervasive apprehension that others might behaving rewarding experiences from 
which one is absent. FOMO is characterized by the desire to stay continually connected 
with what others are doing” [Przybylski et al, 2013, p. 1841]. It should be stressed that 
this is the most frequently quoted definition of the phenomenon in the scientific litera-
ture to date. Since 2013, it has been referred to by other researchers as a starting point 
for further analysis [e.g. Alt, 2015, p. 111; Lai et al., 2016, p. 517; Fuster et al., 2017, p. 
24; Milyavskaya et al., 2018, p. 726]. FOMO is usually the subject of research associating 
it with the negative effects of social media use, i.e. compulsive checking of new infor-
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mation [James et al., 2017, p. 31-32], excessive and addictive use of the Internet and/
or the above-mentioned applications [Metin-Orta, 2019, p. 15-16; Oberst et al., 2017, p. 
58; Gil et al., 2016, p. 52; Blackwell et al., 2017, p. 71], a sense of depression [Hunt et al., 
2018, p. 763-764], sleep disorders [Gezgin, 2018, p. 7], or simply fear of losing contact 
with others. It is also increasingly being viewed from the perspective of technology use, 
which enables establishing contacts on the Internet, but also increases the susceptibility 
to addictions. In the latter case, the villain of scientific analyses is the smartphone, which 
makes it easier to use social media 24 hours a day without any limitations [Elhai et al., 
2016, p. 513-514; Oberst et al., 2017, p. 57]. 

FOMO is mainly a subject of psychological research; however, due to its specific 
nature, it gains an interdisciplinary character. Thanks to this, it can also be analysed from 
the perspective of media or business. Further attention will be paid to the threads of the 
relationship between FOMO and marketing communication online. 

1.2 Social media marketing and FOMO-marketing

As it can be read in Digital 2019 [We are social/Hootsuite, 2019, p. 191] and Digi-
tal 2019: Poland [We are social/Hootsuite 2019a, p. 52] reports, 84% of Internet users 
searched online for a product/service to buy (in Poland: 86%), 91% visited an online re-
tail store (in Poland: 92%), 75% purchased a product/service online (in Poland: 76%). In 
view of such significant data, today it’s difficult to imagine any company or commercial/
public institution which wouldn’t run at least one profile on any of the most well-known 
portals. However, it should be remembered that it is not enough just to have social media 
profiles. Of course, one can limit their activity to plain graphic and text posts or simple 
advertisements. Nevertheless, it is better to take a more difficult approach, which brings 
better results; the point is that social media content should be differentiated in terms 
of form and message, they should interweave and reinforce one another. They ought 
to adjust to the specific nature of a given platform (as the manners of communication 
are different on Facebook, YouTube or TikTok) and tell a story about a brand in a way 
that engages and stimulates the audience to react [Jania, 2019, p. 25; Ławrowski, 2019, 
p.44; Dębowska-Lenart, 2019, p. 49]. In order to carry out such far-reaching activities, 
it is essential to plan them. Currently,  a strategic approach to social media marketing, 
seen as “an interdisciplinary and cross-functional concept that uses social media (…) 
to achieve organizational goals by creating value for stakeholders” [Felix et al, 2017, 
p. 123], “the utilization of social media technologies, channels, and software to create, 
communicate, deliver, and exchange offerings that have value for an organization’s 
stakeholders” [Tuten & Solomon, 2016, p. 21] or “a process by which companies create, 
communicate, and deliver online marketing offerings via social media platforms to build 
and maintain stakeholder relationships that enhance stakeholders’ value by facilitating 
interaction, information sharing, offering personalized purchase recommendations, and 
word of mouth creation among stakeholders (…)” [Yadav & Rahman, 2017, p. 3] is being 
discussed. All of the three example definitions are an expression of a holistic approach 
to the use of social media in communication, in which a stakeholder is a partner for a 
company and not just a recipient. Simona Vinerean (2017, p. 31-32) writes about the 
advantages of a strategic approach to social media management, pointing to obvious 
benefits, such as building brand awareness, brand image improvement, minimalizing the 
promotion cost in comparison with traditional media costs, sales stimulation, gathering 
and evaluating feedback. She also emphasises the role of word-of-mouth and its con-
tribution to strengthening consumer experience resulting from interacting with brands, 
claiming that “by creating, posting and sharing various types of content on social media 
platforms, consumers are more likely to engage with brands in online settings, thus, cul-
tivating their level of interactivity and involvement in a more profound relationship with 
an organization” [p. 32]. Advertising on these platforms is also important. It is positively 
received by practitioners who indicate low running costs in comparison to traditional 
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Internet media, selection of content in terms of precise demographic variables, flexible 
optimisation, creativity or resistance to ad-blocking browser extensions [Smaga, 2019, p. 
14]. Of course, It is not only advertising that constitutes  a marketing communication tool 
on social media. Experts recommend linking, graphic and video forms (including sto-
ries) and hashtagging [Ławrowski, 2019, p. 45-46]. As far as video is concerned, shorter 
materials are still preferred; experts point out that productions lasting more than a few 
minutes will remain the domain of influencers [Roguski, 2019].

As Rafał Tuziak points out, users, “taking advantage of the opportunities offered by 
the Internet, generate more and more diverse, widely available data” [2016, p. 37]. There 
is no denying, since as early as 2016, every minute, Facebook recorded over 700,000 
logins, Twitter recorded more than 367,000 tweets, YouTube - almost 3 million views, 
and Snapchat - almost 528,000 shared photos [Leboeuf, 2016]. This huge amount of 
data leads to an overload of communication and/or information (also called infobesity 
or infoxication) which may be associated with the Fear of Missing Out. This is confirmed 
by Dominik Batorski, who notes that the problem “intensifies with the development and 
expansion of the Internet. This is due to such phenomena as FOMO” [2011, p. 24]. Sev-
eral years later a similar feeling was expressed by Eoin Whelan et al., who proved that 
FOMO “had significant influence on communication overload”, which along with infor-
mation overload, is “one of the two dimensions of social media overload, felt by millions 
of social media users” [2017, p. 7]. B. Alexander’s team recognizes that FOMO is a result 
of this overload: “lack of productivity, anxiety, fatigue, and Fear of Missing Out are exam-
ples of reactions and emotions experienced when coping with overload” [2016, p. 4]. It 
is therefore no exaggeration to say that all active social media users, including brand 
owners who produce posts every day, are involved in the process of information and/
or communication overload. At the same time, there are also entrepreneurs who con-
duct online activities directly on the basis of Fear of Missing Out. These activities are so 
common that they have been given the term FOMO marketing. Marketers regard it as a 
strategy used to strengthen sales by stimulating emotional reactions among consumers 
[Carly, 2019] or activating “anxieties and encouraging action” [Featherstone, 2018]; for 
them it is also a technique thanks to which users are more willing to use services and 
products [Medialnaperspektywa.pl, 2018] and a message “that triggers an innate fear in 
your audience of missing out, but it needs to be told in an implicit way” [Libertymarket-
ing.co.uk, 2018]. 

The relationship between FOMO and marketing communication has already be-
come an area of scientific research. Some of them point to the cultural diversity of the 
links between Fear of Missing Out and consumption, where “in the UK FOMO is driven 
by social status and social norms, whereas in Brazil (….) most consumers are driven 
by a desire to discover which is the best product (…). In China, FOMO has its own termi-
nology, Changxin, which is translated as tasting new” [Wilson-Nash & Xiao, 2019, p.4]. 
Christopher Hodkinson analyses the phenomenon from the point of view of consumer 
reactions (including purchasing decisions). The researcher claims that “while the cur-
rent application of FOMO appeals is evidently successful during the pre-purchase phase 
(…) there are further opportunities to stimulate demand during the consumption and 
post-consumption phases (…)” [2019, p. 81]. The role of the phenomenon in the purchas-
ing process is also confirmed by the studies of Michelle van Solt et al. [2018, p. 2] as well 
as Işıl Karapinar Çelik et al. The latter authors additionally emphasise the importance 
of the digital world, pointing out that “the rise in the number of virtual and social media 
led to an increase in the sharing of food or events such as holidays, parties, organiza-
tions, and weddings, which, in turn, sets stage for FOMO-induced purchasing behaviour” 
[2019, p. 133]. David G. Taylor proves that FOMO “is positively related to the conspicuous 
consumption of products and experiences”, and that it motivates social media users 
to this consumption [2019, p. 857]. Inwon Kwang et al. write about Fear of Missing Out 
in a similar context, highlighting its conformist aspect related to consumer behaviour 
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towards their reference group. As they claim, “FOMO has a significant positive effect on 
conformity consumption of culturally associated brands, especially leading to the collec-
tive following-up conformity tendency on certain groups” [2019, p. 15]. It is worth noting 
that the phenomenon understood in this way is associated with purchasing decisions 
made under the influence of the reference group. Moreover, the authors indicate how to 
use their observation in practice: “It’s strategic to provide the advertising message that 
something is desirable for consumption to consumers who are in a high level of FOMO 
(…)” [ibid.]. 

As can be seen, the relationship between social networking platforms, marketing 
communication on the Internet and Fear of Missing Out is very clear. However, despite 
the increasing number of academics taking up this topic, it can be noticed that research 
on it’s still in its infancy: FOMO itself, social media marketing and social media are dis-
cussed a lot, while FOMO marketing is not. The available literature, so far, has focused 
on the general approach - what is analysed is the relationship between the phenomenon 
and consumers’ purchasing decisions rather than the specific behaviours of FOMO-re-
cipients in relation to brand activity in social media.  there’s a lack of precise numeri-
cal data documenting the scale of the phenomenon as well as representative studies 
comparing FOMO-affected people (i.e. the ones who feel FOMO the most strongly) with 
average representatives of the Internet community. Taking into account the above con-
siderations, the following objectives have been formulated for this text: 1) presenting the 
scale of Fear of Missing Out in Poland (including discussing the process of recalculating 
the collected survey data); 2) analysing the phenomenon in the context of consumers’ 
reactions to basic brand activity on social media (including the impact of selected demo-
graphic variables, i.e. age and gender) and 3) showing differences between the answers 
given by all the respondents and those with high FOMO. 

In order to clarify the scope of the research work, three questions were raised: 1) 
how do social media users react to the use of particular features of these platforms by 
brands? 2) what form of posts coming from brands are preferred by Polish Internet us-
ers? 3) what is the attitude of the respondents towards advertisements posted on social 
media portals? 4) does FOMO influence the answers in any way?

No hypothesis was put forward, because the research is mainly extrapolatory. Cer-
tainly, one could aim at proving/falsifying the claim that people with a high FOMO are 
more eager to respond to brand activities on social media. However, such a thesis would 
be too obvious, especially since the aim was to show the scale of symbiosis between 
social media, FOMO and brands rather than to prove that such a symbiosis exists (after 
all, this has already been verified). 

2. FOMO in Poland – methodology and the process of data recalculation

Despite the increasing scale of FOMO, relatively few studies have so far been based 
on representative research. Exceptions include one of the three stages of the studies 
carried out by A.K. Przybylski et al. [2013], comprehensive research done in Germany 
[Reinecke et al., 2017] and in the USA [Hampton et al., 2016; Bright & Logan, 2018]. Polish 
studies on the phenomenon are therefore one of only a few worldwide. Their first edition 
took place in 2018. The actual research, after the pretest and corrections, was conducted 
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on the Ariadna panel2 in March 2018, on a nationwide sample of Internet users aged 15+ 
(N=1060). The quotas were selected on the basis of the representation in the population 
of Polish Internet users for gender, age and size of the place of residence. The tool was 
the CAWI online questionnaire, which consisted of 499 questions. To clarify the analysis, 
they were divided into the following thematic groups: FOMO scale by A.K. Przybylski et 
al.; general use of social media (analysed, among others, in terms of reaction to brand 
activities); the purposes of using them (where questions about brands also appeared); 
effects of using them; influence of them on building one’s own image; approach to mar-
keting communication implemented on social media, and general questions concerning 
the mental and physical condition of the respondents. The main aim of the study was to 
investigate the scale and nature of the phenomenon in Poland. The starting point for fur-
ther analysis was the FOMO scale designed and verified by A.K. Przybylski et al. [2013]. 
For each of these statements a five-point Likert scale was implemented, where 0 = not 
true at all and 4 = completely true. Then the answers of each respondent were divided 
by 4. After summing up the average partial values, the average results were obtained for 
each of the ten questions in the range from 0 to 4. On this basis, a ‘FOMO index’ was 
developed, aggregating the results of the questions from the FOMO scale, and the ob-
tained values were recoded into percentage values. This made it possible to classify the 
phenomenon at a low, medium and high level. These ranges were identified through the 
analysis of standard deviations, where SD equal and greater than (> 1σ) indicated a high 
value of FOMO, reaching a range of 60-100 on the scale, while SD equal and smaller than 
(-1σ) indicated a low value of FOMO, reaching a range of 0-20 on the figure 1.

Figure 1. Recoding 0-100 values into % values: low, medium and high FOMO.
Source: own source.

The data recoding process and the most important results were discussed in detail 
in the “FOMO. Polacy a lęk przed odłączeniem” report (Jupowicz-Ginalska et al., 2018). 
However, for this text, a marketing communication threads from the research project 
were only selected.

3. Brands, FOMO and social media users - presentation of research results 

The data are presented according to one key, i.e. first adding up the ‘frequently’ and 
‘always’ answers, both for the general group (all respondents) and for those with high 
FOMO (selected by means of the FOMO index), and then comparing their results. Then, 

2 The Ariadna online panel is an online research panel that combines software used in plan-
ning and carrying out consumer and experimental surveys with a Poland-wide research panel with 
110 000 registered users (to-date in the 15 years old+ demographic). Actual respondents with verified 
identities take part in all research projects conducted via the panel. The identities of all participants of 
the panel are validated, but in return all respondents on the panel are anonymous and their personal 
details remain confidential in line with ECC/ ESOMAR codes of conduct and with Polish data protec-
tion laws. The Ariadna panel is PJKPA-quality certified and this quality certificate is awarded following 
a comprehensive audit by Organizacja Firm Badania Opinii i Rynku (www.ofbor.pl, Polish Association 
of Public Opinion and Marketing Research Firms). OFBOR is a key organization that operates in the 
area of public opinion and marketing research in Poland.
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after indicating the differences/similarities between the respondents with and without 
FOMO, an analysis of a given thread in the context of demographic variables is carried 
out, this time based on the respondents from the general group. Such a solution fa-
cilitates a clear presentation of the information on the basis of a clear comparison of 
fomers (as people who experience high FOMO) with non-fomers. It also allows for a de-
tailed description of relations between brands and Internet users, not only in the context 
of fear of disconnection. 

Accordingly, the questionnaire included questions about the reasons for using so-
cial media. Among many answers there were also those which directly referred to the 
marketing communication. It turned out that 25% of the respondents from the general 
group use social media to find out what is happening with their favourite brands. It is 
more often declared by women than men (30% vs 20%), as well as by people aged 15-24 
(34%) and 25-34 (28%). The oldest respondents, those aged 45-54 and 55+, respond at 
the same level, in both cases at around 15%. However, this type of behaviour is confirmed 
by as many as 52% of fomers. They also remain in constant contact with brands even on 
holiday. This was admitted by 28% of them and only 11% of those in the general group.

The second ‘marketing’ factor encouraging Poles to use social media is the desire 
to find bargains. This approach is often or always close to 62% of high-FOMO people and 
39% of average Internet users. As far as gender is concerned, this approach is confirmed 
by 47% of females and 32% of males, while in the case of age it’s confirmed by 44% of the 
youngest Internet users, 42% between 25-34 years of age, 35% between 35 and 44 years 
of age, 33% of Poles aged 45-54 and 40% over 55 years of age.

Similarly, noticeable differences between the subgroups of respondents can also 
be observed in the answers given to other questions concerning marketing issues. In the 
further part of the article, the data referring to the following issues will be presented: 1) 
basic reactions of users to brands on social media; 2) preferred forms of brands’ posts; 
3) the respondents’ approach to advertisements on these platforms. 

3.1 Brands, FOMO and users – the reactions on social media

Looking at the data presented on Figure 2, a few conclusions can be drawn. First 
of all, it’s clear that those who are FOMO-affected, in comparison to the representatives 
of the general group, are more willing to engage in brand activities on social media. Sec-
ondly, in the case of both subgroups, the activities which don’t require too much effort 
seem to be the most popular (following posts quite passive, just like the confirmation 
of participation, liking or rating – it involves just clicking on the content). Fomers seem 
to prefer more absorbing - mainly in terms of time and concept - social media features, 
which are commenting, using chat rooms and reviewing. On the other hand, average 
Internet users, apart from reviewing, prefer to watch and share. The last place on the list 
is occupied by tagging, but people with strong FOMO reach for this function more often 
than the representatives of the general group. It should be specified that 33% of fomers 
admit that they use brand hashtags. The # sign is more willingly used by women (15% 
of women surveyed compared to 11% of men) and the youngest (almost 19% of people 
aged 15-24, 18% of people aged 25-34, less than 13% of people aged 25-44 and less than 
5% of people aged 45+).

 It is worth looking at the activities related to the evaluation of brand activity in so-
cial media. As it turns out, both people from the general group and those with high FOMO 
are more likely to appreciate brands (24% of Internet users and 44% of fomers) than 
criticise them (9% vs. 22%, respectively). This is important information because it proves 
that the respondents are quite positive about brand communication in social media and 
that the FOMO-affected Internet users are more active here (i.e. they are more willing to 
express their opinions). Looking at the demographic data, it can be concluded that gen-
der does not differentiate the results obtained: 25% of women in the brand praise brands 
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(and 22% of men), while 8% (and 10% of men) criticise them. On the other hand, the an-
swers presented in terms of age are interesting. For example, the youngest respondents 
most strongly declare affirmative approach (28%), but also older age groups do the same 
(respondents between 25 and 44 years of age responded at 26%). People over 45 years 
of age are less positive towards brands (around 15%). This does not mean, however, that 
their critical attitude is growing unambiguously: this one can be seen among 3% of the 
45-54 age group and 1% of those surveyed over 55. The youngest consumers most often 
criticise brands - this is declared by 14% of Internet users up to 24 years of age.

Figure 2. Typical social media features (general group and high FOMO comparison)
Source: own source.

At the same time, it is worth referring to whether demographic variables affect the 
reactions of the respondents to the standard brand activities on social media. As regards 
the gender of the respondents (Figure 3), there’s a strong similarity between the respons-
es of women and men. Differences in the approach are noticeable when responding to 
three statements: it turns out that women more often than men follow brand profiles, 
like their posts, and announce participation in events. This is valuable information for 
marketers to help them diversify their product and service offer according to the gender 
of consumers.

Figure 3. Typical social media features (general group: gender)
Source: own source.

As far as the age of respondents is concerned, its influence on the differentiation 
of the indicated answers should be highlighted (Figure 4). The representatives of the 
15-24-year-old group follow such profiles most frequently, announce their participation 
in events and like marketing posts. However, this responsiveness is based on uncom-
plicated behaviours, where a post of a brand - like an impulse stimulus - activates short 
and dynamic reactions. It turns out that in terms of commenting on brand posts, the 
youngest do not differ from people aged 35-44, and when it comes to reviewing, they 
even yield to them. Interestingly, the respondents aged 55+ are familiar with ratings: the 
level of their responses is similar to the statements made by other age groups. It should 
also be emphasized that seniors - despite the fact that they are most often ranked last 
in the discussed survey – are not completely excluded from communication. As many 
as 16% of them follow brands, 10% announce their participation in various events and 
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13% rate brands. The lowest score in this context is given for the use of chats (2% of re-
sponses), but it may be related to poor knowledge of social media features and difficulty 
with their fluent use. Moreover, respondents aged 45-54 often do not differ much from 
younger respondents. This can be seen in the case of reviewing, but also rating, chatting, 
watching live streams, sharing content and commenting. This may reflect the level of 
digital competences of more mature Internet users, which - apart from obvious following 
and liking - does not differ from the level presented by the youngest respondents. It is 
also worth noting carefully the significant interactivity of brand relationships with older 
customers (over 35 years of age): it occurs that the mature social media users are just 
a little bit more responsive. This is valuable information for marketers who have recently 
noticed the growing potential of age groups other than Millennials and Generation Z.

Figure 4 Typical social media features (general group: age)
Source: own source.

3.2 Brands, FOMO and users – the form of posts on social media

The effectiveness of marketing communication, also on social media, is signifi-
cantly influenced by the appropriate form of communication and its adjustment to the 
expectations of the recipients. In this subchapter the users’ preferences concerning the 
form of messages placed on social media are analysed. A comparison of the answers 
given by the general group and the fomers is presented in Figure 5. An obvious regularity 
can be observed: the respondents who feel high FOMO are more likely to point to any 
possible form of post published by brands (which may prove their greater involvement 
in social media, and on the other hand - their consent to a variety of activities performed 
there). 

It is worth emphasizing, however, that this time the answers of both groups - ana-
lysed in the order in which they are arranged - are similar. As can be seen, both fomers 
and average Internet users most often choose graphic or photographic forms of mes-
sages. The second place is occupied by text, and the third by combinations of texts and 
images. Further on, the respondents choose video materials: short or enriched with text 
or illustrations, while live streams and long video broadcasts attract the least interest. 
Looking at the data collected, one can risk saying that they are in line with the current 
trend in marketing communication: after all, formats that require time and focus aren’t 
as popular as short multimedia feeds. The exception is the text, which is still accepted 
by fomers and Internet users alike. 
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Figure 5 Post formats on social media (general group and high FOMO comparison)
Source: own source.

Considering the gender of the respondents, there is a similarity between the re-
sponses. The results for preferences relating to the combination of text and graphics, 
video and live streaming are basically the same. The most noticeable change is the one 
which proves that women definitely prefer photographic or graphic posts. Details are 
shown in Figure 6.

Figure 6. Post formats on social media (general group: gender)
Source: own source.

As far as the age of the respondents is concerned (Figure 7), some correlations can 
also be found. As it could be assumed, in the case of the two youngest groups of the 
respondents, graphic and multimedia posts play a significant role: a considerable simi-
larity can be observed between the responses of people aged 15-24 and 25-34. However, 
a major difference should be emphasised, i.e. the reactions to microvideo materials. 
Nearly 30% of respondents up to 24 years of age declare their choice, thus outclassing 
the indications of other age groups. It seems that the inclination of the youngest towards 
maximally shortened forms of multimedia visual communication is a constant trend. 
The evidence may be the growing popularity of the Tik Tok social networking platform, 
based on creating and sharing short videos. The answers of the elderly are also worth 
noting. Although live streams are accepted by only 9% of them, the level of indication for 
posts combining text and video, text and images is higher than the results of the 45-55 
age group, and similar to the data for people aged between 35 and 44. Therefore, I tis 
not entirely true that the oldest prefer text-based posts – it should be remembered when 
creating a marketing message to the baby boomer’s generation.
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Figure 7 Post formats on social media (general group: age)
Source: own source.

3.3 Brands, FOMO and users in the context of advertisements on social 
media

One of the forms of marketing communication on social media are advertisements. 
As can be seen in Figure 8, fomers (compared with the general group) are definitely more 
willing to confirm their positive attitude towards the discussed form of promotion. Of 
course, there is no denying that brand advertisements on social media raise negative 
emotions - they bother almost half of the fomers and almost the same number of non-fo-
mers. However, despite the strong pejorative attitude of the users, it should be stressed 
that in other cases advertising is not so critically judged. For example, it arouses interest 
among people with a high FOMO, encouraging them to click (this is done by as much as 
36%: for marketers, it may be a valuable hint referring to the effectiveness of activities 
aimed at those who are afraid of being disconnected). Interestingly, almost 30% of them 
declare that they are fond of advertisements, which is an encouraging result in compar-
ison to only 10% of confirmations articulated by the general group of the Internet users. 

Figure 8 Social media ads (general group and high FOMO comparison)
Source: own source.

As regards the impact of the gender on the perception of brand advertising on so-
cial media, it can be said that it is virtually insignificant. As can be seen in Figure 9, 46% 
of women and 39% of men are bothered by these forms of marketing. The other answers 
are very similar.
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Figure 9 Social media ads (general group: gender)
Source: own source.

In terms of the relationship between the age of the respondents and their reception 
of advertising content, it’s worth pointing out that it’s the 45+ group that likes such mes-
sages the least; the remaining age groups respond at almost the same level. The oldest 
people also most often claim that advertisements bother them. On the other hand, se-
niors, to a similar extent as respondents aged 15-24, pay attention to ads and click on 
them. These are further arguments in favour of precise planning of marketing activities 
on social media, which must take into account the opinions, preferences and behaviours 
of mature respondents, who are slowly becoming aware users of the Internet.

Figure 10 Social media ads (general group: age)
Source: own source.

4. Conclusions

All research objectives have been achieved. Firstly, the process of recalculating the 
survey data was discussed, which in the future may serve other researchers who would 
wish to implement the scale of FOMO in their works. Secondly, the phenomenon was 
analysed in the context of consumers’ reactions to basic brand activities on social me-
dia, and at the same time the general observations were deepened by demographic vari-
ables. Thirdly, the differences in the attitude towards brands between the general group 
and the fomers were shown. 

 As far as the reasons for using social networking platforms are concerned, fo-
mers are more interested in what happens with their favourite brands - even during hol-
idays (it’s more often admitted by women and the two youngest age subgroups). The 
stronger stimulus to reach for social media is the desire to find bargains for products. 
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Again, women and respondents up to 34 years of age are the leaders here. However, 
an interesting change takes place here, as the oldest people are also familiar with the 
search for inexpensive goods. 

 In the case of respondents’ reactions to brand activity, there is  a greater involve-
ment of fomers in virtually every social media feature. Sometimes they seem to prefer 
slightly more absorbing activities, requiring something more than a simple click. It can 
also be carefully stated that people with a high FOMO are more skilled in having differ-
entiated relationships with brands, e.g. using commercial hashtags. As for the impact of 
demographic variables on user responses, gender (despite a few exceptions) is not as 
significant as age. It was shown that the youngest are naturally active in responding to 
brand messages; however, their behaviours remain superficial. On the other hand, activi-
ties such as commenting or giving opinions are willingly done by older respondents. The 
data referring to the elderly are certainly important, as they clearly show that this group 
has a marketing potential (which, due to demographic processes in Poland, will certainly 
increase). 

 Preferences over the form of posts, mainly images and short videos, are not sur-
prising: they are chosen by all groups of respondents. At this point it is worth highlighting 
two conclusions: firstly, the importance of microwideo among the youngest respondents 
and the opinions of seniors, more and more eager to use multimedia formats.

 The presented data may also be important for marketers running advertising 
campaigns on social media. As it turns out, fomers are less critical towards them: not 
only do they more often declare that they like such advertisements, but they also pay 
attention to them and click on them. This responsiveness, especially in the context of 
performance-based advertising, seems to be valuable, e.g. to estimate the effectiveness 
of actions. 

 The presented research results, which are an extract from the opinions on FOMO 
in Poland, may be valuable not only in the academic context (where they should be 
known as a supplement to the literature on the subject), but also in the practical context. 
They are a collection of information on the marketing and social media preferences of 
not only Internet users, but also fomers. Since they spend a lot of time on the Internet 
[Jupowicz-Ginalska et al., 2018, pp. 19-20] and at the same time are more responsive to 
brand activities, they may be treated as trendsetters who, even on a micro-scale, are able 
to spread knowledge about products and services. The key to their effective engage-
ment seems to be to find out about their reactions and preferences, which was one of 
the objectives of this text.

 The presented study has some limitations. The data was treated selectively due 
to editorial limitations. FOMO marketing, presented here as an introduction to further 
planned scientific work, is a much more complicated and morally problematic phenome-
non. Given its universality and ambiguity, separate studies should certainly be devoted to 
it in order to analyse it more thoroughly. Also, the results discussed, although represen-
tative, are based on quantitative studies. In order to fully reflect the relationship between 
users, social media and FOMO marketing, it would be worthwhile to enrich it with qual-
itative. These are, of course, some of the possible future scenarios, worth considering 
for a very simple reason: FOMO will not disappear. Permanently associated with social 
networking sites, it will be a part of the Internet landscape, whose integral feature is the 
presence of brands and their communication activity.
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SMARTPHONE AND TABLET 
IN THE EVERYDAY LIFE OF 

PRESCHOOL CHILDREN. IMPACT 
AND EDUCATIONAL OPTIONS IN 
THE OPINION OF PARENTS AND 
TEACHERS OF KINDERGARTEN.

Aleksandra Gralczyk1

Abstract
In the presented article, the author explains the need for reflection on the use of a smartphone 

or tablet by the youngest media users. It presents current research on the use and impact of mo-
bile devices on children, as well as the destructive dimension of the consequences caused by their 
excessive use as well as the need and scope of education of media competence of preschoolers. 
The author also presents the results of her own research regarding parents’ opinions on the role and 
impact of a smartphone / tablet in children’s everyday life. It also presents the teachers’ view on the 
role of educators in the process of acquiring media competence by children.

Keywords: smartphone, tablet, children, media competence, media education

Introduction

Technological progress in recent years has meant that modern man cannot imagine 
life without the presence of media and their use. We use new technologies with increas-
ing commitment and smartphones and tablets are especially popular. These devices 
are not used, as a few years ago, only by adults and teenagers, but increasingly also by 
children - especially the youngest, in preschool. That is why on the streets, in restaurants, 
parks or in shopping centres you can see children glued to smartphones and tablets. Not 
without a reason, many psychologists, therapists and paediatricians call the smartphone 
the “21st century pacifier”, because parents are increasingly reaching for the devices to 
calm down or distract their children.

As a result, the functioning of the youngest children in the family and society has 
changed. New forms of behaviour and communication have appeared in children. Often 
these are disturbing behaviours. We meet children who are able to efficiently slide their 
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finger on the screen of a smartphone or tablet and who are unable to properly hold a pen-
cil or build from blocks. Many preschoolers also struggle with poor word resources and 
emotional disorders resulting from the abuse of mobile devices. There are also reports 
of therapists that parents of the youngest media users are increasingly seeking help in 
their clinics. 

Given the above premises, the subject of my interest in this article are preschool 
children and preschool teachers. The goal is to present parents’ opinions on the role of 
a smartphone / tablet in everyday life and impact on the youngest users, as well as the 
role of preschool teachers in the process of acquiring media competence by children.

The research

“(...) whenever a medium is defined as a threat to young people, we can expect a 
campaign led by adults who will want to censor or restrict access to this medium. Later, 
there is a decrease in interest, until a new medium appears which will again chase the 
public debate and fuel the fire of moral panic. “[Pyżalski, 2011, p. 150]. 

Research shows that young children are increasingly willing to use mobile devices. 
Over 40% of 1 and 2-year-old children use tablets and smartphones, 62% of 3 and 4 year-
olds, 84% for 5 and 6 year-olds. 13% of one- and two-year-old children, 25% of three- and 
four-year-old children, 39% of five- and six-year-old children have their own device of 
this type. Children usually use their parents’ smartphones or tablets, as many as 80% of 
guardians make the device available to children under six. [Bak 2015] Very often parents 
use a smartphone as an educational measure. 18% of parents treat the tablet as a tool 
to put the child to sleep and provide comfort. [Pawelec 2017] 

According to prof. Edyta Gruszczyk-Kolczyńska’s data on the use of a smartphone 
or tablet by children are appalling. According to her opinion, children devoting too much 
time to playing with mobile devices are developing worse; they are unable to operate in 
the real world. “(...) they are on a leash of mobile devices. Instead of the child’s mind, the 
child’s head creating the world – the child is led on this leash of flickering pictures on a 
cold, slippery screen. “[Nowicka 2018]. The doctors from the American Medical Asso-
ciation go a step further in their research. They claim that children spending too much 
time in front of mobile device screens are at risk of brain damage. Underdevelopment 
of the white matter of the brain occurs, i.e. the area responsible for the development of 
language and cognitive functions. [Hutton, Dudley, Horowitz-Kraus 2019]

Consequences of smartphone and tablet abuse

The prolonged use of mobile devices too early in life is harmful to young children. 
As a consequence of these actions, we can observe:
 - disturbed learning process - in the learning process, tactile, motor and visual experi-

ences are necessary, as a result of which representations are formed in the child’s mind. 
These are constructs, thinking tools, conclusions and comparisons. Children devoting 
too much time to activities related to mobile devices are deprived of the first two types 
of experiences. [Nowicka, 2018].
 - problems with hyperactivity - emissions from screens may lead to abnormal develop-

ment of the child’s brain and contribute to the development of attention deficit hyperac-
tivity disorder, i.e. ADHD. There may also be problems with concentration, self-control 
and creativity. [Bouggsiaa, Kopcewicz 2016] 
 - physical problems - the most common consequences are motor and sensory deficits, 

posture defects, vision defects, wrist injury syndrome and obesity. On the other hand, the 
new deficit in this area is the “smartphone neck”, i.e. a team manifested by neck, shoul-
der, head, inter-shoulder pain and numbness of the hands. 
 - interpersonal problems - as a result of spending too much time on mobile devices, the 
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child withdraws from the relationship with the environment. Contact with the device sub-
stitutes contact with another person or is a replacement for meetings in a peer group. 
Consequently, relations with the environment are destroyed. [Więczkowska 2012]
 - impaired verbal communication - is a consequence of excessive processing of sound 

and image stimuli by children and insufficient amounts of language stimuli. Children 
learn speech by imitation and contact with a living word. A child who abuses devices is 
deprived of contact with other people, has no opportunity to enrich vocabulary, and does 
not improve natural communication skills. [Hutton et al., 2019]
 - deficit of creativity and imagination - the applications available on the tablet or smart-

phone used by the child are to help cope with boredom. However, they kill creativity and 
imagination in a child. Because the presented ready-made schemes of actions and be-
haviours take the child’s space to create their own schemes and ideas for fun. [Spitzer 
2013]
 - addiction - in relation to telephones, referred to as “phonoholism”. This is a behavioural 

addiction consisting of an uncontrollable desire to own a phone, not putting it down, and 
feeling severe discomfort in having to put down the device due to bad mood, crying, and 
anxiety or panic attacks. Young smartphone users and children are increasingly facing 
this consequence. [Barabas 2,018]

Presentation of the author’s research

The research presented in the article was divided into two parts. The purpose of the 
first study was to learn the opinions of parents of preschool children about the use and 
impact of a smartphone / tablet on the youngest users. The subject of my research was 
the way the smartphone / tablet were used, the frequency and circumstances of their 
use as well as the impact on the child. In order to obtain answers to the research prob-
lems posed, in September 2019 I conducted a survey. Its location was a selected Private 
Kindergarten in Warsaw, attended by 108 children aged 2.5 to 6 years. I asked parents of 
the institution’s pupils to complete an online survey. The questions formulated in it were 
closed. 91 parents took part in the study, which is 84.25% of the total.

For the first stage of research, I adopted the following research hypotheses:
 - Children’s use of mobile devices may affect a child’s intellectual, physical and emo-

tional development.
 - Children using mobile devices without parental supervision tend to use them exces-

sively. They prefer playing with a smartphone / tablet over other activities.

Table No. 1 Characteristics of the studied parent population
Source: the author’s research

respondents
Women Men Total

L. % L. % L. %
1 Sex 75 82.41 16 17.58 91 100.00

2 Age
20-25 0 0.00 3 3.29 3 3.29
26-39 64 70.32 6 6.59 70 76.92
40 and more 11 12.08 7 7.69 18 19.78

3 EDUCATION:

professional 0 0.00 0 0.00 0 0.00
high school 0 0.00 4 4.39 4 4.39
Higher, professional 7 7.69 3 3.29 10 10.98
Higher, master 68 74.72 9 9.89 77 84.61
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respondents
Women Men Total

L. % L. % L. %

4
place of 
residence

village 0 0.00 0 0.00 0 0.00
city below 50 thousand 0 0.00 0 0.00 0 0.00
city above 50 thousand 75 82.41 16 17.58 91 100.00

          Among the surveyed parents, 82.41% were women, 17.58% were men. 3.29% 
of men are 20-25 years old, 70.32% women and 6.59% of men are between 26-39 years 
old, and 19.78% of parents are 40 years old and older. 4.39% graduated from high school, 
7.69% women and 3.29% men declare higher vocational education. 74.72% of women 
and 9.89% of men have a master’s degree. All parents live in a city of over 50,000 inhab-
itants.

Chart 1. Using smartphone / tablet mobile devices
Source: the author’s research

The above data shows that most children use a smartphone / tablet. 81.31% of 
parents declare that their children use a smartphone / tablet, while the remaining group, 
i.e. 18.68 say they do not.

Chart 2. The child has their own smartphone / tablet
Source: the author’s research
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35.16% of children have their own mobile device - a tablet. However, 64.83% of chil-
dren use the devices of their parents, older siblings or other household members.

Chart 3. How often the child uses the smartphone / tablet
Source: the author’s research

The above data indicates that 52.74% of preschool children use mobile devices 1 
hour a day. 19.78% use their smartphone / tablet for 1.5 - 2 hours a day. 6.59% of children 
spend 30 minutes a day on mobile devices and 2.19% of respondents over 2 hours a day. 
18.68% did not specify the frequency of use of the devices by their children because they 
do not use them.

The surveyed parents were asked to answer the question of whether they set out 
the rules for using the smartphone / tablet by the child.

Chart 4. Rules for using a smartphone / tablet by a child
Source: the author’s research

79.12% of parents surveyed declare that they do not set rules regarding the use of 
a telephone or tablet with a child. 12.08% of respondents claim that they never thought 
about it, and 8.79% of respondents confirm that they introduced such rules.

When introducing the rules, consistency is essential. That’s why I asked the parents 
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about enforcing children’s media usage rules.

Chart 5. Consistency of parents in complying with the rules agreed with the children
Source: the author’s research

91.20% of respondents say that they do not stick to consistent rules regarding the 
use of mobile devices.  It is noteworthy that this figure increased by 12.08% compared to 
the previous chart. This means that parents declaring the introduction of rules for using 
mobile devices can be inconsistent.  3.29% of parents believe that they are consistent 
in implementing arrangements with children, 4.39% of respondents have never thought 
about it, and 1.09% say that the enforcement of arrangements with children depends on 
the situation.

Chart 6. Accompanying your child while using a smartphone / tablet
Source: the author’s research

The above data shows that as much as 57.14% of children use a smartphone / 
tablet without supervision. 26.37% of children are accompanied by a parent, 9.89% older 
siblings and 6.59% grandparents.

I also asked my parents about the activities most often chosen by children. Parents 
in this question could choose more than one answer.
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Chart 7. Activities most often chosen by preschool children
Source: the author’s research

The vast majority of children, 95.60% prefer to play outdoors. Cartoon watching on 
TV is also very popular, as indicated by 91.20% of parents and playing with a smartphone 
/ tablet, which is declared by 76.92% of respondents. Children at this age are happy to 
play with their friends - 56.04% say so, they play educational games, build from blocks, 
39.56% of respondents said so. Artistic games enjoy less interest among children, 19.78% 
of children like them and reading fairy tales, 26.37% of preschoolers choose them.

Chart 8. Activities performed by preschool children on a smartphone / tablet
Source: the author’s research

As parents declare - 81.31% of children most often use a smartphone or tablet to 
watch cartoons or use games installed on devices, as indicated by 57.14% of respon-
dents. 28.57% of respondents say that their children play with mobile devices without 
a specific purpose and 17.58% of children use the educational applications available 
on them. 13.21% of preschoolers talk with their loved ones via smartphone and 5.49% 
of children accompany their parents in online shopping. 18.68% of respondents gave a 
different answer.

In addition to the activities undertaken by the youngest users of mobile devices, it is 
important in which situations they most often reach for them. In response to this ques-
tion, respondents could choose more than one answer.
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Chart 9. Situations in which a child most often uses a smartphone / tablet
 Source: the author’s research

According to parents, 76.92% of children most often reach for a mobile device 
during travel and during meals - 70.32% of respondents declare this. 57.14% of respon-
dents give children a smartphone or tablet as a reward for good behaviour; 50.54% of 
parents use these devices as a “comforter” when the child is sad or irritable. 30.76% of 
children play with the device when a parent cannot pay attention to it, 14.28% of pre-
schoolers reach for it before bedtime and 3.29% of children use it at the time designated 
by the parent.

Chart 10. Parents’ opinion on the impact of a smartphone / tablet on the behaviour of pre-
school children

Source: the author’s research

Most parents, which is 51.64%, declare that they have never thought about the im-
pact of mobile devices on the behaviour of children, and 26.37% of respondents have no 
opinion in this regard. 17.68% of respondents believe that mobile devices have a nega-
tive impact on their children’s behaviour, and 3.29% of respondents think the opposite.
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Chart 11. The effects of excessive use of the smartphone / tablet by preschool children
 Source: the author’s research

As in the previous question, 57.14% of parents declare that they have never thought 
about the consequences of excessive use of a smartphone or tablet by children. 20.81% 
of respondents believe that they have no effects. Whereas 10.98% of parents notice 
that their children are becoming tearful, aggressive - 4.39%, anxious - 2.19%. The conse-
quence is also a concentration barrack in children - 3.29% and sleep problems - 1.09%.

Chart 12. Disorders in the development of preschool children resulting from excessive use of 
the smartphone / tablet

Source: the author’s research

Due to the intensive development of preschool children and the newly developing 
nervous system of preschoolers, it is imperative to detect as soon as possible any de-
velopmental abnormalities to eliminate them and take all therapeutic measures. That is 
why I asked in turn if the parents notice any irregularities in the development of children. 
In reply, 41.75% of parents think their children have no developmental abnormalities. 
18.68% of respondents see problems with small motor skills in children and 6.59% with 
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general motor clumsiness. Other disorders mentioned by the respondents were: poor 
vocabulary - 13.18%, hyperactivity - 14.28 and withdrawal in contacts with peers - 5.49%.

Chart 13. Behaviour of the child when requesting the return of a smartphone / tablet.
Source: the author’s research

For me, particularly important, while collecting parents’ opinions on children’s be-
haviour in relation to the smartphone and tablet, was the parent’s declaration about the 
moment when the child is asked to return the device. This is important because it gives 
the first possible signals about the child’s excessive attachment to these objects and 
even these may be symptoms that indicate the user’s dependence on this medium.  Just 
over a third of parents - 36.26% declare that the child is happy to return the device. 15.38% 
of respondents note that the child is becoming aggressive and 16.48% of children are 
crying. 13.18% of children cannot cope with this situation. Other parents - 18.68% ticked 
“other” - they do not use these devices.

The second research stage

Skills acquired in kindergarten are among the most important and the most spec-
tacular in a child’s life. The most significant achievements of this time will undoubtedly 
include the child’s mastery of the ability to communicate effectively and sometimes also 
the ability to read and write. It is also the right time to implement children in the pro-
cess of acquiring media competence, i.e. in the necessary media education consisting 
of teaching and developing media literacy.

    Hence, the goal of the second stage of the study was to find out the opinions of 
preschoolers teachers about the importance, methods and ways of preparing children to 
acquire media competence as well as teachers’ competence in the field of media educa-
tion.  The subject of my research was teachers working in a Private Kindergarten in 
Warsaw, attended by children of parents asked for opinions in the first stage of this re-
search. The questionnaire in the form of open questions was completed by 14 teachers, 
i.e. 100% of pre-school teachers working in this institution.

Searching for answers to the research problems formulated above, I put the follow-
ing hypotheses:
 - During playing, properly selected educational activities and occasional events are tak-

ing place in the kindergarten, the teacher can prepare the child to acquire media-related 
competences appropriate for age.
 - Thanks to appropriately selected working methods, the teacher prepares children to 

acquiring age-appropriate media competences.
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 - I suppose that educational activities enabling children to acquire media competencies 
are implemented to a negligible extent and the teachers themselves do not have any 
education in this field.  

respondents
Women Men Total

L. % L. % L. %

1 Age
20-25 4 28.57 0 0.0 4 28.57
26-39 7 50 0 0.0 7 50
40 and more 3 21.42 0 0.0 3 21.42

2 Education:
average 0 0.0 0 0.0 0 0.0
high. professional 5 35.71 0 0.0 5 35.71
high. MA 9 64.28 0 0.0 9 64.28

3 Work experi-
ence

0-5 years 6 42.85 0 0.0 6 42.85
6-10 years old 3 21.42 0 0.0 3 21.42
10 years and more 5 35.71 0 0.0 5 35.71

4
place of 

residence
village 0 0.0 0 0.0 0 0.0
city below 50 thousand 0 0.0 0 0.0 0 0.0
city above 50 thousand 14 100.0 0 0.0 14 100.0

The interviewed teaching staff are only women; half of them are aged 30-40. Most 
women, accounting for 64.28%, have a master’s degree, 35.71% of the staff have a higher 
vocational education. Most teachers, which constitute 42.85%, work in this kindergarten 
for less than 5 years. 35.71% of teachers have experience longer than 10 years, while 
21.42% work in this institution from 6 to 10 years. All teachers live in a city with more 
than 50,000 inhabitants.

Chart 1. The importance of preparing children for media literacy in the opinion of the kinder-
garten teachers surveyed 

Source: the author’s research

          Most teachers declared that preparing children for skilful use of the media 
is a very important task. Eight of these teachers, accounting for 57.14%, believe that 
acquiring appropriate media competences affects future school successes, and lack of 
sufficient preparation can negatively affect further education at school. Five teachers, 
35.71% 

sees a necessity in media skills acquired by children for a better understanding of 
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the world and a more complete functioning in it. In their statements, they emphasize “(...) 
particularly important in today’s world - in which children spend a huge amount of time 
with a tablet and a phone using just a thumb instead of crayons and paper or in free-play 
- it is to teach children how to use the media.”

One of the respondents, i.e. 7.14%, thinks that it is not essential to prepare children 
for the conscious use of the media at this stage of development “(...) they have time for 
it, let them devote to having fun, learning to read and write.”

Chart 2. Methods of acquiring media competence by children used by the surveyed teachers
Source: the author’s research

One of the teachers, which constitutes 7.14% of the respondents, declares that in 
working with children, to consolidate selected concepts in the field of media education, 
they use one - the chosen verbal method used when listening to and combining various 
types of literary works. In this way, it primarily shapes children’s readiness to learn to 
read and write, i.e. a set of media competences in which a child leaving kindergarten 
should be interested in books.

Other teachers, i.e. 92.85 respondents, use several methods during the classes. At 
work, they use methods: active, verbal, and visual, deriving from them imitative games, 
observation and demonstration, sharing art and literary works, games encouraging in-
dependent experiments, exercises developing visual perception and phonemic hearing.

Chart 3. Educational games important for children in preparation for acquiring media compe-
tences in the opinion of the kindergarten teachers surveyed.

Source: the author’s research
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In the group of respondents, there were five teachers, which constitutes 35.71%, 
who considered the games that improve eye-hand coordination, dexterity and auditory 
perception e.g. (radio plays, nursery rhymes, songs) as well as visual perception to be 
of the highest importance. They argue their opinion by saying “(...) that this is the right 
time to develop these skills. Properly educated visual and auditory perception will make 
a child find himself in the world of media language and understand the differences be-
tween direct conversation and communication through the media. They will know that 
there are different ways of writing and transmitting words, images and sounds. “Four of 
the respondents, representing 28.57%, value games and quiz with elements of competi-
tion as particularly valuable, and 21.42% also mention drama and staging. “(...) Through 
drama in which children do not play their learned roles, and do not fall in, we develop in 
our pupils the awareness of relationships in various environments, including in the me-
dia environment. Thanks to this, children, among others, can indicate their elementary 
needs and emotions concerning the media. “The other two teachers, which constitute 
21.42%, consider the most valuable in shaping media competence to play moodboard, 
i.e. classes involving the creation of a mood and educational collage. According to the 
teachers, preschoolers are very happy to create posters of this type. It is not only great 
fun for them, in which using various drawings, newspaper clippings, photos and all avail-
able art materials create beautiful artistic works (while developing small motor skills), 
but also present their thoughts, ideas and emotions regarding, for example: a film/fairy-
tale watched or a radio play heard, etc.

Chart 4. Methods and games used by the kindergarten teachers surveyed to motivate children 
to acquire media competence.
Source: the author’s research

  According to four teachers, which constitutes 28.57% of the respondents, the most 
important in acquiring media competence is free-play and creating natural situations 
enabling children to explore the world. They emphasize that “children are full of curiosity 
about the world and what surrounds them. They willingly undertake various activities 
themselves, they should not be disturbed. “ Three teachers, accounting for 21.42%, con-
sidered reading fairy tales, asking and answering questions for the text, reading books 
close to the child and chosen by the child as very important. The texts selected by the 
child, characters, relations and examples of their behaviour are examples for children. 
This is particularly important because children at this age learn just by modelling. The 
other three teachers, i.e. 21.42%, considered listening to radio programs / radio plays 
very important. Thanks to them, children develop imagination, memory, shape thinking, 
and enrich the language. Two teachers, i.e. 14.28% of the respondents, use a smart-
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phone / tablet to motivate children to learn how to use content proposed by the media 
selectively. In this way, teachers show children various sources of information, show 
how to use them, shape in pupils the need for adult help when the information obtained 
raises anxiety or doubt. In contrast, two other teachers indicated that in the process 
of acquiring any skills, the best motivation for a child is a pleasant atmosphere during 
classes and full acceptance of the pupil.

Chart 5. Factors affecting the motivation to acquire media competence in children in the opin-
ion of the kindergarten teachers surveyed

Source: the author’s research

Seven teachers, which constitute 50%, said that the child sees the acceptance and 
admiration of peers in the skill of efficient smartphone / tablet use. “Quick use of a 
smartphone / tablet, efficient reading of commands in mobile applications or the ability 
to call, for example, the emergency number dialled makes children see their indepen-
dence. It gives a sense of self-confidence, peer acceptance, and often admiration. “Four 
teachers, representing 28.57%, note that imitation is a factor in the willingness to acquire 
media skills for children. The child, seeing every day their loved ones using, e.g. a tablet 
/ smartphone, also wants to use these devices. This activity becomes entirely natural for 
the child. In turn, 21.42% of respondents think that the decisive factor motivating chil-
dren to acquire new skills is children’s curiosity about the world and the need to acquire 
knowledge.

Chart 6. The impact of meetings with media representatives organised in kindergarten on the 
motivation of children to acquire media competence in the opinion of the teachers surveyed

Source: the author’s research
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All teachers confirmed that theatres organised in kindergarten, meetings with media 
representatives awaken in children the need to acquire media competence. Six teachers, 
or 42.85% of respondents, believe that such meetings enrich children’s vocabulary and 
knowledge about the world. Three of the teachers surveyed, or 21.42%, indicate that 
children, thanks to such meetings, increase technical knowledge about the construction 
and operation of the media. Other three respondents see in such meetings opportunities 
to arouse children’s interest in the media and shape the right attitudes towards them. In 
turn, two, or 14.28% of the surveyed teachers say that meetings with actors or journal-
ists develop memory in children and shape emotions. “(...) these meetings are unique 
because of their unusualness, affect the emotional commitment of children, and give a 
chance to arouse various activities of children.”

  Chart 7. Weekly time spent by the kindergarten teachers surveyed regarding classes develop-
ing children’s media competence

Source: the author’s research

Two teachers, representing 14.28%, devote about 1 hour a week to developing me-
dia competence in children. Three teachers, or 21.42%, declare that they devote 45 min-
utes a week, and five, or 35.71% of the respondents - 30 minutes a week. Four respon-
dents, or 28.57%, declare that they devote up to 15 minutes a week to this type of activity. 
All respondents emphasised that this is a declared time and implemented depending on 
the ability and predisposition of children in each week of classes.

Chart 8. Kindergarten equipment as a factor supporting the motivation to acquire media com-
petence in the opinion of the teachers surveyed

Source: the author’s research

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (18)2019

99



A very important factor for proper educational conditions is equipping the educa-
tional corner. It must meet the basic educational and developmental needs of children 
as well as arouse the child’s natural curiosity. Twelve teachers, or 85.71%, think that edu-
cational corners enabling children to have free or thematic fun and creative work are cru-
cial. In contrast, two respondents, i.e. 14.28% of respondents, believe that equipping the 
room with exciting teaching aids, original toys, interactive boards, tablet, projector and 
free access to books releases enormous amounts of curiosity in children. “It awakens in 
children the need to know what surrounds them. I give a huge educational opportunity.”

Chart 9. Subjective assessment of kindergarten teachers as to the entity responsible for de-
veloping children’s media competence

Source: the author’s research

In the opinion of kindergarten teachers, the majority - 71.42% indicated that the 
obligation to educate children in the field of media competence should rest with parents. 
“The method of using the media, the time devoted to them depends on the parents of 
the children. Children imitate their parents, they are the first teachers in the media world, 
and they provide role models to children. „According to three respondents, i.e. 21.42%, 
this obligation should rest on state institutions, e.g. cultural centres, libraries. One of the 
respondents, i.e. 7.14%, believes that this obligation rests with teachers, especially those 
working in kindergarten. “Children spend most of the day with us. We are their educators 
and teachers, and therefore we should ensure their comprehensive development. Media 
competences acquired at this stage are just as important as readiness to learn to read 
and write.

Chart 10. Preparation of preschool education teachers to conduct classes in media education.
Source: the author’s research
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Eight teachers or 57.14% of respondents claim that they have no special prepara-
tion in the field of media education. During their studies, they did not have any classes in 
this field, nor did they undergo any training. They have acquired the knowledge they have 
about the media competence of children mainly through publications on the subject on 
the Internet. In contrast, six teachers, or 42.85%, declare to regularly improve their qual-
ifications in media education by participating in various types of training, workshops or 
post-graduate studies.

Conclusions from the research

1. Preschoolers are happy to use new technologies. Most use a tablet or a smart-
phone shared with a parent.

2. Children spend too much time on activities related to the tablet or smartphone. 
One hour a day declared by most parents is inconsistent with the recommendations of 
the Polish Paediatric Association, which suggests that the total time spent by children of 
this age on all media should be 15 to 30 minutes a day.

3. Most parents do not agree on the use of mobile devices with their children, nor do 
they accompany their child during use. Of those who declare such arrangements, only a 
few people consistently follow them.

4. Playing on a smartphone or tablet is the third most-chosen activity by children. 
These devices are used to watch cartoons and play games. This choice is worrying be-
cause all the content that the child assimilates in this way can have a strong modelling 
effect.

5. Preschoolers most often use a smartphone or tablet during travel or meals. It 
happens that these devices serve as a reward for good behaviour or as a comforter. As 
a result of these behaviours, the way the child functions in the family and society is dis-
turbed.

6. Most parents have never thought about the impact and consequences of exces-
sive use of mobile devices. Parents notice problems with small motor skills, hyperac-
tivity or poor vocabulary of their children, but are reluctant to admit that this may be a 
consequence of excessive use of a smartphone or tablet.

7. The first symptoms of excessive use of mobile devices, i.e. crying, aggression 
are noticeable in preschoolers, which may lead to addiction in the future. 

8. Pre-primary education teachers are aware of the importance of preparing children 
for the proper use of the media. To this end, they usually suggest educational games by 
using several methods. The most effective when acquiring media competence by chil-
dren are games that improve motor coordination, visual and auditory perception as well 
as games and quizzes.

9. To motivate children to gain media competence, teachers most often use free-
style games and reading books. In this way, they strengthen children’s creativity and 
imagination. They also organise meetings with representatives of the media, where chil-
dren through a strong need to imitate and curiosity about the world themselves seek to 
acquire media competence.

10. Pre-primary education teachers spend too little time on activities related to me-
dia education of children. Usually, it is 30 minutes a week, which is not enough time for 
children to acquire all media competence. Teachers also do not have specialist training 
in this field. Their knowledge is based on their own research and reading materials, sce-
narios of Internet classes. According to most teachers, parents should be required to 
educate children in media education.
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USE OF DIGITAL TECHNOLOGIES 
AND SOCIAL MEDIA

AND THE SOCIAL RELATIONSHIPS 
OF TEENAGERS
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Abstract
Polish pedagogical and psychological literature as well as mass media more and more often in-

form about disorders of competences and social relations of teenagers, as a result of abuse of digital 
technologies, especially smartphones. The authors analysed 31 cases of patients with cyberabuse 
and addictions at the Social Prevention Centre in terms of the occurrence, intensity and character of 
the disappearance of their real social contacts, as well as their behaviour in small natural peer groups. 
The obtained results were compared with 49 groups of adults and parents of patients. Research 
based on participatory observation and in-depth interviews showed that teenagers devote over 62% 
less time to personal social relations than their parents, their time of real social relations with parents 
is about 38 minutes per day, create atomistic attitudes towards family (e.g. refusal to participate in 
common meals), have shallow and narrow groups of friends, and prefer borrowed contacts (through 
social media). The average declared number of teenagers’ friends in social media exceeds 540, while 
their parents use smartphones in less than 140. Young respondents use smartphones in almost ev-
ery social and life context (e.g. in toilets, in church, at school, during meals). The research confirmed 
the occurrence of digital technology abuse. The article ends with preventive delegations.

Keywords: digital(cyber) technologies, addiction, teenagers

Introduction 

It has been more than 20 years since Kimberly Young (Young 1999) and Mark Griffis 
signalled and defined the problem of digital addiction. During this time, cyberaddiction 
is being studied on all continents by thousands of scientists representing social, med-
ical and health sciences. This is a consequence of the increasing number of disorders 
occurring in teenagers and young adults, as a consequence of the abuse of digital tech-

1 Chrobrego Street 27, University of Technology and Humanities of the name of Pułaski in 
Radom, Radom, Poland, contact: chmielewska.gosia@interia.pl, ORCID: 0000-0001-6505-3072
2 Staszica Street 21B, Center for Social Prevention, 05-822 Milanówek, Poland, contact: mari-
usz@cps.edu.pl, ORCID: 0000-0001-9882-374X
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nologies. The observed problem and its mechanisms were even defined as Addiction 
2.0 (Alter 2017). Since the use of digital technologies and Internet activity is becoming 
one of the global characteristics and the role of digital technologies will grow, we are 
talking about a network society (Castells 2009). Assessing the problem from the Polish 
perspective and analysing numerous research reports (NASK 2017; Bąk 2015; Siuda & 
Stunża 2018) we can talk about six key phenomena:
• Almost 100% saturation with digital technologies (smartphones) of the generation 

of teenagers aged 13-18 - no other digital device is so popular in this group.3

• Smartphones are the most desirable device in the group of 8-18-year olds (Taper & 
Jędrzejko 2017).
• The digital skills of teenagers are many times higher than those of their parents.
• Teenagers protect their privacy online, and only a small proportion of parents have 

control over their online activities.
• Mobile digital devices are “sewn” onto children and teenagers and accompany them 

throughout their daily activities (at night they are most often within the physical reach of 
the child).
• A large part of teenagers, using mobile cyber technologies, do not pay attention to 

norms, rules and cultural requirements. They use them everywhere.

The depth of the observed problems and their current consequences encouraged 
the authors to diagnose the relationship between the network activity and the nature of 
direct social relations with peers and relatives (families).

Method

The key aim of the research is to determine social models of teenagers’ relations 
(in peer groups and with parents and other people close to them) and differences in 
methods and techniques of these contacts between respondents (12-18 years old) and 
their parents. The subject of the study were 31 children and teenagers reported to the Cy-
berabuse and Addiction Clinic of the Centre for Social Prevention (2018-2019) and 49 of 
their parents4 (mothers and fathers). The research was conducted with the use of orig-
inal research tools: extended interviews with each of the respondents and a test ques-
tionnaire determining the scale and manner of using digital technologies. Participatory 
observation was also used in the research (by conducting observation sheets). We also 
used observation of children and teenagers in natural family environments (11 families 
agreed), as well as peer groups (observation in schools and social space). The respon-
dents represented three socio-cultural areas: large urban centres - 15, smaller towns and 
cities - 10, rural centres - 7). In the research group there were 19 boys and 13 girls, while 
in the group of parents there were 29 women and 20 men (in 12 cases they were both 
parents)5. The specific character of the research, especially that related to observation in 
the natural environment, caused the research process to last 19 months, despite a small 
respondent group. The adopted research methods allowed for a thorough understanding 
of children’s and adolescents’ behaviours and ways of communication, social relations 
and behaviours. The following main research problems were assumed in the study:
• How do peer relationships work in children’s youth groups, with particular emphasis 

on the model of mutual references - are they direct or through digital technologies?

3 New digital technologies have turned smartphones into a cent more often used multimedia 
than traditional computers. This was due to their mobility, multifunctionality and portability.
4 Some of the children are raised by only one parent.
5 The results of the tests are presented in rounded to the nearest whole %. The adopted meth-
od does not interfere with the evaluation of results.
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• How do respondents behave in natural environmental, educational and family situ-
ations - can they function in them without using digital technologies (e.g. meals, toilet, 
homework, talking to parents, moving, free time, school breaks, lessons)?
• How do teenagers react to digital content when they are in social interaction with 

other people?
• What is the scale and time spent by respondents using digital technologies?

We also examined the psychophysical reactions of respondents to the stimulated 
switch-off of digital technologies (smartphones) in 12 cases. This part of the study was 
conducted in two ways: in natural family situations, in the place of residence of the re-
spondents and in the clinic, using the so-called Venetian mirror. In the article we present 
selected aspects of the research - the whole article will be presented in the publication 
“The digital world of teenagers” (ASPRA Publishing House, Warsaw 2020).

Phenomenon and its conditions in the light of the literature on the subject and 
research

The use of digital technologies by children and adolescents is the subject of hun-
dreds of studies in the field of social sciences. The growth of this problem in Poland 
was noticed already at the end of the last century (Lepa 1998), and in the following 
years several hundred scientific publications and reports containing a description of the 
problem and attempts at preventive delegations were published (Andrzejewska 2014; 
Bębas 2014; Goban-Klas 2005; Izdebska 2003; Jędrzejko 2013, Jędrzejko & Taper 2017; 
Siemieniecki 2002). The discussed issue is particularly interesting for pedagogy and 
psychology, with the emphasis on three problems: (1) ways to prepare children for activ-
ity in the digital world; (2) cyber threats; (3) parents’ awareness of the impact of digital 
technologies on their children (abuse, access to content that exceeds their child’s cog-
nitive and emotional abilities).

This issue seems to be particularly important in view of the fact that the Internet 
and the key tool for using the so-called large network - the smartphone - have become 
more and more extensive. Polish research conducted by, among others, NASK and the 
Nobody’s Children Foundation shows that smartphones are almost 100% saturated with 
smartphones in the generation of 15-18-year olds and nearly 90% in the group of 12-
14-year olds. Our recent surveys conducted in two districts: Grodzisk Mazowiecki and 
Radom (Jędrzejko, Kasprzak & Taper 2019) indicate that over 54% of pupils aged 10-12 
have independent smartphones, and only 18% of them have installed parental control 
programs. Polish research also suggests several clear trends in the use of these devices 
by the young generation. We can talk about: The Polish research also suggests: prolong-
ing the time of active participation in the Internet, up to late night hours; teenagers pro-
tecting Internet life from parents (passwords, fast deletion of content, lack of consent 
for parents’ access to Facebook, Messenger and other communicators); low awareness 
of digital risks on the part of young Internet users (Andrzejewska 2016; Szewczyk 2008).

We therefore assume that digital media are an integral part of the development 
process of the young generation (Bąk 2015), and rarely a child has no contact with them 
as a recipient and user. This is accompanied by the process of strong market pressure to 
attract children as independent consumers of electronic media, including in this area as 
independent buyers. At the same time, it is obvious that the very idea of digital technol-
ogies is unambiguously pro-developmental, and their possession and use by teenagers 
is conducive to expanding knowledge, skills and competences. It is equally obvious that 
cutting children off from the digital world is an upbringing, social and educational error. 
As shown by research, digital media and their devices increase the attractiveness of the 
educational process, foster better understanding of the content (e.g.: combining image 
and verbal message), and allow teachers and students to quickly update their knowl-
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edge (Jędryczkowski, 2008). Another important sphere of their use is communication 
between the school (teacher) and parents and students, thanks to which the former have 
full knowledge about the educational process and the results of the child.

In this perspective, our research does not aim at shaping the belief that it is neces-
sary to reduce children’s digital activity, but at shaping it in such a way that it is conducive 
to the child’s development. 

Undoubtedly, using the interest of children and teenagers in information and com-
munication technology devices, and more broadly the whole world of the Internet, we 
can (from the position of a parent, teacher, trainer, educator, etc.).

We can not only support the child’s cognitive abilities, educational and intellectual 
development, but also increase his or her future career opportunities. This is particularly 
important from the perspective of the progressive digitalization of economic, communi-
cation and information processes. These tendencies, however, reveal an important peda-
gogical obligation related to the necessity (and even the need) of teaching a child how to 
use media safely and responsibly. As indicated by research, the key dangers associated 
with the use of these technologies result primarily from excessive (time) or improper 
(content, methods) use. Also noteworthy are those studies that point to the relationship 
between the abuse of digital technologies and the decline in educational results and the 
risk of socially undesirable behaviors (Gentile at al 2014; Bębas & Jędrzejko 2019). An 
interesting part of the discussion is also the problem of the relationship between the 
abuse of digital technologies and their dependence (cyberabuse) (Alter 2018).

Results and analysis of studies 

There is no doubt that the net is a kind of “element” for the young generation. This 
parallel - to natural relations face to face - space is becoming increasingly important for 
young people, even to the extent that the number of contacts borrowed (by digital tech-
nologies) may be greater and more frequent than real contacts. This applies especially 
to peer relations. The importance of social relations has already been highlighted by 
the outstanding sociologist of upbringing Florian Znaniecki. He emphasized their role 
in shaping a mature personality and their necessity for understanding current and fu-
ture social roles (Znaniecki 2011). The consequence of creating proper social relations 
and adjusting social roles to the stage of maturation (Oleszkowicz & Senejko 2011) are, 
among others, social competences, future social and professional opportunities, as well 
as the ability to function in the family environment (Przygoda 2011), as well as aware-
ness of the diversity of attitudes and views, which seems to be particularly important in 
an increasingly multicultural environment. Our research suggests a profound change in 
the types and models of social contact between teenagers and their parents. We have 
studied this by declaring it in surveys and from smartphone readings and comparing 
numerous real contacts. The results are presented in the first graphic.
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Therefore, we are talking not only about a significant disproportion, but also about 
accompanying phenomena: the area of social interest of teenagers (what does he do, 
where has he been, what he writes about) is incomparably larger than the generation of 
parents, who, because of my knowledge, have - what is natural - deeper social relations. 
It is also interesting to note that there is a difference in the respondents’ readiness to 
limit network contacts by removing them. Only 7 adult respondents were ready to do it, 
while in the group of teenagers as many as 27. Moreover, 14 of them - during extended 
interviews - indicated the possibility of removing more than 50 contacts on the Internet. 
This leads to a conclusion that these contacts are highly random, resulting not from real 
needs but rather from curiosity.
• Kasia, 14 years old, 8th grade primary school student: I don’t know why I have so 

many contacts. When I signed in, I didn’t want to remove myself anymore. I never thought 
about it. 
• Konrad, 17 years old, student of Mechanical Engineering: Because I think that’s how 

everyone does it. I don’t know.
A similar diversity can be observed in the materialization of real contacts through 

social networks. For a group of teenagers (with a wider range of possibilities - 545) it 
is not more than 50 contacts per week, and for adults - 63 contacts per week6 (with a 
range of possibilities - 136). Therefore, we can talk about specific forms of maintaining 
network contacts among teenagers, whose scope does not translate into real needs.

We think it is also interesting to compare the amount of time that adults and their 
children spend on personal relationships - face to face. Looking for a field to compare, 
we chose two forms: for adults, lunch breaks at work and school breaks for children. We 
asked for a description of these breaks. For children, all breaks during one school day 
(preceding the interview) were considered, and for their parents - lunch on the previous 
day7.

Authors’ own elaboration.

In this case, we can talk about different cultures of leisure activities. What is more, 
1/3 of teenagers contact their peers from the same school with the help of network 
tools during breaks. We observed, among others, such phenomena as sending text mes-

6 We have considered that a large part of adult contacts results from their professional activ-
ity. In corporations, trade and services in social networks, professional groups are often formed.
7 in the case of adults, we considered the statements of 40 people, the rest were not in profes-
sional relations. Or their form did not give grounds to include them in the comparison.
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sages or information via a social networking site by friends standing no more than 3-4 
meters away. This is evidence of the changes in peer contact models, some of which 
are in borrowed form, despite the possibility of direct contacts. This thesis would also 
be confirmed by the answer to the question: Do you need an important contact requiring 
exchange of opinions and sentences with your peer or another person, do you call them 
more often or do you contact them using network tools? Over 80% of teenagers indicat-
ed contact via SMS or Facebook and only 18% indicated personal contact, while among 
parents almost 50% indicated face-to-face contact. Another aspect of the research in 
this problem area is presented by another graphic.

Authors’ own elaboration.

Research into the digital activities of teenagers shows that smartphones are an “in-
tegral part” of teenagers, meaning that they do not part with them in any type of everyday 
life. They not only take them to school, but also accompany them during meals, lessons 
and physiological activities. The functioning of children in the so-called mobile culture 
(Urry 2009) has its psychological, social and functional consequences (e.g.: they make 
attempts to contact through digital devices even in situations where it may endanger 
their health or even life - crossing the road, riding a bicycle, on a scooter. This underlines, 
on the one hand, the high status of digital technologies in the eyes of children and, on 
the other hand, their low level of competence in the safe use of these technologies. We 
have therefore compared the contexts in which adults (parents) and their children often 
use digital technologies.

Authors’ own elaboration.
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Authors’ own elaboration.

Prevention and education

The digital world of children is an element of their permanent social functioning, 
and multimedia are treated by them as a natural part of life, without which it would be 
“ruined”:
• Antonina’s mother, 13, a primary school student: My daughter told me, “If you take 

my phone away from me again, I’ll kill myself”. At first, I started to laugh, but then I just 
got scared.
• Edyta, a Polish language teacher, mother of 14-year-old Mateusz and 18-year-old 

Ola: They go everywhere with telephones, even to meet physiological needs. Recently, 
my husband threatened to turn off their smartphones if it happened again. [...] Receiving 
text messages or communicating during morning breakfast and dinner is normal in our 
country.
• Katarzyna, an English teacher, the mother of 11-year-old Dominika: I am a teacher 

in the fourth grade of primary school. A month ago, I pointed out to my parents that their 
son notoriously uses the telephone in his classroom. The mother’s answer was uncere-
monious: “What is it that bothers you, I need to be in touch with him”.

The universality of children’s digital relations and their realization in a way differ-
ent from natural social relations and interpersonal contacts (Jędrzejko & Taper 2017) 
directs our attention to the need to implement in the universal educational system (we 
believe that from the 3rd to the 4th grade of primary school) the subject Media Education 
(Education to the media). 

Such projects have been suggested by media experts for many years (e.g. Siemie-
niecki, 2002 and 2004). However, they are not supported by decision-making and political 
bodies. Perhaps a preliminary solution could be educational programmes implemented 
within the framework of preventive classes, considering the following thematic areas:
• Students: knowledge about the impact of digital technologies on health and social 

relationships; culture of using digital technologies in everyday life; safety online; 
• Parents: introducing a child into the world of modern digital technologies - model-

ling the child’s relations with new digital technologies; child’s safety on the Internet and 
monitoring its activity;
• Teachers: expanding competences in the scope of using digital technologies in ed-
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ucation.
We also believe that a digital school, a project that is still in its infancy despite many 

years of investment and projects, will contribute to changing the behaviour of teenagers 
online.

 The status of new technologies is very high in the eyes of teenagers. In fact, re-
search indicates their necessity in the eyes of children. In economic terms, most parents 
have the opportunity to equip their child with the latest developments in the digital world. 
Unfortunately, this is not followed by pedagogical reflections and specific patterns and 
rules of conduct. One of the victims of such models of using mobile technologies is 
school, especially when the teaching community does not find support in parents for 
creating reasonable models of using them in educational institutions.
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Abstract
The goal of the article is to declare and describe the methodology of research about Internet 

and mobile applications in work life and private life of digitals marketers. This article is a reflection 
on the research methods used, their adequacy and potential results that the research team should 
achieve during the research. The article is the justification for the selected research method (both 
quantitative and qualitative), describes the research group. The authors, based on the pilot study, also 
make some conclusions, which will then be verified using subsequent - more extensive and imple-
mented on a larger scale research tools.

Keywords: Internet, mobile applications, work life, private life, marketers

This article describes the assumed methodology for conducting the study men-
tioned in the title. The main goal of the proposed research project is to verify ways of us-
ing the Internet and mobile applications by employees of the Internet marketing industry 
as a professional group exposed to risks associated with excessive use thereof. There 
are studies confirming that the type of work performed can significantly increase the 
risk of Internet addiction or at least dysfunctional use of it, and areas such as commu-
nication and online self-presentation are among the factors that increase this risk most 
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[Aouli, Siedlaczek 2011, Dembińska, Ochnik 2014]. It is worth emphasizing that the pur-
pose of this study is not to diagnose these addictions [Young 1998], which is involved in 
psychology, but only to identify ways and scope of using the Internet and mobile devices 
by the studied professional group, which may affect the quality of work of its represen-
tatives, important from the point of view of both themselves and employers from the 
internet marketing industry. For the research team, a particularly interesting compara-
tive media analysis of this phenomenon at the level of media users from the mentioned 
industry on an international scale (quantitative analysis) as well as in-depth research in 
Poland (quantitative and qualitative analysis).

Interactive Advertising Bureau Poland Poland - the Association of Internet Industry 
Employers was invited to participate in the research project, thanks to which it will be 
possible to provide both substantive consultation of the planned research methodology 
and research tools, as well as to gain access to IAB member companies around the 
world that will be invited to the research.

The research project involves three stages of research procedures - quantitative 
and qualitative. 

It is worth referring to the concept of overall (multiple) triangulation, which Norman 
K. Denzin [Denzin 1970]  defines as: the use of more than one method in the study of 
specific phenomena, processes, objects; a work pattern that allows researchers to rise 
above personal preferences associated with specific methodologies; crossing different 
theoretical approaches, methods, researchers and data in specific research projects.

Methodological triangulation was chosen as the basis for the research process in 
question. Its advantage is the ability to overcome the limitations of individual research 
methods. This approach also allows to broaden the scope of analyzes, as well as to build 
a much broader picture of the phenomenon studied [Gackowski 2014].

According to Alan Bryman [Bryman 1992], the representativeness of qualitative re-
search (in the case of this research - in-depth interviews) can be credited, supplemented 
by quantitative research. In addition, qualitative results facilitate the interpretation of 
mutual correlations between variables (e.g. type of device and time of use). Alan Bryman 
[Bryman 1992] also mentions that the use of both types of research can be effective at 
various stages of the research process (in the case of the study discussed - deepening 
knowledge of the issue by selecting more costly, but showing processual aspects of 
qualitative research at later stages of the research process).

Stage I is a quantitative research based on the CAWI (Computer Assisted Web In-
terview) technique - a technique of a direct interview conducted via the Internet, in which 
there is a questionnaire to be completed by an interviewee. The study will cover countries 
where IAB has its local member organizations - depending on the interest of enterprises 
in participating in the study. The study was preceded by a pilot on representatives of the 
industry in the local area - during the National Conference Internetbeta 2018. Partici-
pants of the said conference ideally fit into the target group of the study. They are main-
ly people aged 28-40, with higher education, working in positions related to marketing, 
sales, communication, using mainly the Internet as a channel to reach the final recipient. 
During the pilot study, 39 questions were asked about the habits of using mobile appli-
cations by respondents during and outside of the working day. The questions are listed 
at the end of this article. The first 9 questions related to the respondents’ records, were 
asked about age, gender, education, form of employment, job position, seniority, size of 
the company in which the person works, current personal situation, as well as the num-
ber of dependents. The next part of the survey concerned the way the respondents used 
the Internet for professional purposes. Seven questions were asked here regarding the 
period of use of the network (days of the week, time of day), tools used and issues relat-
ed to the intensity of Internet use. The next part deals with private issues - i.e. there is a 
reference to situations in which respondents rest, spend time with family or a group of 
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friends. The structure of questions for both parts was left identical (to better understand 
this diffused target group). The last part of the survey examining marketers’ behavior 
concerns feelings related to using the Internet as a communication channel. In this part, 
the respondents are asked about their potential addiction to the Internet, intent to use it, 
as well as feelings related to the lack of access to the Internet.

The survey was conducted via an online questionnaire. 60 people reach the first 
page of the survey, 19 of whom completed the survey. This gives researchers a return 
of 32%. At this stage one should think about where such a large number of bounces 
will appear. It is worth noting that each of the participants of the study who began to 
complete the questionnaire reached the end (answered all the questions asked). It was 
considered that the page that appears first should be reworded (it is the first contact of 
the study participant with the questionnaire, explains the purposefulness of the study 
and its importance for researchers). It was considered that the collected set of 19 sets 
of responses was a representative group for piloting. The questionnaire mainly contains 
complementary questions, which are in a closed form - the respondent can choose one 
or several of the answers proposed. This closes some non-standard answers, but also 
allows you to better understand the questions and their legitimacy. This is also an im-
portant aspect when analyzing the collected results. Settlement questions appear in only 
a few places and in their case the answers are also limited to answers that complete the 
question asked (and are single-choice) [Nowak 2007].

Considering the fact that the pilotage was a competition - personal data was also 
collected (for the purposes of the competition resolution), which also allowed feedback 
on the quality and comprehensibility of the research tool. As a result of the pilot study, 
it was decided to change some questions (their formula) so that the answers provided 
were more precise and the questions themselves understood. The collected answers 
allowed drawing some conclusions that will be compared with the research on a larger 
group of respondents. The applications include:

1. The tools used by marketers professionally and privately are the same,
2. Approximately 16% of respondents are not able to divide the time of network 

usage between private and professional use,
3. The main tools are a laptop or smartphone
4. The Internet (online activity) is a key sphere of life (private and professional) for 

half of the respondents (taking into account their dependence on the Internet).
As mentioned above, these claims should be verified on a more representative au-

dience. This survey is planned for the first quarter of 2020, using cooperation with the 
Interactive Advertising Bureau Poland and Interactive Advertising Bureau Poland Europe. 
This will be the next - second stage of the study. It is assumed that a group of about 
300 respondents, marketers employed mainly in Poland, being in the 25-45 age groups 
(which is of appropriate technological maturity), working in positions related to digital 
marketing or running their own business will be examined here.

The research presented above is quantitative and will be a kind of starting point for 
the preparation of tools for qualitative research.

In the next stage, a qualitative research will be conducted - based on a mobile ap-
plication whose task will be to measure the activity of marketers on their mobile devices 
(as those most often indicated in quantitative research, i.e. tablet, smartphone). This 
study will take the form of direct non-participating observation [Jemielniak 2012] carried 
out through technology. The importance of qualitative research here is very large. Their 
main goal is to learn more about the behaviors that are associated with the use of the 
Internet by people working on the web. Important for researchers here is the opportunity 
to observe the “real world”, not artificially created or declarations made by the respon-
dents [Flick 2010]. The use of a mobile application that will allow data collection is of 
great importance for the objectivity of the study (assuming that the study participants 
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will not intentionally disable the application). Similar research on the Internet, browsed 
content and online activity of the society was (and continues) in Poland by Megapanel 
PBI / Gemius. The methodology used by Megapanel PBI / Gemius5 uses two approach-
es - user-centric and site-centric. User-centric involves testing through the intentional-
ly installed netPanel application (and applies to content, sites viewed by respondents). 
Site-centric approach is the measure of the whole traffic on the website generated by 
users. The research team will focus on this first approach (due to technological limita-
tions and ethics in the field of monitoring mobile applications). The research carried out 
by Megapanel PBI / Gemius is interesting for researchers because it shows an image 
of the entire audience of the Polish Internet, which can be an interesting comparative 
material with the conducted research (in the context of the amount of time spent on the 
Internet)6. The lack in the indicated study, which at the same time the researchers want 
to supplement is analyzing only website traffic - bypassing the distinction between appli-
cations (in the case of mobile devices they will be outside of web browsers, applications 
for social media).

This application will be specially prepared to anonymously measure the activity of 
individual users in the context of the time of day, type of application, time of its use, 
state of its use (sleep, work in the background, active work), character, frequency. These 
data will be sent to a cloud database via an encrypted connection, which will constitute 
research material. This study should give very reliable data on the use of the Internet and 
mobile applications (without specifying the context, i.e. the division into professional 
work and private life). In the context of the discussed research topic, this constitutes a 
certain obstacle, but for the purposes of this study it will be assumed that use for profes-
sional purposes is classified in the time interval indicated by the respondent (the working 
time will be determined at the first launch of the application), the remaining time will be 
treated as private life. The survey will cover countries where IAB has its local member 
organizations (low threshold for reaching potential respondents).

An in-depth interview [Jemielniak 2012] scenario with the respondents will be pre-
pared on the basis of data obtained from the first (quantitative) and second (qualitative) 
stages. It will concern the ways of using the Internet (implicitly on mobile devices) by 
selected representatives of the research group. An important element of in-depth inter-
view will be issues related to Internet addiction, withdrawal syndrome and problems that 
result from the growing expansion of this form of communication. In-depth interviews 
will be conducted with at least 15 people selected to represent the target group as fully 
as possible. In-depth interview will provide researchers with information on the experi-
ences, feelings and behaviors of marketers on the Internet. It has a co-creative character 
- which means that the team of researchers will be forced to strict objectivity and limit 
their role in the interview to the moderator. 

As a summary of the entire study, a report will be prepared on marketers’ behavior 
on the Internet and their use of mobile applications. It is planned to be published jointly 
with Interactive Advertising Bureau Poland Poland.
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Appendix: Questions from Pilot Questionnaire (conducted during Internetbeta 2018):

Basic, technical questions
Age
Gender
Education
Form of employment
Position / function
Work experience in the internet industry
The size of the current company
Current personal situation
Number of people in your household (dependent on a shared household budget)

The next part of the survey concerns the use of the Internet by industry employ-
ees. We want to ask in a few simple steps how you use the Internet for professional 
purposes.
If you were to describe your typical week, on what days and at what hours do you usually use the Internet for 
professional purposes?
What tools do you use to use the Internet for professional purposes?
Do you use any of the following tools with access to the Internet for professional purposes while using other 
tools?
What social networking sites and to what extent do you use for professional purposes?
What tools / applications do you use every day for professional purposes?
Have you ever tried to limit the time spent on the Internet (including using the application) for professional 
purposes?
If so, was this a successful attempt?

Thank you! The next part of the survey concerns the use of the Internet for 
private purposes (i.e. not related to the work performed). Please focus now on this 
sphere of life.
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If you were to describe your typical week, on what days and at what hours do you usually use the Internet for 
private purposes?
What tools do you use to use the Internet for private purposes?
Do you use any of the following tools with Internet access for private purposes while using other tools?
What social networking sites and to what extent do you use for private purposes?
What tools / applications do you use for private purposes on a daily basis:
Have you ever tried to limit the time spent on the Internet (including using the application) for private purposes?
If so, was this a successful attempt?

Thank you! Let’s move to the last part of the survey - regarding the possible con-
sequences of using the network.
Do you think the Internet absorbs you so much that you constantly think about what you did on the web?
Do you think the Internet absorbs you so much that you can’t wait to use the Internet again?
Do you feel the need to spend more and more time on the Internet to enjoy it more?
Do you feel the need to spend more and more time on the Internet to enjoy it more?
When entering the network, do you usually plan how much time you’ll spend using the internet?
Do you sometimes use the Internet for a longer time than initially anticipated?
Have you ever had the risk of breaking contact with someone close or losing an important relationship with 
others due to spending too much time on the Internet?
Have you ever encountered the risk of problems at work or a career related to spending too much time on the 
Internet?
Have you ever hidden your excessive preoccupation from the Internet from other people?
Do you sometimes use the Internet to escape from problems?
Do you sometimes use the Internet to avoid unpleasant experiences or feelings (e.g. feelings of helplessness, 
guilt, anxiety or depression)?
Have you ever felt internal anxiety when trying to limit the time you use the Internet?
Have you ever felt the tension when trying to limit the time you use the Internet?
Have you ever felt depressed (depressed mood or / and sadness) when trying to limit the time you use the 
Internet?
Have you ever felt irritable when trying to limit the time you use the Internet?
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