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TWITTER AS A MEANS OF 
EMOTIONAL COPING AND 

COLLECTIVE (RE)FRAMING 
OF CRISES. CASE STUDY: THE 

“COLECTIV” CRISIS IN ROMANIA
Camelia Cmeciu1, Ioana Coman2

Abstract
The lack of information from the organizations involved in a crisis situation and the high level 

of uncertainty may result in setting an emotional tone on social media and even in bringing radical 
political and social changes. Such an example is the Colectiv crisis in Romania. The fire, caused by 
a fireworks display, broke out at the Colectiv nightclub where almost 300 people were attending the 
“Goodbye to Gravity” band concert. 27 people died that night and the death toll reached 63 in De-
cember. This tragedy led to an online and offline civic uprising, Romanian citizens protesting against 
a corrupted political system. The scope of this study is to examine the emotion-filled dialogue on 
Twitter and to determine the evolution of coping strategies and collective action frames throughout 
this crisis which resulted in a social and political reform in Romania.

Keywords: social media, collective action, diagnostic framing, prognostic framing, framing alignment, 
emotions.

Introduction

At 10:30 p.m., on 30 October 2015, in the Colectiv nightclub, almost two hours after 
the metalcore band Goodbye to Gravity launched the release of their new album, Mantras 
of War, the sparks from the fireworks reached one of the scaffold pillars and caught fire. 
The fire quickly spread to the ceiling and parts of the incandescent materials collapsed 
over the people trapped inside, the ones who did not succeed in leaving the club through 
the only exit available. 27 people died on the site but within two months the death toll 
reached 63. This tragedy was a wake-up call for Romanians who protested against a 
corrupted system, demanding the resignation of the Romanian Prime Minister and the 
government. Six days later, the Prime Minister and the government resigned, the club 
owners were arrested and the Romanian anti-corruption prosecutors arrested the mayor 

1 PhD Prof. ,Faculty of Journalism and Communication Studies, University of Bucharest, Ro-
mania, e-mail: camelia.cmeciu@fjsc.ro
2 PhD Assist., College of Media and Communication, Texas Tech University, USA, e-mail: io-
anacomanalexandra@gmail.com
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of the district where the Colectiv club used to function, for having given the venue a per-
mit without firefighters’ authorization. 

Although Twitter is not as popular as Facebook in Romania3, the event generated 
enormous emotional turmoil, causing people to take to Twitter as a means of coping 
with this national tragedy and as a way of mobilizing Romanians to protest against the 
political system and to donate blood for the injured ones. According to the Zelist Monitor 
, the #Colectiv hashtag received 10.860 mentions on Twitter between October, 30 – No-
vember 11, 2015. This article explores how the #Colective hashtag was used, through-
out the six days after the tragedy by the resignation of the Romanian government, and 
follows the shift from online solidarity in mourning and helping the survivors in their 
recovery to online solidarity in protesting. 

We will examine what coping strategies and collective frames the Twitter users em-
ployed as co-producers of up-to-date information about the help needed by the injured 
and victims’ families and about the Romanian civic uprising. 

Theoretical framework 

The #Colectiv hashtag activated networked gatekeeping [Barzilai-Nahon, 2008] and 
gatewatching [Bruns, 2005] from the first day of the crisis. The Twitter users could be 
interpreted as embodiments of “networked individualism” [Rainie and Wellman, 2012] 
as each autonomous individual served as a prosumer of the flow of information related 
to issues concerning the development of the commemoration and protesting march-
es. Gradually turning from networked mourners into networked protesters, they became 
“social movement entrepreneurs” [Noakes and Johnston, 2005]. By encoding the initial 
online grief and the subsequent online outrage through their individual and collective 
experiences, the online users employed a twofold understanding of an issue [Meraz and 
Papacharissi, 2013], enabling both a content-based (substantive) and a sentiment-based 
(affective) framing of the #Collectiv crisis. Thus, our analysis focused on the coping 
strategies and on the collective framing processes and alignment present in the #Colec-
tiv tweets. 

Coping strategies during crises

Margaret Gibson [2007, p. 416] considers that “the new forms of technology have 
created a form of do-it-yourself (DIY) rites of mourning and memorialisation”. Defined 
as “the ability to craft individual responses to death in an open venue”, online grief ex-
pressed individually is subject to the virtual surroundings which “form a crucial process 
of coping with and working with loss” [Lingel, 2013]. Crisis situations, especially those 
with victims, trigger the online users’ responses to be mapped “(…) according to the or-
ganization’s engagement (…) and the primary publics’ coping strategy” [Jin et al., 2012, 
p. 266]. Adam Duhachek [2005] proposes a model in which emotions interact with ap-
praisals to enact coping strategies. The researcher identifies eight dimensions of coping 
(Figure 1) which he groups in three main categories: active coping, expressive support 
seeking and avoidance.

The studies on crisis situations with victims show that the salience of emotions 
varies not necessarily according to the type of crisis, but to the organization involved in 
the crisis. Although sadness is considered to be the stakeholders’ typical salient emo-
tional response during a highly predictable and uncontrollable crisis [Jin et al., 2012], 
Brummette and Fussell Sisco’s study [2015] indicates that anger dominated during the 
shooting at Virginia Tech because of the organization’s crisis history. In terms of the 
use of Twitter during crisis situations, studies show that microbloging is used not only 

3 In October 2016, there are 377,077 Twitter users compared to 8,400,000 Facebook users. 
(http://www.zelist.ro/)
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to “quickly share initial information and updates” [Veil et al., 2011, p. 110], but also to 
provide a snapshot of the public opinion on a particular crisis and to serve as a means 
of coping with crisis situation. For example, during the 2010 Haiti earthquake individuals 
used Twitter to connect with a community of supporters, to promote involvement and 
to personalize issues [Smith, 2010, p. 331] and during the 2011 shootings at Virginia 
Tech, instrumental support-seeking prevailed in the users’ tweets with individuals asking 
others for advice about how to deal with the crisis [Brummette and Fussell Sisco, 2015, 
p. 94].

Online protests and collective action framing processes

Considered “social movement entrepreneurs” [Noakes and Johnston, 2005], pro-
testers select, punctuate and encode events, experiences and actions. Being signifying 
agents of meaning construction [Snow and Benford, 1992], protesters generate, elabo-
rate and diffuse “collective action frames” [Benford and Snow, 2000] through three core 
framing processes [Snow and Benford, 1988]: diagnostic framing (identification of a 
problem in need of a remedy and attribution of responsibility), prognostic framing (pro-
posal of a solution to the problem), and motivational framing (call to action).

Every online protest uses frame alignment as a device for mobilization [Snow et 
al., 1986] and brings to surface some specifically cultural, political and socio-economic 
frames which should resonate with social movement participants’ common and shared 
values and beliefs. Thus, these collective action frames have three qualities [Benford 
and Snow, 2000; Noakes and Johnston, 2005]: culturally compatible (the compatibility of 
frames and symbols with the cultural tool kit - cultural narratives, cultural heritage and 
symbols), consistent (the internal consistency and thoroughness of the beliefs, claims 
and actions promoted in the frames) and relevant (the capacity to make sense of the 
participants’ experiences within the respective society). The four strategies for frame 

Table 1. Coping strategies and emotions (adapted from Duhachek, 2005, pp. 44–6)

Coping category Coping strategy Definition

Active coping

Action coping

Attempts to make a plan of action, to con-
centrate on ways the problem could be 
solved, to follow a plan to make things 
better

Rational thinking Attempts to control one’s emotions, to an-
alyze the problem before reacting

Positive thinking Attempts to try to look at the bright side 
of things, to make the best of the situation

Expressive support 
seeking

Emotional venting Attempts to acknowledge and express 
one’s emotions

Instrumental support
Attempts to try to get advice from some-
one about what to do, to ask friends with 
similar experiences what they did

Emotional support Attempts to seek out others for comfort, 
to share feelings with others 

Avoidance

Avoidance
Attempts to try to take one’s mind off of 
the event by doing something else, to find 
satisfaction in other things

Denial 
Attempts to deny that the event happened, 
to completely close off oneself mentally 
from a source of stress
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alignment [Snow et al., 1986; Benford and Snow, 2000] are frame bridging (linking two 
or more congruent but structurally unrelated frames), frame amplification (clarification 
and invigoration of existing values or beliefs), frame extension (reaching out to other po-
tential supporters), and frame transformation (redefining what is meaningful within the 
primary framework in terms of another framework).

Methodology

Research questions

We sought to apply the coping strategies and the framing processes and alignment 
strategies to analyze the Twitter discourse during the Colectiv crisis in Romania. We will 
the following research questions: 

RQ1: What types of coping strategies were expressed in the #Colectiv tweets and 
how did they evolve throughout the crisis?

RQ2: Did the #Colectiv crisis tweets display instances of diagnostic, prognostic, 
and motivational framing and, if so, with what specific frames were they associated?

RQ3. Did the #Colectiv crisis tweets display examples of frame alignment – bridging, 
amplification, extension, and/or transformation – and, if so, how were they expressed?

Method

The current study used the quantitative and qualitative content analysis method to 
examine the tweets disseminated over a six-day period from October 30, 2015 (the day 
the fire started) to November 4, 2015 (the day the Romanian Prime Minister resigned). 
The basic sampling unit was individual tweets (original, modified tweets or retweets) us-
ing the hashtag #Colectiv as a search term. Our corpus was formed of 764 tweets which 
included both a text and a photograph since alongside with texts, images of collective 
action also shape public understanding of a crisis situation because they may convey 
a greater emotional response than textual accounts [Corrigall-Brown and Wilkes, 2012]. 

We quantitatively analysed each tweet and categorized tweets according to the 
coping strategies approach [Duhachek, 2005], which included action, rational thinking, 
emotional support, instrumental support, emotional venting, avoidance, positive thinking 
and denial. To test for inter-coder reliability, the two coders coded 67 randomly selected 
tweets (10% of the total sample). This preliminary coding procedure resulted in Krippen-
dorf reliability coefficients that ranged from .83 for coping strategies.

The qualitative analysis of the framing process and alignment focused on an inter-
pretative perspective since a textual analysis during crises “(…) enables a researcher to 
decipher the overarching themes based on the sum of mini-messages (…)” [Carr et al., 
2012, p. 297] and “(…) invokes a broader process of critical reflection on various inter-
pretation of messages and ideological streams embedded in the text” [Carr et al. 2012, 
p. 297]. Tweets were examined for specific frames that emerged inductively and that 
were indicative of one of the core framing processes (diagnostic, prognostic, or motiva-
tional). At the same time, tweets were reviewed for indicators of frame alignment (bridg-
ing, amplification, extension, and transformation). We created an initial categorization 
scheme that was (re)analysed and adjusted by moving some tweets to other categories 
of frames, framing processes and alignment to better describe the representation of the 
#Colectiv crisis in visual and verbal tweets. 

Findings

The first research question was focused on identifying the coping strategies used 
and on determining their evolution during and after the crisis. The results were predom-
inantly mixed between three strategies: emotional venting (57%, n=442), action coping 
(34%, n=257) or rational thinking (7%, n=52). Other coping strategies salient in the #Col-
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ectiv tweets were: instrumental support (0.26%, n=2) and emotional support (0.39%, 
n=3). A total of 8 (1.34%) tweets displayed no coping strategy and no instances of avoid-
ance and denial coping were identified. Figure 2 shows that the emotional venting strat-
egy significantly increased the second day of the crisis, then decreased throughout the 
following three days and on the final day it was almost as visible as it was at the begin-
ning of the crisis. The difference between these two peaks lays in the types of emotions 
displayed in the #Colectiv tweets. Sadness was gradually replaced by anger and outrage 
since the instances of solidarity shifted from unity in grievance into unity in protests 
against corruption. Action coping was the second most displayed strategy which fluctu-
ated throughout the six days of the #Colectiv crisis. At the beginning the tweets focused 
on mobilizing people to donate blood for the injured persons and money for the victims’ 
families, and towards the end the tweets included Romanians’ call to protests as a po-
tential solution. Although rational thinking was not as prevalent as the other two coping 
strategies, it was mainly used to suppress despair and to determine the causes of the 
fire, to help in finding the missing persons, or to provide up-to-date information about the 
hospitalized persons.

Figure 2. The evolution of coping strategies throughout the #Colectiv crisis (October, 30 – No-
vember, 4)

Framing processes

Diagnostic framing: Corruption and ignorance

Corruption was the most prevailing diagnostic frame evidenced in the #Colectiv 
tweets and the collective frame of anger and outrage was displayed towards a corrupted 
political system. Ignorance was another frame used to diagnose and explain this tragedy. 

 From the outset (October 30 2015), the #Colectiv tweets focused on the frame of 
ignorance rendered through assigning a twofold blame: on the one hand, the club which 
did not have all the necessary authorization documents to function properly, on the other 
hand, the band singers who were accused of celebrating the pagan celebration of Hal-
loween. Two days after the #Colectiv tragedy, the tweets also emphasized ignorance, but 
this time targeted onto the Romanian Orthodox Church which had a belated reaction in 
joining people in the collective prayer for the victims. 

In one tweet, an adapted excerpt from a song of a Romanian hip-hop band (B.U.G 
Mafia) was included. This clearly highlighted the polarization between churches and hos-
pitals: ‘Ard îngerii în spitale/ Dracii dansează-n catedrale/ N-am alte cuvinte să descrie ag-
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onia/ Poate unul singur: România!’ (Angels burn in hospitals/ Devils dance in cathedrals/ 
I could not find any other words to express agony/ Maybe just one: Romania!, November 
1, 2015). Three days later, the protesters’ street banners included messages targeted 
towards the Patriarch Daniel of Romania. For example, the following tweets were posted 
depicting the banners used by protesters:  ‘Daniele, știi de ce nu venim la tine în club?/ 
Pentru că e scump și pui muzică nasoală! #niștesataniști’ (Daniel, do you know why we do 
not come to your club?/ Because it is expensive and the music sucks. #somesatanists); 
‘PreaFericit? Nu pentru mult timp.’(Your Holy Happiness? Not for a long time, November 
4, 2015)

Starting from November 1st, 2015, this attribution of responsibility at a micro-level 
was gradually shifted towards a macro-level blame, which focused on the diagnostic 
frame of corruption and the most compelling tweets embedded the slogan of the street 
banners (‘Corupția ucide!’ – Corruption kills!, November 1st, 2015) which turned into the 
keyword of the protesters. In its diagnostic framing, the e-protesters targeted corruption 
as the explanation for the decay of the Romanian society and this frame was molded by 
communicating distrust in the political system and in the Romanian Orthodox Church. 
One tweet image depicting a street banner said: ‘Biserica spală creiere și banii publici, în 
timp ce românii spală WC-uri în alte republici.’ (Churches wash brains and public money, 
while Romanians wash closets in other republics. November 4, 2015).

After the resignation of the Prime Minister, Victor Ponta, and of the Romanian Gov-
ernment, the protesters continued to protest against the members of the Romanian 
Parliament (‘Nu ne cumperi cu două demisii’ - You won’t buy us with two resignations, 
November 4th, 2015). For example, some tweets showed street banners saying: ‘Consid-
eri că întreg Parlamentul trebuie să-și dea demisia? #Colectiv’ (Do you consider that the 
whole Parliament should step down? #Colectiv, November 4th, 2015)

Prognostic framing: Solidarity and resignation

Prognostic framing in the #Colectiv tweets was more prevalent than diagnostic 
framing and it focused on two concrete solutions: solidarity and resignation. The frame 
of solidarity was expressed as a threefold appeal to people’s desire for unity: solidarity 
in commemoration, solidarity to donate blood and money (the first days after the trag-
edy), and solidarity with protesters (the last two days of the crisis situation). The visual 
accounts depicting candles, flowers and people taking part in commemoration marches 
show the high degree of solidarity in paying respect to the #Colectiv victims (‘A small sea 
of candles and flowers mark the place where 27 people lost their lives in Bucharest last 
night’, October 31, 2105; ‘Spre #Colectiv#Suntemcolectiv’, Towards #Colectiv #Wearecol-
ectiv, November 1, 2015). The magnitude of this tragedy was evidenced at a national and 
international level. As one tweet said, on 31st October, the Romanian government de-
creed three days of national mourning (November 1st, 2015) and other tweets illustrated 
the presence of national and international personalities (Romanian President, football 
players, singers, Princess Margareta of Romania, or the UK and the Slovenian Ambassa-
dor in Romania) at the factory Pionierul, where the club was located. The gravity of this 
tragedy was also highlighted by Google using the image of a black ribbon on its start 
page, as one tweet suggested: ‘Știi că situația e nasoală atunci când și #Google schim-
bă pagina de start’ (You know that the situation sucks when even #Google changes its 
home page design, November 2nd, 2015)

Romanian citizens’ desire to donate and to help the injured constituted the sec-
ond instance of activating solidarity. Thus, Romanian hospitals had been framed, in the 
first days after this tragedy, as safe places of recovery [Slăvilă, 2013]. For example, one 
of the early tweets presented the centers and hospitals where blood could be donated 
(‘Unde poți să donezi pentru victimele de la #Colectiv’ - Where you can donate blood for 
the #Colectiv victims, October 30th, 2015). Many Romanians expanded this frame of 
solidarity by posting photos of themselves while waiting in line or while donating blood. 
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Money donations were initiated by various clubs and TV stations and music bands held 
charity concerts. For example, in a tweet Club Noa announced that ‘profiturile obținute în 
această seară prin aportul nostru și al celor de la Nest of Angels vor fi donate celor afectați 
de această tragedie’ (the profits of tonight, through our efforts and of those from Nest 
of Angels will be donated to the persons affected by this tragedy, October 31, 2015). 
Romanians tweeted information about the teledons organized by two Romanian TV sta-
tions (November 1st, 2015): ‘Români împreună’ (Romanians Together, at Antena 1 & 3) 
and ‘Nouă ne pasă. Împreună dăruim speranță!’ (We do care. Together we give hope, at 
ProTV).

Solidarity with protesters was mainly expressed through the coping strategy of 
emotional venting. The verbal accounts of tweets revealed people expressing their pride 
of being Romanians while the visual images suggested the huge number of protesters 
carrying the Romanian flag and banners. For example, some tweets said: ‘Proud of our 
people, standing up for what they believe in tonight in#Bucharest following #Colectiv’; 
‘#Romania #Bucharest #colectiv #Wearecolectiv #proud #romaniasaysno’ (November 
3, 2015); ‘#SmartWednesday#Colectiv#Fire Proud of Being a Romanian’ (November 4, 
2015). The collective identity of offline and online protesters will be also discussed when 
presenting the frame amplification of the #Colectiv protest.

The fifth day of the crisis brought the resignation frame. On November 3rd, both the 
verbal and visual tweets focused on the resignation of the Prime Minister and of the Gov-
ernment (‘Resignation Ponta, Oprea and Piedone! 25.000 people protesting’; ‘Nu plecăm 
până nu plecați’ - We won’t leave until you leave is accompanied by the visual image of a 
street banner saying ‘Ei au murit. Voi plecați’ - They died. You leave.) On November 4, the 
tweets displayed two instances of resignation: one that was achieved (‘The Romanian 
government steps down after 20.000 march in light of the tragedy at #Colectiv #corrup-
tion’) as an implicit sign of victory; the other as a call for solidarity to force the Members 
of the Parliament to resign. One Romanian journalist (Catalin Radu Tanase from ProTV), 
very active on Twitter, posted that ‘Revolta continuă în București. Se cere dizolvarea par-
lamentului’ - The revolt is going on in Bucharest. People ask for the dissolution of the 
parliament and another later tweet illustrated an edited image of the Romanian House of 
Parliament being bombarded. 

Motivational framing: Participation in commemorating and protesting marches

The #Colectiv motivational framing centered on a participation frame aimed at in-
dividual supporters either for the mourning or protesting marches. Twitter users tried to 
forge a connection between Romanians and the families of the wounded and of the vic-
tims by asking them to join the mourning marches of silence that took place during the 
first two days after the tragedy: ‘Keep calm and pray for the wounded #Colectiv’ (October 
31, 2015); ‘Nobody should die on the dance floor/ #Pray for Romania #Pray for the victims’ 
(November 1st, 2015); ‘10.000 people marching quietly today, honoring #Colectiv victims, 
#Come’ (November 1st, 2015)

Whereas ‘#Corupția ucide’/ #Corruption kills was the salient hashtag to be found 
in the prognostic framing, ‘#Rock this country’, ‘#The day we die is the day we give in’ or 
‘#Toți suntem unul’/ #We are all one were prevalent for the motivational framing. Some 
of the most obvious examples of calls for participation had to do with the protests on 
November 3 and 4. Twitter users posted images of street banners which were turned into 
hashtags (#ResetRomania Ctrl+Alt+Del, November 4th, 2015) and they used mobilizing 
quotes that were meant to determine Romanians to protest against the corrupted politi-
cal system. On November 3rd tweets displayed visual images of quotes belonging to the 
activist Alice Walker (‘The most common way people give up their power is by thinking 
they don’t have any’) or to Coco Chanel (‘The most courageous act is to think for yourself. 
Aloud’) accompanied by hashtags, such as ‘#silencekills#Colectiv#impreunarezistam’/ 
#silencekills#Colectiv#togetherwerezist. This online call for empowerment had its of-
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fline illustration of participation since other Twitter users kept on posting up-to-date im-
ages depicting the great numbers of protesters. 

Instance of frame alignment

Frame bridging can be observed in the #Colectiv tweets that linked issues surround-
ing this tragedy to other similar events that took place in Romania. The most relevant 
example was the connection forged with the 1989 Romanian revolution. The visual im-
ages depicting the national flag with holes in it are an illustrative example of a culturally 
compatible symbol for Romanians since it has become a symbol of freedom after the 
overthrowing of dictator Nicolae Ceaușescu.  

Other tweets connected the frame of resignation to crisis management examples 
handled by other governments. For example, a November 2nd, 2015 tweet was a link 
posted by @Europeanul.org to a newspaper article presenting the position of the EPP 
member of the European Parliament, Cristian Preda, who made a plea to the Romanian 
PM to follow the example of the Latvian PM who resigned after of the collapse of a shop-
ping center roof.  

Frame amplification mainly focused on solidarity through clarification and invigora-
tion, thus the #Colectiv Twitter users trying to link citizens’ individual identities to a col-
lective identity and shared purpose, as an early post said: ‘May the most horrible recent 
tragedy in Romania unite as all against corruption … #Colectiv #Corruptionkills’ (October 
31st, 2015). The most illustrative examples of attempts to create and nurture collective 
identity were the images posted by Twitter users while protesting. Romanians’ sharing 
of their visual experiences as protesters against corruption contributed to the solidar-
ity frame relevance and consistency. These images of the crowds gathering in public 
spaces were posted by Romanian protestors from all major cities (#Brasov, #Timisoara, 
#Cluj, #Craiova, #Sibiu, #Bacau, #Iasi, #Constanta, or #Ploiesti) in Romania and from 
abroad (#Birmingham, #Graz,#London, # Paris, or #Dublin), thus showing the amplitude 
of the #Colectiv protests. Some tweets provided encouraging updates on the number of 
protesters who seemed to have turned into network gatekeepers. For example, Novem-
ber 4th, 2015 tweets extensively focused on a verbal juxtaposition (‘Aseară 25,000. În 
astă seară 50,000!#colectiv’/ Last evening 25,000. Tonight 50,000!#colectiv) and other 
posts included updates about the time when the photo was taken and the number of pro-
testers (‘9.40 pm – 30,000#Colectiv’; ‘As long as it takes! 35k people!#colectiv’; ‘65,000+ 
people in street now in #romania#bucharest#Colectiv’). 

Two other instances of network gatekeeping could be observed: on the one hand, 
the online users were the ones who during the first hours after the fire, shared lists with 
the hospitals where the injured persons could be found, and on the other hand, Twitter 
users collaboratively produced up-to-date feeds about the intervention actions of the 
police during the protests.

Explicit examples of frame extension were not as common as other instances of 
frame alignment. However, some tweets included explicit verbal accounts of reaching 
out to potential supporters by urging them to repost the image depicting the crowd of 
protesters (‚Asta e România mea!!!#romaniamea#colectiv Share daca esti roman!!!’ - 
This is my Romania!!! #myromania#colectiv Share if you are Romanian/, November 4th, 
2015). An international extension of the boundaries of the solidarity frame was visible in 
tweets including links to the international TV stations and newspapers. A November 4th, 
2015 tweet presented the top three most viewed news articles from Euronews: ‚When 
@euronews Top 3 Stories today are all about #Romania #colectiv – Romania: PM Victor 
Ponta resigns; Thousands in Bucharest blame corruption for Friday’s nighclub blaze; Ro-
mania honors two of the Bucharest nightclub blaze’.

The verbal tweet which best characterizes the frame transformation from grief to 
outrage is ‘Five persons wanted to launch an album. They launched a revolution. #colectiv’ 
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(November 2, 3, 4, 2015). It is clear that after this tragedy the #Colectiv posts would have 
been embedding only candles, flowers and people paying their respect to the victims 
unless this transformation into a protest had not been taking place. Whereas at the be-
ginning Romanians seemed to resonate in mourning, starting with the fifth day after the 
tragedy they resonated in anger targeted towards the decaying political system which 
had been affecting Romanians. The tweets containing images of the lyrics of Goodbye 
to Gravity band (‘We’re not numbers we’re free, we’re so alive/ And the day we give in is 
the day we die’) accompanied by verbal accounts paying homage to the victims sought 
to re-energize supporters of the protests (‘Moartea nu ia spaga!’ - Death does not take 
bribe!; ‘#Colectiv #Romania #32 #SaNuUitamDeEi’ - #Colectiv #Romania #32 #LetUsNot-
ForgetThem, November 4th, 2015). Other evidence of transformative framing could be 
linked to the change from sadness to gratitude textualized as a shift from victims to 
heroes: ‘RIP hero Claudiu Petre, blogger, who managed to escape but went back inside the 
club to save other lives’ (November 1st, 2015); ‘A ieșit primul dar s-a întors și a salvat cinci 
oameni, apoi a murit. RESPECT!’ (He escaped the first but then he went back and saved 
five people, and then he died. RESPECT!, November 1st, 2015, the tweet was referring to 
another hero, Adrian Rugină.) Both Claudiu Petre and Adrian Rugină were posthumously 
decorated by the Romanian President for saving lives at the cost of supreme sacrifice. 

Conclusion

 All core framing processes could be identified in the #Colectiv tweets during the 
six days after the tragedy in the Colectiv club in Bucharest where it took place. The on-
line users connected Romanians’ individual value systems about morality and legality to 
the larger issue of ignorance and corruption which became salient after the death of the 
people attending the concert of the coremetal band, Goodbye to Gravity. They diagnosed 
the problem of corruption by attributing the blame at the micro level (the club) and at 
the macro level (local authorities and the political system) and suggested the prognos-
tic frames of solidarity and resignation as remedies to the decaying political system in 
Romania. Through motivational framing, the #Colectiv users called Romanians to action 
focusing on online and offline participation in the practice of mourning, during the first 
three days, and in the practice of protesting, throughout the following two days.

Although the #Colectiv Twitter users embody a type of networked individualism 
through their do-it-yourself forms of mourning, the unfolding of the events clearly showed 
a shift towards do-it-ourselves forms of solidarity. This transformation could be ob-
served in the display of the frame alignment processes. The 1989 Romanian revolution 
as a culturally compatible element was used as frame bridging to determine Romanians 
to join the offline and online Colectiv protests. Another type of bridging was performed 
at the level of cultural relevance through images of street banners which were turned into 
hashtags. Tweets, such as ‘#Rock this country#colectiv’ or ‘#The day we die is the day we 
give in#colectiv’ reminded Romanians of the coremetal band during whose album launch 
one of the greatest tragedies in Romania happened. Frame amplification could be linked 
to two coping strategies used in the #Colectiv tweets. On the one hand, amplification 
was achieved through do-it-yourself forms of rational thinking, people posting up-to-date 
information about the wounded, about the centers for blood donation, and on the other 
hand, amplification was achieved through do-it-ourselves forms of solidarity in mourning 
and protesting, meant to encourage and invigorate supporters throughout the commem-
orating marches and the civic uprising events.

Our results are consistent with Brummette and Fussell Sisco’s study [2015]: the 
expression of sadness may turn into anger if there is a high degree of blame attribution 
targeted to the organizations involved in the crisis. Metamorphosis, embodied in the ver-
bal tweet ‘Five persons wanted to launch an album. They launched a revolution. #colectiv’, 
is the most appropriate keyword characterizing the #Colectiv tweets posted during this 
crisis. The Club Colectiv crisis could be labeled as highly predictable and uncontrollable 

SOCIAL COMMUNICATION ONLINE JOURNAL
#2 (17)2018

14



since the club should have had a fire prevention plan and authorization in order to proper-
ly function as no one could have imagined that the fireworks sparks reaching the pillars 
would have caught fire. It is exactly this situational context of the Colectiv crisis which 
explains the two major shifts: at the level of emotional coping (from sadness to anger 
and outrage) and at the level of coping strategies (from emotional venting to action cop-
ing). The findings highlight that the attribution of blame to micro-organizations (the Col-
ectiv club, in our case) and to macro-organizations (Romanian Government) plays a sig-
nificant role in the employment of emotions, coping strategies and core framing tasks.
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ROLE AND ROOM FOR SOCIAL 
BROADCASTER  WITH RADIO FARA 

AS AN EXAMPLE
Dorota Wilk1

Abstract 
The broadcaster, who uses the possibility of functioning in the broadcasting media space as a 

social broadcaster,  ensures not only independence from power centres, political parties and com-
mercial entities, but also full control over the broadcast content. He consciously directs ithe message 
to a specific group of recipients, often a niche group, providing content that commercial and public 
stations avoid, considering it to be unattractive. The type of programmes broadcast is strictly defined 
by the role it has to fulfil, the requirements set by the legislator for social broadcasters and the pos-
sibilities resulting from having such status. This has a significant impact on the place it occupies in 
the media radio market.

Keywords: radio, social broadcaster, license, range, listening.

Introduction

“In the first years of systemic transformation, due to the lack of legal regulations 
regarding the conduct of host radio activity, commercial broadcasters at first had to 
apply to President of the Radiocommit  for permission to broadcast programs, and af-
ter the liquidation of this institution - to the Minister of Communications”[Zdrojewska, 
2013]. “After 1989 the radio market has become the most dynamically developing me-
dia sector. Quite quickly radio frequencies were released for the needs of broadcasting 
and broadcasting became cheaper, what caused launching about 300 (mostly local sta-
tions) in very short period”[Andrzejowski, 2010]. It is written in the report of the National 
Broadcasting Council that since legal regulations entered into force in Poland, 55 radio 
stations, not paying taxes and uncontrolled in their program activities, operated without 
permission[www.krrit.gov.pl,1994]. 

Radio market - listening

Only the implementation of the Act of 29 December 1992 on radio and television led 
to the ordering and division of the radio market in Poland between the public broadcaster 
Polish Radio and its regional broadcasters and commercial broadcasters operating on 
the basis of concessions granted by the National Council of Radio Broadcasting and 
Television. “In the first concession process, in the field of private radio broadcasting, 

1 Listener of a PhD seminar on media science, University of Information Technology and Man-
agement in Rzeszow, e-mail: d.wilk@dokorat.wsiz.rzeszow.pl
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KRRiT[1996] granted concessions for:
 - nationwide networks of private radio (Radio RMF, Radio ZET and a Catholic station 

Radio Maryja);
 - 1 supra-regional station for the Scout Broadcasting Station. The Polish Scouting As-

sociationobtainedthe right to run 5 broadcasting stations located throughout Poland,s 
big cities: Wrocław, Rzeszów, Poznań, Gdańsk and Gdynia;
 - 17 regional stations;
 - 133 local stations, including 46 church ones” [www.krrit.gov.pl,1996].

According to the KRRiT data [2018], six nationwide programs are currently broad-
casting in Poland covering the majority of Poland with its outreach: Program 1, 2 and 3 
of Polish Radio, Radio RMF FM, Radio ZET and Radio Maryja as well as trans-regional 
programs, including Antyradio, VOX FM, TOK FM , muzo.fm and RMF Classic and public 
Polish Radio 24, distributed mainly in larger cities, as well as 17 regional programs dis-
seminated in areas corresponding to voivodships.

“In turn, local programs are about 250 group of programs with a smaller range, 
reaching listeners within small areas. Some of them are distributed within software net-
works, some are not affiliated with networks” [www.krrit.gov.pl, 2018]. 

Figure 1

Source: KRRiT

Radio is still a medium eagerly listened to. According to an audit by Radio Track 
Kantar Millward Brown  [2018] radio is still a medium eagerly listened to. In the first quar-
ter of 2018 it was listened to by 71.9 percent of Polish residents, on average for 4 hours 
and 28 minutes a day [www.krrit.gov.pl, 2018]. The most popular programs addressed 
to a wide group of listeners were: those with the highest audience Radio RMF FM from 
26.0%. participation in listening time, Radio Zet and Programs 1 and 3 PR SA. along 
with other specialized nationwide programs: Radio Maryja and Program 2, nationwide 
programs covered over half of the radio market in terms of audience coverage, obtaining 
54.4%. participation in listening time [figure 1]. By contrast, the total share in listening to 
licensed local programs increased in the first quarter of 2018 to 32.0%. The largest part 
of the local radio market, so 12.4 percent participation in the listening time, they deal 
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mainly with non-affiliated broadcasters in program networks [www.krrit.gov.pl,2012]. Ac-
cording to the KRRiT analysts in 2001-2016, for several years there has been a tendency 
of increasing the audience of local programs, which have not been included in the pro-
gram networks. They are distinguished by a clearer local line from programs associated 
in networks. They are created by local editorial teams and broadcast their own programs 
unlike other programs[www.krrit.gov.pl]. The group of these stations includes radio sta-
tions with the status of a social broadcaster.

Who is a local broadcaster?

In the field of audience the KRRiT analyzes and reports indicators do not separate 
from the radio station, the group of social broadcasters (except for the nationwide Ra-
dio Maryja), included in the so-called third sector, in addition to public and commercial 
broadcasters. Perhaps the reason for this is their low number, locality and program di-
rected to niche groups, which narrows their audibility to a small number of the public. 
Also, information in the annual KRRiT istoo vague and reporting makes it difficult to 
thoroughly analyze this broadcasting sector. Urszula Doliwa[2016] made an attempt to 
diagnose the situation of social broadcasters in the book “Social Radio, third alongside 
the public and commercial radio sector”, who noticed that the broadcaster is too little 
known. “Not only politicians do not know what the third radio sector is, representatives of 
institutions regulating radio activities, but very often also representatives of non-govern-
mental organizations, or, as shown by surveys carried out in Poland - the radiographers 
themselves do not”[Doliwa, 2016]. “It should be mentionedhere that the first concession 
process carried out after the entry into force of the Radio and Television Act did not 
define the status of a social broadcaster” [Zdrojewska, 2013]. It appeared only in the 
provisions of the amended Act of February 2001 [prawo.sejm.gov.pl, 2001]. According to 
it, the social sender may be:
 - a program that promotes educational activities, the Christian system of values, as 

a basis adopting universal principles of ethics and aims at strengthening the national 
identity,
 - anyone who does not give commercial messages,
 - anyone who does not charge fees for distributing, spreading or receiving its program 

[prawo.sejm.gov.pl].
The information included in the reports of the National Broadcasting Council [2002] 

shows that in the first years of the amended act on the status of a social broadcaster, 
mainly dioceses and Catholic parishes competed. In the first period after the definition 
of the social broadcaster came into force in 2001, the KRRiT granted 43 concessions 
for the dissemination of a socio-religious program by means of frequencies used by 
the Catholic Church (archdiocese, dioceses, religious orders, parishes). 24 diocesan 
and archdiocesan stations applied for a full advertising limit in the concession.6 church 
broadcasters decided to use the 7% limit of advertisements and concurrently use the 
25% discount in the concession fee provided for in the Regulation of the National Broad-
casting Council of 4 February 2000 on fees for granting a license for the distribution of 
radio and television programs. 5 church senders applied for a 2% advertising limit, so 
they benefited from a 50% discount in the license fee, and two applied for an ad-free 
program (80% discount in the concession fee) without obtaining the status of a social 
broadcaster [www.krrit.gov.pl,2002].

 Among the church senders there were six social broadcasters who did not broad-
cast advertisements and were exempt from the concession fee [www.krrit.gov.pl,2002]. 
According to KRRiT data, by the end of 2017 there were eight radio stations operating 
in Poland with the status of a social broadcaster[www.krrit.gov.pl./dla-nadawcow-i-op-
eratorow/koncesje/wykaz-nadawcow-spolecznych] out of nine broadcasters with such 
status in the country. These were: Radio Maryja (Warsaw Province of the Congregation 
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of the Most Holy Redeemer (Redemptorists), Radio Jasna Góra (Pauline Monastery Jas-
na Góra - Częstochowa), Radio ORTHODOXIA (Orthodox Diocese of Bialystok-Gdansk), 
Radio FARA (Radio of the Archdiocese of Przemyśl ), Catholic Radio Family (Archdiocese 
of Wroclaw), Radio Family of the Diocese of Kalisz (Diocese of Kaliska), Catholic Ra-
dio Zbrosza Duży (Roman Catholic Parish of St. John the Baptist in ZbroszaDuży), AIN 
KARIM Radio Skomielna Czarna (Roman Catholic parish of the Visitation NMP), Catho-
lic Serbinów Television (Roman Catholic parish of Our Lady of Perpetual Help in Tarno-
brzeg).

At the end of 2017, the Catholic Family Radio belonging to the Diocese of Wrocław 
asked the National Broadcasting Council to repeal the status of social broadcaster 
and consent to broadcast advertising [www.krrit.gov.pl, 2018, decision nr DR-51/2018-
8/-77/K]. It was received in March 2018. As of June 25, 2018, there are eight social 
broadcasters in the country, seven of which are radio stations[www.krrit.gov.pl/dla-nad-
awcow-i-operatorow/koncesje/wykaz-nadawcow-spolecznych]. Six of them have a local 
outreach, one nationwide (Radio Maryja of the Redemptorist fathers). The eighth broad-
caster is Serbinów Television of the Roman Catholic parish in Tarnobrzeg. The owners 
of seven of them are parishes, dioceses and religious congregations of the Catholic 
Church, one radio broadcaster belongs to the Orthodox Church [www.krrit.gov.pl/dla-na-
dawcow-i-operatorow/koncesje/wykaz-nadawcow-spolecznych].

The ownership status of social broadcasters operating on the media market shows 
the tendency, which has persisted for years, to put up this type of radio station by the 
Church, for which radio has become a tool for the evangelization mission and a platform 
for reaching a wider audience with God’s word. The current legal provisions prohibit-
ing the possibility of obtaining money from commercial broadcasts for the operation of 
such stations and the lack of state funding mean that social broadcasters are a negli-
gible number among radio stations operating on the Polish media market, as illustrated 
by the National Broadcasting Council’s lists. They are reluctant to reach for this status 
other than dioceses, religious congregations and parishes, making this sector the least 
developed sector in the broadcasting market. Despite the exemption from the conces-
sion fee for the social broadcaster, this status is unattractive for other entities, such as 
foundations, associations and religious associations, which could reach a selected and 
interested group of recipients with specific content. 

List of social broadcasters (as at 25 June 2018)

Lp. Concession number Broadcaster’s name Programme name/
agenda

1. 015/K/2008-R Monastery of OO. Paulinów Jasna 
Góra - Częstochowa Jasna Góra Radio 

1. 068/K/2011-R Orthodox Diocese of Bialys-
tok-Gdansk ORTHODOXIA Radio

2. 075/K/2011-R Archdiocese of Przemyśl of the Lat-
in Rite

Radio FARA - Radio 
station in the Arch-
diocese of Przemyśl

3. 078/K/2011-R Kalisz Diocese Radio Family of the 
Kalisz Diocese

4. 104/K/2011-R Parafia Rzymsko-Katolicka p.w. Św. 
Jana Chrzciciela w Zbroszy Dużej

Zbrosza Duża Cath-
olic Radio

5. 199/K/2013-R Roman Catholic Parish of the Visita-
tion of the Blessed Virgin Mary

AIN KARIM  Skomiel-
na Czarna Radio

6. 301/K/2017-R
Warsaw Province of the Congre-
gation of the Most Holy Redeemer 
(Redemptorists)

RADIO MARYJA

SOCIAL COMMUNICATION ONLINE JOURNAL
#2 (17)2018

19



Lp. Concession number Broadcaster’s name Programme name/
agenda

7. 543/2013-TK
Roman Catholic parish p.w. Our 
Lady of Perpetual Help in Tarno-
brzeg

Catholic Serbinów 
Television

Source: KRRiT

Fara Radio

Radio Maryja was the first to use the opportunity to become a social broadcaster in 
2001[www.krrit.gov.pl, 2002]. However, media and scientists keep tabs the broadcasters 
for years, there is not much studies devoted to local stations with such status, and some 
of them have been operating on the radio market since the first concession process. One 
of them is Radio FARA - Broadcasting Station of the Archdiocese of Przemyśl, which for 
14 years has been active in the media space as a social broadcaster. It should be not-
ed here that the status of the social broadcaster has its relation both in the ownership 
structure of the radio station, its programming offer and financing method, as well as in 
the engagement of the listeners in the creation of broadcasted content. Available docu-
ments [KRRiT, concessions nr 0014/94-Rand 0013/94-R, 15.07.1994]show that in 1994 
the Metropolitan Curia in Przemyśl (as a legal entity) obtained a license for broadcasting 
programs for two local stations of the Catholic Church in the Przemyśl diocese: Radio 
Maryja - Krosno2 (the later name is FARA - Catholic Radio Krosno Radio Broadcasting 
Station of the Archdiocese of Przemyśl, Saint John of Dukla) [www.krrit.gov.pl, decision-
nr DK-197/97-2/14, 15.10.1997] and Radio Ave Maria in Jarosław3 with transmitters in 
Miejsce Piastowe and Jarosław. The KRRiT granted these concessions for seven years.

Both broadcasters defined their profile from the beginning as socio-religious. How-
ever, they are different in the method of financing the activity. Radio Maryja - Krosno 
raised money for functioning from the broadcast of commercials and sponsored pro-
grams, meanwhile Ave Maria radio in Jarosław, from the very beginning, did not issue 
paid broadcasts, keeping this state until the status of social broadcaster was granted 
[Bienia, July 20,2018]. In 2001, the concessionaire decided to merge both stations into 
one diocesan radio station. In March 2001, the Archdiocese of Przemyśl of the Latin Rite 
filed with the National Broadcasting Council an application for the granting of a license 
for the distribution of a radio program under the name Radio FARA - Broadcasting Sta-
tion of the Archdiocese of Przemyśl. According to the concession issued on July 12, 
2001, September 19, 2001 by the decree of Fr. Archbishop JózefMichalik, who ‘due to 
new needs and appreciating the several years’ achievements of both stations’, was es-
tablished a station in the Archdiocese of Przemyśl based in Przemyśl and broadcasting 
studios in Jarosław and Krosno’. The station’s director was given the task of launching a 
radio studio in Przemyśl at that time4.

Under the terms of the concession, the broadcasting time was set: no less than 13 
hours a day, radio programs and forms had to occupy not less than 12 percent of the 

2 On the basis of the agreement of March 3, 1994 on the principles of using Radio Mary-
ja-Krosno concluded between the Warsaw Province of the Congregation of Redemptorists and the 
Archdiocese of Przemyśl of the Roman Catholic Church, in the first years the concessionaire made 
his frequency available to Radio Maryja. In 1997 the Archdiocese of Przemyśl decided to broadcast 
its own program, in the same year changed the name of the radio station from Radio Maryja-Krosno 
to FARA - Catholic Radio Krosno Radio of the Archdiocese of Przemysl under the invocation of St. 
John of Dukla, referring to the Parish Church in Krosno, where it was located.
3 The founder of Ave Maryja radio in Jarosław was father Marian Rajchel, parish priest of the 
Queen of Poland parish in Jarosław, where he organized the first radio studio.
4 Due to technical problems, the studio in Przemyśl started broadcasting in 2006, until then 
the programme from the studio in Jarosław had been broadcasted in this area.
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weekly broadcasting time, and advertising 15 percent of daily broadcasting. It caused 
charging the Archdiocese with a fee for granting a license in the amount of approximate-
ly 79.000 zloty[www.krrit.gov.pl, concession nr 008/P/2001-R, 12.07.200]. On July 31, 
2001, the licensee asked the National Broadcasting Council to correct the limit of com-
mercials. As a result of the KRRiT error, the ad emission indicators were inflated.

From the beginning, the licensee requested to specify the size of two percent. At the 
request of the Archdiocese, the content limit was reduced, which caused lower conces-
sion fee. It has been determined that ads will not take more than 2 percent of the daily 
broadcast time of the program and no more than 3 minutes per hour [www.krrit.gov.pl, 
decision nr  DK-159/2001-1/008/P, 14.08.2001]. On a final note, the Archdiocese paid 
39.000 zloty for the license. Thanks to frequencies that they had and two transmitters in 
Jarosław and Czarnorzek near Krosno (moved from Miejsce Piastowe) [www.krrit.gov.
pl, decision nr DK-067/98-3/14, 21.04.1998], it covered at that time an area of 54 com-
munes and cities (partially or entirely), with 431.000 people[www.krrit.gov.pl, decision 
nr DK – 159/2001 – 1/008/P/2001, 14.08.2001].As a commercial broadcaster, studio in 
Krosno, which  was existing for four years, decided to continue the existing method of 
financing by broadcasting advertisements, sponsored magazines, media patrons, agree-
ments with communes and districts regarding the promotion of these units, as well as 
through rebounds in parishes, offerings from listeners, curia’s refunds and subventions 
[Radio Fara, 20 July 2018]. Broadcasting station in Jarosław was still free from ads, do 
not conduct business activity and based its activity on the rebounds of the parishioners 
[Radio Fara, 20 July 2018].

After three years of operating on the market as a commercial broadcaster, the Arch-
diocese came out on November 19, 2003 to get the status of a social broadcaster to Ra-
dio FARA. Radio received it in January 2004 [www.krrit.gov.pl, decision nr DK 007/2004 – 
2/008/P, 19.01.2004].In the justification for granting such status, the applicant indicated 
that he is:
 - Promoting educational activities
 - Respecting Christian value system;
 - Not transmitting ads, telesales and sponsored auditions;
 - Not charging fees for transmitting, broadcasting or receiving program

The concessionaire noted that getting the title of a social broadcaster would reduce 
the costs of its operation and conduct a wider educational activity for local listeners 
[www.krrit.gov.pl.Decision nr DK 007/2004 – 2/008/P, 19.01.2004]. In 2003, at the broad-
caster’s request, the KRRiT agreed to move the transmitter from Jarosław to Średnia near 
Przemyśl [www.krrit.gov.pl.Decision nr DK-228/2003, 15.09.2003.]and at the beginning 
of 2004, thanks to the KRRiT’s consent to extend the range of the broadcasting station, 
the station extended its range and covered the area inhabited by about 600 thousand 
people [www.krrit.giv.pl, decision nr DK - 008/2004 – 3/008/P, 20.01.2004].

In 2007 KRRiT renew FARA’s Radio concession to 2011 because of some changes 
in the act, which will renew it for 10 years [www.krrit.gov.pl. decision nr 438/2007 – 
5/008/P, annex to concession Nr 008/P/2001-R, 12.07. 2001]. In 2011, the Archdiocese 
received a license for the next 10 years to broadcast the program as a social broadcaster 
[www.krrit.gov.pl.Concession nr 075/K/2011, 26 .04.2011]. The station uses two frequen-
cies: 98.2 MHz - a transmitter in Średnia near Przemyśl and 104.5 MHz – a transmitter in 
Czarnorzeki near Krosno. According to the provisions, both broadcasting stations cover, 
in whole or in part, the area of 61 communes and cities[www.krrit.gov.pl.Concession nr 
075/K/2011, 26 .04.2011.] on the territory of the former provinces: Przemyśl, Krosno and 
Rzeszów.

The main goal of the Radio FARA is to support the local Church in the mission of 
evangelization [www.krrit.gov.pl.Concession nr 008/P/2001-R, 12.07.2001]. The broad-
caster emphasizes that he is not associated with any political, economic or social force. 
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It mainly broadcasts prayer, formation, cultural and social programs. It does not broad-
cast advertisements, sponsored materials or electoral broadcasts[przemyska.pl./pro-
gram-radio-fara, as at 26.07.2018]. From the beginning of its activity, it has consistently 
and consciously avoided broadcasting content related to politics [Bienia, July 20, 2018].

The perception of their role, and thus the formulation of the programming offer, 
was described by Krzysztof Rzepka, the former director of Radio FARA in an interview 
given to Tygodnik Niedziela [2013]. In his view, the radio as a medium in the common 
Polish sense has been overloaded with commercial and entertainment connotations. 
“We meet every day with astonishment or accusations that some content or songs will 
not be heard. Meanwhile, as shown in recent years, the radio that closes in the circle of 
church events, possibly cultural and social, is not only marginalized, but gains new lis-
teners. Radio FARA has consistently narrowed the circle of its activities and interests to 
the local Church, thanks to which we do not have to push ourselves with others” [Rzepka 
2013, niedziela.pl].

The spoken word and Christian music occupy a greater part of the airtime. The con-
stant element present on the air is prayer, recited every morning for 45 minutes, more-
over, a holy mass is broadcast - two times for 40 minutes, in the afternoon The Angelus 
is hosted - 15 minutes, The Chaplet of Divine Mercy - 20 minutes, rosary - 35 minutes, The 
Jasna Góra appeal - 20 minutes.As a local broadcaster whose scope is narrowed to the 
southern and eastern voivodship Podkarpackie focuses on local events. It shows small 
initiatives, pastoral events, parish festivals, carol’s concerts. Every year it accompanies 
pilgrims to Jasna Góra, because it recognizes its duty to report live on the Przemyśl pil-
grimage to those who cannot go to Częstochowa.

At this point, it should be noted that Radio FARA does not narrow down its offer to 
the mature audience, it performs the educational role assigned to the social broadcaster 
through a program offer covering health and sobriety advice [Bienia, July 20, 2018], pro-
grams for children, every day it is 30 minutes broadcast, as well as programs for young 
people, which is provided by the air time twice a week [Kozak, July 6, 2018]. As Michał 
Drożdż notes [2009], Catholic radios are trying to work out their own style with more or 
less effectiveness, showing that ‘catholicity’ does not mean and should not mean in any 
way mediocrity, haphazard, lack of attractiveness [Drożdż, 2009]. 

Radio offers content that is not broadcast by public and commercial broadcasters, 
thus filling the gap on the market of social radio, directing its program offer to a local 
recipient, profiled to the circle of people associated with the Church’s teaching.Paweł 
Stępka rightly points out that commercial local broadcasters, although they also address 
their offer to the local community, the aim of their activity is first of all the economic 
result, which limits the possibility of strong involvement in the life of the community. In 
this case, the social objectives are subordinated to the objectives of economic, which 
distinguishes them significantly from third party media[ Stępka, 2007]. “A characteristic 
phenomenon in recent years is the entry in the Internet field radio operations. Traditional 
stations have started broadcasting this way” [Godzić]. Radio FARA did the same. The 
launch of the radio’s website in 2005 allowed it to go beyond the area depending on the 
range of the transmitters [Kozak, July 6, 2018]. In this way, radio extended the area of 
impact outside the area designated by the technical conditions in the concession. The 
purchase of a transmission car in 2017 and cameras allowed the station to broadcast an 
image via the Internet. The first live broadcast of the July pilgrimage 2018 from Przemyśl 
to Jasna Góra was watched by 600 people on the Internet [Bienia, July 20, 2018]. The 
next step in expanding the FARA radio will be broadcasting hourly information services, 
currently due to the limited number of employees, the broadcaster emits only three times 
a day messages from Vatican Radio. The concessionaire admits that the status of social 
broadcasters has a significant impact on the way of employing people who create pro-
grams and run programs. Due to the limited financial and human resources, and what is 
connected with the possibility of reaching many places in the Archdiocese, volunteers 
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have become an important element in the creation of the broadcasting program. Full-
time radio employees, employed by Archdiocese Przemyska, who owns the station, only 
4.5 part-time for lay people, the rest are priests and nuns delegated to work on the radio 
as part of a pastoral mission and volunteers cooperating with studies in Przemyśl, Ja-
rosław and Krosno [Bienia, July 20, 2018].The radio station has been trying to gather con-
stant listeners and supporters for years, which is why it established the FARA Circle of 
Friends of Radio. Members of the Circle are obliged to pray for the Radio, the people who 
work in it, undertaken initiatives and current intentions of the radio; creating a group of 
co-workers, volunteers and correspondents to inform the editorial office about important 
religious, patriotic and local events in their communities, submit program suggestions 
and help in enterprises undertaken by the Radio, permanent financial support for Radio 
[przemyska.pl/program-radio-fara, at 26.07.2018]. 

What distinguishes a social broadcaster from a commercial broadcaster is, as 
Stępka[2007]writes, a specific programme offer addressed to the broadcaster’s com-
munity, which is obliged to ensure the broadest possible participation of representatives 
of a given community at different stages of broadcasting activity. “Despite the fact that 
modern media are becoming more and more interactive, the relations between the third 
sector media and their recipients are special. In many cases, broadcasting activities are 
conducted directly by representatives of a given community, often free of charge”[Stęp-
ka, 2007].

The status of a social broadcaster involves the need to raise money for activities 
in a different form than from the profit from advertising and sponsored programs. The 
sender does not conceal that such status is a cut off from commercials and commercial 
contracts. The radio station is kept only from the sacrifices of the faithful [przemyska.
pl/program-radia-fara, at 26.07.2018]. Among others, from donations made to the ac-
count or transferred as 1 percent of the tax deduction. The sender has launched for this 
purpose a special platform on the website with several payment options [ibidem]. It also 
runs fundraisers under the Jarosław’s churches [Kozak, July  6,  2018], and once a year 
in all parishes of the Przemyśl diocese [Bienia, July 20, 2018]. Narrowing the possibility 
of raising money affects, to a large extent, the range of the station’s influence as well as 
the extension in its program profile.

Although the religious nature and locality may be an asset of Radio FARA, the short-
age of staff caused by the reduction of funds slows down the development of this ra-
dio station, extending its programme and increasing the content of not only local and 
supra-local content. On December 12, 2016, the station applied to the National Broad-
casting Council for launching an additional low-power transmitter for the new frequen-
cy in Przemyśl and for solving the problem of poor program audibility in and around 
Leżajsk[Radio Fara, letter addressed to the National Broadcasting Council by the director 
of Radio FARA, Fr Andrzej Bienia, 12.12.2016].There are places in the transmitter area 
where the radio station is not audible due to the terrain [Bienia, July 20, 2018].

It should be noted at this point that technical difficulties in the reception of a radio 
station, financial situation and staffingmay be the factors influencing the station’s listen-
ing rates, and thus its position among the radio stations received in the diocese.

What is the position of Radio Fara on the radio media market?  According to the 
latest research Radio Track Kantar Millward Brown conducted at the turn of November 
2017 and April 2018 in the area of these three former voivodships, the daily coverage of 
Radio FARA (percentage of people in a given population who listened to the program at 
least once a day) was 1.2 percent, which is 16 thousand inhabitants, and 4.9 percent, or 
66 thousand people questioned, who know the radio in their area, just mentioned this 
radio station (tables 1 and 2).
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Table 1

Radio Fara 
November 
2017-april 

2018)

Supported 
Knowledge

Weekly out-
reach Daily outreach Spontaneous 

knowledge

P r z e m y s k i e 
voivodeship 52,1% 12,0% 1,7% 9,6%

Krośnieńsk ie 
voivodeship 48,8% 5,4% 2,2% 7,2%

Krośnieńsk ie 
and Przemys-
kie voivodeship

50,3% 9,0% 2,0% 8,3%

Krośnieńskie, 
P r z e m y s k i e , 
Rzeszowsk ie 
voivodeship

27,4% 5,1% 1,2% 4,9%

Source: Radio Track – KBR Kantar Millward Brown

Table 2

Radio Fara 
November 
2017-april 

2018)*

Supported 
Knowledge

Weekly out-
reach Daily outreach Spontaneous 

knowledge

P r z e m y s k i e 
voivodeship 174 40 6 32

Krośnieńsk ie 
voivodeship 193 25 9 29

Krośnieńsk ie 
and Przemys-
kie voivodeship

366 65 14 61

Krośnieńskie, 
P r z e m y s k i e , 
Rzeszowsk ie 
voivodeship

372 69 16 66

*in thousands.
Source: Radio Track – KBR Kantar Millward Brown research

According to Radio Track research conducted in the former voivodeship of Prze-
myśl at September 2016 - December 2017, the largest group of people listening to FARA 
Radio were people in age of 40-59 (56 percent of all listeners) and people living in the 
countryside (56 percent), the largest group there were men (63 percent) (table 3).

Radio Track’s research showed that the percentage of people aged 15-24 listening 
to the radio make 12 percent of the listeners of this radio station. The smallest group are 
people aged 25-39 and residents of cities with 20 to 99 thousand people (table 3).
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Table 3

September 
2016-Decem-

ber 2017 *

Polskie 
Radio 

Rzeszów

Radio Eska 
Przemyśl

Radio Fara 
Przemyśl

Program 1 
Polskiego 

Radia

Program 3 
Polskiego 

Radia

Radio 
Maryja

Radio RMF 
FM Radio Zet

size of town

Cities
20-99 000

16% 28% 20% 28% 37% 22% 23% 32%

Cities
up to 20000

8% 7% 24% 11% 24% 9% 14% 9%

village 77% 65% 56% 61% 40% 70% 63% 59%
age

15-24 years 8% 43% 12% 9% 6% 15% 19% 19%
25-29 years 14% 32% 10% 20% 20% 20% 32% 35%
40-59 years 37% 17% 56% 31% 47% 31% 39% 39%
60-75 years 41% 7% 22% 40% 27% 34% 10% 8%

sex
man 58% 45% 63% 43% 45% 35% 50% 60%
woman 42% 55% 37% 57% 55% 65% 50% 40%

*przemyskie voivodeship
source: Radio Track – KBR Kantar Millward Brown research

Listening to Radio FARA is illustrated by radio market research conducted from the 
end of 2016 to April 2018 by Radio Track in the former provinces of Krosno and Przemy-
śl. Out of 14 radio stations listened to by listeners in these areas, Radio FARA is ranked 
12th in terms of daily coverage (see Table 4) and 12 out of 15 radio stations in terms of 
participation in listening time (table 5). 

Daily coverage and listening time surveys illustrate the dominant position on the 
local market of RMF FM (in the period from XI 2017 to IV 2018) ( tables 4 and 5). The 
threshold also holds high positions in listening rates. 1 Polish Radio and Radio Zet. In to-
tal, in the six-month period from XI 2017 to IV 2018, the audience of these three stations 
in the studied area amounted to 63.1%, while seven stations transmitting local content 
(including the regional public radio station) listened to a total of 25.2% of the surveyed. 
Among them, Radio Fara reached only 0.8%, which placed it in this respect on the last 
position among the radio stations broadcasting licensed local programmes, ahead of 
Radio Wawa Rzeszów, Eska Rzeszów and Eska Przemyśl, Polskie Radio Rzeszów, Trendy 
Radio Krosno, RMF MAXXX Krosno. In terms of audience, the stations with a national 
coverage were weaker than Radio Fara: Polish Radio 24, Prog.2 of the Polish Radio, and 
the regional network of Radio Złote Przeboje. It is worth noting at this point that Radio 
Fara was one of the two religious stations surveyed in the surveyed area, the other was 
Radio Maryja, which recorded an audience of 3.5 per cent during this period.

However, there has been a recent upward trend in the number of listeners.Com-
pared to the same period, i.e. from XI 2016 to IV 2017, the audibility of stations increased 
by 0.3 per cent of the rate, which was 0.5 per cent at that time and the daily coverage in-
creased by 0,8 per cent (was 1,2 per cent) (tables 4 and 5). This may indicate an increase 
in listeners’ demand for a radio station profiled around the Church and local events.
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Table 4

Daily range

XI 2016-IV 2017 V 2017-X 2018 XI 2017-IV 2018

RMF FM 39,4% 37,5% 36,2%
Radio ZET 17,8% 14,6% 18,5%
Polskie Radia pr.1 13,1% 12,1% 18,5%
Radio Wawa(Rzeszów) 10,5% 7,8% 10,5%
Polskie Radio Rzeszów 8,6% 9,1% 9,2%
ESKA Rzeszów 8,8% 10,7% 8,9%
Prog.3 Polskiego Radia 9,5% 6,7% 5,1%
Radio Maryja 5,6% 4,8% 5,0%
ESKA (Przemyśl) 6,7% 3,1% 4,7%
RMF MAXXX (Krosno) 1,4% 1,3% 2,7%
Radio Trendy (Krosno) 3,9% 4,1% 2,0%
Radio Fara (Przemyśl) 1,2% 0,8% 2,0%
Złote Przeboje (Rzeszów) 1,3% 1,2% 1,4%
Prog.2 Polskiego Radia 0,4% 0,6% 0,8%

Source: Radio Track Kantar Millward Brown

Table 5

Participation 
in listening time

XI 2016-IV 2017 V 2017-X 2018 XI 2017-IV 2018

RMF FM 37,3% 39,0% 37,5%
Prog.1 Polskiego Radia 11,5% 12,2% 13,3%
Radio Zet 9,3% 9,8% 12,3%
Polskie Radio Rzeszów 7,5% 7,5% 8,1%
Radio Wawa(Rzeszów) 7,4% 5,2% 6,7%
Prog.3 Polskiego Radia 7,3% 6,0% 5,6%
Radio Eska (Rzeszów) 5,6% 8,6% 5,5%
Radio Maryja 2,6% 3,4% 3,5%
Radio Eska (Przemyśl) 5,7% 1,0% 1,6%
Trendy Radio (Krosno) 3,2% 3,5% 1,3%
RMF MAXXX (Krosno) 0,7% 1,0% 1,2%
Radio Fara (Przemyśl) 0,5% 0,3% 0,8%
Polskie Radio 24 0,0% 0,5% 0,6%
Prog.2 Polskiego Radia 0,1% 0,2% 0,3%
Radio Złote Przeboje 0,3% 0,3% 0,3%

Source: Radio Track Kantar Millward Brown

Radio Fara is a part of the programme tasks proposed to the National Broadcasting 
Council in 2012, which should be carried out by a social broadcaster, and formulated by 
the Urszula Doliwa and participants of the Regional Conference on Civil Media organized 
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by the Elbląg Association of Non-Governmental Initiatives in 2012: “gives the local com-
munity the opportunity to participate in the creation and management of the programme, 
to express on air the values desired by the Church, but ignored or avoided by commercial 
and public stations, which find them unattractive; gives its listeners a sense of belong-
ing to a specific social group, identifying with it, satisfying the needs of people strongly 
associated with the Church and strongly attached to the decalogue; young people to 
acquire practical media skills by involving them in the creation of radio programmes and 
thus fulfils the educational requirement imposed on the social broadcaster by the legis-
lator” [Doliwa, 2012]. 

This Catholic radio station is an example of the use of radio as a tool to carry out 
certain tasks assigned to the Church. The Church is more and more eager to use modern 
mass media. In the process of evangelization she uses both traditional media (press) as 
well as modern media, entering the field of influence of electronic media and more and 
more boldly using television, radio, the Internet, including social media, as a tool in pas-
toral work. Radio has become an attractive platform for the Church to convey the Word 
of God. One of the benefits of the status of a social broadcaster is the exemption from 
the license fee, which is often the basic barrier to the creation of local radio stations. The 
status of a social broadcaster ensures Radio’s independence from power centres, polit-
ical parties and commercial entities. Deprived of pressure and influence of advertisers, 
it is not subject to restrictions and may focus on broadcasting only content close to the 
Church and profile the programme around specific values.

The limited financial resources available to the social broadcaster, resulting from 
the ban on obtaining them from transmitting paid broadcasts, have a significant impact 
on the range of influence of the presented radio station and its place among radio broad-
casters. For example, by a limited number of journalists and correspondents. The local 
character of Radio Fara, profiled around the Church’s teachings, restricts its reach and 
audience to a narrow group of recipients, so it is difficult for it to compete not only with 
nationwide stations with a larger range and diversified programme offer, but also with 
local commercial radio stations. An additional obstacle is the technical problems related 
to the reception of stations in some regions of the Podkarpacie region. This is demon-
strated by Radio Track’s research, which shows its small share of the radio market, niche 
audibility, as well as its daily reach, although the latest ones also show a slight increase 
in the audience of this station (turn of 2017 and 2018), which may indicate that it finds 
listeners looking for specific content that commercial broadcasters are not interested in.

The lack of an additional source of financing, i.e. money from commercial broad-
casts, as well as support from state subsidies, limits the expansion of Radio’s program-
ming offer with both local and national content. Polish legislation in this area does not 
encourage the development of the third sector of broadcasters, i.e. social broadcasters, 
which results in a very small number of broadcasters benefiting from this status and 
their close relationship with the Church, which, as one of the few entities, is able to fi-
nance the activities of broadcasters through donations from the faithful. 

In 2012, the National Broadcasting Council conducted consultations on amend-
ments to the Broadcasting Act and granting the social broadcaster the right to broadcast 
advertising messages in a limited scope and to use them for broadcasting or statutory 
activities. At that time, the National Broadcasting Council noticed that the current legal 
regulations do not create favourable conditions for the development of community me-
dia, and the experiences of European countries indicate the need for this group to fill the 
gap between public and commercial media [www.krrit.gov.pl, 2012].

The right-wing Members of Parliament were in favour of a change that would ben-
efit social broadcasters at the time. However, it did not decide to introduce them. The 
reason for this can be seen in the wave of criticism of the biggest social broadcaster, 
i.e. the nationwide radio station Radio Maryja, which is politically involved, the controver-
sies aroused and still aroused by this broadcaster, as well as in the particular interests 
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of various parties and groups.  At this point, one may be tempted to say that they could 
influence on the abandonment of changes in Polish legislation that would lead to the 
development of the third sector of radio broadcasting, pushing social broadcasters to a 
marginal group of radio stations.

The question remains open as to whether those currently in power will introduce 
favourable legal solutions that will contribute to the development of this type of media 
on a larger scale.
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JAKOB NIELSEN’S HEURISTICS 
IN SELECTED  ELEMENTS OF 

INTERFACE DESIGN OF SELECTED 
BLOGS

Magdalena Mirkowicz1, Grzegorz Grodner2

Abstract
The authors describe issues related to the phenomenon of blogs as a channel of communi-

cation in relation to Polish blogosphere. The main hypothesis is assuming the pursuit of the Polish 
blogosphere for proper technological development. The methodology of the research is based on 
quantitative analysis of the occurrence of Jakob Nielsen’s heuristics, within the studied 50 randomly 
selected Polish blogs. The methodology is based on an analysis of the case aimed at confirming or 
denying the occurrence of the heuristics. As a result of the conducted research, the occurrence level 
of heuristics in the studied group was confirmed.

Key words: communication channels, blogosphere, blogs, web usability, Nielsen heuristics, usability, 
website functionality, communication skills, user experience

INTRODUCTION

Since blogs became an accepted medium of communication, their creators strive 
to optimize their appearance and improve their functionality and readability.

There are many definitions of blogs, according to D.M. Scott, an eminent online mar-
keting strategist, “blogs are independent, web-based journals, presenting opinions on 
every topic, (...) and running a blog provides, both an expert and a layman, an easy way to 
enter and present their opinions through the market of online ideas.” [Scott, 2009, p. 71] 
Also, in the report ”Blog is … a blog. Blogs through bloggers’ eyes”, which is a qualitative 
study carried out by the Institute of Literary Research of the Polish Academy of Scienc-
es and gazeta.pl, it’s said that “Blog (weblog - a web journal, diary) is a type of website 
where the author places dated entries, displayed sequentially, from the latest ones. Usu-
ally the note has a title  and the date of its publication, also readers have the option of 
posting their own comments under each entry.” [Gumkowska, Maryl, Toczyski, 2009, p. 5]

Blogs are a sender-transmission-recipient communication channel. Arguably, blogs 
date back to the Hunter S. Thompson and his gonzo journalism in the 60s... But recog-
nized for their use in commercialization of the web and ease of manipulation of the pub-

1 Listener of a PhD seminar on media science, University of Information Technology and Man-
agement in Rzeszow, e-mail: m.mirkowicz@dokorat.wsiz.rzeszow.pl
2 Listener of a PhD seminar on media science, University of Information Technology and Man-
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lic for political purposes, the blogs came to a wide-spread use in the late 90s. Most often 
used to develop sales leads and maintain a user base of devout clientele via guerilla 
marketing tactics masquerading as “awareness campaigns”, blogs continue its promi-
nence in the modern Gig Economy. They remain one of favorite media channels chosen 
by corporate sponsors, second only to social media campaigns. A plethora of studies 
continue to hide the decline of the written word media in favor of the instant-gratification 
of audio visual mediums preferred by the current gen of users, be it Snapchat, Discord, 
or Youtube. According to a study by Natalia Hatalska from 2015, 33% of Internet users 
declare that they read blogs. Regular bloggers also declared that they had made chang-
es in their lifestyle, thanks to the content they found on blogs and videoblogs. The author 
of this report concludes that bloggers and vloggers (Authors of Blog is … a blog. Blogs 
through bloggers’ eyes report, defines bloggers and vloggers as authors of blogs and 
videoblogs) are motivated to run their channels is “the desire to make people aware of 
various issues and their impact on reality.” [Hatalska, 2016, p. 9]

Blogs being a source of a certain type of information are often used as tools for 
advertising and marketing. The growing functionality of such a website, and thus the 
scope of using it, requires a well-thought-out design, both in terms of information archi-
tecture, appearance and operation. Such design interventions called “web usability” are 
most widely described by Jakob Nielsen. According to his definition of website usability: 
“(...) how quickly the user learns to use it, how effective it is during such use, how easily 
it is remembered, how much error free it is and how much users like using it. If users do 
not want or can not use different properties, that properties might not exist as well.” [Ka-
zimirowicz, 2012, p. 2] A firm formulation of the rules that should be followed to create 
functional and useful websites leaves no illusions about the fact that when designing 
a blog, which is a channel of communication and information for a wider or narrower 
audience, the creator of the blog has to consider a number of usability principles and 
solutions that are necessary to ensure proper communication. This means controlling 
the current solutions, as well as adapting to evolving both graphical and technological 
trends.

 The development of blogs is closely related to current technology. Thanks to var-
ious platforms or software, a professional looking blog can be created by anyone. [Scott, 
2009, p. 69] Heuristic rating of websites (blogs), has not been widely discussed. The 
appearance and content of blogs should be analyzed in terms of their usefulness and 
the use of so-called “good practices” that the creators uses in other website types, such 
as online stores or corporate websites.

The list of heuristics, or good practices, was developed by Jakob Nielsen - one of 
the pioneers in the field called User Experience. Gerd Gigerenzer uses the term “adap-
tive toolbox” for the list of heuristics forms. It’s about a set of rules that we use to make 
decisions in limited situations over time with specific resources or information. Thanks 
to our personal knowledge and ability to learn, we surf quickly and effectively on the In-
ternet. The activities performed by users flow from the user’s intuition, by using familiar 
tools effectively not from constant analysis and thinking about the techniques of per-
forming interactions from the start. We look for proven interaction patterns that allowing 
us to reach the goal, minimizing the time of achieving it. [UXPin, 2015, p. 13-14]

Using UI [TechTarget, 2018] patterns does not mean repeating what has already 
been done before. Patterns are the starting point for the created project, not its final 
form. Knowing the rules of operation of these patterns, the designer can create the user 
interface appearance according to his own artistic creativity.

The 10 heuristics are: [NN Group, 2018]
1. Visibility of system status.
2. Match between system and the real world.
3. User control and freedom.

SOCIAL COMMUNICATION ONLINE JOURNAL
#2 (17)2018

31



4. Consistency and standards.
5. Error prevention.
6. Recognition rather than recall.
7. Flexibility and efficiency of use.
8. Aesthetic and minimalist design.
9. Help users recognize, diagnose, and recover from errors.
10. Help and documentation.

 The article aims to investigate the occurrence of heuristic theory in practice. The 
research undertaken on a group of 50 blogs from the Polish blogosphere will consist 
compliance of their construction and operation with a set of guidelines and assumptions 
defining the proper usability of websites, as defined by J. Nielsen.

The main hypothesis was formulated, assuming that Polish blogs are striving for 
proper technological development in terms of usability and aesthetics of interfaces 
through the use of Jakob Nielsen’s heuristics.

The article also formulates auxiliary hypotheses:
 - At least one heuristic is used in web blog interfaces
 - Among Polish blogs there is not one that would meet all the heuristics

The quantitative research was exploratory and formed the basis for in-depth analy-
sis of the use of J. Nielsen’s heuristics on Polish blogs. It concerned the particular use of 
technological, usability and aesthetic solutions. For the first time, the Authors take up the 
subject of the J. Nielsen heuristics in relation to the Polish blogosphere. The conducted 
research and analysis of individual heuristics have been supplemented with examples 
confirming the occurrence of the discussed heuristics. The research was of one-off char-
acter, and the results obtained as a result refer to the blogs of limited scope. The present-
ed results are informative and its aim is to indicate the direction in the discussed area.

METHODOLOGY

The subject of research on the Polish blogosphere has so far been considered in 
terms of communication in hypermedia space by prof. B. Gregor and dr hab. D. Kaczo-
rowska-Spychalska in the publication “Blogs in the process of marketing communica-
tion”. The authors of the publication focused on studying the blogosphere communica-
tion process and on readers emotional aspects. A similar approach was taken by dr D. 
Kozłowska in the article “Mighty blogosphere” in 2016. Apart from the previous themes 
on the subject of marketing results gained from blogs, the authors of this article decided 
to analyze the concept of the problem focusing on the construction of information archi-
tecture and its impact on the usability of websites such as blogs. 

The hypotheses presented above were examined on a group of 50 randomly se-
lected blogs. The choice was made on the basis of Google’s search engine results for 
“blog”. The assumption was that the site had the term “blog” in the name or description 
of the result. The examined group contains blogs from various thematic groups and with 
diverse popularity and the number of readers. Selected blogs adhere to the assumption 
that at least three articles have been published on them in the last six months.

The study nature is qualitative and aims to submit or denied any of the 10 Jakob 
Nielsen’s heuristics within the examined site. Each blog has been tested for individual 
heuristics. The use of each of them on a given blog was discussed by the authors of the 
study, on the basis of a joint analysis, its reasonableness or lack of reasonableness was 
determined.

Analyzing the researched blogs, it was determined whether a given blog uses a 
given heuristic, by the word “occurs” and in the case of non-use - “does not occur”. The 
results were collected in the table and a matrix, then the graphs with the results were 
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created.
The analysis presented below shows examples of using each of the selected 11 

blogs that met the given heuristics. An e-mail was sent to each of the website owners 
asking for the option of including a screenshot in this article, consent was received.

The methodology was based on the analysis of a randomly selected group of 50 
blogs, which may indicate the occurrence of a potential deviation from the study taking 
into account the actual number of blogs in the Polish blogosphere.

ANALYSIS OF NIELSEN’S 10 HEURISTICS

Below is a theoretical description of each of Jakob Nielsen’s heuristics, whose the-
ory was transferred to the blog’s construction level. The results of the study of the oc-
currence of individual heuristics and an example of a blog that uses a given heuristic are 
presented.

1. Visibility of system status

 In everyday life, we use signs, symbols or tips that are familiar to us at every step. 
Starting from regular shopping, where we follow the descriptions of shelves, by the sym-
bols on clothing labels, which inform us how to wash, dry and iron the material, for web-
sites, where clicking on different categories, we move to the next subpages. According 
to J. Nielsen’s first heuristic – the system should inform the user about what is currently 
happening.[NN Group, 2018]. It is easy to refer to the issue of return paths on the web-
site, also known as “breadcrumbs” which, citing Steve Krug (an information technology 
architect and UX), “show your current position in the site hierarchy.” [Krug, 2014, p. 88] 
Sometimes they contain “You are here” information. The text shows you the overall po-
sition, and the return paths - the way you get to it - the difference is analogous to looking 
at a road map, and reading a detailed description of how to get there somewhere.”

In the case of blogs, this feature appears rarely and is not particularly popular. Chart 
1. shows that 24% of the blogs (surveyed for the purposes of this article) meet this heu-
ristic and show the readers the return path on the website. Among blogs using this prac-
tice, you can distinguish Podlinski.net blog. This website uses breadcrumbs, as shown in 
Fig. 1. where on the subpage of the article the user can see in what part of the site he is 
located. The user has thus gone through the path from the Home Page, through the next 
subpages, to a specific article and he sees his status all the time.

 
Chart. 1. First heuristics in the group of 50 blogs.

 
Source: Own elaboration
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Fig. 1. Subpage of the recipe from the blog Podlinski.net showing the status of the system - 
informs the reader in what part of the site he currently is, this is the path Home> Character> 

Gadgets...

Source: https://www.podlinski.net/jak-cie-widza-tak-cie-pisza-czyli-jak-zrobic-dobre-pier-
wsze-wrazenie/ (Access: 02.08.2018)

Showing the status of the system is also informing the user which menu tab is 
currently active. After entering the subpage selected from the menu, the navigation ele-
ment or tab should visually stand out. The distinction may be a change in the font color, 
change in the color or shape of the element background, underline etc., depending on the 
designer’s creativity. It gives the recipient information that the page on which he is locat-
ed is active, i.e. highlighted in the menu. In the case of blogs on the group of 50 pages 
examined, only 30% use this functionality (Chart 2).

Chart 2. First heuristics in the group of 50 blogs.

 
Source: Own elaboration

2. Match between system and the real world 

The system should use phrases familiar to the user. It should also use terms ad-
opted in everyday life and be understandable to majority of users and tailored to the for-
mal requirements. This is probably the most enigmatic rule, which means that websites 
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should be legible, both in the construction of the interface and content. Quoting Krug, 
“if you decide to browse the content of the site, you are guided by a hierarchy and use 
helpful signs and symbols.” [Krug, 2014, p. 67] Therefore, the use of icons and charac-
ters, color associations, or highlighting headers in the interface is extremely important 
and causes the recipient to be able to navigate the website more easily. The same as for 
example the messy room is much harder to move around it than an cleaned one.

The compatibility between the system and the reality can also be assigned to Goo-
gle search results - the page should contain in it a short description that reflects what is 
on it.

While nalyzing blogs in this study, it was found that as many as 90% of blog inter-
faces used signs and symbols in their interface (Figure 3).

Chart. 3. Second heuristics in the group of 50 blogs.

 
Source: Own elaboration
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An example of the second Nielsen heuristics use is the blog prakreacja.pl (its sub-
jects are the legal aspects of activities in the creative industry). The author uses an ac-
cessible legal language on the website, and the interface reflects the subject matter (see 
Fig. 2). It is worth paying special attention to the logotype, which is a combination of a 
light bulb (symbol of creativity) and a paragraph (a symbol used in law). The green color 
used in the interface is also symbolic and refers to the color of the lawyer’s toga. The 
appearance of the blog interface reflects the professional nature of the site.

Fig. 2. Blog devoted to the legal aspects of creative activities, maintaining compatibility 
between the system and the reality, the appearance of the website, logotype, typography, and 

coloring are relevant to its content.

Source: https://prakreacja.pl (Access: 16.07.2018)

3. User control and freedom

This stands for undoing and redoing. [NN Group, 2018] Users sometimes use cer-
tain functions by mistake, so page creators should remember to give them the ability to 
feel control over what they do. If they make a mistake, they can undo it, e.g. by editing or 
deleting their activity. Blogs make it possible through comment systems. Adding com-
ments to entries by readers is a characteristic feature of blogs. Bloggers use a few op-
tions to comment on blogs. It can be a built-in plug-in or external systems implemented 
to the site (e.g. Facebook comment system or Disqus system).

The user who can add a comment should also be able to edit or delete it. In this 
case, it is about affordances, i.e. the action that users can perform on a given element 
of the site. Thanks to visual cues, the user gets what he can do by clicking for example a 
pencil mark, he hints what action the item will perform, in this case it is usually an edition, 
but he can also add a comment using, for example, a plus or delete it by selecting the 
trash icon. [UXPin, 2015, p. 32]
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Chart. 4. Third heuristics in the group of 50 blogs.

 
Source: Own elaboration

Analyzing this heuristic on 50 surveyed blogs - 34% did not have the possibility to 
edit or delete comments (Chart 4). As an example of a blog using this heuristic is “One 
Little Smile” blog, which is using the “Disqus” comments system (Figure 4).

Fig. 4. Post subpage focused on the comments, the page gives the user control over the con-
tent thanks to the ability to add, edit and delete comments.

Source: https://onelittlesmile.pl/2018/07/wymiary-grafik-na-facebooku-lipiec-2018.html (Ac-
cess: 19.07.2018)
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4. Consistency and standards

Using the Internet is dictated by the desire to save time. Users know that they do 
not have to read every content on the website. Steve Krug sums up this opinion - “we do 
not read websites, we review them.” [Krug, 2014, p. 20-21] The readers are interested in 
content while visiting the website, they do not read the content carefully, they only look 
for selective information, words and key phrases. It is easy to relate this concept to the 
layout of the website and the appearance of its elements. You should not reinvent inter-
net design anew, as people who are accustomed to standards - they usually expect them 
and “few people, regardless of the technological level, take the time to become familiar 
with the user manual.” [Krug, 2014, p. 38] For example, we know that the button is linking 
and moving to another subpage. [Krug, 2014, p. 40-51] Users benefit from prior knowl-
edge of the rules of managing their interactions. If we design with a scheme that will be 
consistently used throughout the site, the user will move around without any problems. 
It is necessary to ensure that information of the same type is presented in the same way 
(e.g. using the same icons, buttons, colors).

Fig. 6. The Segritta.pl blog assigns a color scheme for individual categories of the blog.

Source: http://segritta.pl (Access: 16.07.2018)

In the case of blogs, you can indicate, for example, the color scheme assigned for 
each category. Heuristics are used, among others blog Segritta.pl, where in Fig. 6 you 
can see the colors assigned to each category of the blog, and on the subpage with the 
article (Figure 7), the red color assigned to the “lifestyle” category appears as the high-
light of this category in the article itself.
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Fig. 7. The Segritta.pl blog adheres to standards and maintains consistency through the 
preservation of one color scheme for one blog category, the figure shows an example for the 

lifestyle category.

Source: http://segritta.pl/poki-jest-mama/ (Access: 16.07.2018)

Among the 50 bloggers surveyed, the fourth heuristic – Stick to standards and main-
tain consistency - in this case color and visual, e.g. buttons or typographic elements, 
meets 70% of blog interfaces (Chart 5).

Chart. 5. Fourth heuristics in the group of 50 blogs.

 
Source: Own elaboration

Design aesthetics is an individual matter, while the operation of the website should 
be independent of the visitor’s graphic preferences. The website should be properly dis-
played, regardless of the software used by the user, in this case, a web browser. [Laskow-
ski, 2011, p. 2195] Mobile and responsive [Redesign the web, 2012] page versions offer 
much better user experience, and “users are more successful using websites optimized 
for mobile phones.” [Nielsen, Budiu, 2013, p. 35] Especially in the case of blogs that are 
often read in a free time, as a form of relaxation or in order to quickly check any informa-
tion. Therefore, it is worth analyzing this heuristic in terms of proper functioning of blogs 
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on different browsers and various browser window widths.
Analyzing the correctness of the operation of Polish blogs, 88% showed correct 

operation of the website in terms of responsiveness and operation on mobile devices 
(Figure 6). As an example of a tested blog, the one which avoided errors in operation is 
the jacekklosinski.net website, shown in Fig. 8. The blog displays correctly in terms of 
responsiveness (i.e. regardless of the width of the browser window) and it is fluent on 
many browsers and shows no errors that would disrupt the user’s using this site.

Chart. 6. Fifth heuristics in the group of 50 blogs.

 
Source: Own elaboration

Fig. 8. Jacek Kłosiński’s blog showing the prevention of errors through proper operation in 
both the desktop version and the responsive version - shown on the smartphone.

 
Source: http://klosinski.net/blog/ (Access: 16.07.2018)

6. Recognition rather than recall

This principle applies to one of human skills, which often turns out to be unreliable - 
the memory. Forced to memorize various sequences of numbers such as PINs or access 
codes, various passwords to log in to several systems, we use things that do not involve 
our memory with a relief. Nielsen proposes a principle that says that the system should 
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be designed so that it does not force the user to recall various things. All actions taken 
by the user should be the result of his conscious choices, and not the saved behaviors. 
[Laskowski, 2011, p. 4]

 Offering blog readers easier access allows them to navigate faster between 
content, reaching the desired information in a shorter time. If the layout of the page is 
well-planned and there are similar content in permanent places, then this page does not 
compel the recipient to think about its contents. There is no need to recall specific titles 
of entries from the memory, if they are displayed in places where the recipient may asso-
ciate with them.

 An example of using this practice is the worqshop.pl blog. Based on the attached 
example (see Fig. 9), when we finish reading one of the many entries, we get a list of hints 
in the form of related topics section. This allows the recipient to reach a wider range of 
topics in his interests, without having to return to the navigation or previous subpages, 
on which he will look for a suitable category to satisfy his curiosity on the subject.

Fig. 9. References to related topics under the entry are marked with the heading “See also”

Source: http://worqshop.pl/jak-nagrywac-filmy/ (Access: 18.07.2018)
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Based on the study, it is a common practice to use modules with blogs to refer to 
similar entries about related topics - the use of this solution was noticed on 35 out of 50 
blogs (see Chart 7).

Chart. 7. Sixth heuristics in the group of 50 blogs.

 
Source: Own elaboration

7. Flexibility and efficiency of use

Effective work is the dream of every experienced user. Sometimes, due to the ne-
cessity of repeating one activity, we are looking for a subconscious way to accelerate it. 
The result of a streamlined operation is the time gain.

 The principle of ensuring flexibility and efficiency tends mainly to facilitate the 
work of experienced users, but not necessarily visible to new customers who have been 
in contact with the product for the first time. Creating a strategic product plan requires 
knowing the recipients’ preferences and having significant data on the subject. The 
scope of “crawling” after the website can present the effectiveness of the facilities used 
and the degree of their use by users. [UXPin, 2016, p. 8] Thus, the main goal is to improve 
work efficiency by facilitating access to frequently used functions.
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Fig. 10. An example of a cumulative list of links to the most important categories of blog con-
tent. 

Source: http://klosinski.net/blog/ (Access: 16.07.2018)

By creating a blog, we gain readers interested in the content we provide. Recipients 
visit the site in search of issues that are assigned to a given category. When designing 
the graphic interface of the blog, we focus on the visibility and the shortest possible ac-
cess to the content categories offered. We will facilitate access based on the principle of 
consistency, i.e. as on the attached example on each subpage, the “shortcuts” transition 
is placed in the same place as the “Table of contents” button and the icon of a burger 
commonly associated with the menu (see Figure 10).

Chart. 8. Seventh heuristics in the group of 50 blogs.

 
Source: Own elaboration

Within the selected blogs only two did not see the use of this heuristics, while the 
vast majority, as many as 48 blogs adhere to this principle in their project, offering easy 
user access to the menu (see chart 8).
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8. Aesthetic and minimalist design

Simplicity grabs the attention the attention of the recipient. In last few years trends 
in internet graphics, used in blogging, are guided by the principle of minimalism. This 
approach to art opposes past trends of utilizing a wealth of means to express diversified 
content. The use of uniform forms, limited colors and ordinary geometric shapes cre-
ates a neutral background to the presented content. [UXPin, 2017] Recipient, by applying 
the “less is more” rule, is not distracted by a series of aggressive graphics, and can fo-
cus better on content and memorizing information. Solutions that can prevent you from 
reaching an important message are omitted in this stream. In addition, the unchecked 
arrangement of elements on the page allows you to quickly orientate yourself on the 
elements arranged on the screen, increases navigation speed, and as a result, save time. 
[Laskowski, 2011, p. 5]

Caring for aesthetics and moderation is therefore a very beneficial practical prin-
ciple and we find it on the most popular websites. Designing a graphic design without 
unnecessary information or graphics is a challenge and does not define the design as 
boring and expressionless. Internet blogs dominate the white, neutral background. Col-
oring is most often very limited, sometimes only to one color accent, which is designed 
to attract the attention of the recipient to relevant content or buttons. The content layout 
is limited to the minimum number of columns to avoid creating excessive divisions.

Chart. 9. Eight heuristics in the group of 50 blogs.

 
Source: Own elaboration

The minimalist design style among blogs is reflected in 23 out of 50 blogs. Howev-
er, the majority of surveyed websites are not characterized by a moderate and correctly 
balanced graphic design layout (see chart 9).

Examples of blogs, whose authors are guided by the principles of minimalism, even 
not only in terms of internet design, are simplicite.pl and agnieszkakudela.pl (see Fig-
ures 11 and 12).
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Fig. 11. A graphic layout of the blog simplicite.pl with dominant white in the background and 
contrasting typography.

Source: https://simplicite.pl/  (Access: 18-07-2018)

Fig. 12. An example of a graphic layout of a blog with one strong, dominant color accent and a 
two-column layout.

Source: https://agnieszkakudela.pl/ (Access: 18-07-2018)

9. Help users recognize, diagnose, and recover from errors

As the functionality of the website increases, there are more opportunities to use it 
and gain information. However, more possibilities are more places where the user can 
make a mistake. Errors should be expressed in statements understandable to the aver-
age user, not just IT specialists. There are types of errors (e.g., 404), which almost ev-
eryone knows, but not completely. The fact that we know each one does not mean that 
everyone will know what is going on and it is worth describing them. It is also good to 
suggest a solution to the problem. The text information under the warning explains the 
type of error and allows you to easily return to the main page. [Kazimirowicz, 2012, p. 25]

Analyzing Polish blogs, it can be concluded that in case of error 404 handling - the 
majority - 40 out of 50 blogs, apply good error handling practice - the ninth heuristic (see 
Chart 10).
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Chart. 10. Ninth heuristics in the group of 50 blogs.

 
Source: Own elaboration

An example of a blog that uses this practice is, among others Niebezpiecznik.pl 
(Figure 13). The presented error page is additionally varied with humorous graphics that 
can make waking rather than annoying - it will make you laugh.

Fig. 13. An example of a graphical resolution of the error information.

Source: https://niebezpiecznik.pl/colko (Access: 25.07.2018)

Getting into a non-existent page and receiving an error message does not have to 
be a final stop and a need to return. Such a website may offer a start to further search if 
it has a search engine (see example in Figure 14).
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Fig. 14. An example of 404 error information along with a search engine that allows you to 
quickly move to other content.

Source: ttps://www.webusability.pl/Tomasz_Karwatka-efektywa_efektowa_strona_www_sk-
lep_internetowy.pdf  (Access: 25.07.2018)

This solution was detected in a smaller part of the surveyed portals, because only in 
21 out of 50 blogs there is a search engine on the error page 404 (see chart 11).

Chart 11. Ninth heuristics in the group of 50 blogs.

 
Source: Own elaboration

10. Help and documentation

The use of a help system for users in the case of complex websites is necessary to 
avoid wandering around their content. The website link itself should be visible and ac-
cessible from every service point. The instructions, in turn, must be legible and written in 
an accessible language in order to efficiently clarify issues related to a specific element 
of the website.

 Designing a high-quality website can make it “self-explanatory” [Swackhamer, 
2003] - this concept was proposed by Jason Swackhamer and means providing the pos-
sibility of using the website without the need to frequently look into the “Help” section. 
Navigating the site takes place then intuitively, all movements and actions of the recip-
ient result from what he sees and how he understands what he sees. Thanks to this, 
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access to most functions and content on the website becomes easier.
 In the area of the blogosphere, we do not often deal with complex functions in-

cluded in the interface that require explanation. However, due to the amount and de-
gree of categorization of content, the creator of the blog can meet his readers by simply 
providing them with answers to frequently asked questions (the so-called FAQ [UXPin, 
2017]) or providing tips on navigating the content of the site. The blog presented on an 
example (see Figure 15) has a prominent tab placed in the main menu called “Start here”. 
The kind of introduction created in this way will speed up the knowledge of the website 
and the efficiency of moving around to new users.

Fig. 15. The “Start here” tab takes the new user to a kind of instruction and information about 
the content on the blog and how to navigate around it. 

Source: https://joannaglogaza.com/2015/06/slow-fashion-jak-zaczac.html (Access: 
25.07.2018)

After the qualitative study, it can be concluded that only 12% of blogs belonging to 
the analyzed group apply the same practice (see chart 12).

Chart 12. Tenth heuristics in the group of 50 blogs.

 
Source: Own elaboration

SOCIAL COMMUNICATION ONLINE JOURNAL
#2 (17)2018

48



SUMMARY

The conclusion obtained as a result of the above study shed light on the degree 
of utilization of J. Nielsen’s heuristics in the designs of interface elements of blogs in 
Poland. Many treatments refer to the list created by J. Nielsen, but the results testify to 
using them under the influence of the need to develop a part of the website’s usability, 
probably not because the heuristics were accepted as an important tool for extending 
the usability and defined as right attempts to respond to all recommendations that affect 
the interaction of the recipient with published content.

In the group of blogs surveyed, only 2 of 50 meet 9 out of 10 heuristics. The oc-
currence of a blog meeting all the rules of utility is not found in the examined group. 
There was also no blog that did not meet any of the heuristics. The smallest number of 
confirmed heuristics within one blog were 1, which was found in 1 out of 50 blogs in the 
group (see Table 1).

Table 1. The distribution of the number of blogs in relation to the number of completed heuris-
tics

The number of completed heuristics Number of blogs (max.50)
10 0
9 2
8 9
7 11
6 14
5 7
4 3
3 2
2 1
1 1
0 0

Source: Own elaboration

The study conducted for the purpose of this article confirms the main hypothesis 
and indicates the level of occurrence of heuristics in the group of selected blogs at the 
level of 59.5%. The number of fulfilled heuristics on individual blogs varies from 1 to 9. 
The obtained percentage means the ratio of fulfilled to unfulfilled heuristics (see Chart 
14). Interpreting this result, it can be stated that the Polish blogosphere strives for proper 
development in terms of technology and the aesthetics of the interface.
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Chart 14. Percentage distribution of fulfilled and unfulfilled heuristics in the studied group

 
Source: Own elaboration

The study also shows that the most popular, and perhaps the easiest to apply, heu-
ristics is 7. Provide flexibility and efficiency (96%), 2. Keep compatibility between the 
system and the reality (90%) and 5. Prevent errors (88%). The first one is about navi-
gating the blog. The blog, due to the multitude of topics and connections between one 
content and the other, enforces facilitating the transition between subpages. Not much 
less important for bloggers is to create a place that is visually consistent with the topic 
of the blog and with it, remembering that it is a medium that reads not only on stationary 
devices, but also those portable, with a different resolution. It is interesting that despite 
the behavior of the 7th heuristic, concerning moving forward through the blog, you forget 
about the possibility of returning to previous content, which is discussed in principle 1. 
Show the status of the system (24% uses this heuristic). On the other hand, taking care 
of consistency of what the recipient sees (heuristics 2) and how he recognizes the codes 
on the site, only half of the respondents took care of aesthetics and moderation in the 
design of the blog (heuristics 8. is used by 46% of blogs) (see chart 13).

Chart 13. Number of blogs that meet the given heuristic.

 
Source: Own elaboration
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The study raises a number of questions that go beyond the area of interest in heu-
ristics. For example: Why do not blog authors use the FAQ (10th heuristics - 12%)? Does 
this result from the nature of the medium? If so, it forces us to be interested in this na-
ture. The role of the recipient located on the blog and giving him a part of control over the 
system (e.g. any interfering with comments left by him on the blog) is also interesting.

The qualitative study confirms the auxiliary hypotheses, where one can see a no-
ticeable phenomenon that is the use of at least one or more practices referring to the 
heuristics defined by Nielsen. The lack of one or more of the ten heuristics does not 
define the design of the blog in advance as being of poor utility, but also does not cause 
that we can fully appreciate such a portal in terms of facilities offered to the recipients. 
The communicativeness of blogs certainly gains when he respects a great part of heu-
ristics, thus offering the comfort of acquiring information to the user and performing 
various activities.

According to the authors, further directions of development of the use of heuristics 
in the Polish blogosphere focused on designing individual elements of interfaces using 
the principles formulated by J. Nielsen will have a positive impact on blogs growth, with 
particular emphasis on their role in the communication process. According to the results 
of the research, it can be assumed that using as many heuristics as possible within one 
blog can contribute to a visible increase in the communicativeness of the information 
transmission.
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Abstract 
The main aim of the study is to quantitatively scrutinize the borrowability of IT-related English 

words in Die Welt and Der Spiegel, as far as the proportion of nouns, verbs, and adjectives is con-
cerned. The purpose of this study is to establish the most and the least frequently borrowed parts 
of speech  and arrive at certain general tendencies governing the transfer of the most popular word 
class within the field of IT. The study covers an excerpt from authors’ research on IT-related angli-
cisms carried out in 2016, and may serve as a basis for further investigation, since the development 
of ICT will always necessitate new names for concepts. Therefore, it is by all means prudent and 
instructive to delve into the rationale behind the way anglicisms permeate into the German language. 
The study also constitutes a synchronic look at a given stage of the evolution of the German lan-
guage.

Keywords: Anglicism, German, English, der Spiegel, die Welt, IT, Technology.

Introduction

Language evolves hand in hand with the society. The impact of other cultures, me-
dia, and technological novelties on the German language is getting increasingly conspic-
uous, and opens the window for the acquisition of new vocabulary. Thomason (2001) 
maintains that every language developed to some extent dependently on other languag-
es.

Yang (1990: 166) claims that English does not cease to overtly influence German, 
therefore the number of anglicisms present in newspapers and magazines increases 
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substantially. Carstensen (1975) as quoted in Czech-Rogoyska and Krawiec (2018: 13) 
postulates that ‘Der Spiegel [...] acts as the chief window through which anglicisms influ-
ence the German language’.

Specialist fields, rather that general everyday language, are the main source of an-
glicisms in any language. In 1975, Carstensen attempted to narrow them down to econ-
omy and social life, technology, politics, sport, groceries, tourism, and music. Research 
outcomes by Jabłoński (1990), and Glahn (2000: 174) add cultural life, science, beauty 
and fashion, and food. Moreover, studies carried out by Burmasova (2010: 59), point out 
to advertising and sport as specialist fields particularly rich in anglicisms.

Nowadays, IT, new technologies, data processing, and hardware- and software-re-
lated disciplines are strongly connected to the borrowability of words. Mękarska and 
Kamasa  (2015: 48–50) extracted over a hundred of anglicisms and divided them into 
10 semantic fields, and over 50% covered thematically Information Technology and new 
technologies. Visibly enough, this subject area is still worth scrutinizing.

As affirmed by Haugen (1950: 224), already in 1881 nouns were deemed to be the 
most frequently borrowed parts of speech, followed by verbs, adjectives, and adverbs. 
Structurally speaking, noun-anglicisms are given primacy in foreign languages on the 
grounds that, as maintained by Czech-Rogoyska and Krawiec (2018: 13), ‘a language 
does not necessitate a considerable amount of other lexical units between the core ele-
ments in a sentence’.

The corpus

The corpus data encompass a total of 20 randomly chosen IT-related articles from 
German popular online magazines Der Spiegel and Die Welt. The article covers a quan-
titative analysis of the most frequently borrowed parts of speech, i.e. nouns, verbs and 
adjectives in the two magazines. Other (if any), rarely encountered parts of speech were 
classified as ‘others’.

As hinted by Czech-Rogoyska and Zboch (2016: 27), ‘Die Welt […] is the Axel Spring-
er press group’s flagship national German newspaper published daily with a circulation 
of 263,000 copies […] and focuses strongly on the most recent news. […] Der Spiegel, […] 
is a German news magazine occurring weekly with a circulation of 976,00 therefore con-
stitutes the second oldest magazine in the corpus, next to Die Welt. Interestingly enough, 
compared to other European countries, it is one of the biggest and most influential pa-
pers of this kind’.

Data description and methodology

The aim of the pages that follow is to analyse the borrowability of English parts of 
speech in 20 IT-oriented articles from Die Welt and Der Spiegel and classify them quanti-
tatively. The data presented in this article are excerpted from a comprehensive study on 
anglicisms, conducted by the authors in 2016, covering a corpus of 90 articles catego-
rized into three thematic sections, i.e. Beauty, Politics, and IT.

1. IT-related anglicisms were extracted from 20 articles in Die Welt and Der Spiegel.
2. English words were scrutinized based on definitions provided by reliable online 
dictionaries such as Oxford Dictionary (https://en.oxforddictionaries.com), Collins 
Dictionary  (http://collinsdictionary.com/), the German Index of Anglicisms, i.e. Angli-
cizmenindex by Verein Deutsche Sprache and Duden (http://duden.de).
3. The anglicisms in both magazines were grouped into nouns, verbs, and adjectives3.

It also needs to be noted that hybrid anglicisms are incorporated into the research, 
for they are indicators of lexical productivity in the receptor language. The study does not 

3 No other speech parts were encountered.
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cover proper nouns, unless they were grammaticalized to common nouns and applied 
as such. Example sentences from German articles were quoted to illustrate the use of 
English borrowings in real-life contexts. Last but not least, thanks to the native material 
that the corpus is based on, arriving at semantic reliability was largely facilitated.

 Most importantly, in order to point out to the actual number of anglicisms in the 
corpus articles, it was necessary to duly examine their etymology, because even those 
seemingly stemming from English, might have had different origin. Therefore, the se-
lection of anglicisms constituted the biggest challenge. What is more, the findings are 
based on a relatively small repertoire of articles, which may not entirely capture the pres-
ence of anglicisms in IT-related anglicisms.

Quantitative analysis
Table 1.The overall quantitative distribution of nouns, verbs, and adjectives in Die Welt and Der 

Spiegel.
Nouns Verbs Adjectives

Die Welt 300 10 7
Der Spiegel 320 3 0

Total 620 13 7
Source: Authors’ own elaboration based on research findings.

As portrayed, nouns constitute a vast majority of all parts of speech in the corpus 
texts and amount almost to 99,9% of all instances, which confirms Onysko’s (2007: 192) 
statement that ‘lexical productivity is particularly prevalent with nominal bases’. During 
the last couple of years, the language, used by many IT professionals and journalists in 
the field in question, has been considerably enriched with many noun-anglicisms.

The reason for giving primacy to foreign rather than native nomenclature is quite 
obvious, since most progress in the domain of IT has been done in the English-speaking 
world, therefore the books, studies and articles presenting the developments in the field 
have been published in English. Consequently, already those preparing for the career in 
IT have adopted and sometimes even adapted to English words.

It is worth pointing out that there is a notorious tendency in German to build com-
pounds which, among other types of word formation, seem to be the most productive 
in the case of noun-anglicisms. Onysko (2007: 192) quotes the longest construction in 
Der Spiegel (2000, 7/54) i.e. Portfolio-Management-Vermögensverwaltungsvertrag as the 
most complex hybrid compound and maintains that hybrids usually work out at 75% of 
all nominal anglicisms. Corpus examples include e.g.:

Bei seiner neuen Reihe “Killerspiele” dürfte ZDFinfo den Begriff nun sehr bewusst 
eingesetzt haben. 

Der Radiojournalist gibt das Magazin “WASD” heraus, in dem Spiele ganz selbstver-
ständlich ein Kulturgut sind, es gibt Hefttitel wie “Freiheit und Computerspiele” und “Die 
Zukunft der Games-Kultur”.

Google verzichtet ab 2017 auf Flash-Werbebanner.
Google stellt seine Systeme für Onlinewerbung auf HTML5 um: Ab Januar 2017 will 

das Unternehmen keine Flash-Anzeigen mehr in Umlauf bringen - mit einer Ausnahme.
In Flash gebaute Werbeclips werden wohl die einzigen Flash-Anzeigen sein, die Goo-

gle im kommenden Jahr noch verbreitet.
Twitter sortiert die Timeline seiner Nutzer künftig anders: Der neueste Tweet steht 

nicht mehr automatisch oben. 
Viele User sind empört - dabei kann man recht einfach zum alten System zurückkeh-
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ren.
Nouns are prioritized in lexical borrowing for numerous reasons. When the issue 

of word borrowability is tackled, also part-of-speech membership related factors that 
do not deal with the grammatical structure of words appear. Those may include cer-
tain semantically- and cognitively-motivated dissimilarities between word classes and 
differences in their discourse frequencies. Analysed as such, in many instances clear 
reference to Weinreich’s (1953: 37) writing is provided:

‘Why is it, then, that in the usual lists of loanwords, nouns figure so predominantly? 
The reason is probably of a lexical-semantic, rather than a grammatical and structural 
nature. In the languages in which borrowing has been studied, and under the type of 
language and culture contact that has existed, the items for which new designations 
were needed […] have been, to an overwhelming degree, such as are indicated by nouns’. 
(Weinreich 1953: 37)

As hinted in the quotation, Weinreich (1953: 37) maintains that it is the semantics 
that may be the most important here. Pragmatically, verbs and adjectives are less im-
portant than nouns as far as typical situations of cultural and linguistic contact are con-
cerned. That seems to find confirmation in the words of van Hout and Muysken (1994: 
42), who deem that

‘A very important factor involves one of the primary motivations for lexical borrow-
ing, that is, to extend the referential potential of a language. Since reference is estab-
lished primarily through nouns, these are the elements borrowed most easily’. (van Hout 
and Muysken 1994: 42)

Harris and Campbell (1995: 135) elaborate on the subject in a similar way:
‘Since nouns name things, prototypically refer to visible, concrete objects, and are 

first to be acquired in language acquisition […], it is unsurprising that nouns would typi-
cally be the first acquired also in language contact. Nouns also tend to have fewer mor-
phosyntactic markings than verbs, making loans easier to assimilate in this category’.

The use of words ‘easy’ and ‘easily’ in the two quotations captures a slightly dif-
ferent perception. van Hout and Muysken (1994: 42) point out to different frequencies 
of borrowed nouns as compared to borrowed verbs, whereas for Harris and Campbell 
(1995: 135) it is more associated with integrational effort, meaning that some parts of 
speech accommodate with less difficulty than others.

The use of noun-anglicisms is germane to the fact that nouns denote concepts or 
ideas which other languages lack. Giving primacy to English words over native choices 
shows that often one may only replace a donor language word by cumbersome or long 
paraphrases, which would deprive a magazine article of its brevity and sometimes even 
comprehension. The truth is that, sometimes the use of one word in English – instead of 
five or six in German – may be enough to faithfully reflect the reality. For Yang (1990: 28),

‘[d]ies ist nicht verwunderlich, weil sich die meisten übernommenen englischen 
Wörter auf neue Techniken, neue Erfindungen und neue Begriffe beziehen, die zuerst in 
den englischsprachigen Ländern, vor allem in Amerika, entstanden sind, und für die es 
innerhalb des deutschen Sprachraums oft keinen entsprechenden Ausdruck gibt’.4

Myers-Scotton (2002: 240) claims that nouns are favoured over other word classes 
‘because they receive, not assign, thematic roles’, hence ‘their insertion in another lan-
guage […] is less disruptive of predicate-argument structure’. Based on the research con-
ducted on various languages, also Haugen (1950: 224) claims that nouns constitute 70% 

4 Translation ours: It is hardly surprising on the grounds that the majority of borrowed En-
glish words designate new technology, innovations, and new terminologies that were invented in 
English-speaking countries, especially the US. For these terms frequently there is no equivalent ex-
pression in German.
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of all borrowed words, and are followed by verbs (18-23%), adjectives (3-4%) and others.
What is more, Weinreich (1970), postulates that the reason behind borrowing nouns 

rather than other parts of speech lies in semantics. Languages in which borrowings are 
analyzed, lack names for new designates, processes, and phenomena etc. For Czech-Ro-
goyska and Krawiec (2018: 13) ‘[t]hat vantage point seems to concur with the needs of 
contemporary world to name new concepts appearing on a daily basis in the specialist 
field of IT and technologies’. In consonance with that, all new processes, devices, and 
technologies usually enter other languages as nominal structures and names for new 
things, rather than verbs or adjectives.

What is also worth noting is that both young people and specialists in the field of IT, 
ICT, and advanced technologies in general are well familiarized with specialist vocabu-
lary, therefore they comprehend English nomenclature to a great extent. It is thus either a 
matter of applying professional nomenclature in one’s working environment, or following 
a fashion of using English words and phrases.

 Furthermore, whereas those people are frequently the main users of IT-oriented 
anglicisms, the communication between them opens the window through which angli-
cisms permeate into the language.

Concluding remarks

The study focuses on analyzing IT-related anglicisms in two contemporary German 
newspapers, i.e. Die Welt and Der Spiegel. The discussion revolving around the borrow-
ability of nouns, verbs, adjectives and their quantitative distribution revealed that nom-
inal anglicisims represent the vast majority of parts of speech borrowed in the corpus 
magazines.

German journalists’ penchant for the application of English nouns in Der Spiegel and 
Die Welt confirms a view already established e.g. by Fink (1970), Viereck (1986), Yang 
(1990), and Zürn (2001) that English verbs, adjectives and other  parts of speech are 
given less priority and are less lexically productive in the recipient language than nouns.

Pointing out to the actual number of anglicisms in the corpus articles required an 
in-depth examination of their etymology, because even those seemingly stemming from 
English, might have had different origin. Most certainly, the use of wider corpora could be 
deemed the right solution in this case, yet the biggest research challenge lay in proving 
that the words are seen as anglicisms in the first place, which was problematic in some 
cases. The study also constitutes a synchronic look at a given stage of the evolution of 
the German language (February 2016), thus some words may not seem as having English 
origin at first glance, on the grounds that over time, unnoticeably, they might have already 
become part of the English language, therefore are treated as native lexical items.

The study may serve as a basis for further research on the influx of anglicisms both 
in the language of IT and other branches. It is also by all means necessary to take a clos-
er look at further (e.g. non-linguistic) tendencies governing the prioritization of certain 
word classes over others.
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Abstract
This study investigates how Indian TV serials are affecting Bangladeshi culture through chang-

es in lifestyle, family and intimate relationship, and forms of art and literature. The qualitative re-
search was conducted on 60 respondents from Khulna and Dhaka city of Bangladesh who were se-
lected through purposive sampling method. Findings suggest that Indian TV serials have a significant 
impact on the day-to-day life of people living in Bangladesh. It influences the lifestyle of people as 
they spend a considerable time watching these TV serials. Alongside, the indigenous art, literature, 
language, customs and rituals are being shaped due to heavy dependency on Indian TV serials. Such 
inclination raises concern for some potential risks including family conflicts, crime, psychological 
disorder and even suicide. 

Key words: Indian drama serial, culture, lifestyle, impact, risk factors. 

Introduction

Cable television plays a vital role in the subcontinent, especially in India, Pakistan 
and Bangladesh (Ali, et al, 2014; Yousaf, et al, 2014). In Bangladesh, BTV was the domi-
nant medium of entertainment for an extended twenty-eight years (1964-1992). In 1992, 
with the entry of satellite channels, BTV lost its monopoly and unfortunately  due to 
these foreign satellite channels  gradually people of  Bangladesh are  losing  their  Ben-
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gali norms and customs  and getting used to the foreign  lifestyles  which  are  detrimen-
tal  to  the  social  norms  and  values  of  Bangladesh (Shamsher and Abdullah, 2012). 
With this entry of cable TV networks, the Indian TV serials have got immense popularity 
among the female viewers. A significant number of the housewives in Bangladesh are 
desperate fan of these serials.

Women in Bangladesh are inclined to watching these Indian TV serials as it works 
as an instrument of pastime as they have very few other sources of entertainment. How-
ever, it was seen only as a source of entertainment in early days, but gradually it started 
influencing the cultural mechanism and started posing threat to the indigenous culture 
(Juni, et al, 2014). People imitate Indian fashion, mentality e.g. sari, patialashalwar, chori 
pajama, sleeveless dressing, short shirts, less use of cheddar (veil). Even Indian rituals 
are being added into our wedding ceremonies like sagai (engagement), haldi, mehendi, 
sangeet, and the like. A large number of people are seen wearing Indian style of dressing 
and using Hindi words in common conversation (Qamar, et al, 2012). In this way, now we 
are facing cultural conflict and identity crisis at a large scale (Ali, et al, 2015; Naseer, et 
al, 2014; Helal, 2014). These Indian drama serials provoke sexual behavior, instigate pre 
and  extra  martial  affair, pre-marital sexual relation, nudity, educate criminal  activity, 
rouse eve teasing, and nurture conflict between family and intimate relationship creating 
social anomalies that is the extinction of the culture and values of Bangladesh (Islam, 
2013; Shamsher and Abdullah, 2012). Mother’s attention towards their kids has been 
lessened due to spending a long time on watching television which causes personality 
disorders in long term (Ruwandeepa, 2011). Even children are attracted to Hindi soaps 
when they see their family members watching these shows (Salam, 2013). This intense 
involvement of female viewers may affect the future generation, either positively or neg-
atively (Khanam, et al, 2014).

Acculturation is often a product of globalization and sometimes it turns into ‘Cultur-
al Imperialism’ (Tomlinson, 2003; Xue, 2008). With technological advancement, the Indi-
an culture has diffused beyond its national boundaries as it shapes the Bengali culture 
by habituating the Bangladeshi people to Indian language, clothing, food habit, rituals, 
attitudes and behavior. It is evident that such cultural aggression through media may 
lead towards violent and aggressive behavior (Huesmann, 2007; Carey, 1993). Besides, 
aggression is raising concern as it originates anomalies and malpractice in traditional 
Bengali family and social life. Under such context, this study attempts to understand 
how Indian drama serials are affecting the indigenous culture of Bangladesh and what 
potential risk factors it includes.

Methods and Materials

The present study tries to explore how Indian drama serials put impact on the cul-
ture and social system of Bangladesh through a cross-sectional study.  A  qualitative  
approach  was  adopted  for  this  study  because  it  is  generally  more  suitable  for 
gaining  significant in-depth  knowledge  on  the  subject’s  individual  experiences and 
feelings through empirical research. We selected two of the major cities of Bangladesh 
for this study i.e. Dhaka and Khulna City as the field for conducting this research. Dhaka 
is the capital of Bangladesh and there is a huge cultural diversity among the residents as 
they come from different areas of Bangladesh. On the other hand, Khulna is a divisional 
city of south-west region where people inhabit with more or less the same cultural back-
drop. As we aimed at observing the cultural impact of Indian serials on people from both 
the same and different cultural background, we selected these two cities. After selecting 
those study area, a methodological triangulation of case studies, Key Informant Inter-
views (KIIs), and Focus Group Discussions (FGDs) was constructed for data collection.

The participants for the case studies were the female viewers of Indian drama seri-
als irrespective of ethnic or religious background. They were aged at least 18 years and 
reported of spending at least a couple of hours every day for watching Indian Drama 
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serials for the last one year or more. We conducted 20 case studies on housewives who 
were the prime viewers of Indian drama serial and included their husband, mother-in-
law, daughter-in-law and the like in our Key Informant Interviews (KIIs). We also included 
some media experts and psychiatrists in our KIIs to understand the perspective in this 
regard. Additionally, two Focus Group Discussions (FGDs) were conducted with 20 par-
ticipants (10 participants in each session) from the two selected cities. As in qualita-
tive studies credibility relies less on sample size rather on the richness of the gathered 
information and on the analytical abilities of the researcher, we selected this optimum 
number of samples that was necessary for the study to reach a conclusion. Hence, the 
participants were chosen through purposive sampling techniques since it is widely used 
for the identification and selection of information-rich cases related to the issue of in-
terest (Palinkas et al. 2015). As key study instrument, separate interview schedules and 
check lists for all three modules of data collection were designed. As case studies were 
the most intensive part of data collection in this study, individual interviews were carried 
out with the viewers in a number of sessions. The FGDs provided essential information 
to understand not only what participants think, but also how and why they think in that 
way.  The FGDs were conducted under the supervision of the chief investigator with the 
assistance of three trained moderators and two note takers. We distributed the respon-
dents of case studies, FGDs and KIIs from both cities equally (see Tab.1).

Table 1: Composition of the Respondents for Case Studies, FGDs and KIIs

Method City Region Number of 
Participants Total

Dhaka
Shah Ali Bag, Mirpur-1 6

20
Mollah Para. Mirpur-2 4

Case 
Studies Khulna

Gollamari Slum Area 2
Ward no. 24 4
Ward no. 26 4

Dhaka Shah Ali Bag, Mirpur-1 10
FGDs Khulna Ward no.26 10 20

Dhaka

University of Dhaka 2

20

Bangabandhu Sheikh Mujib 
Medical University 2

KIIs Baridhara DOHS 4
Dhaka Medical College 2

Khulna Ward no. 24 6
Ward no. 26 4

Source: Authors’ Compilation

All the data for this study were collected through the in-depth face-to-face inter-
views by dint of interview schedules, checklist, audio records and essential notes. The 
data collection took four months—from July 2017 to December 2017. The authors ana-
lyzed and interpreted findings from the data collected through case studies, FGDs and 
KIIs through the recorded documents for writing the research report afterwards. We 
acquired both written and verbal consent from the participants in this study following 
strict ethical standards. The participants were informed that participation in this study is 
voluntary and the information collected from them will be kept confidential. Besides, we 
obtained the institutional approval for data collection from the Academic Committee of 
Sociology Discipline, Khulna University.
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Main Theme of Indian Drama Serials

As the study is concerned with how Indian TV serials affect Bangladeshi culture, it 
includes aspects related to the main themes of these dramas, the main victim of these, 
the way of becoming affected, changes in lifestyle, art and culture, and its threat to in-
digenous culture. The Hindi drama serials are predominantly family politics based and 
involve phenomena like, conspiracy, revenge, extra and pre-marital relationships etc (see 
Fig. 1). Most of the stories are women-centric and evolve around the tale of a women and 
her life. Like any other imaginary content, these TV serials focus on emotional features 
more than practical life. The models in the Indian drama serials are presented attractive-
ly which can be seen as commoditization of gender in media. They only show the glazing 
part of the life through which an individual tends to forget woes of personal life for some 
moments.

Figure 1: Main Theme of Indian Drama Serials

 
Source: Authors’ Compilation

Who Watches it and Why

There are mainly two types of viewers of Indian TV serials i.e. Primary viewers and 
Secondary viewers. The primary viewers are mainly housewives and they follow the se-
rials on a regular basis. They are highly enthusiastic about what is going on in each ep-
isode and analyze the plots and actors in a sophisticated way. Whereas, the secondary 
viewers are those who do not follow the serials regularly and are less reluctant about 
what is happening in the serials. The children, husbands and in-laws of the housewives 
are often the viewers of this type. Findings of this study show that watching of television 
serials if often linked with age and gender identities. From adolescence to older people, 
both male and female would watch these serials although housewives were the prime 
viewers of them. Indian drama serials are full of gorgeous jewelries, fashionable dresses 
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and luxurious lifestyle that pull the audience significantly. Many of our respondents said 
that they watch these serials only for enjoying efficient acting of Indian actors that is 
barely seen in Bangladeshi programs. The programs in Bangladeshi TV channels lack 
this for budget and cultural issues. The participants also complained about too much 
advertising in the middle of programs and inconsistency in telecast. Lack of source of 
entertainment is another key reason of the women’s inclination to it. 

 Changes in Attitude and Lifestyle

A large part of Bangladeshi viewers are inclined to watching Indian TV serials on 
a regular basis. Most of these viewers are women and the articulation on their forms 
of perception and knowledge essentially influence both family and social life. From so-
cialization of children to family recreation, people now spend a huge time in front of the 
TV screen to watch these serials. We found that over 80% of the women were primary 
viewers of such serials and they got an acute addiction to it. We observed that many of 
the participants talked imaginary things as a result of their intense involvement in the 
serials. In some cases, they tried to correlate their practical life with the screened life. 
Such was the case with Mousumi Afroze, who is a regular viewer of Indian drama serials.

…when I saw the couple of my favorite serial got married eloping, it felt adventurous 
to me. I experienced an excitement and dreamed of such things in my life as well. I also 
want to arrange some rituals like sangeet, mehendi, haldi etc. as shown in the serials but 
unfortunately it did not happen because our family does not support this (Direct interview 
with Mousumi Afroze).

People spend a lot of time in front of the TV screen to watch what is being shown in 
the serials. They do not stop watching these for once but wait for the repeated telecast. 
They created such an acute addiction to serials that they cannot stay a single day with-
out watching it. They prefer it more than their real life and sometimes forget about their 
duties. The viewers of these serials tend to follow the lifestyle portrayed in these serials 
and follow everything they learn from it. Not only do they dream of a life the characters 
are playing but also of their lifestyle. From ornaments to household utilities, these view-
ers impersonate everything they see. Farzana Habib, a mother-in-law of a regular viewer 
of Indian TV serials said about the reluctance of her daughter-in-law in family duty in this 
regard. 

My daughter-in-law wastes a huge amount of time  watching TV serials. Most often 
she does not pay attention to household works. She has no care for her child’s education 
even at the time of their exams (Direct interview with Farzana Habib).

It is apparent that the makers of these serials create a web of illusion and the wom-
en fall into it. The illusion is that they finish one episode by putting some twists and mys-
teries and women become curious of it and this inquisitiveness keeps them busy all day 
long that is why they cannot concentrate on their household chores. Some of the partic-
ipants in FGDs and case studies stated that they are addicted to it and they could skip 
a meal but not their favorite Hindi TV serials. It is worth mentioning that the viewers are 
being psychologically manipulated by most of the TV serials and they sometimes do not 
know that this fascination is designed by the media people just for commercial purpose. 

Changes in Family and intimate relationship

We observed that watching Indian TV serials had significant effect on family and 
interpersonal relationship. In this study, the viewers of these programs in most of the 
families were more than one person.  Often they reported watching the programs harmo-
niously, although sometimes problems between the husband and wife were created be-
cause of differences in preferences. For example, the husband wanted to watch sports 
or news but the wife wished to enjoy serials at that time. As a result, there occurred a 
conflict - albeit not always apparent -between them. One of our participant in KII whose 
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wife is a regular viewer of TV serials, shared his experience over relishing TV programs. 
Almost every day we fight against each other for a silly matter—which channel to be 

watched. Especially, when I want to watch an important cricket match of Bangladesh or a 
live talk show, she persists to watch Indian serials and sprawls for the TV remote from me. 
Even there were occasions when TV remotes are broken over such issues (Direct interview 
with Mehedi Shakil).

A further salient family turmoil happens because of the impact of the aforesaid 
daily TV soaps. As the serials show disbelief among the family members, suspicion be-
tween husband and wife and other illegal issues which are devoid of ethics. Many of the 
participants believed that one may learn things like extra-marital relationship and suspi-
cion among family members and may apply these to family life. 

People regularly watch conflicts and clashes among family members in many of 
these TV serials. These events are, to a certain extent, reflected in the viewers’ practical 
life. Nowadays, a clash between in-law relations has become very common and family 
bonding is deteriorating day by day. Many of the participants in FGDs and KIIs reported 
how these TV series are creating an intense disbelief among family members. The main 
viewers—female members of a family— mentioned the positive aspects about these pro-
grams mostly. Interestingly many of them admitted that that these serials are increasing 
family and social bondage in some way. A female participant of the FGDs, shared her 
opinion in this regard.

…I think the concept of extended families is worsening at an alarming state at pres-
ent. Many families are broken and the reciprocal relationship among the members is fad-
ing day by day. However, of course, there can be some exceptions, yet those exceptions 
cannot be an example (Direct interview with Mariam Begum). 

Art and culture

Another main focus of this study is that the Indian TV serials are portraying an 
impractical image in front the viewers. They only show splendid, glazing and lustrous 
lives of the artists that attract the general spectators and they try to imitate these in 
their real life. Sandhya  Rani, another participant, not only consults about the serials with 
her neighbors but also discusses about the dresses, ornaments, food habits and so on 
which are shown in these serials. 

I like to lead a very stylish life like that of the TV stars. Wearing modern dress, match-
ing jewelries, food habit, speaking approaches all I follow of them. Even I stay well dressed 
with make-up atthe home like the TV stars. I always try to buy things which I watch in 
serials and if I become unable to buy any product according to my choice, I become de-
pressed. I think there is a secret competition among my neighbors about these things 
(Direct interview with Sandhya Rani).

Therefore, having been motivated by these concepts the women want through 
changes in their life. Interestingly, not only the women viewers but also the children are 
being badly affected by these drama serials. They are imitating foreign language (Hindi). 
Being very upset, Monika Debi, a mother-in-law of a viewer said about her grandchildren’s 
degradation in behaviour and attitude. 

My grandchildren have been becoming spoiled day by day in assistance of their moth-
er. They also use Hindi language in conversation, replicate foreign lifestyle, food habit, late 
night party etc. (Direct interview with Monika Debi).

Another concerning issue is that in our marriage ceremonies we are blindly follow-
ing foreign, of course Indian, rituals like sangeet, mehendi, haldi, sagai (engagement), 
after marriage reception and so on. As a result our native culture is falling at stake. 
Adopting foreign culture is a natural stimuli for  people. As already mentioned, the social 
learning theory explicates that people learn from observing others’ activities like habit, 
customs, practices, attitudes and behavior. To conclude this point, we argue that watch-
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ing and following the concepts of the TV series is the main reason of adopting an alien 
culture, and this is isolating us from our traditional Bangladeshi rituals. 

Risk factors

These Indian serials are not only grabbing the native culture but also creating lots 
of other risks. Many believe that eve-teasing, rape, suicide and other antisocial activities 
are increasing day by day because of the prevalence these TV serials got. In addition, 
pre-marital and extra-marital relationship has become common and affecting the family 
and intimate relationships. By giving an example of a personal experience a male partic-
ipant of KIIs shared his opinion.

One of my cousins committed suicide because her husband made an extra-marital 
relationship with another woman.  She was inspired from the Indian TV serials because 
both she and her husband were addicted to serials (Direct interview with Subhasis Mon-
dal).

It is not like that these things did not exist in Bangladesh previously but these were 
somewhat less prevalent and people used to feel ashamed of revealing these in public. 
But nowadays the scenario has changed drastically. People do not feel shy in revealing 
these, they treat these like a trend or fashion, as these are being telecast openly on the 
TV screen. In various cases it has been seen  that  some too emotional girls and/or wom-
en have committed suicide just because of prohibition of watching these serials or of not 
getting their desired dress like those of the TV stars. However, there exists an interesting 
psychological issue regarding the intense attachment to these serials. In this respect, 
Dr. Saleha Mahmud, a psychiatrist shared some facts about the hormonal functions of 
human. 

Dopamine and oxytocin are two types of hormones that erects from our brain. Dopa-
mine, what it actually creates is ‘want’. Dopamine causes us to seek, desire, and search. 
It is stimulated by unpredictability, by small bits of information, and by reward cues pretty 
much the exact conditions of media. If you tend to trust others, oxytocin will make you 
trust them more. Because of this reason viewers cannot resist themselves in watching 
those serials which create pleasure and attraction for them. On the other hand, if you carry 
around social anxiety and suspicion, oxytocin will amplify those feelings instead. For this 
reason sometimes these serials create suspicion into mind and originate family conflict 
and social anomalies (Direct interview with Dr. Saleha Mahmud).

Figure 2: Risk Factors Associated with Indian Drama Serials

Source: Authors’ Compilation
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The risk factors of Indian TV serials involve all three aspects of lifestyle, intimate 
relationships and culture of a society. Besides, these serials influence the political econ-
omy of Bangladesh these days as well. The newest fashions, language and enthusiasm 
for Indian culture has become highly trendy in Bangladesh at present. Although there is  
plenty of negative impacts that people talk about, experts point out some positive as-
pects too. People like Indian products, foods and even their language which has opened 
a plethora of possibilities to share and exchange between the two neighboring countries. 
The connection between India and Bangladesh is nowadays stronger more than ever and 
can be beneficial for both parties given the interest of both are served. However, political 
scientist suggest a careful dependency for a long term sustainable relationship as such 
dependency affects satellite countries most severely in the times of crisis.

Discussion

This paper attempts to explore the impact of Indian drama serial on Bangladeshi 
culture. Findings suggest that the impact is of different forms including how these dra-
ma serials are changing our lifestyle, how it affects our family and intimate relationships, 
how it influences our art and culture and what are the risk factors originated from the 
severe addiction of these programs. By analyzing literature such as journals, articles, 
theoretical background and most importantly the statement of the respondents and rel-
evant people, we observed some significant implications from the present study. 

This study identifies that the impact of Indian TV serial is primarily the result of 
globalization because globalization is the only source by which cultural imperialism 
(Tomlinson, 2003; Xue, 2008; Feigenbaum, 2001; Shah, 2016) and subjugation of foreign 
culture over the native one is very possible. Satellite channel is the creation of global-
ization and by the favor of the satellite channels we can easily share our art and culture 
with each other which is a positive sign but it also has some other effects. In the name 
of sharing culture, it is grabbing indigenous culture gradually and bounding people to 
adopt the non-native ones. Interestingly though, almost no Bangladeshi TV serials are 
telecast in India and therefore have not been able to do the similar by influencing Indian 
culture or society. The findings represent a similarity with what A. G. Frank (1966) called 
the dominance of metropolises over the satellite states. 

According to cultivation theory, the more time people reside in the virtual world, the 
more they believe that social reality aligns with the reality portrayed on television (Riddle, 
2009). The theory suggests that people can imitate and learn things from observation 
alone like observing others’ attitude and behavior. It is evident that people are being so-
cialized through television and it affects the  public and their institutions (Morgan and 
Shanahan 2010; Gerbner et al. 1986). We also observed that participants in this study 
would acknowledge the on-screen practices as their own. Therefore, their lifestyle and 
family institution experiences undergo a dramatic change. Many would go crazy about 
this fairy as it affects their personal, family and socio-economic life above all. Besides, 
the social learning theory states that, children and adolescents from a social learning 
theory perspective, emphasizing imitative performance of vicariously reinforced con-
sumption stimuli is also applicable in this context (Atkinson, 1976). 

To identify why Bangladeshi people watch the Indian TV serials, we noted that there 
is a serious dearth of quality programs and also lack of talented and qualified artists, 
directors and producers in Bangladesh. And because of long advertising no program is 
enjoyable and it is often not up to the mark. On the other hand, the Indian serials are more 
enjoyable to watch because Indian serials are of better quality since they have bigger 
market, better quality artist and a greater production house that offers original contents. 
Many believe that Indian TV serials drama serials are life oriented because they present 
the ups and downs of life in a more vivid way that those of Bangladeshi TV channels. Be-
sides, many would complain that there are more commercials and telecast timing issues 
in Bangladeshi TV serials which made them prefer the Indian TV serials.   
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Whatever the reasons behind watching Indian TV serials are, some concerns about  
getting addicted to it is arising. We observed that the viewers are adopting the story of 
the serials in their practical life and they started comparing their life with it. As a result, 
their lifestyle is being changed, although gradually, but significantly. They view these pro-
grams as a way of getting separated from their boring day-to-day schedule and wish their 
life would be as gorgeous as the characters on the screen. This can be confounded with 
the social cognitive theory that explains human psychosocial functioning of reciprocal 
causation. This theory accords a central role to cognitive, vicarious, self-regulatory, and 
self-reflective processes. Through symbols, people give meaning, form, and continuity 
to their experiences. The psychology of the blind viewers works according to this theory 
(Bandura, 1986). They watch the symbols and images of crime and anti-social activities; 
try to give these a meaning and continue in their personal experience. 

Most of the women in Bangladesh are housewives and they are the majority who 
watches the Indian TV serials on a regular basis. They watch these programs not only 
once but the repeat telecasts also and that has created an obsession among them. This 
compulsion sometimes becomes so acute that their husbands and in-law relatives often 
complain about their indifference to family and children. Existing literature also suggests 
that watching television significantly influences women and their lifestyle in many ways 
(Ali et al., 2014). Our findings suggest that following Indian lifestyle, viewers of Ban-
gladesh are replicating their language, food, attitude, behaviour, dress code and so on 
significantly. People use Hindi words during conversation and traditional rituals of Ban-
gladesh are also being influenced. In marriage ceremonies, Indian customs like sangeet, 
mehendi, sagai, haldi etc. have taken over the native customs and rituals. Such experi-
ence can be explained with the term cultural assimilation where a person or a group’s 
language and/or culture come to resemble those of another group. 

Some risk factors like crime, eve-teasing, rape, pre-marital sexual relationship, ex-
tra-marital relation, vulgarism etc. can originate due to the prevalence  of Indian TV seri-
als. Sometimes, the serials are regarded as s source of social disorganization instead of 
a source of entertainment (Helal, 2014).  As these drama serials show elements of fam-
ily politics, eve-teasing, rape and other things, this may contribute to the ever increasing 
rate of crime in society. Many reported that these serials are addictive. Such addiction 
results in disturbances for leading a normal life which many of the respondents found 
difficult. Often the situation reaches such a stage where the audience does not feel for 
their own life as much as they feel for the screen. Sometimes, there are reports of suicide 
when faced prohibition for watching the serials. 

Conclusion  

The most popular programs nowadays in Bangladesh are Indian serials. The day 
to day activities and lifestyle of the people in Bangladesh largely shows the reflection of 
it. This study on two major cities of Bangladesh finds out that Bangladeshi cable opera-
tors telecast a number of Indian TV serials which influence the family, intimate relation-
ships, art, language and traditions of indigenous culture. The norms, values, socialization 
pattern, family, marriage, education, social interaction all are changing as a result. This 
cultural imperialism is not only affecting our social life but also affects our psychology 
as people are getting addicted to  these TV serials. The effect of Indian TV serials goes 
further beyond socio-psychological to political economic consequences as they affect 
the market system and commercial purposes. This study makes a simple attempt to ad-
dress these issues based on perceptions of participants as we acknowledge that there 
is the need of more and more study about this topic to create consciousness among the 
people. It is good to be introduced to different cultures but it needs monitoring where 
necessary if indigenous culture is threatened.
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’ŽENA I SVET’ AND ’HRVATICA’: 
AN ANALYSIS OF TWO WOMEN’S 

MAGAZINES IN INTERWAR SERBIA 
AND CROATIA (1925-1941)

Srđan Mladenov Jovanović1

Abstract
Women’s magazines from former Yugoslavia have not seen much interest in scholarship. Seek-

ing to fill this gap, an analysis of two interwar women’s magazines from Serbia and Croatia, the Wom-
an and the World (Žena i svet) and the Croatian Woman (Hrvatica), respectively,has been conducted 
concentrating on the Weltanschauungen they promulgated. Žena i svet possessed what could be 
designated as fledgling feminism, even though by the end of its publishing period and the onset of 
World War II, it shifted its narratives towards patriarchy and nationalism, whilst Hrvatica was founded 
in order to specifically promulgate a highly patriarchal worldview.

Keywords: Serbia, Croatia, women’s magazines, patriarchy, nationalism, feminism

Introduction: patriarchy in the Balkans

„Balkan patriarchy can be defined as a complex of hierarchal values embedded in a 
social structural system defined by both gender and age. This structuring is further linked 
to a system of values orienting both family life and broader social units. Balkan patriarchy 
achieves its historical form through the classically complex and interlocking systems of 
patrilinearity, patrilocality, and a patriarchally-oriented common law. Such supports not 
only divide and ascribe position by gender, but also allocate to males the predominant 
role in society. An obvious corollary to this defined structure is the formal subordination of 
women within the context of an overtly “protective” family and household environment.” 
[Halpern, Kaser, & Wagner, 1996, p. 427]

 Halpern et al have arguably conducted the most extensive research on the history 
of patriarchy in the Balkans; the topic was tackled numerous times by the late 20th and 
early 21st century, though most of it concentrated on the numerous issues rising from 
the breakup of Yugoslavia and the fall of Communism [Halpern et al., 1996, p. 427]. In 
this work, we shall tackle the topic of two representative „women’s magazines” of the 
pre-war period, the Žena i svet from Belgrade („The Woman and the World”, 1925-1941), 

1 Associate Professor, Nankai University, China, e-mail: srdjan.jovanovic@piast.pan.pl
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and the Hrvatica („Croatian Woman”, 1939-1941) from Zagreb.2 Both have seen minimal 
interest in scholarship, Hrvatica somewhat leading, with an occasional mention from 
the point of view of language within fashion [Tikvica, 2016], or concentrating on the edi-
tor-in-chief of Hrvatica [Dujić, 2016; Dujić, Martan, & Popratnjak, 2015], or figuring as one 
of the media within a broader analysis [Leš, 2014]. On the other hand, Žena i svet has 
so far received only casual mentions [Peković, 2004; Popović, 2014], as well as a single 
more detailed analysis within a doctoral dissertation [Barać, 2014]; a comparative view 
between the two has not been worked on. Whilst the Hrvatica promulgated a rather pa-
triarchal Weltanschauung, Žena i svet was dubbed by some as „a feminist-oriented illus-
trated magazine” [Barać, 2014, p. 4], though, as will be shown, it has kept swaying from 
a bourgeois fledgling feminism to a more than occasional influence from patriarchal 
mores, especially at the onset of World War II.

 Having in mind that (primarily) Hrvatica propounded an extremely patriarchal 
worldview, we nevertheless need to put the two magazines in context prior to delving 
into the sources at hand. In this case, patriarchy is the key word for a broader, historical 
and social contextualization. Scholarship has established that „historically the Balkan 
patriarchal pattern encompassed most of the Balkan peninsula. It was present in its 
regional complexity from southern Croatia and Bosnia-Hercegovina to Serbia, western 
and central Bulgaria, Montenegro, Albania, Macedonia and northern Greece”, [Halpern et 
al., 1996, p. 426] while some scholars trace the patriarchy in the Balkans far into history, 
even to the Roman and Greek civilizations [Kaser, 1992]. On a more despondent note, 
traditional/conservative views of gender and sexuality are still present in the Balkans 
[Simkus, 2007], though it is safe to say that the pre-war era saw a significantly stronger 
patriarchal pathos. Nevertheless, the question of women within history – at least when it 
comes to the Balkans – is still one that begs further research. Sklevicky writes that ‘the 
lack of women’s history, or the failure to even recognize women’s activities as relevant 
in Yugoslavia until recently, can be traced to two main causes’, which she classifies as 
„the animosity towards the prerevolutionary feminist tradition” and „the rather late emer-
gence of the new feminism in Yugoslavia” [Sklevicky, 1989, p. 71]; thus, writing in 1989, 
she came to the conclusion that there is a „meagre body of historiographic literature” 
on the topic of women in history in Yugoslavia [Sklevicky, 1989, p. 72]. Even though the 
situation has become better during the 21st century, historical topics that have not yet 
seen light in scholarship are ripe for analysis, especially having in mind the plethora of 
historical documents available in the national libraries of Zagreb and Belgrade.

„The Woman and the World”: balancing between patriarchy and feminism

According to Stanislava Barać, „The Woman and the World” can be categorized as 
a „moderate feminist” monthly [Barać, 2014, p. 246], drawing upon the categorization of 
German periodic women’s press by Susanne Kinnebrock [Kinnebrock, 1999], having in 

2 The National Library of Serbia lists the following information about Žena i svet: Published 
from 4 January 1925 to April 1941. Owners: from issue 4 (1929) Miloš Sofrenović; from issue 1 
(1930) Pavle Dr. Gregorić; from issue 3 (1940) Marija Obradinović Editor from issue  3 (1929) Jelena 
Zrnić; Editor from issue 4 (1929) Miloš Sofrenović; from issue 1 (1930) editor Zora Stanojević, man-
aging editor Pavle Dr. Gregorić; editors: from issue 5 (1930) Zora Stanojević and Marija Gregorić; 
from issue 1 (1931) Marija Gregorić; from issue 1 (1934) Zaza Gregorić; from issue 1 (1935) Marija 
Gregorić; from issue 5 (1940) Marija Obradinović; from issue 1 (1941) Ivanka P. Gregorić Press: from 
issue 3 (1929) Ilustracija; from issue 4 (1929) Dom; from1930. Štamparija Drag. Gregorića, Beograd. 
Contributors: Jelena Zrnić, Milica Janković, Desanka Maksimović, Ksenija Atanasijević, Milivoje M. 
Milenković, Marija Ilić, Paulina Lebl Albala, Jovanka Hrvaćanin, Milan Kašanin, Kosta M. Jovanović, 
Vlad Petković, N. Vulić, Svetislav S. Petrović, Marina Nedeljković, Veselin Čajkanović, Aleksandar 
Milićević, Stoja Stajić, Anđa Bunuševac, Mihovil Tomand, Erna Kramarić. Less information is found 
for Hrvatica: place of issue: Zagreb, Editor and Publisher: Marija Jurić Zagorka, published from 1939-
1941, monthly.
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mind that the concept of the magazine was based on women’s fashion magazines of 
the time. Barać categorizes it furthermore as a „fashion magazine”, in her analysis, being 
that it often concentrated on women’s fashion, yet this is not the direction we wish to ex-
plore in this article; instead, we shall concentrate on the general rhetoric of the magazine 
in an attempt to gauge the Weltanschauung that the magazine promulgated. As it shall 
be seen in the paragraphs to come, the magazine could be classified as feminist only up 
to a certain point. What is of utmost necessity – and the prerogative of the historian’s 
craft – is to take the time period in consideration. What might have been feminist at that 
time could by today’s standards be seen even as somewhat patriarchal.

 Case in pointFor example: issue 9, September 1928, devoted a page to the then 
upcoming presidential elections in the USA, however, concentrating on the potential first 
ladies, who were called the „mother of the nation” in the making. Even though the two 
women were put into the spotlight within an issue that centers on two male figures, 
the presidential candidates Hoover and Smith, the two potential first ladies were con-
sistently called „Mrs Herbert Hoover” and “Mrs Alfred Smith”, putting their husbands in 
the frontlight. The end paragraph positioned them squarely within the confines of the 
household: „The question now is which out of these two will lead the home of he, who is 
considered to be the ‘most powerful monarch of the world’”. On the other hand, issue 10, 
1928, the text entitled „The Woman’s Movement: For the Woman’s Right to Vote” asks 
the following: „Are we, perhaps, wrong, that a woman-physician cannot be the leader 
of a successful feminist movement?”, as a reply to the then recent news of the wom-
en of France campaigning for the right to vote. Yet the same issue boasted the article 
„Svetislav Petrović among us”, about a famous actor, welcomed by a „charge of 30.000 
skirts” by a throng of women who were welcoming him, which were afterwards, on page 
14, transformed into (sic!) „30.000 women throats”, transformed yet again on page 15 
into „30.000 heads in love”. The shift from patriarchy to feminism continues. The 1930 
issue 11 went back into feminism, asking, in the text „Slavery of the modern woman”, 
whether „the ideal of the woman as an amateur at work is justified”, challenging norms 
that describe the woman as less competent than a man when it comes to professional 
work. Going in a subversive fashion, the author (of whom we only have the initials) writes 
that it is „unbearable to see a flock of submissive women submit to the government”, 
urging them to enter politics as well (they „have to”). For Serbia, the interbellum was a 
period in which women started entering politics, as „in Eastern Europe, feminism was 
once held in great respect, commanding both political influence and intellectual authori-
ty in many places. In the interwar period, it was a respectable mainstream ideology—not 
necessarily embraced across all political parties, but certainly accepted as an important 
movement and perspective in the making of public policy” [Bucur, 2008]. The end of the 
article could be seen as thoroughly modern even from a late 20th century perspective 
(especially within the Balkans and former Yugoslavia): „Most feminists will agree with 
me that in commercial companies and factories, womanhood suffers a shameful tyran-
ny. One should aim to destroy that tyranny”. Having in mind that the initials of the author 
do not tell us much orthe grammatical gender of the first person within the verb conju-
gations used imply that the author was what would today be called an „ally” – a male. 
The same issue, in a shorter text, concentrates on the plight of Indian women, indicating 
that there was an awareness of feminist and emancipatory issues on a global level: „The 
Indian women’s movement holds the key of progress”, the unsigned author writes. „In the 
whole of India, women are humiliated . . . closed behind walls that separate their living 
quarters, and these quarters are so unhygienic, that the number of fatalities among girls 
is large . . . the main goal of the Indian women’s movement is to free the woman from her 
yoke”; Žena i svet had an international view of the world, at least when it comes to its first 
years of publishing.

 However, by the late thirties and at the beginning of the forties, Žena i svet started 
publishing articles that were more in lieu with the Zeitgeist and the upcoming war. The 
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1941 issue (2), from February, saw more incursions into religion and traditionalism, and 
the international view was more and more commonly replaced by a local and nation-
al one. Vera Kostić, in an article entitled „Our Duties”, wrote how „the wonderful divine 
nature is destroyed by man, soaked in blood of the sons of God”, while she saw that 
„the main properties of the woman of today are in decadence, backing up against the 
scrupulous invasion of vice”, in a highly moralistic fashion. Women are said to be „the 
representatives of the main cell of society – the family”. For woman, „the creation of 
offspring, its raising and upbringing, the ennobling of its soul by Christian morality and 
St. Sava-based Serbianhood, is the most sacred of duties”. Yet within the same text, the 
author goes against such traditionalisms, claiming that „men and woman are capable of 
building their individualism only in a free society”. Žena i svet seems to have been riddled 
with such controversy, bouncing from traditionalism to a fledgling feminism quite often. 
However, the advent of the World War II pushed further into a sort of defensive national-
ism. The so-called „St. Sava-based” Serbian nationalism has been tackled in scholarship 
[Aleksov, 2016; Kostić, 2017; Marković, 2015], having developed gradually with the for-
mation of the nation in the 19th century; it has seen a resurgence during and after the 
conflicts in the 1990s, and to this day remains rather potent in Serbia.

 One of the last issues of Žena i svet, issue 3, March 1941, tried to combine the 
trope of the woman with the burgeoning nationalism and the atmosphere of a continent 
at war in its initial article, entitled „From Our Past: Teodora, Mother to Tsar Dušan“. Tsar 
Dušan (often designated as Emperor Dušan as well) is one of the historical figures who 
have figured in nationalist narratives since the establishing of the nation, as a strong 
ruler and conqueror to whom praise should be given [see: Ejdus, 2017; Filiposki, 2016; 
Koludžija, 2016; Perica, 2017]. His mother, Teodora, has figured as a focus of public inter-
est significantly less; we can assume that a female figure in connection with a powerful 
ruler from the past was needed to strengthen the warmongering atmosphere in which 
most European countries saw themselves in 1941. She is referred to as „the Serbian 
ruler“ from the time when „Serbia . . . became a powerful force under King Milutin“. Te-
odora is depicted as she who „showed (tsar Dušan) the goals so easily attainable“. The 
very next article carried the title „The role of family in the national restoration“, perhaps 
fully embracing Serbian nationalism. It contains the trope of the „spoiled West”, a view 
of the Western world that will remain a part of Serbian nationalism up to this day and 
age. The conception of the family is seen, as based on Western values, as „individualis-
tic”, which cannot stand up to its tasks”. Earlier generations are accused of not taking 
their nation seriously, as they should – within the family – „work on the strengthening of 
national consciousness and respecting national traditions”. As the author, Olga Aksenti-
jević, wrote, „the family has the duty to enable its members for the great dead of national 
rebirth”.

 It can be noticed that seen Žena i svet evolves from a fledgling feminism to the 
acceptance of traditional, patriarchal nationalism within the temporal framework of six-
teen years. The Zeitgeists changed, and with it, the very nature of the magazine. By the 
time its publishing drew to a close in 1941, it became gradually more similar to Hrvatica, 
to which we shall now turn our attention.

The „Croatian Woman”

In Croatia, by the beginning of the 20th century, it was taken for granted that it 
was precisely the woman in the family, the mother, who has the strongest influence on 
the upbringing of children [Gverić, 2016, p. 9]. This can be said to have become at least 
semi-official since 1868 and the founding of the High School for Girls (Viša djevojačka 
škola), where girls were taught housekeeping, cleaning and cooking [Ograjšek-Gorenjak, 
2004]. Even in the first half of the 20th century, the „real woman” was the onewho was a 
mother, there to provide mercy and love [Jagić, 2008]. Pre-war and World War II Croatia 
was indeed not women-friendly. In such an atmosphere did Hrvatica see its first issues 
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published. Its editor, Marija Jurić Zagorka, wrote about why she thought that such a pub-
lication was needed at the time:

„All women in the world live the lives of the nation to which they belong, and so all 
their problems and feelings develop under the circumstances in which that nation lives . . 
. The spirit of the family cannot be international, neither is the woman’s soul international, 
as all the feelings of a woman connected to the circumstances in which her nation lives” 
(Hrvatica, issue 1, 1939).

The nationalist Weltanschauung is clear, as the Croatian woman is connected to 
the nation, specific, and non-international. Issue 4, 1940, just asa single example, offers 
culinary advice (a trope that has not changed even until today) for Croatian women. 
It additionally offers a text about St. Vlaho, drawing upon Croat nationalism’s intrinsic 
connection with Catholicism. The text „Woman is the spiritual need of the genius” in 
the same issue exposes that woman should serve as a complement, an addition to the 
(male) genius, as she is „a necessity to all men of higher competences”. She is supposed 
to „carry her entire being into the improvement of his work”, which is „the only way for 
her to have a happy life”. Additionally, the woman is seen as a mother, such as the case 
of issue 5 from 1940, in which a slew of poems in praise of the Mother and Catholicism 
is seen.

 Other issues promoted Croatian nationalist heroes and leaders, with robust na-
tionalism riddling every text. Such was the case of issue 8, 1939, in which praise was put 
forth for Vladko Maček, „our leader”: “The world is preparing itself. The world is arming 
itself. They starve in order to feed their cannons. Cannons and tanks are parading . . . 
but there were parades in our cities and in our streets. On July 16, the people were cele-
brating the leader’s birthday, whom they have chosen themselves. By their own will, the 
people gave their destinies into his hands. And this is why the people consider the lead-
er’s birthday as their own celebration, the celebration of their lives’ wishes”. The „Croa-
tian woman” gets mentioned by the end of the text: „Croatian women, who have been 
raising the brave nation for millennia, gave it life, their blood, the spirit of the knowing 
of its Croatian being”. The Blut und Boden mentality of Walther Darre here gets its time 
in the spotlight [Lovin, 1967; Murray, 2015]. The warmongering, reminiscent of Nation-
al-socialist Germany, also figured in the magazine’s rhetoric [Kiper, 2015], as seen in the 
textual clanking of weapons at the beginning of the article, with depictions of cannons 
and tanks, as well as the „whole world” preparing for war.

 Issue 3 (1940) of the „Croatian Woman” is seen of particular relevance, as it 
boasted an elongated text written by Alojzije Stepinac, the then Archbishop of Zagreb, a 
contested and much debated historical character. Much was written about „the ambig-
uous relationship of Zagreb’s Archbishop Stepinac with the ustaša (Croat fascist) pup-
pet-state” [I. Iveković, 2002, p. 526]. He is seen in international scholarship as „the lead-
ing cleric at the time of the World War II Ustasha-inspired ethnic cleansing in Croatia and 
Bosnia”, [Cohen, 1997] who had given his blessing to the Ustaša regime, later to rescind 
[Miller, 2005; Steindorff, 1999], though most of official Croatian historiography tends to 
see him in a rather positive light [Horvat, 1996; Rogić, 2001; Štefan, 1999]. Stepinac has 
afterwards become „a martyr for the ‘Holy Croat Cause’” [I. Iveković, 2002, p. 527], and 
has figured in much of the warmongering discourse in the 1990s, during and after the 
breakup of Yugoslavia, as a key figure in Croat nationalism, corresponding somewhat 
with the similar figure of the Orthodox priest Nikolaj Velimirović in Serbia. His text was 
written as directed to the editor of the „Croatian Woman”, though he addressed Croatian 
women in general in it, in which he espoused strong patriarchal, traditional values as the 
core of the woman’s being.

 He began by proclaiming that „the wisdom of the Creator summoned the woman 
out of nothingness to be adiutorium simile sibi – help similar to himself”, an essential 
help-tool for the Croat man/husband. In his view, „her impact upon life is different than 
her husband’s; she takes part in attaining God’s goals in a way separate from the hus-
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band. May she believe in the value and meaning of her own work. May she not leave her 
place. May she not leave her role in a death-inducing illusion, that she will have more 
meaning and accomplish more, if she should take the husband’s role”. In an all-too-stan-
dard rhetoric, he proclaimed that the woman should „know her place”, a trope heavily 
worked on in contemporary scholarship [Kerber, 1988]. She is also put into the role of 
the mother: „The woman is not a mother only in a bodily sense; her motherhood, with her 
love and endless sacrifice envelops the whole of man’s life”, another common trope for 
patriarchy [see: Rosaldo, 1974]. He furthermore claimed that „to exclude women from 
public life would humiliate her”, yet his „solution” to this issue is that the woman should 
work publicly – from home: „The most natural and ideal field of work for a woman shall 
always be the home’s hearth. There shall she . . . exert her enormous impact unto the 
development of humanity, and so on politics as well”, essentially yet again putting the 
woman „in her place”, at home, by the hearth. „Public life”, for a woman, was not public 
in the least. Appeal to the nation and the fatherland was the coup de grace: „Until Croat 
men and women, by heroic sacrifice, served their nation through the most basic of du-
ties, those of fatherhood and motherhood, the most ecstatic cries to the fatherland will 
sound like hollow phrases, a shadow of lies will cover our patriotism”. As Iveković and 
Mostov noticed, „gender identities and woman’s bodies become symbolic and spatial 
boundaries of the nation” [R. Iveković & Mostov, 2002]. 

 Three recurring themes are seen in the „Croatian Woman”: the insistence on 
culinary expertise (almost every issue boasted recipes), a constant emphasis on the 
religious, and the importance of the woman’s care for children, known from German his-
tory as „Kinder, Kuche, Kirche”, or „children, kitchen, church” – the three instances that 
should, according to the ideology of National-Socialism, define every woman worth her 
while [Bieber, 2011; Herrmann & Lünenborg, 2001; Herve, 1982; Ingenhoven & Kemper; 
Weisstein, 1966; Zaiceva & Zimmermann, 2007]. This is entirely in line with the Croatian 
Zeitgeist in the pre-war era, to continue during the Nazi-puppet state of the early forties 
[Andjelic, 2014; Lemkin, 1945; Schindler, 2007; Uvanović, 2014]. In other words, Stepinac 
was propagating the tropes required by National-Socialist Germany of the time.

Conclusion

It could be said that „The Woman and the World” might have been seen in a differ-
ent light, were it not for the comparison with the „Croatian Woman”. Whilst the Woman 
and the World actually did engage in what can be classified as feminist thought (even 
for that particular time period), it did suffer from more traditional, patriarchal remnants, 
especially at the onset of World War II. On the other hand, the „Croatian woman” was a 
clear-cut patriarchal pamphlet since its inception, arising from the nationalist, mascu-
line Weltanschauung that was typical for interwar Croatia. As scholarly research has 
noted, „the role ethnic nationalism plays in not only perpetuating the conflict but also in 
repatriarchalizing society and gender relations in general” [Albanese, 2001, p. 1000], and 
this was unambiguously seen in Hrvatica, where tropes of national heroes and Croatian 
women who „gave birth to the nation” saw significant saturation. It has been noticed that 
„the suffrage movement from the end of the 19th century has doubtlessly impacted all 
cultures, and in some, women have finally stopped accepting the position of a societally 
marginalized entity, so the question of women started to be debated in the South Slavic 
region by the beginning of the 20th century” [Gazetić, 2009, p. 24]. For Croatia at least, 
the interbellum was a break from the suffrage of the 19th century; for Serbia, on the other 
hand, the situation seemed to have been slightly better. This stems from the diverging 
fates of Serbia and Croatia, after the invasion of Nazi Germany and the consequent di-
vision of Yugoslavia; the banovina Croatia that led to the Independent State of Croatia 
during the Nazi rule has been significantly more nationalized and patriarchalized than 
Serbia.

 Having in mind that Hrvatica had only a two-year run in publishing, while the Žena 
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i svet managed a decade and a half, Žena i svet could somewhat be followed at a longer 
timescale, so that the differences in topics and framing could be seen at the nearing of 
the War. As the thirties came to a close, with the 1939 invasion of Poland and the com-
mencing of World War II, even Žena i svet modified their content, though only somewhat. 
Hrvatica, on the other hand, was founded at the very beginning of the global conflict, and 
its content reflected the nation-based, warmongering, clerical atmosphere in which it 
was published.

 Though essentially a micro-level study, it has beendeemed that the presentation 
of these two women’s magazines might be valuable for potential large-scale research, 
especially having in mind that they have not figured as topics of scholarly interest in a 
historical and socio-political context. The two magazines have been chosen as represen-
tative samples of the Zeitgiest, being published at a similar time, as microlevel historical 
studies concentrate on more precise and oftentimes single places (two women’s maga-
zines) and times (the interbellum), and tend to provide useful data for macrolevel studies 
[Ernst, 2000, p. 32].
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POLE AND UKRAINIAN IN THE 
SERVICE OF SAVING THE LEMKO 
HERITAGE BY THE EXAMPLE OF 

THE REINFUSS AND TARNOVYCH  
JOURNALISTIC WRITINGS

Delfina Ertanowska1

Abstract
The paper introduces a biography of prominent scientific activists, journalists, ethnographers 

and writers Roman Reinfuss i Yulian Tarnovych. Intercessors Polish - Ukrainian affairs who expressed 
it through scientific activity. Similarities and differences in the biography and method of transferring 
the content are shown, and an amazing love for Lemko’s region this Polish and Ukrainian authors. The 
article presents the similarities into the method of transferring popular science content by two ethnic- 
different journalists – scientist inhabitant in the same Lemko region. The analysis of the content they 
published in magazines, newspapers and scientific papers was also carried out.

The purpose of the article is to compare the presented media  content by two scientists - jour-
nalists from different social environments living in the same region, in the service of saving the Lem-
ko’s hertiage by the example of ethnic journalism.    

Keywords: Lemkos, social communications, Reinfuss, Tarnovych, ethnic journalism, Polish -Ukrainian 
affairs 

Introduction 

Somewhat forgotten, silent heroes of the Polish - Ukrainian affair, scientists, pub-
licists and ethnographers just  for the love of his profession. The fate caused that they 
was from the same region, live in the similar years, they shared everything: origin, social 
class and destiny. Combined love for the ethnography, journalism and broadly under-
stood humanism. They tried preserve from the oblivion the Carpathian region, on their 
own, inhabited by Rusyns (Ukrainians) called Lemkos and Boykos. Roman Reinfuss i 
Yulian Tarnovych (Юліян Тарнович) they enrolled on the pages of history as intercessors 
of the protection of the material and immaterial heritage of the Lemkos and Boykos, as 
prominent social activists and scientists. Often they have struggled with the hardships 
associated with the scientific activity of ethnographers in the field, underfinancing and 
marginalization of ethnography by the authorities of the Second Polish Republic and the 

1 Delfina Ertanowska MA,  Master in Journalism and Social Communication, Ivan Franko Na-
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hardships of the Second World War.

Biography

Roman Reinfuss
Born 27 may 1910 in  Przeworsk,  died 26 september 1998 in Krzywaczka near Kra-

kow. As the son of a court counsel Franciszek Reinfuss, and Zofia Mnerkowna daughter 
of a wealthy school director and founder of a savings bank. The father’s family were 
German settlers. He grew up in abundance, he even had his own nanny, the family often 
moved,  because of his father’s work they was lived in: Przeworsk, Gorlice, and  Tarnow 
where Roman attended school, but was expelled from it for socialist action, but admit-
ted to the baccalaureate in Krakow [REINFUSS, 2016].  In 1931, his family decided that 
he would study law at the Jagiellonian University. He graduated, but he never intended 
to do this profession, he chose hiking  in the Beskids mountains, where he became fas-
cinated by the Lemko’s culture. That’s how his adventure with photography and journal-
ism began, his first article was a text about Lemkos shepherding which appeared in a 
Sunday supplement to the “Ilustrowany Kurier Codzienny” (Illustrated Daily Courier). At 
the instigation of his mentor and patron  Seweryn Udziela, he began his assistantship 
at the Ethnographic Museum in Krakow, shortly thereafter, he started the second course 
of study in his life - Ethnography under the leadership of Kazimierz Dobrowolski. During 
the Second World War, he took care of the museum collections in Wawel castle together 
with Zofia Ciesla - his future wife.  In 1945, he defended his master’s thesis in the field 
of ethnography, and a year later his doctoral dissertation (“Lemkos as an ethnographic 
group”).In the years 1945-1949 he organized the ethnographic department at the Univer-
sity of Wroclaw. In the years 1948-1952 was editor-in-chief of “Polska Sztuka Ludowa”  
(Polish People’s Art), were then for the next thirty years was the deputy editor-in-chief 
[BŁACHOWSKI].  He revolutionized ethnography, advocated field studies in a broad as-
pect, description, interview, photography and maps. He was also an avid photographer, 
he photographed everything, did not part with the camera, thanks to his photojournalism 
many years later we can see a world which no longer exists  in the book Karpacki świat 
Bojków i Łemków. Roman Reinfuss. Fotografie (Carpathian world of Boykos and Lemkos. 
Roman Reinfuss. Photographs) edited by A. Chudzik.  Jacek Maczka says that Reinfuss’s 
photography also seems to realize the idea guiding anthropology from its beginnings - es-
tablishing a kind of order in place of the chaos of culture, making inventory of the “tame” 
world [MĄCZKA, 2017]. Indeed, when reviewing photographs of this authorship, which 
made in  Bieszczady Mountains,   one can see a professional photo reporter approach 
to the subject, in particular, the perpetuation of the working population, the dynamism 
of photography, the use of the concept of strong points [HUSS, 2004. P.63], application 
of the composition method 1/3 image - object. However, when reviewing individual pho-
tographs of the population, we deal with classical anthropological photography which 
focuses on showing the morphological and anthropological features of the population, 
and with a typical ethnographic scientific approach, as it has often included the folkloris-
tic details, elements of clothing, stone sculpture, buildings, etc. Roman Reinfuss always 
showed the diligence of his work and demanded the same from his students who called 
him father, he was passionate about teaching future academic staff of the country, he 
was interested in reliable and objective work, for years he lectured at many Polish uni-
versities. He is the author of many ethnographic works, scientific articles, journalistic 
and popular science publications, but his greatest works have become the Etnograficzne 
granice Łemkowszczyzny (Ethnographic boundaries of the Lemkos region), Próba wyty-
czenia granic Łemkowszczyzny na podstawie zasięgu łemkowskiego stroju (An attempt 
to demarcate the limits of the Lemko region on the basis of the range of the Lemko outfit) 
from the 1930 and  Śladami Łemków (Footsteps of Lemko) form  1989.

Yuliyan Tarnovych (Юліян Тарнович) also known under pseudonyms Yulian Bes-
kyd (Юліан Бескид), Yuriy Zemlyan (Юрій Землян) and Osyp Zhyrba (Осип Журба). He 

SOCIAL COMMUNICATION ONLINE JOURNAL
#2 (17)2018

80



was born on January 2, 1903 in the village of Roztajne near Jasło (Poland) died on Sep-
tember 28, 1977 in Toronto (Canada). As a son of a Greek Catholic clergyman Stephan 
Kot - Tarnovych, unfortunately his father orphaned them when  Yuliyan was 5 years old. 
He took lessons at local schools, then lived with his grandfather August Kot in Czertez 
and walked 4 km to the junior high school in Sanok, which he successfully completed 
[STEKH, 2017], in 1921, he enrolls in the Ukrainian Underground University (Український 
підпільний університет) which in 1928 ends on the law faculty, but like his colleague 
Reinfuus does not intend to work in this profession. To pay for studies, he taught the 
children of the rich inhabitants of Lviv. During his studies, he published his novels, short 
stories and various Lemko legends, articles in all student journals of Lviv, for example: 
Неділя (Sunday) and Бескид (The Beskyd). He learned at a commercial school in Lviv. 
Two years he also studied at the faculty of philosophy at the University of Lviv. After grad-
uation he got married and settled in Sieniawa village with the hope of running a farm, his 
two sons were born here. But he was not allowed to live in his own home for a long time. 
The events of the war’s turmoil forced him to emigrate which became his  fate. He lived 
in Lviv, Sanok, Krakow, where he published various articles and edited the magazines. 
The most fruitful period in his work in Europe were the times of Lviv where he became 
the editor of the first conscious Lemko’s newspaper “Наш Лемко” (Our Lemko)  which 
was the counterproduction for the russophile newspaper form Krynica – “Лемко” (Lem-
ko) [TARNOVYCH, p.11].  Tarnovych also edited the titles “Рідна Земля” (Native land), 
“Станіславські Вісті” (Stanislav’s News), “Тернопільський Голос” (Ternopil’s Voice),  
“Воля Покуття” (The will of  Pokuttya),  “Стрийський Голос” (Stryy’s Voice) and “Голос 
Підкарпаття” (Voice of Pidkarpattya).  High creative also showed in Canada where he 
edited the catholic magazine “Наша Мета” (Our Destiny),  “Лемківщина” (Lemkos re-
gion) in 1957-1962 – “Український Робітниик” (Ukrainian Worker), from 1965 to 1970 –  
“Лемківські Вісті” (Lemkos News).  Yearbooks and magazines  Календар Українського 
Видавництва (The Calendar of Ukrainian Publishing House), Лемківський Календар 
(Lemko’s Calendar), Календар Українського Слова (The Calendar of the Ukrainian Word) 
[VSEUKRAYINS’KE TOVARYSTVO LEMKIVSHCHYNA , 2013]. He was also the author of 
many scientific publications on historical and ethnographic topics devoted to his native 
Lemko region. After publishing the book Іюлюстрована історія Лемківщини (Illustrated 
history of Lemkivshchyna) in 1936, there was not already a place for him on the native 
Lemko land and had to save himself by emigrating , he lived in Prague, Vienna, Regens-
burg to permanently settle in Toronto. Everywhere he stayed there he created, wrote, 
published. A number of scientific works are still underway on a part of his works issued, 
and attempts are made to declassify them from archives around the world [ZAKHID.NET, 
2009]. Pride of the Lemko’ s and one of the prominent creators of the Lemko intelligen-
tsia [SHLYANTA , 2010]. His most famous maxim is “The press is a mirror of the nation’s 
soul, cultural and moral, its achievements” [TARNOVYCH, p. 8].

Lemko region in the texts of Reinfuss and  Tarnovych

Roman Reinfuss was the author of popular science and ethnographic articles. Most 
of his works, apart from books, are scientific articles published in various university and 
museum publications. However, he also appeared in the national press. In “Przekrój” he 
published an article about the original village from the borderland of Sadeczczyzna and 
Lemko region where even the pigsties are decorated with hand-made folk ornaments in 
mostly multicolored flowers [REINFUSS, 1948. P.4], the title itself is slightly sarcastic, but 
it testifies to the humorous character traits of the author himself, without diminishing the 
didactic and scientific value of the article. In his scientific publications, Reinfuss himself 
often blamed the fate of Polish ethnography and the numerous negligence of the author-
ities of the Second Polish Republic, the lack of funding for state research, underestimat-
ing the matter and marginalizing the importance of this field of science in relation to the 
European context [REINFUSS, 1969. P. 63 -64]. In “Polska Sztuka Ludowa” (Polish Folk 
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Art) he published an article about stone sculpture which was a characteristic feature 
for the western part of Lemko’s region he described that there is a trend to make stone 
tombstones and figures placed in various places of the village, but also focused on ar-
tistic and decorative details of art stonework, he described it as raw and devoid of orna-
mentation [REINFUSS, 1963. P.10]. He personally performed as an observer and reporter, 
a participant in that life as well as returns after the Operation Vistula.  In the article Moi 
Przyjaciele Łemkowie (My Friends Lemkos), he meticulously described his ties with the 
local population, help in saving the remains of material heritage and the reconstruction 
of the Lemkos region, in which he was involved both privately and scientifically [REIN-
FUSS, 1986. P.212].

Following the lead of Roland Barthes, each statement can be understood as a unit 
or a whole, each way of communication will be a word, or a photo or article in a newspa-
per [BARTHES, 1970. P.27], therefore, we can also include the extensive music and pho-
tographic library left by our comprehensive ethnographer - journalist. Recently, archival 
recordings of Lemko’s songs recorded in various corners of Lemko’s place during field 
research by the professor himself were prepared  [MUZEUM REGIONALNE W OPOCZNIE, 
2015], it is one of the forms of communication - information through sound in this case a 
cappella music, in this case Reinfuss also played the role of the information transmitter, 
because the direct author of the message are people performing songs, he only dissem-
inates them, leads the form of reportage. 

Lemko Vasyl Torpyla with his sister and her daughters.
Photo by Roman Reinfuss, Olchowiec 1933.

Similarly with photographic documentation, where photography itself is a form of 
communication. One of the photographs of the Lemkos from the vicinity of Krosno pre-
sented in 1933 by the author is a pure example of the anthropological photography men-
tioned earlier. But the history of this picture has a double meaning, because the charac-

SOCIAL COMMUNICATION ONLINE JOURNAL
#2 (17)2018

82



ters of the picture have been preparing for a long time to do it, and Vasyl Torpyla, after 
Renifuss suggested him to photograph him in a folk costume, wanted to give a message 
about the elements of the folk costume he owned, including his father’s “Hungarian hat”, 
and show his sister and her daughters [REINFUSS, 1986. P.212]. In this case, the mes-
sage can be interpreted in two ways: the author of the photographs and  heroes of this 
photo, and their willingness to present the culture of his family, likewise the ethnographer 
who carried out the undertaking for scientific and journalistic purposes.

Yuliyan Tarnovych
Author of several thousand articles, 500 popular science works, novels, short sto-

ries, ethnographic works, reportage. He wrote in Ukrainian, Lemko, German, English and 
Polish languages. Known primarily for his ethnographic and historical books which he 
published a really impressive amount. He devoted most of his work to the family side 
between Krosno Jasło and Sanok. A model patriot, a conscious social activist, and a 
collector of art and folklore. Unfortunately, his impartial scientific activity in the times he 
came to live did not bring him supporters, and even caused problems, condemning him 
to eternal emigration. It cannot cite the content of everyone, but let us briefly look at the 
subject matter that he has dealt with. In the book  Лемківщина Матеріяльна Культура  
(The material culture of Lemko’s region) - described in detail the equipment used in the 
Lemko farm, prepared dishes and the entire dead inventory from the bowls used for ta-
ble equipment [TARNOVYCH , 1941. p.31]. He collected the history of the Lemko region 
in the book which became the main reason for his emigration - Ілюстрована Історія 
Лемківщини (Illustrated history of Lemko region) in which he traced the entire history 
of these lands from the beginnings of settlement to his contemporaries, showing great 
knowledge and meticulousness, using works of both Polish and Ukrainian ethnographers 
and chroniclers. He even reliably described the etymology of the names of individual 
towns and villages [TARNOVYCH ,1936. P.128-134]. 

One of the examples of short stories - novels that the entire mass published by 
Tarnovych in virtually all the magazines of Lviv, a large part in the Ukrainian-language 
periodicals throughout Galicia is the story of an elderly man embellished with the mor-
al of the “Земля” (Ground) newspaper [TARNOVYCH, 1944. P.6]. As the main editor of  
“Наш Лемко” (Our Lemko) he published all types of journalistic texts. He often collected 
materials in the form of legends, stories, folk stories circulating among the people and 
published them. Шиловило (Szyłowylo) is the story of a girl who collected fruit for a 
compote called Юшка (Jushka) [DENYSYUK, V, KROVYTSKA, O, 2002. P.79-80]. Another 
time, Tarnovych  describes how the farmer Yurko organized his son  Andriy ‘s wedding 
in the text Помрилиса (Pomyryłysa) [DENYSYUK, V, KROVYTSKA, O , 2002. P.82-83] He 
also published poems and folk epigrams in the pages of “Наш Лемко” (Our Lemko). He 
published all such texts in the dialect of Lemko language, he tried to make the journal 
which he was the editor-in-chief was reliable, expertly developed and spreading educa-
tion among the people. He often complained that a competitive periodical published 
in the Krynica is published in an invented conglomeration of dialects, publishing purely 
political propaganda texts of russophilism [TARNOVYCH,  p.11].  

Journalistic writings of Reinfuss and Tarnovych  carries many features in common 
in the context of ethnography, history, subject matter. It differs partly in the context of 
choosing a medium, as both media they usually chose newspapers and magazines as 
medium, but Reinfuss also communicated through sound and image, and Tarnovych  
through literary narratives, especially on ethnographic and fictional issues, based on 
facts taken from the Carpathian region. Roman Reinfuss in his articles, focuses on the 
element of folklore as a field of ethnography, while Tarnovych he takes up the subject 
of legends and myths as social communication and historical communication in under-
standing as a way of narrative, colored with his literary form.
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Conclusions 

In addition to the aforementioned common features in the context of journalism 
and ethnographic opinion journalism, both authors combined common goal :  save from 
oblivion. Reinfuss and Tarnovych  have become symbols of positive Polish Ukrainian re-
lations from which many contemporary journalists should draw on patterns. Their work 
and scientific activity are a positive bond from the turbulent history of both nations on 
which to build further correct relationships. They gave an example that despite the dif-
ficulties, underfunding, true faith in the power of science will overcome all difficulties 
- wars, national conflicts, chauvinism and discrimination.

References

BARTHES R. (1970). Mit i Znak. Eseje. Warszawa: PIW. p. 27.
BŁACHOWSKI, A. Prof. dr Roman Reinfuss. Nagroda im Oskara Kolberga, http://www.nagrodakolberg.pl/lau-
reaci-prof._dr_roman_reinfuss
DENYSYUK, V, KROVYTSKA, O. (2002). Lemkivshchyno Ridna Zakolyshu V Krasi Tvoyiy. Vydavnyy Dim 
«Vysokyy Zamok», L’viv.
HUSS, D. (2004).  Fotografia Cyfrowa. Osborne – McGraw – Hill Ny – Edition 2000, Kraków
MĄCZKA, J. (2017). Niebiański archiwariusz. O estetyce fotografii etnograficznej Romana Reinfussa. 
jacekmaczka.wordpress.com, [online: May 26, 2017], https://jacekmaczka.wordpress.com/2017/05/26/niebi-
anski-archiwariusz-o-estetyce-fotografii-etnograficznej-romana-reinfussa/
MUZEUM REGIONALNE W OPOCZNIE. (2015).  Tam na hori czereszeńka. Pismo Folkowe, [online: April, 2015],  
https://pismofolkowe.pl/artykul/tam-na-hori-czereszenka-4569
My pam’yatayemo. Yuliyan Tarnovych - Beskyd (1903–1977). Vseukrayins’ke Tovarystvo Lemkivshchyna, [on-
line: February 3, 2013], http://lemky.lviv.ua/?p=1263#more-1263
REINFUSS, K. (2016).  Roman Reinfuss. KulturaLudowa.pl, [online: January 29, 2016], https://kulturaludowa.pl/
biografie/roman-reinfuss/
REINFUSS, R. (1948). Tam gdzie świnie mieszkają w malowanych pałacach. Przekrój, No 174 (32/1948), p.4 
[online:August8,1948], https://przekroj.pl/archiwum/artykuly/7395?f=autor:857
REINFUSS, R. (1963). Rzeźba figuralna Łemków. Polska Sztuka Ludowa, No ¾, p. 122-134.
REINFUSS, R. (1969).  Badania nad kulturą ludową w dwudziestopięcioleciu Polski Ludowej. Materiały Muzeum 
Budownictwa Ludowego w Sanoku, No 10, p. 63-65.
REINFUSS, R. (1986). Moi Przyjaciele Łemkowie. Polska Sztuka Ludowa No ¾,  p. 211- 216. 
Rukopys Yuliyana Tarnovycha pro lemkiv podaruvala sluzhba rozvidky muzeyu na Prykarpatti. Zakhid.net, [on-
line: October 12, 2009],   https://zaxid.net/rukopis_yuliyana_tarnovicha_pro_lemkiv_podaruvala_sluzhba_rozvid-
ki_muzeyu_na_prikarpatti_n1087073
STEKH, Y. (2017) . Do 40-richchya vid smerti vyznachnoho pys’mennyka Yuliana Taranovycha. Zakordonna 
Gazette - Zakordonna Hazeta, [online: August 8, 2017],  http://zgazette.com/yulian-taranovych/     
SHLYANTA, V. (2010). Yak Namdbaty pro osvitu molodoho pokolinya Lemkivshchyny? Nashe Slovo, [March 16, 
2010], http://www.nasze-slowo.pl/yak-nam-dbati-pro-osvitu-molodogo-pokol/
TARNOVYCH, YU. Na Zaharyshchakh Zakerzonnya. Lemkivshchyna, Toronto
TARNOVYCH, YU. (1936). Ilyustrovana Istoriya Lemkivshchyny. Biblioteka Lemkivshchyny – Na Storozhi, L’viv.
TARNOVYCH, YU. (1941). Lemkivshchyna Materiyal’na Kul’tura. Ukrayins’ke Vydavnytstvo, Krakiv.
TARNOVYCH, YU. (1944). Khrystya. Zemlya,  No 10, [November 19, 1944],  p. 6.
REINFUSS, R.  Tej Polski już nie ma... Ponad 200 unikatowych fotografii Bojków i Łemków. [online: November 
30, 2015], http://wiadomosci.dziennik.pl/historia/ksiazki/zdjecia/506690,9,karpacki-swiat-bojkow-i-lemkow-ro-
man-reinfuss-zdjecia-archiwalne-fotografie-bojkowie-lemkowie.html

SOCIAL COMMUNICATION ONLINE JOURNAL
#2 (17)2018

84



USING THE NEW MEDIA BY 
COMPANIES FROM THE SME 
SECTOR IN PODKARPACKIE 

PROVINCE 
Justyna Masłyk1

Abstract
The main purpose of this article is to present the results of research concerning the use of 

social media by companies from the SME sector in Podkarpackie Province. The article includes data 
obtained in the first stage of the study, which is a part of a research project on the use of social media 
in the area of creating the image of an organization / company as an employer.The survey covered 
the entire population of companies from the SME sector, which are registered in Podkarpackie Prov-
ince (REGON database). The research phase, the results of which are presented in this article, mainly 
involved the analysis of data on companies from the SME sector in Podkarpackie Province in terms 
of their presence on the Internet (having an individual website, having company profiles on selected 
social networks).

The results of the first stage of the study confirm that the companies see the potential of the 
online presence / functioning in social media (more and more companies have their own website, 
Facebook profiles). The dynamics of changes in this area is definitely not adequate to the pace of 
new media development. On the basis of preliminary results of further stages of the research, it can 
also be concluded that in the vast majority of cases, however, these are non-strategic and non-sys-
tematic activities.

Keywords: new media; social media, Internet, employer branding ,Facebook, LinkedIn, Goldenline,

Introduction

The Internet has become an integral part of our lives - it “serves” us on many levels: 
private, professional, business, administrative, scientific ones, and plays informational 
and communication roles. The modern world could no longer function without the Inter-
net.  January’s annual report Digital in 2018 Global Overview (WeAreSocial, 2018a) says 
that the number of people using the Internet in the world has exceeded 4 billion, which 
means that in January 2018 more than a half of the world’s population had access to the 
Internet (the population is estimated at 7.6 billion, of which just over half live in urban 
areas). In the update from July 2018 (WeAreSocial, 2018b), the number of 4.19 billion 
internet users is indicated, which shows one percent increase. The same report says that 
in our country, about 78% of the entire population, that is 29.75 million people, use the 
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Internet (penetration at the level of 87%).
The study by the Central Statistical Office (then: CSO) on the information society 

in Poland (Społeczeństwo informacyjne w Polsce, 2017) states that in Poland in 2017, 
approximately 22 million people in general used the computer (data refer to 1Q2017). 
71.2% of users used the computer regularly (i.e. at least once a week) in Poland in 2017. 
In 2017, almost 81.8% of households had a computer at home, 81.9% of households 
declared access to the Internet (which indicates the use of the Internet also by means 
of other devices). According to Eurostat data presented in the report, about 70% of the 
entire population in our country regularly used the Internet.

Taking into consideration the findings presented in this article and my own research 
project, important and extremely interesting data concerns the number of people using 
social media. In January 2018, it was 3.196 billion users (WeAreSocial, 2018a), which 
means an increase of 13% compared to January of the previous year. According to the 
authors of the study, with each month of 2017, social media widened the audience by 
more than a million new users (which means 11 new users per second).

In Poland, 17 million people (WeAreSocial, 2018a), use social media, which is over 
45% of the total population. The growth, in relation to January 2017, is at the global aver-
age level - 13%, which means that in 2017, about 2 million people have set up an account 
on one of the social media.

The Internet, from the very beginning when it became publicly available in the 90s, 
brought huge potential. The promotion of new media has determined the need to re-eval-
uate the patterns of conduct in many areas ranging from reading, shopping, handling 
matters in offices, interpersonal relations to the revolutions that have taken place in 
many areas of business (including the development of e-commerce). New media have 
changed the reality. As Internet users, from the very beginning we explore its capabilities 
and broaden the spectrum of its use. Old media offered only the possibility of passive 
consumption, new media allow interactive reception (Lister at al. 2009, pp 17-19). Every 
new media user is their active recipient - moreover, the “interactivity” of new media is one 
of their main features and also an advantage over the “old” media. New media allow the 
user not only passive “getting to know” but also give the opportunity to ask questions, 
comment and evaluate.

Social media are a key element of the Internet for a large part of the society. They 
constitute one of the greatest innovations in communication that took place at the be-
ginning of the 21st century (Królewski, 2017 pp. 21-23). Social media users have the op-
portunity to “accompany” their friends in everyday life, communicate with them, acquire 
and, in principle, often “download” information (because social media present content 
that is tailored to our interests).

The presence of users in new media offers enormous advantages for broadly un-
derstood business. The new media user is after all a potential customer. New media, on 
the other hand, gather information about their users, which in turn means the prospect 
of choosing target groups. From the very beginning, new media have been an industrial 
revolution. The development of new media is accompanied by broadly understood tech-
nological progress -  technological changes, digitalization, automation - currently called 
Industry 4.0 (pb.pl, 2017). But are all companies keeping up with these changes?
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Using new media in companies from the SME sector

In 2017, 95.6% of companies from the SME sector used computers, in this almost 
all large (99.8%) and medium-sized enterprises (99.3%)2. A slightly lower percentage of 
companies that use new media in their activities is in the group of small companies - it 
is 94.8%.

Access to the Internet is declared by 94.8% of all companies (Społeczeństwo infor-
macyjne w Polsce, 2017), in this 94.8% of small, 99.3% of medium-sized and 99.8% of 
large enterprises. With regard to industries, enterprises that have the lowest percentage 
of the Internet use operate in the following sectors: construction, accommodation and 
catering, administration and support activities. The highest rate of access to the Inter-
net is characteristic for the following sectors: repair and maintenance of computers and 
communication equipment, information and communication as well as financial and in-
surance activities.

 Due to the scope of conducted research, data concerning companies from Pod-
karpackie Province deserve special attention. In 2017 (Społeczeństwo informacyjne w 
Polsce, 2017), 95.9% of companies declared that they used computers in their opera-
tions (an increase of 0.6% compared to 2016). 94.8% of Podkarpackie companies had 
access to the Internet.

According to the CSO survey (Społeczeństwo informacyjne w Polsce, 2017), in 
2017, 66.9% of companies declared having a website. Starting from 2013, the percent-
age of companies that have been present online is at a similar level and oscillates be-
tween 66% and 67%. The relative popularity of website use by companies results from 
their high information capacity and their ability to act as a platform allowing the use of 
other communication tools (Śliwińska, Pacut, 2011 pp. 82-83).

The leaders in this respect are large enterprises - nine out of ten companies have 
their own website. Companies in repair and maintenance of computers and communi-
cation equipment sector used their own websites the most frequently (94.6%) whereas 
companies that provide services in the area of transport and logistics used their websites 
the least (56.9%). According to the CSO study, in Podkarpackie Province, the percentage 
of companies that have their own website was defined at 62.5%3.

Chart 1. Companies having their own website 

Source: The author’s own study based on the CSO data

2 The size of enterprises was determined basing on the number of people working there:small 
enterprises are companies in which 10-49 people work, medium-sized enterprises with 50-249 peo-
ple, large enterprises - over 249 people.
3 CSO survey was carried out on a representative sample of 19.1 thousand enterprises (18% 
of the total)
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Due to the nature of the entire research project, the data on the purpose of websites 
in the surveyed companies are also interesting. By far the most often in 2017, the com-
panies regarded the website as a tool for the presentation of products, catalogues, price 
lists (62.8%). The second most important function of the website was just to use it as a 
tool supporting HR functions. Almost every fifth company (18.6% of indications) on the 
website publishes information on vacancies and allows direct submission of application 
documents (an increase of 0.3% compared to the previous year).

In the CSO survey, since 2013, the analysis of the use of social media by compa-
nies also has taken place. The results indicate that over a quarter of all enterprises use 
at least one kind of  social media in their activities - the vast majority of companies are 
targeting social networks.

Chart 2. Companies using social media – 2017

Source: The author’s own study based on the CSO data

Definitely, large enterprises benefit most from social media (Społeczeństwo infor-
macyjne w Polsce, 2017). In 2017, six out of ten companies had an account in at least 
one of the social networking sites. In the group of medium-sized enterprises, almost 40% 
declared using social networking sites in their operations. Small enterprises used social 
networking sites the least frequently, only one out of four.

Chart 3. Companies using social media by size of the company – 2017

 Source: The author’s own study based on the CSO data

With regard to industries, in the group of the ones using social media most frequently 
in 2017 there were companies from information and communication sector (66.8%) and 
accommodation and catering (55.8%) as well as repair and maintenance of computers 
and communication equipment (52.7%). The companies that are harder to find on social 
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networking sites are definitely from construction sector (only 15.2% declare having an 
account on a social networking site).

The next chart presents the percentage of companies in relation to the voivodeship 
in which they are registered, the ones which declared the use of social networking sites 
in 2017. With the national average at 26%, Podkarpackie Province, however, is on one of 
the last places with a score of 20.6% (which means that in Podkarpackie Province only 
one in five companies has an account on one of the social networking sites).
Chart 4. Companies from the SME sector using social media - division into voivodships – 2017

Source: The author’s own study based on the CSO data

Using the new media by companies from the SME sector in Podkarpackie Prov-
ince – the author’s own research

The presented results are a part of a research project aimed at deeper analysis of 
the phenomenon of social media use by companies from the SME sector in Podkarpack-
ie Province in the context of building the employer’s image. This article is based on the 
results from the first part of the quantitative study.

The research was conducted on the entire population - based on the database of 
companies generated for research purposes from the Statistical Office. The database 
was generated in January 2017 and included entities from the SME sector (i.e. small, me-
dium-sized and large enterprises4) that were with active status in a database. One-person 
business entities and micro-enterprises (companies employing up to 10 people) were 
intentionally omitted - thus the analysis focused on entities that create more workplaces 
(therefore they can be considered in the study as employers).

The database included 4.196 entities, in this 3.441 small, 622 medium-sized en-
terprises and 133 large companies. The database included data on the company name, 

4 The size of enterprises was determined basing on the number of people working there. 
SMALL enterprises are companies in which 10-49 people work, MEDIUM-SIZED enterprises with 50-
249 people, LARGE enterprises - over 249 people
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type - company size, address data (which were not complete), location and sector affil-
iation (the size of enterprises was determined basing on the number of people working 
there.

In the first stage of the first part of the study, attempts were made to determine 
the addresses of the companies’ websites (thus verifying the percentage of companies 
owning the website). These data were indirectly available in the purchased database, 
however, whether they were current and complete is questionable (from the database 
purchased, it turned out that only 4.8% of companies from the SME sector had web-
sites). Due to this, the available company websites were first found5.

In the second stage of the first part of the study, the presence of companies from 
the SME sector in Podkarpackie Province on three social networks: facebook.com (as 
the most popular social networking site), goldenline.pl (as the main national social / pro-
fessional portal) and LinkedIn.com (as the main worldwide social / professional portal) 
was analysed.

The survey was conducted twice, for the first time in March 2017 and for the second 
time in March 2018 (thus the possibility of trend analysis and comparison of results over 
time was ensured).

Research results

In the author’s own research, carried out on the full population of enterprises in 
2017, it was determined that in Podkarpackie Province, seven out of ten companies from 
the SME sector had / have their own or corporate website6. Taking into consideration the 
CSO data, the percentage of companies that had a website in 2017 was 62.5%7.

In 2018, however, the results of the survey indicated that almost eight out of ten 
companies are present online (in the form of their own website).

Table 1. Companies from the SME sector in Podkarpackie Province having a website in 
2017 

Own Corporate Doesn’t 
work8 No Undercon-

struction9

Small 43,6% 2,7% 2,0% 51,0% 0,7%
Medium - sized 76,7% 4,3% 2,6% 15,8% 0,6%
Large 83,5% 13,5% 0,8% 1,5% 0,8%

67,9% 6,8% 1,4% 23,2% 0,7%
Source: The author’s own study

In 2018, almost every large company has its own or corporate website - for 133 en-

5 The search included an analysis of the results appearing on the “company name” in the goo-
gle.com search engine (the analysis of the first ten results presented was made) - as a website, each 
page operating on an individual domain, referring to the company’s activity was qualified
6 It was assumed that there are special situations in which a given company uses a corporate 
website (main company - brand), the main company network, company family pages, affiliate web-
sites, franchise websites (due to the nature of the survey and reference to the employer’s image, the 
common site is also a platform for branding activities in this area)
7 The difference probably results from the type of research (on the sample / on the full popula-
tion), their level of detail, the base on which the research was carried out and the assumptions made
8 In the course of the study, few companies had a website, while at the time of the test there 
were various technical problems that prevented its opening or during the study the site was under 
construction / modernization
9 Ibid.
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tities, the lack of a website was recorded only in two cases in 2018 (in both cases, these 
were manufacturing companies involved in the production of industrial raw materials). 
The vast majority of medium-sized companies also have websites (82.8%). In the group 
of small companies - more than half of the entities are present on the Internet. In each 
case, in 2018 there was an increase in the number of websites owned by enterprises in 
relation to the previous year.8

Table 2. Companies from the SME sector in Podkarpackie Province having a website in 2018

Own Corporate Doesn’t 
work10 No Undercon-

struction11

Small 45,4% 3,8% 2,9% 47,1% 0,8%
Medium - sized 78,4% 4,4% 2,6% 14,4% 0,3%
Large 85,0% 13,5% 0,0% 1,5% 0,0%

70,7% 6,8% 1,1% 21,0% 0,4%
Source: The author’s own study

It was also analysed how the website was used as a tool to build the employer’s 
image.

The “Career” tab has been a tool used by companies for many years, in many cases 
it is a basic element of the main website menu and also a platform for publishing infor-
mation on vacancies. In most cases, it is the first official source of information about the 
company as an employer.

The research “Specialists in the labour market” carried out by the Pracuj Group 
shows that 66% of people are looking for information about a potential employer on the 
websites of companies, in particular in the “Career” tab (Trzaska, 2015).

In order to say that a given website is treated as a tool for examining the employer’s 
image, it was assumed that the homepage must have a link to information / announce-
ments about the company as an employer, e.g. an individual tab in the main menu. In 
2017, only 7.5% of all companies (315 out of 4,196 entities) had on their site a dedicated 
link, which in relation to the adopted assumptions would meet the criterion of the ele-
ment related to the employer’s image. In 2018, however, the percentage of companies 
was slightly higher and amounted to 8.2%.

The largest number of companies with the “Career” tab on their website are large 
companies (both in 2017 and in 2018, it was just over 42% of all entities). Such a refer-
ence was also possessed by one out of five companies from the group of medium-sized 
enterprises (21.06% in 2017, 21.77% in 2018). Among small companies, only less than 
5% of companies (3.75% in 2017, 4.75% in 2018) posted this type of information on their 
websites. This result is probably related to the needs of the companies (mainly with the 
increase in planned employment, etc.).

10 In the course of the study, few companies had a website, while at the time of the test there 
were various technical problems that prevented its opening or during the study the site was under 
construction / modernization
11 Ibid.
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Chart 5. Companies having “Career” tab on their website – 2017

Source: The author’s own study

Subsequently, the presence of companies in social media was analysed. As men-
tioned in the introduction to research methodology, it has been specified that the avail-
ability of companies in social media will be analysed: facebook.com, goldenline.pl, 
LinkedIn.com. The first - Facebook, as the undisputed leader in popularity and number 
of users, already a 14-year-old Facebook (over 2.2 billion active users monthly). The next 
two, however, are professional in character and their main purpose is to facilitate busi-
ness and business contacts. These professional and expert social media services en-
able employees and employers to build a professional identity (Stefaniak, 2016). They 
enable building a network of professional contacts, creating a kind of a  platform for the 
exchange of experience, help in the search for development opportunities. From the per-
spective of employers, on the other hand, they are a tool for building the image, publish-
ing information on available job offers, and enable recruitment of employees by direct 
method (by contacting a selected candidate via the portal).

Table 3. Companies from the SME sector in Podkarpackie Province having a profile in selected 
social networks (study conducted 01-31.03.2017 and 01-31.03.2018)

Facebook Goldenline.pl LinkedIn.com
2017 2018 2017 2018 2017 2018

Small 330 421 148 157 52 74
Medium - sized 102 176 148 147 67 81
Large 51 58 71 67 50 44

Source: The author’s own study

Facebook.com - in key rankings takes its place on the podium of the most popu-
lar websites (among others Alexa’s Global Website Ranking, SimilarWeb Global Website 
Ranking). Despite the popularity of Facebook, the number of companies that have de-
cided to be present there is not large. In the group of small companies, only one in ten 
companies has a profile on facebook.com. More often, the among users of Facebook, 
we can find medium-sized companies  (28.3%). Most companies with profiles on Mark 
Zuckerberg’s portal are employers employing over 249 employees.

In the case of all small, medium-sized and large enterprises, the number of profiles 
increases significantly. In case of small enterprises, the recorded increase is over 2.5%, 
among medium-sized companies - almost 12% compared to 2017. Above 5% increase 
was also recorded in the case of entities with the status of a large enterprise.
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Chart 6. Companies using social media – Facebook.com - 03.2017 / 03.2018

Source: The author’s own study

LinkedIn.com, the world’s most popular career portal, was another social portal 
analysed. According to SimilarWeb.com129, this portal attracts over 300 million unique 
users per month. LinkedIn.com is definitely a portal for big companies, and more than 
half of the companies with this status have their accounts there. Within the group of 
medium-sized enterprises almost 24% of all companies are registered users. Small com-
panies are the least frequently found at LinkedIn.com. These results may be related to 
the fact that this is a portal of international character and it is particularly popular among 
people working in corporations or companies with developed international cooperation 
(and this group certainly includes the majority of large enterprises).

Chart 7. Companies using social media – LinkedIn.com - 03.2017 / 03.2018

Source: The author’s own study

GoldenLine.pl is, in turn, a Polish native leading social networking service offering 
recruitment and employer branding services. GoldenLine provides job offers, information 
on employer ratings to its candidates (registered users, having their profile in the form 
of portfolio / CV). It offers extensive recruitment services to employers as well. In April 
2018, the number of registered professional profiles at GoldenLine exceeded 2.6 million.

Despite Polish roots and tools dedicated to employers (the portal is created by Gru-
paPracuj, the leading Polish job offer platform), GoldenLine is less successful than the 
other two portals.  One-third of all large enterprises have their profiles there. In the group 
of medium-sized companies, just over 13% have the company account on this portal. 
The smallest number of companies, because only two out of a hundred of small compa-
nies have an account on this portal.

12 Websites providing information on the popularity and traffic generated by other websites
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Chart 8. Companies using social media – GoldenLine.pl - 03.2017 / 03.2018

Source: The author’s own study

Summary

“Firma 2.0” is an organization that uses social media in various aspects of its op-
erations (McAfee, 2011). As nowadays social media appear as the most powerful com-
munication channel and their role will certainly continue to grow, it can be safely stated 
that they play a key role in the business models of many organizations. Nevertheless, 
as in the case of individual and corporate profile, the profile on the social network site 
creates a kind of a business card. Creating such a “business card” in a conscious and 
planned manner, builds the image of its owner. In turn “awareness and planning” mean: 
knowledge and experience, knowing the tools and time dedicated to creating something.

At the moment, it cannot be said that companies in Poland use the full potential of 
new media yet. It probably is not even possible. The potential of new media is constant-
ly evolving. New media are being created, the possibilities of their use are increasing. 
Changes take place more dynamically there than in any organization.

Companies in our country have resources to use social media. Over 95% of compa-
nies use computers in their daily activities, almost as many declare access to the Inter-
net. Access to social media is relatively equal, unlimited and in most cases free (in basic 
use). The access card is to set up a profile on the selected portal (which is also usually 
a task with a low degree of complexity - rather intuitive). However, it is “only” access to 
the range of opportunities that new media offer to the entrepreneurs. In order to access  
the huge potential, however, to generate benefits, is not only necessary to have broad 
knowledge of the functioning, the rules for the use, but also to know Internet marketing 
techniques and tools well. On the other hand, enterprises are focused on the basic profile 
of their activity so each additional cost of “indirect” (at the initial perception) influence 
on the generated income is treated very conservatively - this is probably also the case 
with the new media.

The expectations of users (especially in case of new generations), the effective-
ness and profitability of using communication channels in the form of social media, and 
creating probably new opportunities for using social media will determine the process of 
intensifying the organizations’ activities in this area.

Previous research has shown the facts regarding the use of new media by compa-
nies in Podkarpackie Province. Therefore, in order to further analyse the phenomenon, 
it is necessary to carry out in-depth studies on the quality of the usage of new media, 
motivation and benefits for the organizations.
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