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Media petnig bardzo wazna role w demokratycznym spoteczenstwie, pomagaja kon-
trolowac dziatania organéw panstwa, dostarczaja informacji, rozrywki oraz maja udziat
w ksztattowaniu opinii publicznej. Media masowe i profesjonalne dziennikarstwo kon-
kuruja z mediami spotecznoéciowymi i niezaleznymi twércami, ktérzy dzieki dynamicz-
nemu rozwojowi internetu uzyskali mozliwo$¢ samodzielnego tworzenia i publikacji
tresci w sieci. W efekcie dawny problem deficytu informacji zostat zastgpiony nowym
dylematem, ktérym stat sie ich nadmiar. To z kolei doprowadzito do obnizenia wiarygod-
nosci dostepnych informacji, a jedng z najbardziej poszukiwanych umiejetnosci stata sie
zdolno$¢ do weryfikacji tresci. Coraz wiecej 0s6b nie nadaza za znakiem wspétczesnych
czaséw, ktérym stata sie dynamiczna i wszechobecna zmiana. Pandemia wywotana
rozprzestrzanianiem sie koronawirusa jeszcze bardziej nasilita te procesy i przyczynita
sie do kolejnych zmian w mediach, zaréwno tych tradycyjnych, jak i nowych. Prébe ich
opisu, sklasyfikowania i wyjasnienia podejmuja badacze i badaczki mediéw na catym
Swiecie, czego przyktadem jest rowniez niniejszy numer czasopisma, ktéry oddajemy
w rece Czytelnikdw.

W artykule otwierajacym drugi numer naszego pétrocznika, pt. Badania wptywu
pandemii COVID-19 na komunikacje spotecznq i media w wybranych polskich i za-
granicznych czasopismach naukowych, Hubert Kulinski podejmuje prébe metaanalizy
badan nad wptywem pandemii COVID-19 na komunikacje spoteczng i media. W tym
celu przeprowadzona zostata analiza zawartosci zagranicznych i polskich czasopism
naukowych pod katem stosowanych paradygmatéw metodologicznych i metod ba-
dawczych. Zmiany zachodzace w przestrzeni komunikacji spotecznej w mediach spo-
fecznosciowych sa przewodnim tematem drugiego artykutu w najnowszym numerze

,Com.pressu”. Marta Wozniak w tekscie pt. Spoteczeristwo w sieci. Przeglqd tendencji
w uzytkowaniu i procesie rozwoju mediéw spotecznosciowych oraz internetu w cza-
sie pandemii COVID-19 zwraca uwage na znaczenie i role komunikacji bezposredniej
w kontekscie rozwijajacej sie komunikacji na odlegtos¢. Wykorzystanie coraz bardziej
zaawansowanych narzedzi cyfrowych dato mozliwos¢ zdalnego utrzymywania relagji
miedzyludzkich w dobie kolejnych fal obecnej pandemii.

Temat tego, jak funkcjonuja media w otaczajacym nas, petnym wyzwarn i zmian okre-
sie —w tekscie pt. Media w obliczu pandemii koronawirusa — nowe trendy i wyzwania.
Zarys problematyki — podejmuja Agata Paszek i Barbara Sitko. Wyniki ogladalnosci
serwisow informacyjnych wskazuja, ze potrzeba poszukiwania rzetelnej i aktualnej
informacji wzrosta, co wydaje sie szczegélnie znaczace w kontekscie szerzacej sie wokot
dezinformacji i zalewajacych (szczegdlnie sie¢) fake newséw. Badaczki dokonuja prze-
gladu dostepnych raportéw, opracowan i analiz, nie zapominajac o etycznej refleksji nad
mediami. Rola srodkéw przekazu w budowaniu dobrze poinformowanego spoteczen-

stwa jest niezaprzeczalna. Na zagadnienie fatszywych wiadomosci jako konsekwengji



pojawienia sie sztucznej inteligencji w branzy medialnej i kierunek rozwoju nowych
technologii i zwigzanych z tym konsekwencji zwraca uwage Inez Razec w artykule
pt. Sztuczna inteligencja i przysztos¢ wiadomosci. Refleksje na temat dziennikarstwa
z perspektywy immersji Al. Autorka stara sie znalez¢ odpowiedz na pytania o wymiar
wolnosci, ktéra daja nowe technologie, szczegélnie w kontekscie powstajacych, zaawan-
sowanych algorytmdw, ktére w zawodzie dziennikarza odgrywaja coraz wigksza role.

Rozwijajacy sie swiat sztucznej inteligencji oraz postepujaca transformacja sieci
Web 2.0 skfaniaja do zwrécenia uwagi na procesy zachodzace w mediach spotecznoscio-
wych. O zagrozeniach wynikajacych z funkcjonowania we wspotczesnej rzeczywistosci
medialnej pisze Wojciech Kutaga. Analizujac aktywno$¢ nadawcéw publikujacych tresci
uznawane za deprawujace oraz szkodliwe, autor szczegdlng uwage poswieca ich odbior-
com. W artykule Transmisja patologii spotecznych do przestrzeni medialnej. Przyczyny
i zagroZzenia aktywnosci patoinfluenceréw, patostreamerdéw i patouzytkownikéw
prezentuje model oddziatywania przekazéw patologii medialnej, ktéry charakteryzuje
sie obecnoscig nowych medialnych podmiotéw — patonadawcéw, patoprzekazéw oraz
patouzytkownikéw. Tredci internetowe w szczegdlny sposéb oddziatuja na mtodych
odbiorcow, ktorzy staja sie uzytkownikami Sieci juz w wieku przedszkolnym. Patrycja
Oziebto w artykule Children on the Web: Recipients of the New New Media stara sie
ustali¢, czy rosnace zainteresowanie dzieci internetem ogranicza tradycyjng komunikacje
zréwiesnikami oraz czy korzystanie przez dzieci z serwiséw spotecznosciowych jest
w coraz wiekszym stopniu determinowane obawa przed wykluczeniem z grona réwie-
$nikow. Internet oprdécz zagrozen niesie takze szanse, o czym pisza Mateusz Sobiech
i Angelika Witkowska. Autorzy w swojej pracy The concept of selflove and selfcare
profiles on Instagram zwracajg uwage na profile, ktére prezentuja tresci sktaniajace
sledzace je spotecznosci do afirmacji zycia. Analizujac sposoby komunikowania sie
autoréw badanych tresci, badacze staraja sie okresli¢ potencjalny wptyw profili selflove
i selfcare na odbiorcow.

Mamy nadzieje, ze wyniki badan zaprezentowane w tych artykutach wzbogaca
wiedze naszych Czytelnikdw i przyczynia sie do dalszego rozwoju nauki o komunikacji
spotecznej i mediach.

Przyjemnej lektury!
Weronika Dopierata,

Beata Uzarowska
redaktorki wydania
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Badania wplywu pandemii

COVID-19 na komunikacje spoteczng i media
w wybranych polskich i zagranicznych
czasopismach naukowych

Research on the impact of the COVID-19 pandemic
on media and communication in selected Polish
and international scientific journals.

STRESZCZENIE

Ninigjszy artykut stanowi metaanalize badar nad wptywem pandemii COVID-19 na komuni-
kacje spoteczna i media. Przeprowadzono analize zawartosci dziesieciu polskich i dziesieciu

zagranicznych medioznawczych czasopism naukowych. Z proby N = 1214 abstraktéw ar-
tykutéw wyselekcjonowano n = 56 takich, ktdre spetniaty kryterium tematyki badawczej,
a nastepnie przeprowadzono ich analize w zakresie: obszaréw badawczych, paradygmatéw

metodologicznych, stosowanych metod badawczych, teorii stuzacych jako ramy badawcze
i przedmiotu badan. Wykazano, ze: 1) gtéwnymi polami, w jakich prowadzono badania wptywu

COVID-19 na komunikacje i media, byty zawarto$¢, wptyw i audytoria medidw; 2) metodologia

jakosciowa byta najczestszym paradygmatem badawczym; 3) studium przypadku byto naj-
czesciej wykorzystywang metoda badawcza. Artykut moze zainteresowac osoby prowadzace
metaanalizy w zakresie badar mediéw i komunikadji.

SLOWA KLUCZOWE: COVID-19, MEDIOZNAWSTWO,
METAANALIZA, TRENDY BADAWCZE

ABSTRACT
The paper provides a meta-analysis of research conducted on the impact of the COVID-19 pan-
demic on the media and social communication. It consists of a content analysis of ten Polish
and ten international scientific journals. From N=1214 abstracts, a sample of n=56 abstracts
concerning the studied subject matter was selected and analyzed, with the focus on such topics
as: fields of study, methodological paradigms, research methods, theoretical frameworks, and
research topics. The study showed that: 1) the main fields of studies of the COVID-19 pandemic
impact on the media and social communication included media content, media impact, and
media audiences; 2) qualitative methodology was the most common methodological paradigm
Kulinski, 1. (2022), - ysed; 3) case study was the most common research method used. The paper may be of interest
Badania wptywu pandemii to researchers conducting meta-analyses in the field of media and social communication.
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andemia COVID-19 bez watpienia wywarla ogromny wplyw na caly

$wiat. Zmiany, ktore zaszly w polityce, spoleczenstwie, systemach

zdrowia i samych mediach zainteresowaty naukowcéw reprezentu-
jacych rozne dyscypliny naukowe, w tym réwniez i nas — medioznawcow.
Zwiekszony przyrost publikacji o tematyce koronawirusem juz na samym
poczatku pandemii zaobserwowat D. Torres-Salinas (2020), wyliczajac
okoto 9500 publikacji juz w marcu 2020 r., a jego tempo szacujac na 500
publikacji dziennie, ktore z uptywem czasu znaczaco wzroslo, jak przewiduje
Z. Wiorogoérska (2020, s. 12-13). Przyktadéw dla samego medioznawstwa
jest wiele, a za bardziej znamienny dla nas uzna¢ mozna chociazby I Konfe-
rencje Mtodych Naukowcdw, trwajacej w dniach 15-16 maja 2020 r., ktorej
wspolorganizatorem bylo czasopismo naukowe ,,Com.Press”, a jej tematem
byt ,, Koronawirus - wyzwanie wspotczesnego spoteczenstwa” (jednym z jej
efektow bylo powstanie monografii Koronawirus wyzwaniem wspétczesnego
spofeczetistwa). Komunikacja naukowa charakteryzuje si¢ wlasnie dysemi-
nacja wiedzy utrwalonej w postaci dokumentdw, wiedzy bedacej efektem
zainteresowania, jakim naukowcy darzg obserwowane zmiany zachodzace
w ich otoczeniu (Borgman, 2007, s. 66-68, za: Nahotko, 2010, s. 33).

Przypuszczenie o zwielokrotnieniu liczby publikacji o tematyce

COVID-19 przyporzadkowa¢ nalezy ogélnym tendencjom przyrostu pi-
$miennictwa naukowego oraz skltonno$ciom przypisywanym naukowcom
w prowadzeniu badan w nowych dyscyplinach naukowych. O ile tworczosci
naukowej na temat pandemii nie nazwie si¢ osobna dyscyplina, a raczej
multidyscyplinarnym tematem badawczym, to z pewno$cia na przestrzeni
lat w badaniach bibliometrycznych bedzie mozna zaobserwowacé kroétkoter-
minowy przyrost liniowy publikacji (Nowak, 2008, s. 54; Opalinski, 2017,
s. 37). Celem niniejszej pracy bylo zatem sprawdzenie, czy w czasopismach
polskich (grupa 1) i miedzynarodowych (grupa 2) ta tendencja odnalazla
swoje odzwierciedlenie (aspekt ilosciowy) oraz pod jakim katem zjawisko
wplywu pandemii na komunikacje spoteczng i media byto badane (aspekt
jako$ciowy). Prowadzenie tego typu badan jest kluczowe z punktu widzenia
poznania danej dyscypliny naukowej - jej uwarunkowan, paradygmatow,
metodologii — nie tylko dla jej badaczy, ale tez w szerszym dyskursie na-
ukowym dla badaczy nauk pokrewnych, ale tez ekspertéw i przedstawicieli
réznych srodowisk positkujacych sie badaniami naukowymi (Gérny, 2016,
s. 33; Pindlowa, 2013, s. 54).
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Podstawe niniejszego badania stanowity dwa artykuty naukowe bedace
jego inspiracja i podbudowa metodologiczng. Pierwszym byl tekst Mass
Communication Research Trends from 1980 to 1999 autorstwa Rashy Kam-
hawiego i Davida Weavera (2003). Dostarczyt on metodologii w zakresie
przegladu i analizy trendéw badawczych w czasopismach medioznawczych,
pozwalajacej odpowiedzie¢ na pytanie, ,ktéremu z obszaréw poswigcono
wiecej uwagi badawczej, a ktéremu mniej?” (s. 7). W ramach tej metodo-
logii pod uwage bierze si¢: paradygmat badawczy (jakosciowy, ilo$ciowy,
mieszany), zastosowang metode badawcza (np. sondaz, analiza zawartosci),
teorie (jezeli jaka$ byta uwzgledniona w badaniu), Zrédlo finansowania
i okres, z ktérego pochodzity zebrane dane. Druga za$ publikacja pt. Ko-
munikowanie spoteczne i media - federacja a nie inkorporacja autorstwa
Marka Jabtonowskiego i Tomasza Mielczarka (2018), okazala si¢ pomocna
w zakresie zaktualizowanego klucza kategoryzacyjnego obszaréw badawczych
nauk o komunikacji spolecznej i mediach z wylaczeniem obszaréw bibliolo-
gicznych i informatologicznych (Jablonowski, Mielczarek, 2018, s. 25)! oraz
wykorzystania analizy zawarto$ci (AZ) do tego typu metaanaliz. Analiza
zawarto$ci jako metoda badawcza charakteryzuje sie doglebnym zbadaniem
i opisaniem tresci prezentowanej w réznego rodzaju komunikatach - mowie,
pis$mie, przekazie audiowizualnym i innych (Balcerzak, Gackowski, 2009).
Natomiast obszarami, wedtug ktérych dokonano kategoryzacji badan, byly:
teorie komunikacji masowej, badania wptywu mediéw, badania zawartos$ci
medidw, jezyk mediéw, historia medidéw i dziennikarstwa, ekonomika me-
diéw, PR i marketing medialny, zarzadzanie i logistyka medialna, estetyka
mediéw, komunikowanie polityczne i audytoria mediéw (Jabtonowski,
Jakubowski, 2014, s. 21-22; Jabtonowski, Mielczarek, 2018, s. 25). Do pol
badawczych w kluczu kategoryzacyjnym dotaczyly tez wspomniane wyze;j:
paradygmat badawczy i zastosowana metoda badawcza — podjeto decyzje
o nieuwzglednianiu zrédla finansowania jako informacji mato znaczacej
w zakresie analiz bedacych przedmiotem pracy, uwzgledniono natomiast
przedmiot badan jako dajacy glebszy wglad w metaanalize niz same pola

badawcze. Okres, z ktérego pochodzily zbierane dane, réwniez nie zostal

1 Odnalez¢ je mozna chociazby w publikacjach B. Sosinskiej-Kalaty (2013) lub
J. Wozniak-Kasperek i B. Koredczuk (2019) poswieconych rozwojowi nauki
o informacji i zasobom bibliologii i informatologii w dyscyplinie naukowej
nauk o komunikacji spolecznej i mediach.
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uwzgledniony, poniewaz z racji tematu niniejszego opracowania wszystkie
dane przedmiotowe pochodzily z czasu trwania pandemii.

W zwigzku z przywolanym na wstepie badaniem i dotyczacym go przy-
puszczeniem o zwielokrotnieniu publikacji na temat pandemii mozna bytoby
sprobowacé postawié hipoteze o stosunku tychze artykutéw do badan niepo-
$wieconych tematyce COVID-19, publikowanych na famach analizowanych
czasopism (Torres-Salinas, 2020; Wiorogorska, 2020, s. 12-13). Nie ma na-
tomiast obecnie wystarczajacych podstaw, by stawia¢ twierdzenie kierun-
kowe, wiec w tym zakresie postanowilem ograniczy¢ si¢ do zadania pytania
badawczego (PB1): jaki w analizowanym okresie byl stosunek publikacji
niepo$wieconych wptywowi pandemii na komunikacje spoteczng i media
do publikacji temu wplywowi po$wigconych? Postawiono natomiast hipoteze
w odniesieniu do wynikdw analizy zawartosci czasopism przeprowadzonej

przez M. Jablonowskiego i T. Mielczarka (2018, s. 25). Hipoteza brzmiata:

Zdecydowana wiekszos¢ publikacji w analizowanych czasopismach
medioznawczych poswieconych wptywowi pandemii COVID-19 na ko-
munikacje spoteczng i media poswiecona byta badaniu zawartosci
medidw, a w nastepnej kolejnosci badaniom wptywu mediow (H1).
Tendencje w badaniach mediéw, jakie ukazywaty sie dotychczas
w czasopismach z grupy 2, znalazty zatem przetozenie w czasopi-

smach z grupy 1(H2).

Niniejsza hipoteza ztozona jest z gtéwnego zatozenia (H1), gloszacego
brak wplywu tematyki pandemii na najcze$ciej eksplorowane w obu grupach
czasopism pole badawcze, oraz z zalozenia kierunkowego (H2), gloszacego
wplyw pandemii na popularno$¢ obszaréw badan prowadzonych w czasopi-
smach z grupy 1 i upodobnienie si¢ jej do czasopism z grupy 2. Ich weryfikacja
pozwoli udzieli¢ odpowiedZ na drugie pytanie badawcze, ktérego pierwotna
wersje przywolano wczeéniej (PB2): ile uwagi badawczej poswigcono danym
obszarom badawczym w zakresie badania wplywu pandemii na komunikacje

spoteczng i media?
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Material badawczy stanowily abstrakty artykuléw naukowych (N = 1214)

opublikowanych od poczatku 2020 r. do 29 czerwca 2021 r.2 w dziesieciu

wybranych polskich czasopismach medioznawczych (grupa 1, n = 297)

i dziesigciu wybranych miedzynarodowych czasopismach medioznawczych

(grupa 2, n = 917)3. Doboru obu grup dokonano apriorycznie: zgodnie

z zalgcznikiem do komunikatu Ministra Edukacji i Nauki z dnia 9 lutego

2021 r. w sprawie wykazu czasopism naukowych i recenzowanych materialow

z konferencji miedzynarodowych (Minister Edukacji i Nauki, 2021) oraz

baza SCOPUS, na podstawie ktorej wybrano dziesie¢ czasopism najwyzej

znajdujacych sie¢ na licie pola ,,communication” o tematyce najbardziej

ogolnej dla catej dyscypliny - nie brano wiec pod uwage np. czasopisma

»Big Data”, ktére pomimo pierwszego miejsca [w momencie doboru préby]

skupia sie na publikowaniu badan w jednej specjalizacji (SCOPUS, 2021)%.

2

3

4

Oprdcz artykulow, ktore ukazaly sie w regularnych wydaniach czasopism,
brano tez pod uwage te, ktore oficjalnie nie znalazly sie dostepnych
numerach, ale zostaly takze opublikowane online i czekaja na wydanie
w formie wlasciwej — taka praktyke stosuja wysokopunktowane czasopisma
miedzynarodowe, ktére z powodu duzego naptywu tresci publikuja oficjalnie
ze sporym opoznieniem, a tzw. first publishing odbywa sie w specjalnej
zakladce strony internetowej czasopisma i nastepnie figuruje przy pozycji, gdy
ta zostaje opublikowana na tamach czasopisma nawet kilka lat pdznie;.
Grupe 1 stanowily: ,,Central European Journal of Communication’,
»Com.Press’, ,,Kultura-Media-Teologia”, ,Media-Biznes-Kultura.
Dziennikarstwo i Komunikacja Spoteczna’, ,,Media-Kultura-Komunikacja
Spoteczna’, ,Media i Komunikacja Spoteczna’, ,,Social Communication”,
»Studia Medioznawcze, ,,Zarzadzanie w Mediach” oraz ,,Zeszyty
Prasoznawcze”; grupe 2 stanowily: ,Communication Monographs”,
»,Communication Research”, ,Communication Studies’, ,,European Journal
of Communication”, ,,International Journal of Communication”, ,,Journal
of Communication’, ,Journalism and Mass Communication Quarterly”,
»Journalism Studies”, ,,Mass Communication and Society” oraz ,Media and
Communication”
Wedlug bazy Web of Science czasopism w dyscyplinie jest 92, natomiast obie
bazy sg na tyle wzglednie podobne, ze wzigto pod uwage te szersza, czyli
Scopus, ktéra pomimo wskazania pola ,,communication” podaje czasopisma
jej przynalezne, ale czesciej cytowane w innych dyscyplinach (Stefaniak i in.,
2016, s. 101).
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W pierwszym kroku badania dokonano ogélnego zestawienia artykutow
naukowych o tematyce COVID-19 w ramach wszystkich publikacji, jakie
ukazaty sie w badanym okresie. W polskich czasopismach odsetek publi-
kacji o wptywie pandemii na szeroko pojete media i komunikacje stanowit
10,43% (31 z 297) wszystkich opublikowanych artykutéw naukowych (recenzji,
sprawozdac¢ i artykutéw wstepnych nie wliczano), podczas gdy w czasopi-
smach zagranicznych odsetek ten wynidst 2,72% (25 z 917). Na tej podstawie
wybrano tacznie 56 abstraktow artykutéw, ktére byly przedmiotem analizy
w drugim kroku badania.

Wyselekcjonowane materialy analizowane byly zgodnie z kluczem: obszar
badan, paradygmat badawczy, metoda zastosowana w badaniu, okres objety
badaniem i przedmiot badania. Ponizsze zestawienie (rysunek 1) przedstawia
liczbowy udzial publikacji w danych obszarach badawczych medioznawstwa
w naukach o komunikacji spolecznej i mediach.

Najczesciej eksplorowanym obszarem w grupie 1 byly badania zawartosci
mediéw (9), podczas gdy w czasopismach zagranicznych (grupa 2) prym
wiodly badania wptywu mediéw (7) i badania nad audytoriami mediéw (7).
Na drugim miejscu na famach czasopism polskich publikowano badania
w zakresie wptywu mediéw (5) i ex aequo zarzadzania i logistyki medial-
nej (5), a w grupie 2 - w zakresie badania zawartosci mediéw. Oznacza
to, ze w kontekscie postawionej hipotezy badawczej (H1) faktycznie tgcznie
najwiecej miejsca po$wigcono badaniu zawarto$ci mediow (14), a w nastepnej
kolejnosci badaniom wptywu mediéw na odbiorcow (12) w czasie pandemii.
Zgodnie z tendencjami przedstawionymi przez Jablonowskiego i Mielczarka
(2018), to wlasénie te pola w takiej samej kolejnosci byty obszarami wioda-
cymi w ich analizie zawarto$ci wybranych czasopism medioznawczych
za lata 2011-2017. Tendencja ta byla szczegdlnie widoczna w czasopismach
zagranicznych i - jak wida¢ na zaprezentowanym zestawieniu (rysunek 1) —
odzwierciedlita sie w badaniach o tematyce pandemicznej podejmowanych
w czasopismach polskich, przy czym na drugim miejscu razem z badaniami
nad wptywem mediéw znalazly sie badania nad zarzadzaniem i logistyka
medialng (m.in. zmiany w zawodzie dziennikarza czy wsparcie organizacyjne
ilogistyczne, jakie w rzeczywisto$ci pandemicznej zapewniaty im redakcje),

co w tym wypadku jedynie czgsciowo potwierdza postawiong hipoteze (H2).
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Rysunek 1. Obszary badawcze badari podejmowanych w tematyce wptywu
pandemii COVID-19 na komunikacje spoteczng i media.
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Zrédlo: opracowanie wlasne

W przypadku pozostalych obszaréw badaczom z grupy 1 interesujace
wydaly sie takze zagadnienia zwigzane z: public relations i marketingiem
medialnym (4), audytoriami mediéw (3), ekonomika mediéw (2), jezykiem
mediéw (2) i komunikowaniem politycznym (1). Z kolei dla naukowcow
publikujacych w czasopismach z grupy 2 zainteresowanie rozkladalo sie
nastepujaco: zarzadzanie i logistyka medialna (3), ekonomika mediéw (1),
PR i marketing medialny (1) i komunikowanie polityczne (1). W zadnym
z czasopism nie pos§wiecono uwagi studiom nad: estetyka mediéw, historia
mediéw i dziennikarstwa oraz teoriom komunikacji masowej, a w przypadku
czasopism zagranicznych - takze badaniom nad jezykiem medidw. Lacznie

wszystkim polom badawczym poswiecono zatem: 14 publikacji na temat
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zawarto$ci medidw, 12 publikacji o wplywie medidw, 10 publikacji o au-
dytoriach mediéw, 8 publikacji na temat zarzadzania i logistyki medialnej,
5 publikacji w zakresie PR i marketingu medialnego, 3 publikacje w zakresie
ekonomiki mediéw i po 2 publikacje o tematyce komunikowania politycz-
nego i jezyka mediow.

Aby jednak w pelni odpowiedzie¢ na zadane pytanie badawcze (PB1), nalezy

réwniez ukazaé pozostale aspekty zwigzane z analizowanymi publikacjami.

Rysunek 2. Paradygmaty badawcze badari wptywu pandemii COVID-19 na komunikacje spofeczng i media.
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Powyzszy wykres (rysunek 2) przedstawia, w jakich paradygmatach ba-
dawczych prowadzono badania bedace przedmiotem niniejszego opracowania.
Jak wida¢, najwigkszym zainteresowaniem (facznie w liczbie 29 - 15 w grupie 1
i 14 w grupie 2) cieszylo si¢ stosowanie metodologii badan jakosciowych.
To wlaénie one pozwalaja doglebnie zbada¢ dany problem, jednak w przeci-
wienistwie do badan ilo$ciowych (tacznie w liczbie 16 - po 8 w obu grupach),
ktérym po$wigcono mniej uwagi, nie sg one reprezentatywne i nie ukazuja
szersze] skali analizowanego zjawiska (Babbie, 2019). Z najnizszym zaintere-
sowaniem (lacznie 11) spotkalo si¢ stosowanie metodologii mieszanej, ktéra
czerpie z obu paradygmatéw metodologicznych, faczac wykorzystanie metod
badawczych ilosciowych i jako$ciowych. Metodologie mieszane (3) cieszyly
sie duzo mniejsza uwaga niz metodologie ilosciowe (8) w zagranicznych
czasopismach zagranicznych, natomiast w czasopismach polskich wyko-
rzystywane byly réwnie czesto (po 8) co metodologie ilo$ciowe. Nastepne
zestawienie (rysunek 3) pokazuje zréznicowanie i popularno$¢ stosowanych

metod badawczych w artykulach naukowych bedacych przedmiotem badania.
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Rysunek 3. Metody badawcze stosowane w badaniach wptywu pandemii COVID-19 na komunikacje spoteczng i media.
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Zrédlo: opracowanie wlasne

Najchetniej wykorzystywang metoda badawcza w obu grupach bylto
studium przypadku (facznie 14 - 9 w grupie 1 i 5 w grupie 2) — kwalifiko-
wano jg jako jakosciowa i stanowila gtéwna przyczyne wyniku popularnosci
metodologii jako$ciowej. Zaraz za nig uplasowala sie gtéwna metoda badan
ilosciowych, czyli sondaz z wynikiem 12 - co ciekawe, to gtéwnie tg me-
todg badawcza prowadzono badania ilo§ciowe w polskich czasopismach
(7 2 8). Trzecie miejsce w zestawieniu popularnoséci zajeta analiza zawarto$ci
(facznie 8), ktorg w zaleznosci od wskazania w abstrakcie kwalifikowano
albo do metod jako$ciowych, albo do ilosciowych, a w jednym przypadku
do metodologii mieszanej w polaczeniu z wywiadem poglebionym, ktory
zajal czwarte miejsce (facznie 5) w zestawieniu. W badaniach publikowa-
nych na famach czasopism zagranicznych publikowano takze metaanalizy
i przeglady literatury (4) w celu opracowania ram teoretycznych dla przy-
szlych badan, czego zabraklo w czasopismach polskich. Do pozostalych
metod badawczych, jakie wykorzystano w wyselekcjonowanych abstrak-
tach, nalezaly takze: 1) w czasopismach polskich: obserwacja uczestniczgca
(2), analiza systemowa (2), analiza poréwnawcza (1) i prawnicza metoda
dogmatyczna (1); 2) w czasopismach zagranicznych: metoda biometryczna
(1 - okulograf), metoda etnograficzna (1), metoda telemetryczna (1 - dzienni-
czek ogladalnosci) i analiza konwersacyjna (1) — metody te byly kwalifikowane
odpowiednio do metodologii jako$ciowych, ilo§ciowych i mieszanych w za-
lezno$ci od wskazania, przedmiotu badania i kombinacji metod badawczych.

Na koniec warto jeszcze wspomnie¢ o teoriach poruszanych w bada-

niach. Nalezaty do nich: teoria systemoéw medialnych, teoria spoteczenstwa
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informacyjnego, teoria zachowan informacyjnych (model RISP), Schadenfreude,
teoria perspektyw, ramowanie, hipoteza luki wiedzy i teoria aktora-sieci.
Co ciekawe, zdecydowana wiekszo$¢ badan (89,3%) nie wykorzystywala
zadnej konkretnej teorii jako ramy badawczej lub nie wspomniano o tym

w abstrakcie.

Przedstawione wyzej wyniki badan wskazujg, ze pandemia nie wplynela
istotnie na zawarto$¢ czasopism medioznawczych, albowiem tego typu tresé
stanowila facznie niewiele ponad 4,5% wszystkich publikacji o cechach
artykutéw naukowych. Nie znaczy to oczywiscie, Ze w pdzniejszym okresie
ta liczba znaczaco nie wzroénie zgodnie z logika opisang przez Torresa-Sa-
linasa (2020).

Wsrdd badan prowadzonych w tematyce wplywu pandemii na komuni-
kacje spoteczng i media prym wiodg badania jakosciowe, ktorych celem jest
zglebienie oddzialywania nowej sytuacji na rézne, czesto skomplikowane
aspekty widziane z perspektywy konkretnych oséb. Dane przedstawione
na rysunku 1 pozwolity udzieli¢ odpowiedzi na pytanie badawcze PBI,
z ktorych widaé chociazby, ze najwiekszym zainteresowaniem wsrdd ba-
daczy cieszyly si¢ badania zawarto$ci, wptywu i audytoriéw mediéw. Ich
uzupelnieniem sg szeroko zakrojone badania jako$ciowe - szczegélnie
sondazowe - ukazujace szerokga skale zjawiska wplywu mediéw na ich uzyt-
kownikéw oraz sposoby korzystania przez nich z mediéw - tu widoczne byto
zainteresowanie badaniami audytoriow medidéw. Warto przywolac jeszcze
zestawienie tematyczne (rysunek 4), ktére pozwoli rzuci¢ dodatkowe $wiatto

na omoéwienie wynikéow.

Rysunek 4. Przedmiot wybranych badar wptywu pandemii COVID-19 na komunikacje spoteczng i media.
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Pokazuje ono nie tylko, jak rozne tematy badan byty podejmowane
w ramach samego medioznawstwa, ale tez ze wykraczaly one poza pole
medioznawcze i dotykaty innych probleméw dyscypliny, jak biblioterapia,
zachowania informacyjne czy wykorzystanie technologii informacyjnych
w edukaciji. Jest to dowod na to, ze czasopisma medioznawcze nie s3 mono-
litycznie skupione na $ciéle okreslonej tematyce, ale przyjmuja tez publika-
cje zwigzane z innymi polami dyscypliny nauk o komunikacji spotecznej
i mediach (Media and Communication wedtug OECD). Moze to stanowié¢
perspektywe do przeprowadzenia szerszej metaanalizy w poszukiwaniu
nowszej, bardziej inkluzywnej klasyfikacji obszaréw badawczych niz ta, ktorag
postuzono si¢ w niniejszym opracowaniu.

Mimo potwierdzenia hipotezy H1 i cze$ciowego potwierdzenia hipotezy
H2 badanie podlega ograniczeniom - chociazby z powodu nieuwzgledniajacej
wiecej obszaréw klasyfikacji. Kolejng mozliwg bariera, na ktérg napotkano,
jest okres, z ktorego pochodzily zbierane dane - byt on nie tylko relatywnie
krétki dla tego typu metaanaliz (zaledwie péttora roku, podczas gdy podob-
ne przeglady prowadzi sie na duzo dtuzszych prébach czasowych), ale tez
wylaczat publikacje, ktore mogly ukaza¢ si¢ 30 czerwca 2021 r. lub dzien
pdzniej - stad chociazby brakujace wyniki dla kilku polskich periodykéw (jak

»Studia Medioznawcze”, ktére drugi numer w 2021 opublikowaly 30 czerw-
ca 2021 r., lub ,,Media-Biznes-Kultura. Dziennikarstwo i Komunikacja
Spoteczna”, ktére w 2021 r. nie opublikowalo zadnego numeru na moment
zbierania danych). Ograniczeniem moze by¢ jeszcze fakt, ze wybdr jedynie
czasopism naukowych jako przedmiotu analizy wylacza publikacje ksigzkowe,
pokonferencyjne czy rozdzialy w redagowanych monografiach (Kamhawi,
Weaver, 2003, s. 7).

Analiza wstepna moze stanowi¢ punkt wyjsciowy do przeprowadzenia
calo$ciowej metaanalizy w zakresie zawarto$ci czasopism medioznawczych
i badan wplywu pandemii na komunikacje spoteczng i media. Moze by¢ ona
takze cenna z punktu widzenia przeprowadzenia we wlasciwym momencie
analizy bibliometrycznej prognozujacej przysztos¢ badan o tej tematyce
lub stworzenia odpowiednich kategorii tematycznych w celu opracowania
kolekeji bibliotecznych po$wieconym omawianym badaniom, o ile trend

w nastepnych dwdch latach bedzie rosnacy (Opalinski, 2017).
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ABSTRACT

The COVID-19 pandemic forced numerous changes in many areas of human life. Society faced
the challenge of adapting to the new reality. Due to the restrictions, people stayed at home
and many aspects of their everyday lives moved to the Internet. Direct communication was
largely replaced by remote communication, the use of digital tools increased, and social media
developed and become the main ways of communication between families, members of the
academic community, work colleagues, and brands with their clients. The Internet played a more
significant role in maintaining interpersonal relationships than ever before. In this paper, the
author reviews trends in the usage and development of social media and the Internet during
the COVID-19 pandemic, with particular emphasis put on the case of Poland.
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STRESZCZENIE

Pandemia COVID-19 wymusita liczne zmiany w wielu obszarach zycia ludzkiego. Spoteczeristwo

staneto przed wyzwaniem zaadaptowania sie do nowej rzeczywistosci. Ze wzgledu na obo-
strzenia ludzie zostali w domach, a wiele aspektéw ich codziennej dziatalnosci przeniosto sie
do internetu. Komunikacja bezpo$rednia zostata w znacznym stopniu wyparta przez komunikacje
na odlegtos¢, wzrosto uzycie narzedzi cyfrowych, nastapit rozwoj mediow spotecznosciowych,
ktore staty sie kanatami komunikacji rodzin, zbiorowosci akademickiej, Srodowisk pracowni-
czych czy réznych marek ze swoimi klientami. Internet jak nigdy dotad odegrat znaczaca role

w utrzymywaniu stosunkow miedzyludzkich. W artykule autorka dokonata ogdlnego przegladu

tendencji w uzytkowaniu i w procesie rozwoju medidéw spoteczno$ciowych oraz internetu

w czasie pandemii COVID-19, ze szczegdlnym uwzglednieniem tych kierunkéw w Polsce.
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he coronavirus pandemic was prominent in 2020 and the first quarter
0f 2021. On November 17, 2019, the first cases of the SARS COVID-19
virus were recorded in the Chinese province of Hubei. The virus then
spread throughout the country and via international air-traffic quickly became
a global threat. On March 11, 2020, the World Health Organization (WHO)
announced that COVID-19 could be called a pandemic. The lockdowns that
many countries introduced caused people to move many aspects of their lives
online. One of the manifestations of this was the social internet campaign
#stay at home, in which Internet users shared their experiences from home life
with others and thus encouraged others to stay in isolation. Society faced the
challenge of adapting to the new reality. During the pandemic, the emphasis
of communication shifted from face-to-face (F2F) direct communication
to distance communication, which is manifest in the exponential increase
in the use of digital tools across spheres of social activity, particularly in
education and office-based work. Social media have developed to become
channels of communication involving clients, distance learning, home-office
and, above all, virtual meetings with family and friends. There has also been
an increase in the digitilization of health protection services. Spiritual life
has also moved online. Dispensation from participation in Holy Mass meant
that many Catholics benefited from the digital transmission of services on
parish Facebook profiles and on YouTube channels. Mediatization of various
spheres of human life has become extremely visible. It is even hard to imag-
ine today’s world without the Internet - especially in times of global plague.
The aim of this article is to show not only how the COVID-19 pandemic
influenced the use of the Internet and social media, but also to identify the
steps Polish broadcasters took to meet the needs of their audiences, including
health protection, interpersonal contacts, practicing faith and information
transfer. To achieve this, the study primarily analyzed the activities of social
media networks of the globally dominant Meta conglomeratel, i.e., Facebook,
Instagram and WhatsApp. As a complimentary strand of research, the
study analyzed the most popular (most downloaded) mobile app in 2020 -
TikTok. However, it is worth noting now that while this article provides an
overview, we do not fully know the social consequences of this period of
networking relationships. That will require a study after the restrictions on

social activities have ceased.

1 FacebooK’s change of name occurred on 28.10.2021
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The Internet is a space where people can fulfill most of their needs. It
is also a place where communication between them takes place when F2F
meetings are not possible. It has become both a global communication
network and a part of social life, which Manuel Castells (2003, p. 313) ex-
plains as being “because as long as you want to live in society, here and now,
you will have to deal with a network society. We live in the Galaxy of the
Internet”. Researchers dealing with types of society point out that the term
network society is used interchangeably with others such as information
society, digital society or technological society. However, as Mieczyslaw

Muraszkiewicz (2005) shows:

Where the net really rules, hardly anyone uses the term information
society, the meaning of which has been significantly expanded,
blurred and acquired ideological features since it appeared per-
manently in the politicians’ dictionary. We prefer to use the term
network society, following Manuel Castells, which emphasizes the

way of communication (paragraph 6).

Ewa Radomska states that in the network society “both access to infor-
mation and communication technologies and the ability to use them play an
important role” (Radomska, 2019, p. 118). This society is knowledge-based
and uses available e-services, both private and public, draws online from
entertainment and cultural goods, and uses online educational materials.
The COVID-19 pandemic has reinforced the use of this concept. The Digital
2021 - Global Overview Report is the latest iteration of an annual report
created by We Are Social and Hootsuite (see Kemp 2021). The report indicates
new trends in the way the Internet is used around the world. Researchers are
aware that because many countries could not update their data during the
pandemic, the trends of 2021 may be understated. According to the report
(Kemp, 2021), as much as 5.22 billion people, (66.6% of the global population)
used a mobile phone at the beginning of January 2021, and the number of
mobile users increased by 1.8% during the year. Over 4.6 billion people use
the Internet, which equates to an increase since 2019 of 316 million (7.3%).
In Poland, the comparable increase was 4.4%, or 1,3 million for a total of
31.97 million. The top ten uses of the Internet in 2020 were: (i) information
searches (63%); (ii) keeping in touch with family and friends (56,3%); (iii)

news and current affairs (55.6%); (iv) how to do something (51,9%); (v)
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entertainment - videos, TV and movies (51.7%); (vi) find new ideas (47.6%);
(vii) search for products and brands (46.4%); (viii) access to music (46.3%);
(ix) filling up spare time and general browsing (44.4%), and education and
study related activities (42.6%) (Kemp, 2021). By contrast, a Polish Central
Statistical Office (GUS) survey done in 2020, showed that 68.5% of people
used the Internet as a source of information about COVID-19 and 60%
used it for e-mails, reading online newspapers or magazines and searching
for information about goods and services. Interestingly, while there was
an increase, compared to 2019, in users of 9 of the 16 categories GUS asked
about, and there was a decrease in 5 categories: (i) searching for health-related
information; (ii) watching videos from user-generated services; (iii) putting
your own content online; (iv) playing computer games, downloading game
files; (v) and selling goods or services at auctions (GUS, 2021).

An interesting perspective of using the Internet by users was also presented
by Rovetta and Bhagavathula (2020) who analyzed the behavior of Internet
search engines with coronavirus related search terms and the circulation
of fake news during four pandemic months. Rovetta and Bhagavathula
found that countries with more COVID-19 cases had more inquiries about
the virus. They also discovered that whereas the most frequently searched
terms on Google related to the coronavirus were: ‘coronavirus’, ‘corona’,
‘COVID)’, ‘virus’, ‘corona virus’ and ‘COVID-19’, there was wide-spread use
of ‘coronavirus ozone’, ‘coronavirus 5G’, ‘coronavirus laboratory’, ‘corona-
virus conspiracy’ and ‘coronavirus bill gates’. The number of searches for
tips and cures for COVID-19 increased in the wake of speculation by US
President Donald Trump about a ‘miracle cure’ (Rovetta & Bhagavathula,
2020). The pair also expressed the hope that those responsible for media and
healthcare regulation would remain vigilant and reduce the spread of online
disinformation. These studies show that the phenomenon of infodemia is a
big problem on the web. Conspiracy theories are replicated, and misinfor-
mation and fake news are rampant. Fake coronavirus messages disseminate
at lightning speed online, causing chaos and panic. Technology broadcasters
are fighting this phenomenon by removing certain materials or publishing
WHO advertisements free of charge. Experts also appeal to media recipients
to responsibly and reliably approach the issue of their published content.
This issue, as one of the trends in the use of the Internet during a pandemic,

undoubtedly constitutes an interesting research problem.
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Social media have benefited from the coronavirus pandemic, because it
has enabled them to become privileged channels of interpersonal communi-
cation. Numerous stories, live broadcasts or virtual meeting places allowed
people to stay in touch despite their physical distance. The weakening of
social ties and subsequent alienation have decreased due to new technol-
ogies, including social media, which have also played a significant role in
customer communication for companies and brands. These platforms have
significantly developed their sales tools and became crucial elements for
remote working (enabling employers to communicate with their employees)
and education, where teachers, in Facebook groups communicated with
students as well as parents.

As with the growth in Internet use, there was an increase in the number
of users of social media. In January 2021, 4.2 billion people, or more than
half the global population, used social media, which is an increase of 13%
since January 2020 (Kemp, 2021).

Image 1. Increase of global social media users over time.
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On average, more than 1.3 million new users the world over joined social
media every day (see Image 1. In Poland, the number of users increased by
2.5 million during the pandemic up until January 2021 to almost 26 mil-
lion. Most people use a multitude of social media, like Facebook, YouTube,
Whatsapp, Messenger and Instagram. The five most common reasons for
using social media are: (i) are being up to date with news and current events

(36.5%); (ii) searching for fun and entertaining content (35%); (iii) filling
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free time (34.4%); (iv) staying in touch with friends (33%); and (v) photo
and video sharing (27.9%) (Kemp, 2021). These data show that social media
is one of the main sources of information for most users, and at the same
time remains a form of entertainment and a kind of relaxation. In the con-
text of considerations regarding the process of social media development
during the pandemic, fundamental questions should be asked concerning
improvements, if any, that Facebook, Instagram and WhatsApp introduce
during the epidemic? And the changes, if any, that the three sites made to
protect user health?

As Facebook reported, its team has been working to make the apps run
smoothly while prioritizing health-related functions. An information panel
was created on Facebook, which collated news and links to check and verify
articles on the coronavirus. After adding the panel to their Facebook wall, the
user receives information directly in their newsfeed. The World Health Orga-
nization health alert was launched on WhatsApp. On March 16, 2021, it was
reported on Instagram that in order to help people find reliable information,
the website was introducing a global information center on COVID-19. It also
introduced the stories sticker, which directly connected people to the news
center, but above all was an expression of support for others. Notifications
directing users to the news center were also displayed at the top of the user
feed. In order to mitigate any potential network congestion associated with
the large number of active Facebook users, the bit-rate for videos has been
reduced in some regions. In line with the principles of crisis management,
Facebook eventually ran tests to help improve services (Kang-Xing, 2020).
However, the main purpose of the platform was to facilitate people-to-people
contact, provide users with access to verified and reliable information, re-
move harmful content, and fight coronavirus disinformation by supporting
fact-checkers. Facebook also introduced new pandemic-related advertising
rules. The platform checked the content of published ads with the possibility
of blocking, if advertisers tried to use fear of COVID-19 infection to sell
products. Facebook clearly defined which ads are allowed and which are
abusive. It allowed the possibility of promotion with temporary restrictions:
disinfectants for hands, disinfection wipes and non-medical masks. However,
in such cases, the advertiser had to meet the basic conditions: the ad history
was supposed to be at least four months and the account could not appear as
previously not meeting the conditions for placing the ads. Additionally, ad-
vertisers were only allowed to advertise these products in their home country.
This concerned China, Indonesia, Israel, Cameroon, Kazakhstan, Malaysia,

Thailand, Turkey, Ukraine and Vietnam. On the other hand, advertisements
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for the COVID-19 test kit were forbidden, with the simultaneous indication
that advertisements promoting test venues or promotion of services offered in
hospitals or testing points were allowed. The sale of vaccines was completely
forbidden, however, advertisements informing about access to vaccines were
allowed (Zasady zamieszczania reklam..., 2020).

Another solution introduced by Facebook during the pandemic was
the launch in March 2020 on the Business Resource Hub platform, whose
purpose was to provide support to all companies directly or indirectly
affected by the pandemic. It contains reliable information, tips, tools and
materials supporting the management of the enterprise (e.g., guides selected
for industries such as restaurants and cafes, retail, beauty salons and spas).

To facilitate communication for users, Facebook has also introduced an
innovation to group conversations — the so-called Rooms. They can be cre-
ated from Messenger, Facebook, WhatsApp and Instagram. Up to 50 people
can join an open room on Messenger using a link, even without a Facebook
account. The Rooms do not have any time limits. It is also worth adding that
on Facebook, following the example of Instagram, only the ‘follow’ option
was left — while the option to ‘like’ was removed.

To sum up, Facebook as the dominant actor in the sphere of social net-
works during the coronavirus pandemic introduced many solutions whose
main goal was to protect the health of users and maintain the continuity of
interpersonal relations. Special information centers and WHO alerts have
been launched on Facebook, Instagram and WhatsApp. To facilitate the
contact of recipients, Rooms were created that simplified communication
for a larger group of people. Additionally, in order to stop the spread of false
information to some extent, the content was subject to increased verifica-
tion. It was similar to the case of advertising, where Facebook introduced
new — more stringent — rules for advertisers. These innovations meant that
Facebook not only did not lose from the coronavirus pandemic, but one can

talk about its development and its benefits.

Tik-Tok is an application that has spread very quickly among social media
users around the world. It is especially popular among teenagers aged 10-19
years, but during the pandemic it was also used by celebrities and influencers
in other age groups. In 2020, it was the most downloaded application. Tik-
Tok has branches in Los Angeles, New York, London and Tokyo, and from
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January 2021 also in Warsaw. The number of application users is growing
every month. At the beginning of 2021, nearly 1 billion people were actively
using the application in 100 different languages. There are 100 million users
in Europe. It is worth considering what factors influenced such popularity?
TikTok’s history is linked to two other apps: Musical.ly and Douyin.
Musical.ly is an application that allows you to create 15-second videos with
lip sync with music. It was founded in 2014 by Alex Zhu and Louis Yang. In
the ensuing years, it developed mainly in the United States. In September
2016, the Douiyn app for creating short films was created, which a year later
began its expansion under the name TikTok. In November 2017, ByteDance
- founded in March 2012 by Zhang Yiming in Beijing — bought Musical.ly,
and a year later merged it with TikTok by transferring all profiles (What
is TikTok? 2021). As stated by the app’s originators, the mission of TikTok
is to inspire creativity and bring joy. It is an application where users can
create short videos on any topic and share them with others. In principle,
they are similar to music videos. As Ryszard Tadeusiewicz (2021) claims
“this platform is based on the principles of artificial intelligence and uses
machine learning techniques in order to maximally adjust the delivered
content to the preferences and needs of each specific user”. The algorithms
in this case are responsible for voice and language processing. The images
viewed by users are enriched with music selected by artificial intelligence.
The deepfake technique may be a disturbing phenomenon in this regard. The
word “deepfake” means the use of machine learning algorithms combined
with face mapping technology to digitally manipulate people’s voices, bod-
ies and faces. “This technology is developing so rapidly that it is becoming
more and more difficult to say what is false” (Wasiuta, Wasiuta, 2019, p. 21).
In March 2021, a fake video recording appeared on TikTok with a person
confusingly looking like the actor Tom Cruise. Although the recording was
removed, its appearance aroused a lot of emotion and discussion. Image
manipulation using new technology can be disastrous, especially when it
appears in applications used mainly children in their teens. Referring to
the controversy aroused by TikTok, one cannot fail to mention the conflict
between its owners and Donald Trump. In 2019, the US government launched
an investigation after officials expressed concern that the app could pose a
security risk to Americans due to the way TikTok stores and handles user
data. It was suspected that the Chinese government was spying on American
citizens. On July 31 2019, the US President Donald Trump told reporters that
he would ban TikTok from operating in the country. On August 3, 2020, he

issued a regulation to block and remove this application from both Apple and
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Google stores. However, just a month later, Judge Carl Nichols temporarily
blocked this order (Fung, 2020).

However, the potential of the application is noticed by more and more
companies and personal brands, such as X-com or Ziaja. In March 2021,
TikTok launched a new feature that allows users to purchase in-app prod-
ucts for a sponsored hashtag challenge. It also introduced the ability to filter
comments for users over the age of 16 and a ‘hint’ tool, encouraging you to
reconsider posting a comment that may be negative and offensive. In this
way, the app wants to promote mutual positivity.

It should also be added that TikTok was used during the election campaign
in Poland. On March 30, 2020, President Andrzej Duda, who was running
for re-election, placed an invitation on TikTok for students to take part in
the e-sport tournament Granantanna Cup organized by the Ministry of
Digitization and ESL. He started his video with the words: “Is this Tik-Tok?
Am I on a Tik-Tok?”. This video was to persuade young people to stay at
home and choose electronic sports, as evidenced by the tags accompanying
the video: #zostanwdomu #zostanciewdomu #koronavirus #coronavirus
#koronaviruswpolsce. The appearance of the President on TikTok sparked a
lively discussion on the Internet. In relation to the prevailing epidemiological
situation, many criticized this way of campaigning, however, experts in the
field of political marketing concluded that it was a good move that could
contribute to winning the votes of young people.

The coronavirus pandemic, as with Facebook, has contributed to an
increase in the number of TikTok users. This application has become a form
of creative home time spending, making it the most downloaded application
during the pandemic. Despite raising a lot of discussions and controversy,
its potential in interpersonal communication is noticeable among users,

as well as in the contact of famous brands with their potential customers.

The coronavirus pandemic has accelerated the development of not only
social media, but also many industries related to new technologies. Due to
the overview nature of this article, only selected areas of everyday life in
which a perceptible digital change has occurred will be briefly presented.

One of the most important values in human life is health. During the
pandemic, terms such as telemedicine and telehealth were often used in the

media interchangeably. However, as experts point out, telehealth is a broader
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concept than telemedicine. Telemedicine defines the use of technology to

treat patients, while telehealth provides both health education, diagnosis

and treatment (R6znica miedzy telemedycyng a telezdrowiem, 2018). There

is no doubt, however, that the pandemic accelerated the computerization of
medical practices, as doctors around the world offered ‘remote consultations’,
which were held over the phone or via videoconferencing platforms. The

aim of this solution was the safety of patients who did not have to go to the

clinic. Many experts in the field of medicine admit that the pandemic caused

a significant number of people who had negative attitudes to new technol-
ogies used in medicine to change their minds. Training and educational

projects were also conducted for people who, for any number of reasons,
have experienced digital exclusion for their age (Patient Empowerment 2020:

Pandemia przyspieszyla informatyzacje medycyny, 2020). It should also be

added that health applications were created for consistent communication.
In Poland, the apps are ‘kwarantanna domowa’ and ‘STOP COVID-ProteGo

Safe’. Detailed information can also be found on the websites gabinet.gov.pl

and pacjent.gov.pl. Between January and December 2020, the website was

visited by over 17 million users compared to 1.5 million in 2019. The Inter-
net Patient Account subpage also recorded a record increase in 2020 rising

from 850,000 to the current 4,7 million patients. Many patients also use the

e-prescription subpage (Internetowe Konto Pacjenta pomocne w pandemii,
2020). There is therefore little doubt that the Internet was a helpful tool to

the medical services during the pandemic.

Education and office-based work were aspects of everyday life signifi-
cantly influenced by the pandemic. National lockdowns caused school
educators from March 12, 2020 to switch to providing online — distance or
remote — learning. Also, many employers recommended their employees to
work remotely. “Education during the pandemic changed 180 degrees the
process of preparing classes by teachers and sharing and delivering content
to students. The educators’ task was to find the appropriate source of com-
munication” (Piechowska, Romanowska, 2020, p. 33). As a result, the demand
for webinar and videoconferencing software increased significantly in the
digital market. Microsoft Teams became the primary communication tool
between teachers and students. On this platform, you can create separate
teams with their own chat, task list or file storage. You can also share your
screen in real time, assign, monitor, and evaluate tasks and plan your class
schedule. Other applications used in education, but also in professional work,
are Zoom and Google Meet. The latter is part of the Google G Suite package,

which integrates with other Google services.
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The Internet was also helpful in Poland in spreading and practicing the
Catholic faith. After the church hierarchs introduced dispensation from
participating in Holy Mass, many parishes opted for online broadcasts. This
phenomenon was especially intensive during the Christmas and Easter hol-
idays. Many parishes also broadcast the Lenten retreat. Initially, many new
YouTube channels were created, and requests for subscriptions appeared on
parish social media accounts due to the limited availability of live streaming
for mobile devices. However, in April 2020, YouTube lifted the requirement
of 1,000 subscribers for religious entities. In a report published in “Religions”,
the researchers found that during the coronavirus pandemic in spring 2020,
40.8% of parishes in Poland conducted online broadcasts, of which 18,9%
were on YouTube, 18,7% on Facebook, and less than 5% used an independent
streaming source for broadcasting. Although religious institutions in other
countries did use transmission platforms, like Skype, Zoom and Periscope,
the Catholic church Poland did not practice this method. Nevertheless,
researchers did find in the analyzed period of the pandemic, there was a
dynamic increase in the use of new technologies in the Polish Church, at
a hitherto unprecedented level (Przywara, Adamski, Kicinski, Szewczyk,
Jupowicz-Ginalska, 2021, p. 1). During the European Schuman Festival,
which took place in the spring of 2020 in an online form, the debates decided
that the Church in Poland, after the congregations returned to the churches,
should not give up the use of new technologies in their evangelical work.

The pandemic also influenced the work of cultural institutions. The
imposition of lockdowns and social distancing caused the temporary clo-
sure of theaters, cinemas, museums, art galleries, community centers were
closed, and concerts with the participation of the public were forbidden.
Cultural life like education, medical practices and the retail sector moved
to the web but as Czyzewski et al. (2020, p.26) explain the outcome was a

negative experience:

Creators and institutions built up communication with audiences
via the web fairly quickly, but it turned out that most of the material
is qualitatively, artistically and technically poor, and excess content
can cause Internet fatigue. The omnipresent ,streamosis’ is not a
chance for culture, but only a confirmation of the powerlessness of

many creators and the inability to use the potential of the network.

This statement shows that that virtual reality, with the exception of on-

line live concerts, is a poor substitute environment for the transmission of
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cultural communications. Musicians who were unable to tour during the
pandemic organized their performances online, often combining with a
charitable fundraiser. In Poland, TVN and the TVN Foundation “Nie jestes
sam” organized on April 4, 2020, the “Koncert dla Bohateréw”, in which 35
Polish artists took part. It was a thank you to all the health professionals
for their contribution in the fight against the coronavirus. The concert
raised more than PLN 4 million, which TVN donated donated to the fight
the coronavirus. However, the loudest concert on the web was the concert
,»One World: Together At Home” organized by Lady Gaga, which raised $127
million for the World Health Organization. Another Polish charity event
was the nationwide Hot16Challenge2, initiated by the rapper Karol ‘Solar’
Poziemski, which permitted each nominee was to record a 16-line verse
within 72 hours and nominate other performers. The aim was to raise money
for the medical staff on the siepomaga.pl website and to support the fight
against the coronavirus. The event was attended by singers, journalists as
well as politicians, including President Andrzej Duda. During the concert,
1,349 songs were played, there were 3,869 nominations, and the recorded
songs were viewed 496,699,730 times (Beef z koronawirusem, 2021). Theaters
also moved their performances online to streaming platforms like YouTube,
with mixed results. Museums introduced virtual tours of their exhibits.
All aspects of everyday life have undergone significant digitization during
the coronavirus pandemic. The new technologies of digitization can improve
communications when the communicative environment is abruptly altered,
by for example lockdowns and social distancing. Digitization has ensured
the provision of health care services, school curricula and higher education
courses, the pastoral care provided by the Catholic Church and enabled
office-based work and cultural life to continue on-line and contributed to
maintaining social distancing. However, digitization is a poor substitute for

direct human communication.

During the COVID-19 pandemic, the Internet has become the main
environment of interpersonal communication. The social restrictions of
lockdowns and social distancing, introduced to stop the spread of the coro-
navirus have pushed many aspects of everyday life to transition to the web.
Public institutions, international organizations and governments of indi-

vidual countries also used the Internet to disseminate information on the
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functioning and adaptation to the new reality. Digital technologies and
software have been applied on a large scale, which prior to the pandemic
was only used by a small part of the population, such as videoconferences,
webinars and remote learning, mainly using Microsoft Teams, Zoom or
Skype. In addition to IT companies, media giants also strengthened their
positions by introducing many new solutions. Social media introduced some
innovations aimed at facilitating the users” access to reliable information,
as well as their contact with others. A major beneficiary of adapting to the
constrained social environment by embracing the oppprunities offered by
digitization was the Catholic Church. Parishes maintained their evangelical
work and pastoral care by broadcasting online mostly of Masses on Sundays
and Holy Days. The Internet enabled culture broadcasters to transmit their
content and medical practitioners to maintain health services.

However, it should be remembered that the importance of the Internet
and social media in the context of the pandemic should not be considered
solely in terms of its positive aspects. The ongoing duration of the pandemic
and the smart-phone fulfilling constant need for self expression by Gener-
ation Z whom Parker and Igielnik (2020) describe as “digital natives who
have little or no memory of the world as it existed before smartphones” has
raised awareness of the addictive allure of both digital technologies and
social media and its effect on mental health.

Petra Schuhler and Monika Vogelgesang (2014, p. 17) believe that the
phenomenon of “network addiction” should be treated “not only as a bad
habit that has crept into our lives (...), but as a serious mental illness that
affects our relationships with other people, our life energy, and above all,
our self-esteem”. Nevertheless, sociologists and medical practitioners were
aware of ‘network addiction’ before the pandemic. Abusive use of the digital
media, spending long hours working, playing and socializing on computers,
tablets or smartphones has deepened this social crisis. During the pandemic,
sociologists and psychologists have repeatedly called for digital hygiene to
maintain a healthy balance between the use of and over exposure to tech-
nology and mental health. Another negative phenomenon related to the
Internet and social media during the pandemic was the infodemic, which
the WHO (2021) defines as:

infodemic is too much information including false or misleading
information in digital and physical environments during a dis-
ease outbreak. It causes confusion and risk-taking behaviours
that can harm health. It also leads to mistrust in health authorities
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and undermines the public health response. An infodemic can inten-
sify or lengthen outbreaks when people are unsure about what they
need to do to protect their health and the health of people around
them. With growing digitization — an expansion of social media and
internet use — information can spread more rapidly. This can help
to more quickly fill information voids but can also amplify harmful

messages. (https://www.who.int/health-topics/infodemic)

Anti-vaxxers and a broad community of coronasceptics posted misleading
content that spread panic and chaos. This behavior challenged media broad-
casters to take steps to stop the spread of online disinformation. Therefore,
in observing the trends in the use and development of social media and the
Internet during the COVID-19 pandemic, it should be stated that while they
played a significant role in interpersonal communication, they also produced
a raft of negative effects. Let the words of the Polish Nobel Prize winner
Olga Tokarczuk - initially published in the German newspaper Frankfurter
Allgemeine Zeitung, and then published on April 1, 2020 in Polish, on her

Facebook profile - serve as the conclusion of this article. Tokarczuk foretells:

Our children will come out of quarantine addicted to the Internet, and
many of us will realize the futility and sterility of a situation in which
we are mechanically and by the force of inertia. (...) Before our eyes,
the civilization paradigm that has shaped us for the last two hundred
years is blown away like smoke: that we are the masters of creation,
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andemia COVID-19, wywotana rozprzestrzenianiem si¢ koronawirusa
SARS-CoV-2, spowodowata dramatyczng sytuacje epidemiologiczna
w wielu panstwach na calym $wiecie. Wybuch pandemii wptynat
m.in. na rézne sektory gospodarki w poszczegdlnych krajach. Sytuacja
ekonomiczna i spoteczna znaczgco zmienita sie od tamtej pory i wcigz si¢
przeobraza. Ta tendencja ma zwigzek m.in. z kolejnymi ,,falami” pandemii
i co za tym idzie - niestabilng sytuacja w spoteczenstwie. Roéwniez media
stanely w obliczu pewnych zmian i wyzwan w tym niecodziennym czasie.

Ten specyficzny czas, ktorego poczatek jest datowany na 11 marca 2020 roku,
kiedy Swiatowa Organizacja Zdrowia (World Health Organization) uznata
serie zachorowan na COVID-19 za pandemi¢ (WHO), sprawil, iz wiele
codziennych aktywnosci przeniosto si¢ do wirtualnego §wiata. Pierwsze
doniesienia na temat nowego i niebezpiecznego wirusa z Wuhan w Chinach
zaczely si¢ pojawia¢ w mediach juz w styczniu (Chlebowski, 2020, s. 37).
Ludzie zaczeli wowczas poszukiwad, szczegélnie w internecie, informacji
na temat kolejnych zakazen. Generalnie za posrednictwem mediéw prze-
kazywana jest ogromna liczba réznorakich komunikatéw dotyczacych tej
tematyki. Wszelkie programy informacyjne zostaly zdominowane przez
newsy na temat koronawirusa i konsekwencji zakazen nim w globalnym
wymiarze. Najwazniejsze polskie serwisy informacyjne zanotowaty kilku-
dziesiecioprocentowe wzrosty wynikéw ogladalnosci (Chlebowski, 2020,
s. 38). Réwniez w internecie pojawifo si¢ mndstwo informacji na ten temat,
zaréwno w formie tekstowej, jak i wizualnej. Niemniej jednak nie wszystkie
komunikaty sg wiarygodne. Wiele z nich jest czesto niezweryfikowanych
przez nadawcow czy wrecz $wiadomie zafatszowanych, co rodzi szereg
probleméw natury etyczne;j.

Innym z czynnikéw, ktory wplynal na réznego typu zmiany w odniesieniu
do mediéw w dobie pandemii, jest tzw. narodowa kwarantanna czy izolacja.
Czes¢ 0soOb zaczela w tej syutacji czesciej korzystac ze srodkéw masowego
przekazu z powodu wigkszej ilo$ci wolnego czasu czy wrecz z koniecznosci
(jak choéby podczas dokonywania niektérych zakupdw przez internet).

Wprowadzone przez rzad rézne rekomendacje czy ograniczenia dotyczace
przemieszczania si¢ (zaréwno na poziomie krajowym, jak i miedzynarodo-
wym) wplynely tez w pewnym stopniu na zmiany w sposobie komunikacji
ludzi. Media spoteczno$ciowe utatwily w tym trudnym czasie wielu osobom
komunikacje (zwlaszcza pomigdzy czlonkami rodzin czy znajomymi, lecz takze

na poziomie zawodowym czy w wymiarze naukowym). I cho¢ social media
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stanowia od diuzszego czasu nieodzowng cze$¢ zycia ogromnej liczy oséb
aktywnie korzystajacych z internetu, to wlasnie teraz nabraty one szczegdlne-
go znaczenia ze wzgledu na ograniczenia komunikacji w przestrzeni realnej.

Kwestie dotyczace mediéw w kontekscie pandemii COVID-19 odnosza
sie do szerokiego wachlarza zagadnien. Poruszone w artykule zagadnienia
stanowig zarys problematyki dotyczacej mediéw i komunikacji spoleczne;j.
Celem artykutu jest przede wszystkim proba omoéwienia réznych aspektéow
dotyczacych nowych trenddw, jakie si¢ pojawily w mediach w dobie pandemii
i zwigzanych z nimi wyzwan. Jednym z elementow niniejszej pracy bedzie

réwniez namyst etyczny nad niektérymi zagadnieniami z tego obszaru.

Juz pierwsze dni po wprowadzeniu obostrzen zwiazanych z przemiesz-
czaniem si¢ ludzi i ich aktywno$cig zawodowa oraz gospodarcza staly si¢
zaczynem zmian w zyciu spotecznym i biznesowym na calym $wiecie. W marcu
2020 roku w Polsce okolo 25% pracownikéw firm skorzystalo z mozliwosci
pracy w trybie zdalnym, a okolo 30-40% - w innych krajach OECD. Az 172
kraje na §wiecie wprowadzity edukacje online z powodu zamkniecia szk6t
i w zwigzku z obostrzeniami dotyczgcymi rozprzestrzeniania si¢ wirusa
SARS-CoV-2 (Grzeszak, Le$niewicz, Swiecicki, 2020). Pomimo zmiany trybu
pracy ze stacjonarnego na formule zdalng, zdecydowana wiekszo$¢ Polakow,
bo az 71% pozytywnie wypowiadala si¢ na temat sytuacji finansowej swojego
gospodarstwa domowego w trakcie trwania i rozwoju pandemii koronawi-
rusa. Analizy wykazuja, iz nowa sytuacja w wigkszym stopniu oddzialuje
na zwyczaje spoleczne anizeli na sytuacje ekonomiczng Polakéw.

Z 111 fali badan nastrojéw gospodarstw domowych, przeprowadzonych
przez Polski Fundusz Rozwoju Polskiego Instytutu wynika, ze 80% badanych
za$wiadczylo, iz rzadziej niz przed pandemig bierze udzial w wydarzeniach
kulturalnych i rozrywkowych. Okolo 70% badanych rzadziej korzysta z ba-
senow, sifowni i klubow fitness, a 68% z mniejsza czestotliwoscig niz przed
pandemia korzysta z restauracji, pubow i baréw. Z kolei 58% respondentow
rzadziej robi zakupy w tradycyjnej formie, czyli w supermarketach i galeriach,
wybierajac tryb online. Przy znacznych zmianach zachowan konsumenckich,
prawie potowa badanych (47%) tak samo czesto korzysta z ustug fryzjerskich
i kosmetycznych, mimo iz na te branze naktadane byty ograniczenia. Pandemia
COVID-19 znaczaco ograniczyta mobilnoé¢ ludzi i bezposrednie kontakty

spoteczne w wiekszosci jedynie do najblizszego sasiedztwa, co postawilo
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wyzwanie przed komunikacja nawigzywana na odleglos¢, gdyz stata sie
ona znacznie czg$ciej i chetniej wykorzystywana niz uprzednio. Zaréwno
pracodawcy, jak i lokalne spotecznosci stanety przed wyzwaniem, jakim
z pewnoscig byla konieczno$¢ przeorganizowania sposobéw kontaktu w taki
sposob, aby w jak najmniejszym stopniu przyczyniac sie do transmisji ko-
ronawirusa, przy jednoczesnym zachowaniu efektywnosci tych kontaktow.
Pandemia bardzo wplyneta na dynamike relacji miedzyludzkich, z jednej
strony ograniczajac do minimum lub wrecz do zera pewne kontakty, z drugiej
za$ - w przypadku kwarantanny badz pracy w trybie zdalnym - wymuszajac
spedzanie czasu z domownikami niemalze przez 24 godziny na dobe.
Przeniesienie si¢ aktywnosci uzytkownikéw mediéw w tryb online spowo-
dowato okolo trzydziestoprocentowy wzrost ruchu na stronach internetowych
(PIE, 2021). W niektorych krajach skutkowato to spowolnieniem przesylania
danych i wymusilo inwestycje ze strony dostawcéw ustug sieciowych. Nie
tylko praca i nauka przeniosty si¢ do sieci, ale takze kultura i rozrywka staty
sie czasowo dostepne jedynie online. Nowa sytuacja powodowata w spote-
czenstwie lek i niepewnos¢, w zwigzku z czym internet wykorzystywany byt
jako gléwne zrédlo do poszukiwania informacji na temat wirusa - okoto
68% 0s6b w USA i UK w marcu 2020 roku zadeklarowalo, iz poszukiwato
w sieci doniesien zwigzanych z pandemig. Z kolei az 87% badanych zaswiad-
czylo, ze od poczatku lockdownu ogladato wiecej tresci wideo zaréwno w te-
lewizji, jak i w wirtualnej rzeczywisto$ci (GlobalWebIndex, 2020). W Polsce
w marcu 2020 roku analitycy odnotowali dwu - lub trzykrotny wzrost liczby

odston, jesli chodzi o najwigksze serwisy informacyjne.

Od poczatkéw rozwoju pandemii wirusa SARS-CoV-2 na $wiecie obserwuje
sie znaczny i staly wzrost zainteresowania dziatalnoscig influenseréw. Nie
od razu jednak ten trend byt oczywisty, gdyz po wprowadzeniu obostrzen
zauwazalny byl spadek sprzedazy, mniejsze zainteresowanie konsumentéw
kupowaniem ustug i produktéw, ktére byto podyktowane niepewnoscia
co do rozwoju sytuacji pandemicznej, obawa przed zmniejszeniem zarobkow
badZz wrecz utratg pracy. Te czynniki nie sprzyjaly zakupom i zaopatrywaniu
sie w dobra, zwlaszcza te z wyzszej potki cenowej, lub produkty, ktére nie byly
uznawane za artykuly pierwszej potrzeby. O ile zywno$¢, srodki czystoéci
czy ptyny do dezynfekcji znikaly ze sklepowych poétek, o tyle np. branza

odziezowa czy bizuteryjna musiaty wlozy¢ wiecej wysitku w promowanie
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swoich produktéw. Co znaczace, marki zaczety wycofywad sie z nawigzanych
dotychczas umoéw o wspotprace, zaplanowanych kampanii i niejednokrotnie
rezygnowaly z przeznaczania budzetu na dziatania marketingowe. Uwaga
spofeczenstwa skupiona byta na doniesieniach zwigzanych z koronawiru-
sem, a na influenserki i influenseréw w pierwszych tygodniach pandemii
spadta fala krytyki i oskarzen o to, ze w tej trudnej sytuacji zajmuja sie
btahymi sprawami i promujg produkty, ktére na tamten moment wyda-
waly sie zbedne (jak ubrania czy kosmetyki). Poczatek pandemii mozna
utozsamic z falg braku empatii dla tworcodw internetowych, ktdrzy musieli
dopiero dostosowac si¢ do nowej rzeczywistosci, zmieni¢ metody komuni-
kacji z odbiorcami, sposéb przekazu oraz ustali¢ nowe reguty wspétpracy
z markami i sposoby promocji produktéw, ustug badz stylu zycia. Co wigcej,
influenserzy jeszcze w poczatkowej fazie pandemii zwigzani byli umowami
dotyczacymi wspotpracy, stad pojawily si¢ rozbieznosci pomiedzy aktualng
sytuacja na $wiecie a dzialaniami niektorych tworcow internetowych, ktérzy
nie podjeli inicjatywy do zmiany komunikacji na ,,tu i teraz” lub blad wy-
stepowal po stronie marki, ktéra oczekiwata realizacji uprzednich zalozen
marketingowych i komunikacyjnych. Zdecydowane reakcje internautéw,
sprzeciw i hejt wobec dotychczasowych strategii wymusily na influenserach
i markach podejmujacych z nimi wspoélprace koniecznosé bycia elastycznymi
i dostosowania komunikacji do dynamicznych i aktualnych warunkéw i na-
strojow spotecznych. Wazne stalo sie wyczucie, intuicja influensera i dzialow
marketingu, jak rowniez prowadzenie spdjnej narracji, stosownej do sytuacji.
Sytuacja pandemii postawita przed influenserami nowe zadania, ktére
nierzadko staty ze sobg w sprzecznosci, gdyz po kilku tygodniach czesé
odbiorcéw ich tresci sugerowata chec¢ ,,powrotu do normalnosci”, przy czym
termin ,normalno$¢” w dobie koronawirusa nabratl bardzo subiektywnego
zabarwienia. Z kolei inna grupa followeréw pragneta tresci lekkich i przy-
jemnych, przecistawnych do newséw i doniesieni z serwiséw informacyjnych,
ktére koncentrowaly si¢ wokot liczby zachorowan i eksperckich wypowiedzi
na temat wirusa i jego rozprzestrzeniania sie. Nie tylko edukacja i praca
przeniosty sie w tryb online, czyli inaczej méwiac, tryb domowy, ale row-
niez dziatania marek z koniecznoéci musialy przenieé¢ sie z trybu offline
do online, co dla niektérych firm bylo warunkiem przetrwania i zachowania
plynnosci finansowej. Kluczowe stato sie odpowiednie przygotowanie oferty
i nawiazanie komunikacji z odbiorcg w sposéb nienachalny, dbajac o dobro

klientéw, ich komfort i bezpieczenstwo.
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Pandemia jako zjawisko biologiczne jest konstruowana medialnie w obie-
gach informacyjnych na wszystkich szczeblach: komunikacji miedzyosobowej,
grupowej, instytucjonalnej oraz masowej. Struktura komunikacji, tak jak
i calej epoki, juz w 2006 roku przez Zygmunta Baumana okreélona zostala
jako ,,plynna”. Stowo to faczy si¢ réwniez z nowoczesnoscig i dynamiczna
sytuacjg, zwlaszcza w przestrzeni medialnej (Goban-Klass, 2020). Czas pan-
demii poglebil ten proces, ukazujac, jak elastyczne moga by¢ ramy i struktury
w kwestii obostrzen, informowania, propagowanych idei kolejno przez rzad,
ekspertow i influenseréw. W sytuacji rozprzestrzeniania si¢ koronawirusa
i konieczno$ci wprowadzenia lockdownu nieodzowne stato sie uzasadnienie
w mediach tego dzialania i przekonanie opinii publicznej co do zasadnosci
restrykeji. Logicznym wyborem bylo zaangazowanie do tych dzialan oséb
wykonujacych zawody zaufania spotecznego, czyli lekarzy badz pracowni-
kéw sektoru ochrony zdrowia. Specjalisci, z racji zdobytego wyksztalcenia
i wykonywanego zawodu, wzbudzaja wigksze zaufanie niz politycy, ktéorym
zarzuca si¢ czesto dbanie o wlasne interesy kosztem szeroko rozumianego
panstwa, zaniedbywanie obowigzkéw badz brak wiedzy i kompetencji
do zajmowania danego stanowiska.

Problem jednak pojawil si¢, gdy eksperci w przestrzeni medialnej po-
dawali sprzeczne osady. Nowe doniesienia pojawialy sie zewszad, niosac
ze sobg rozbiezne informacje i zawierajac odmienne zalecenia. Wirusolodzy,
lekarze, politycy i eksperci podawali rézne prognozy, wskazywali na rézne
obiecujace remedia. W efekcie nadmiaru sprzecznych informacji podawa-
nych przez osoby uznawane za ekspertéw utrudnione stalo sie prawidlowe
reagowanie i wypracowanie wlasnego zréwnowazonego pogladu, a takze
zauwazalny stal sie spadek zaufania spolecznego do ekspertéw i medykow
oraz podwazanie ich kompetencji i autorytetu przez internautéw (Demczuk,
2020, s. 45). W tym zakresie rowniez influenserzy borykali si¢ z kryzysami
wizerunkowymi, kiedy z powodu zbyt wielu publikowanych tresci i wspét-
pracy sponsorowanej byli konfrontowani z opiniami czytelnikéw na temat
nachalnego reklamowania ustug i produktéw, a takze zarzucano im brak
autentycznosci i szczerosci.

Interesujacym zagadnieniem dla badaczy stata si¢ kwestia, czy obecnos¢
ekspertow w przestrzeni medialnej i ich wypowiedzi moga wplywac na procesy
polityczne i podejmowane decyzje (Lukasik-Turecka, 2021). Innym réwnie

istotnym i prawdopodobnie wywierajacym silny wplyw zaréwno na wladze,
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jak i spoteczenstwo zagadnieniem jest instytucja Kosciota katolickiego. Nawet
w czasach hitlerowskiej i sowieckiej okupacji nie zamykano ko$cioléw moca
jednocze$nie wprowadzonej decyzji administracyjnej (Borkowicz, 2020).
Sytuacja pandemiczna byta tak zaskakujaca rowniez w swych obostrzeniach,
ze zaréwno wladze Kosciota, jak i ksieza oraz wierni z dnia na dzien zostali
pozbawieni mozliwo$ci uczestniczenia w mszach i uroczystosciach. Postawa
0s6b duchownych jako autorytetu (dla czesci spoteczenstwa) mogta ukaza¢
powage sytuacji i poprzez swoje miejsce w hierarchii spotecznej, jak tez
dobry przyklad skloni¢ do przestrzegania restrykcji. Ko$ciot i jego postawe
w czasie pandemii mozna zatem przyréwnac do dzialania przypominaja-
cego oddzialywanie influenseréw na spoteczenstwo - pokazywali trendy
i wskazywali, jak si¢ zachowa¢é. W oredziu do wiernych abp Gadecki przy-
pomniat stowa papieza Franciszka, ktéry poréwnat Koscidt, odpowiadajacy
adekwatnie na potrzeby i wezwania biezacego czasu, do szpitala polowego.
Jesli konsekwentnie rozwiniemy te przenosnie, bedziemy musieli przyznaé,
ze 15 marca Ko$ciol w Polsce okazal sie szpitalem, w ktérym zabraklo 16zek
dla chorych (Borecki, 2020).

Kiedy koronawirus zaczynal si¢ szerzy¢ na $wiecie, Swiatowa Organiza-
cja Zdrowia zauwazyla, ze spoleczenstwo zmaga sie¢ nie tylko z pandemia
w odniesieniu do zdrowia, ale i ,,infodemig”, czyli nawalem dezinformacji
zwigzanej z COVID-19. W walce z ta plaga dezorientujacych wiadomosci
wzieli udziat eksperci - gtéwnie lekarze i wirusolodzy, ktorzy wskazywali,
iz falszywe informacje rozpowszechniane w internecie sg réwnie szkodliwe
co koronawirus. Dyrektor generalny WHO w lutym 2020 roku podczas
konferencji na temat bezpieczenstwa powiedzial, zZe fake newsy szerza si¢

szybciej i fatwiej niz wirus oraz sa réwnie niebezpieczne (Stanistawska, 2020).

W obliczu pandemii wielu twércéw zaangazowalo sie¢ w propagowanie
haset zwigzanych z pandemia i przestrzeganiem obowigzujacych obostrzen
sanitarnych. Na uwage z pewnoscia zastuguja akcje oznaczone hasztagami
#zostanwdomu i SiedZ w domu! #Korona ci z glowy nie spadnie! (Kumor, 2020).
Wielu influenseréw w publicznych postach dawalo przyktad i zachecato
swoich obserwatoréw do niewychodzenia na zewnatrz. Dla wzmocnienia
przekazu fotografie byly robione w domowej scenerii, a prezentowany na nich

styl ubioru byl wygodny, z migkkich tkanin, czesto byly to dresy badZ nawet
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pizamy, ciepte swetry i skarpety. Ubior ten mial wskazywac na pozostanie
w domu, prace w trybie zdalnym i skupienie si¢ na czynno$ciach domowych.

Niektore marki branzy modowej dostosowaly przekazy PR-owe do nowej
sytuacji i zgodne z idea #zostannwdomu. Wiele firm postawilo na pragma-
tyzm i zaprojektowalo ubrania do noszenia po domu, bluzy z adekwatnymi
napisami, jak np. marka Mosquito i napis na bluzie ,WASH YOUR HANDS”.
Na przeciwnym biegunie tego trendu réwniez jednak usytuowali si¢ influ-
enserzy i osoby majace wplyw na opinie publiczng i wybory konsumenckie.
Przekonywali oni, iz kwarantanna narodowa wcale nie oznacza koniecznosci
noszenia dresowych ubran i zmiany stylu.

Wracajac do tematyki hasztagéw i internetowego marketingu, mozna
wskaza¢, ze rdwniez marka Stadivarius poczynita kroki, aby jej komunikacja
z klientami byla spdjna i adekwatna do nowej, pandemicznej rzeczywisto$ci.
W efekcie zostala stworzona kampania Facebook ADS zachecajaca do kup-
na sukienek i nie tylko, w ktére mozna si¢ wystroi¢, aby péjs¢... nigdzie

i to dostownie, gdyz hastem tej kampanii zostat hasztag #DressToGoNowhere.

Pandemia COVID-19 spowodowata trwale zmiany na rynku mediéw,
zaréwno jesli chodzi o twoércow, jak i odbiorcow tej komunikacji. Cyfryzacja
w tym kontekscie obejmuje technologie dostarczania przekazu tradycyjnymi
kanatami, czyli poprzez radio i telewizje, jednak w dobie pandemii korona-
wirusa na znaczeniu zyskaty nowe $rodki przekazu operujace réwnoczeénie
obrazem, dzwigkiem i stowem pisanym, czyli media internetowe. Od poczatku
pandemii polscy internauci z wigkszg czestotliwo$cig poszukiwali informacji
w internecie i czytali wiecej newséw na portalach. Nie mozna tego jednak
okresli¢ mianem rewolucji, lecz raczej przyspieszeniem procesu, ktory i tak
postepowal, czyli przeniesieniem uwagi na portale internetowe, a stopniowym
odchodzeniem od niecyfrowych wersji. Skutkuje to m.in. zmniejszaniem si¢
sprzedazy prasy papierowej, co wplywa na specyfike pracy dziennikarzy - praca
nad przygotowaniem materialéw dziennikarskich do wydan papierowych
jest stricte zwigzana z przygotowywaniem materialow, ktére w pierwszej
kolejno$ci sa publikowane na portalu. Wykazana zalezno$¢ mowi, ze osoba
czytajaca prase w formie papierowej na ogo! czyta tez materialy w serwisach
internetowych. Z kolei osoby, ktore nie poszukujg informacji w serwisach
internetowych, raczej nie czytaja prasy papierowej — analiza ta dotyczy jednak

tylko 0séb regularnie (minimum raz w tygodniu) korzystajacych z internetu
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(PIE, 2021). Z tym zjawiskiem wigze si¢ rowniez kolejny trend - tworzenie
treéci przez dziennikarzy staje si¢ coraz bardziej zautomatyzowane. Praca
redakcji zostaje stopniowo uzupetniana przez algorytmy sztucznej inteli-
gengcji, ktdre sa w stanie tworzy¢ proste i schematyczne teksty, np. dotyczace
wynikéw zawodéw sportowych czy danych rynkowych. Algorytmy Al po-
magaja réwniez dziennikarzom w przeszukiwaniu baz danych, tworzeniu
tlumaczen czy transkrypcji nagran (White, 2020).

Cyfryzacja i coraz szerszy, a z czasem nieograniczony wrecz dostep do in-
ternetu spowodowaly postepujacy w latach 2000-2015 spadek czytelnictwa
ksigzek w Polsce. Obecnie zaréwno liczba 0so6b, ktore deklaruja przeczytanie
jednej ksigzki w roku, jak i siedmiu ksigzek na rok, jest na nizszym poziomie
niz we wspomnianym 2000 roku, kiedy to media internetowe dopiero si¢
rozwijaty (Chymkowski, Zasacka, 2021). Od 2019 roku zauwazalna jest jednak
tendencja wzrostowa — w 2020 roku co najmniej jedna ksigzke przeczytato
o okoto 5% wigcej 0s6b niz w 2018 roku.

Na poczatku grudnia 2020 roku zostalo przeprowadzone badanie, ktére
wykazalo, iz najwiecej respondentdw (44%) w trakcie pandemii korzystato
z bezplatnych serwiséw internetowych, kolejng pozycje zajely media spo-
tecznosciowe (39%), telewizja (34%) i radio (29%). Znaczgco stracita prasa,
zaréwno dzienniki, jak i tygodniki. Z oséb, ktére wziely udziat w badaniu,
15% zadeklarowalo, iz ich nawyki dotyczace korzystania z mediéw od poczat-
ku rozpoczecia si¢ pandemii nie ulegly zmianie (PIE, 2020). Oprocz prasy
drukowanej, wyrazny spadek zainteresowania dotknat réwniez platne serwisy
informacyjne. Z deklaracji badanych oséb wynika, iz wcze$niej korzystato
z nich 17% osdb, a w momencie badania, czyli w grudniu 2020 roku, juz
tylko 10,52%. Jednocze$nie, w 2020 r. wydawcy serwiséw informacyjnych
twierdzili, iz zwigkszyla sie liczba 0s6b placacych za dostep do ich serwisow,
cho¢ niewielu z nich podawato doktadne dane. Moze to sugerowac, iz inter-
nauci czuli potrzebe uzyskania dostepu do platnych materiatéw, sugerujac
sie tym, ze tresci te bedg bardziej rzetelne i beda zawieraly wiecej szczegotow
anizeli te dostepne w sieci bezptatnie. Przeprowadzone w Korei Potudniowej
badania nad korelacja pomig¢dzy spadkiem zamoéwien prenumeraty czasopism
drukowanych a wzrostem zainteresowania internetowymi serwisami infor-
macyjnymi wykazaly, iz jednym ze Zrédet tego zjawiska moze by¢ rosnace
zainteresowanie miodego pokolenia mediami spolecznosciowymi i komu-
nikatorami, ktére wypelnia im duzg czes$¢ czasu wolnego (Sung, Kim, 2020).

Stale zmieniajgca si¢ sytuacja na rynku mediéw moze wymusi¢ na do-
stawcach podjecie wspolpracy, zwlaszcza w obszarze nowych technologii,

aby dotrze¢ do wigkszej liczby odbiorcow i spelni¢ ich wysokie wymagania
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(WEF, 2020). Co wigcej, badanie wykazalo, iz 22% uzytkownikéw w Polsce jest
gotowych uiszczaé oplate za to, by zmniejszy¢ liczbe wyswietlanych reklam
podczas czytania tre$ci w internecie, co jest sygnatem dla tworcéw, iz odbiorcy
poszukuja warto$ciowych tresci i s otwarci na kupowanie subskrypcji. Tego
rodzaju deklaracje sg czestsze wsrdd osob mlodych, co wskazuje na mozli-
wosé¢ zmiany $wiadomosci w tym obszarze. Wzrost liczby subskrybentéw
moze jednak negatywnie wplynac na jako$¢ oferowanych tresci ze wzgledu
na zmniejszanie sie przychodéw z reklam, co z kolei moze réwniez prowadzi¢
do dalszego cigcia kosztéw. Obnizenie jako$ci tresci z czasem moze spowo-
dowac¢ zniechecenie odbiorcow i fale rezygnacji z subskrypcji, co w efekcie
odwrdci trend wybierania ptatnego dostepu do tresci w internecie.

W trakcie pandemii umocnila si¢ pozycja medidéw spolecznosciowych,
m.in. z powodu mozliwoéci udzielania sobie wsparcia przez internautéow
na tych portalach, co sprawilo, iz wiele platnych tresci jest dostepnych
w internecie bezptatnie w réznych formach (np. w zamknietych grupach
i na forach) - dlatego tym trudniej jest przekona¢ internautéw do tego, ze
powinni ptaci¢ za dostep do treéci. Rozwdj mediéw opartych na crowdfun-
dingu moze przyczynic sie do tego, iz wicksze zainteresowanie od serwisow
informacyjnych bedg budzili konkretni dziennikarze i influenserzy, i to oni

beda przyciggac do siebie finansowanie.

Kierowanie si¢ zasadami etyki jest istotne w kazdym obszarze zycia czto-
wieka i jednocze$nie w kazdej wykonywanej przez niego profesji. Niemniej
jednak sa takie zawody, w ktérych etyka odgrywa szczegélng role ze wzgledu
na ich charakter. Zwlaszcza praca w mediach wymaga wyjatkowej ostroz-
noéci z uwagi na przekazywanie bardzo waznych informacji, ktére docieraja
do szerokiego grona odbiorcéw. Rzetelno$¢ powinna wigc by¢ priorytetem
dla dziennikarzy. Warto przy tym doda¢, iz do obowigzku dziennikarza
nalezy ukazywanie zaréwno pozytywnych, jak i negatywnych faktéw. Ocenie
etycznej podlega réwniez sposob ich ukazywania (Pleszczynski, 2007, s. 165).

Tym samym dziennikarze muszg si¢ stale mierzy¢ z etyczng odpowie-
dzialnoscig podczas relacjonowania réznego typu wydarzen, szczegdlnie
tak znaczacych, jak te dotyczace tematyki koronawirusa. Zaréwno kazdy
reporter, jak i wydawca powinien zada¢ sobie pytanie, jak odpowiedzialnie
informowac¢ o pandemii, aby nie poglebia¢ juz i tak powaznych problemoéw

zwigzanych z chorobg i r6znymi kryzysami, jakie wywotata w spoteczenstwie
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(Chlebowski, 2020, s. 40). Generalnie problem falszywych wiadomosci podczas
pandemii COVID-19 mozna uzna¢ za ogromny, bowiem moze spowodowaé
wiele negatywnych skutkéw dla spoleczenstwa.

Pandemia wywotana koronawirusem i towarzyszacy jej chaos informa-
cyjny spowodowaly wspomniang infodemie¢ covidows. Infodemiki, tj. rézne
plotki, dezinformacje, nieprawdziwe informacje czy teorie spiskowe, ode-
graly w tym czasie bardzo szkodliwg role. Samo pojecie ,infodemii” zostato
utworzone w celu usystematyzowania wszelkich pétprawd, antynaukowych
teorii i innych fatszywych informacji dotyczacych sytuacji kryzysowych
na temat zdrowia publicznego (Demczuk, 2021, s. 47, 50).

Ogolnie w mediach nieustannie pojawiaja sie fake newsy. Zgodnie z de-
finicja w Stowniku Jezyka Polskiego PWN oznaczajg one: ,nieprawdziwe,
fatszywe wiadomosci, najczesciej rozpowszechniane przez tabloidy w celu
wywolania sensacji, badz zniestawienia kogos$ (najczesciej polityka)”. Marek
Palczewski podkresla, iz problem fejkéw istnieje od poczatku dziennikar-
stwa i przynalezy do ogdlniejszej kategorii oszustwa (journalistic deception),
chociaz nie tylko dziennikarskiego. Fejki jako element propagandy byty
i wcigz stanowig uzyteczne narzedzie wojny informacyjnej. Przyktady ich
zastosowania w codziennej praktyce propagandy medialnej mozna mnozy¢
i ciggle ich przybywa. Falszywe informacje odnosza si¢ bowiem do zdarzen
z rozmaitych obszarow (Palczewski, 2019, s. 139-141).

Nalezy doda¢, iz fake news dotyczy najczeéciej tematu frapujacego, a za taki
wlagénie jest uznawana pandemia COVID-19. Dezinformacja dotyczaca pan-
demii rozprzestrzenila si¢ w pewnym zakresie po calym $wiecie, pomimo
staran réznych firm, aby jg powstrzymac, zwtaszcza w portalach spoteczno-
$ciowych. W social mediach (zwtaszcza na Facebooku i Twitterze) pojawity
sie bowiem doniesienia m.in. na temat tego, iz nowy szczep koronawirusa
zostal ,,stworzony” w tajnym laboratorium w Wuhan (jako rzekomym ogni-
sku koronawirusa). Co wiecej, w sieci pojawilo sie tez wiele nieprawdziwych
informacji odno$nie dostepu do réznego rodzaju lekéw, dziatajacych niemal
w cudowny sposéb na wirusa SARS-CoV-2 (Phuong, Hadzialic, 2020, s. 36).

Odpowiedzialnos¢ dziennikarska za przekazywane komunikaty w dobie
pandemii przejawia si¢ m.in. w ostroznym informowaniu o najnowszych
metodach walki z wirusem. Nie mozna bowiem dawac falszywej nadziei.
Prace nad wszelkiego rodzaju preparatami zwalczajacymi wirusa wymagaja
sporo czasu, zanim zostang ostatecznie dopuszczone do obrotu. Nie ulega
wiec watpliwosci, iz doniesienia w tym obszarze powinny by¢ przedstawiane

w mozliwie najpelniejszym wymiarze (Chlebowski, 2020, s. 45).
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Z punktu widzenia etyki to na dziennikarzach spoczywa najwieksza
odpowiedzialno$¢ w walce z dezorientujacymi spoteczenstwo fatszywymi
informacjami. Ich zadaniem jest bowiem regulowanie przeptywu wszelkich
informacji. Im sg one dokladniejsze, tzn. sprawdzone przede wszystkim pod
katem wiarygodno$ci, tym mniej falszywych wiadomosci w obiegu. Tym-
czasem walka z nieprawdziwymi komunikatami jest niemal réwnie trudna
jak z rozprzestrzeniajacym sie wirusem. Swiatowa Organizacja Zdrowia
réwniez podjeta dziatania przeciwdzialajace fake newsom. Dyrektor generalny
Swiatowej Organizacji Zdrowia - Tedros Adhanom Ghebreyesus - ostrzegl,
ze falszywe informacje zwigzane z koronawirusem ostabiajg walke z nim.
Przejawia si¢ to m.in. w zbiorowych atakach paniki oraz innych negatywnych
konsekwencjach. Jedng z najbardziej potencjalnie niebezpiecznych tego typu
konsekwencji jest podwazenie zaufania odbiorcéw. Generalnie fatszywe
informacje moga wywola¢ negatywne skutki psychologiczne na ogromna
skale. Falszywe wiadomosci bez odpowiedniej kontroli i interwencji moga
nawet zakldci¢ dziatanie duzej spotecznosci, jesli nie zostanie podjeta w od-
powiednim czasie interwencja czy kontrola (Phuong, Hadzialic, 2020, s. 37).
Jak zauwaza Agnieszka Demczuk, ,,dezinformacje wraz z fatszywkami roz-
przestrzeniaja sie bowiem szybciej, glebiej i dalej niz prawdziwe informacje”
(Demczuk, 2021, s. 48).

Ogromna liczba komunikatéw na temat pandemii COVID-19 oznacza,
ze odbiorcy musza dokonywac selekcji informacji oraz sprawdzac ich zrédla,
przede wszystkim pod katem wiarygodnosci, co stanowi aktualnie jeszcze
wigksze wyzwanie w odniesieniu do medidéw. Dodatkowo moze to wzmocnié¢
istniejace do tej pory pewne uprzedzenia do nich. Jak wiadomo, dziennikar-
stwo opiera si¢ m.in. na konkurencji. Niemniej jednak pewne porozumienie
i profesjonalna wspotpraca w tej branzy maja kluczowe znaczenie w kontek-
$cie przeciwdziatania globalnemu kryzysowi informacyjnemu. Najogolniej
rzecz biorac, obowiazkiem dziennikarzy jest stuzenie spoteczenstwu. Media
powinny zatem stawiac interes publiczny ponad interesy osobiste, komercyjne
czy polityczne (Phuong, Hadzialic, 2020, s. 36).

Najogoélniej rzecz biorgc, etyka mediéw i zwigzana z nig refleksja nabie-
rajg ogromnego znaczenia w konteksécie pandemii, przez co nie powinny
by¢ pomijane w roznorakich opracowaniach na ten temat. Swiadczy o tym

chociazby nastepujacy cytat:

.Media informacyjne zyja od kryzysu do kryzysu. To nie czasy spo-
koju, ale wojny, zamachy terrorystyczne, katastrofy naturalne i inne

wielkie wydarzenia sa dla dziennikarza solg pracy. (...) To jest zywiot
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medidéw informacyjnych. Dlatego tez w sposéb naturalny pandemia
koronawirusa stata sie tematem numer jeden, a wtasciwie — jedynym
tematem mediéw na catym Swiecie na wiele tygodni” (Chlebowski,
2020, s. 40-41).

Nie od dzi$ wiadomo, ze media mogg pelni¢ zaréwno pozytywna, jak
i negatywna role w wielu procesach, wydarzeniach, sytuacjach. Te dwa
skrajne wymiary uwidocznity sie réwniez w dobie pandemii wywotanej ko-
ronawirusem. W odniesieniu do powyzszych rozwazan pozytywny wymiar
medidéw w obliczu pandemii odnosi si¢ nade wszystko do przekazu rzetelnych
informacji czy funkcji rozrywkowej. Wirtualny §wiat umozIliwil réwniez
kontynuacje nauki na kazdym z etapow (tj. szkoly podstawowe i srednie czy
szkolnictwo wyzsze). Srodki komunikacji spotecznej odegraty tez wazna role
w kontakcie z bliskimi i znajomymi, z ktorymi spotkania w tzw. realu staly sie
z oczywistych wzgledéw trudniejsze czy wrecz niemozliwe przez jakis czas.

Z drugiej jednak strony, poza pozytywnymi aspektami dotyczacymi mediow
i zwigzanych z nimi trendami w tym specyficznym czasie, doswiadczenie
pandemii rzucitlo mediom rézne wyzwania, takze w wymiarze etycznym.
Ich wyrazem jest przede wszystkim omdéwiony problem fake newséw do-
tyczacych szeroko pojetych kwestii zwigzanych z koronawirusem. Oprocz
tego pewnych zagrozen mozna takze upatrywaé we wzro$cie uzytkowania
medidw, z internetem na czele, co w konsekwencji moze prowadzi¢ nawet
do uzaleznien. Tym samym omdwione wczesniej aspekty stanowig nowe
wyzwanie dla medidw, z ktérymi muszg si¢ zmierzy¢ zaréwno odbiorcy,
jak i nadawcy.

Media w obliczu pandemii wywotanej koronawirusem stanely przed nie-
malym wyzwaniem. Spoczywa bowiem na nich ogromna odpowiedzialnos¢,
szczegolnie ze wzgledu na przeptyw waznych informacji dotyczacych zdrowia,
a nawet zycia ludzkiego. Niniejsza publikacja stanowi zarys problematyki
dotyczacej mediéw i kwestii zwigzanych z komunikacjg w dobie pandemii.
Jednoczesnie jest ona wstepem do dalszych, poglebionych badan w zakresie
omoéwionych problemdw, a takze innych. Warto bowiem podkresli¢, iz kaz-
dy z poruszonych watkdéw moze by¢ rozwiniety w bardziej szczegétowych
rozwazaniach czy badaniach na dany temat.

Nalezy takze doda¢, iz prace z obszaru mediéw i komunikacji spolecznej

w konteks$cie pandemii sa obecnie niezwykle pozadane, o czym $wiadczy



niestabngce zainteresowanie tg problematyka. Powstajg bowiem raporty
i analizy na ten temat, artykuly i monografie naukowe czy réznorodne
konferencje jej poswiecone. Niniejsze opracowanie jest probg dotaczenia

do tego obszaru badawczego.
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ABSTRACT

The emergence of Artificial Intelligence (Al) is a direct result of our need for social progress.
However, the speed at which it penetrates all domains of our lives influences how we under-
stand the world, communicate, travel, and work. This paper aims to analyze the phenomenon
of fake news as a direct consequence of Al making its way into the world of journalism as
well as the redefinition of journalism caused by implementing Al in the work environment.
Gradually, the development of new technologies created the conditions for a new kind of
freedom, allowing individuals to express themselves throughout a constantly increasing
number of platforms. In addition, digitization also affects the work of journalists, leading to
the following questions: Is the freedom granted by new technologies beneficial or toxic?
How can we distinguish between true and fake news? What is the future of journalism? Will
algorithms be able to create better content than humans?

KEYWORDS: ARTIFICIAL INTELLIGENCE, SOCIAL STRUCTURE,
JOURNALISM, FAKE NEWS, COMMUNICATION

STRESZCZENIE
Pojawienie sie sztucznej inteligencji (Al) w naszym zyciu jest bezpo$rednim efektem potrzeby
postepu spoteczenstwa. Jednak szybkos¢, z jaka przenika on wszystkie dziedziny naszego
zycia, wptywa na to, jak rozumiemy swiat, komunikujemy sie, podrézujemy i pracujemy. Ten
artykut ma na celu analize zjawiska fatszywych wiadomosci jako bezposredniej konsekwencji
pojawienia sie sztucznej inteligencji w swiecie dziennikarskim, a takze przedefiniowania
dziennikarstwa poprzez wprowadzenie sztucznej inteligencji do srodowiska pracy. Z czasem
rozwdj nowych technologii stworzyt przestanki dla nowego rodzaju wolnosci, dajac jednos-
tkom mozliwo$¢ wyrazania siebie poprzez stale rosngca liczbe platform.Ponadto cyfryzacja
wptywa réwniez na prace dziennikarza, generujac w ten sposob liczne pytania: Czy wolnos¢,
Razec, 1.(2022), jaka daja nowe technologie, jest korzystna czy toksyczna? Jak mozemy odrézni¢ prawdziwe
Artificial Intelligence and the future o fatszywych wiadomosci? Jaka jest przyszios¢ dziennikarstwa? Czy algorytmy beda w stanie
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oday’s world, in all its manifestations, is strongly influenced by the
globalization and the liberalization of the means of communication.
The development of new technologies and their inclusion in all fields
of activity have transformed the way in which individuals perceive the
transmission of information. In a world more connected than ever before,
journalists are the official authorities responsible for disseminating the in-
formation to the public. However, in the online environment, almost anyone
can assume the role of the journalist, due to the high amount of data that
are made public and the existence of a variety of applications that are easy
to use and free of charge. However, the changes suffered in this field are just
part of an amalgam of changes that take place in all the fields of activity. The
new systems capable of performing tasks better and faster are now obliging
humans to adapt and either learn to work along with the machines or find
new jobs that could better fit in the current context. Professions are becom-
ing more and more specialized, tasks frequently involve using a computer
or operating a machine, and the knowledge acquired during years of study
is progressively being replaced by new knowledge that only proves useful
in a particular company for a particular job. In large cities, the onset of adult-
hood inevitably brings with it, much more frequently than in the past, the
integration of young adults into corporate structures, where they are forced
to work a chaotic and exhausting schedule in order to move up the endless
pyramid of increasingly important jobs that require them to acquire a new
set of skills, which demand new knowledge in order to operate increasingly
complex systems.
In this dynamic, one’s main role is to develop the necessary mechanisms

that allow him to adapt:

The common refrain for the expansion of Al systems and process
automation is that we are living in a time of beneficial human-Al col-
laboration. But this collaboration is not fairly negotiated. The terms
are based on a significant power asymmetry—is there ever a choice
not to collaborate with algorithmic systems? When a company intro-
duces a new Al platform, workers are rarely allowed to opt out. This
is less of a collaboration than a forced engagement, where workers
are expected to re-skill, keep up, and unquestioningly accept each
new technical development (Crawford, 2021, p. 58).
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The progressive automation of workplaces leads individuals to perform
a limited number of duties, that are usually done by operating a system
through certain commands. Starting from the idea that the AT also has certain
limitations, in order for a particular task to be performed with maximum
effectiveness, a collaboration between machines and humans is required,
a process conventionally referred to by researchers as “human-Al symbiosis”
(Jarrahi, 2018, p. 7). According to a 2017 study on “Artificial Intelligence,
Robotics and their Impact on the Workplace” performed by the IBA Global
Employment Institute, we are witnessing a growing need for well-trained
individuals in the work field who are able to find creative solutions for work
efficiency by using machines. Naturally, on the one hand, we are facing
the gradual disappearance of certain professions, including those that
follow a pre-established routine (accountant, service operator, clerk) and
those that require a more intense physical labor (Jarrahi, 2018, pp. 31-32).
On the other hand, the study shows that the most sought-after occupations
will be those in the IT field, those involving adult education (organizing
specific trainings for a new job or level of activity), arts, legal occupations
such as lawyers, doctors and nurses. Although lawyers and doctors will
benefit from the help of intelligent robots, in essence, the work they do will
not change, as these professions require the creativity and intuition that
only humans have.

In order to describe today’s economic field, Cedric Durand uses the term
technofeudalisme, composed by the prefix tehno, which refers to the techno-
logical dimension of the 21st century, and the term feudalisme, which, refers
to an organization in which there is a relationship of subordination between
lord and vassals, the latter being obliged to be loyal to the ruler. According

to Durand, this structure is based on the following pillars:

1) the continual reinvigoration of economic structures due to the
thirst for adventure of the start-uppers; 2) the advocacy of auton-
omy and creativity in the workplace; 3) a culture of openness and
mobility; 4) the promise of shared prosperity; and finally, 5) the ideal
of an immortal State (Durand, 2020, p. 13).

Taking Silicon Valley as an example, the author brings up the phenom-
enon of start-ups, originally designed to provide an opportunity for young
entrepreneurs to build a company, but which, in just a few years, have turned
into companies with a huge budget, producing forms of entertainment for

the whole world, such as: Google, YouTube, Apple, Microsoft, Facebook, etc.
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In the article titled “Are Robots stealing our jobs?”, after analyzing the
impact that working with robots had over the employees of some of the
American states between 2010 and 2015, Eric Dahlin comes to the following

conclusion:

| find no evidence to indicate that robots are displacing workers,
at least not in the metropolitan areas or years included in this study.
Results from the regression models provide some support for the
complementary view, the view that workplaces integrate both em-
ployees and robots in ways that generate more value for human labor.
Specifically, | find that robot incidence positively affects high-skill
occupations. Employees in high-skill occupations are the ones that
are most likely to create, develop, and program robots (Dahlin, 2015)

He then points out the fact that, when analyzing the work environment
from the point of view of the relationship between the employees and the
AT we should also take into consideration the political and the economical
context, which, in America, is associated with the need for people in “man-
ufacturing jobs”. According to the researcher, the possibility that human
tasks could be entirely replaced by robots is not justified, considering the
fact that each job requires decision makings skills involving a combination
of moral principles, ethics and empathy, that a machine could not reach,
even with a thorough theoretical knowledge of these aspects.

The social context plays a very important role in the dynamics of the
relationship between humans and the machines in the workplace. According

to Alain Touraine

We can predict that in the centuries to come the characteristic of the
20th century will not be the enrichment of some countries or the
rapid changes in techniques in most fields, but the immensely de-
structive role of what is known as the “great war” and totalitarianism,
even if one rejects the use of the term...the world has become in-
creasingly capitalist and an increasingly numerous population has
entered market economies whose prime concern is to refuse any
regulation or economic, political and social control of the economic
activity (Touraine, 1998, p. 125).

What the society primarily focuses on nowadays is producing more and

more, in order to satisfy the desires of the consumers who are becoming



Ines Razec
Phd Sociology Student, Romania

increasingly individualist. This phenomenon is compared by the sociologist
with a “destruction of Society”, provoked by a redefinition of the “social
reality” through the process of globalization. Now, more than ever, we are
interconnected in a way that allows us to know what everyone is doing. There-
fore, we tend to desire or to assume social behaviors that are not necessarily
suitable for our historical, cultural and economic background, which results
in the pressure felt by many individuals to find jobs that are best suited to the
market’s demands, rather than jobs that would be suitable for them or give
them a sense of accomplishment.

Considering the information briefly stated above regarding the reshaping
of the work field in general, and starting from the premise that machines,
through the process of deep learning, could only be programmed to take
on jobs that require either a repetitive manual work or one based on a clear
set of rules, and that do not require creativity or reflective thinking, one
could be tempted to ask what would happen to the other jobs from the
humanistic field, that are based on essentially human qualities, such as the
field of journalism. In order to be able to offer an answer to this question,
it is necessary on the one hand to analyze how the human behavior changes
in regards to the society, by exploring his reactions to the physical environment
and the increasing preference for the virtual world, and on the other hand,
to determine the extent to which the machines could be developed in order
to mimic human behavior. This process would help build a mental image
of the future of journalism and news, and establish the general direction
towards which the new technologies would lead its way.

Starting from these premises, the aim of the present article is to analyze
the future of journalism in the context of the emergence of Artificial Intel-
ligence in our lives, with a particular emphasis on the collective mental and
the development of a new virtual identity which changes the way we per-
ceive the online news. In order to address the two main points stated above,
regarding the nature essentially humanistic of the journalistic profession
and determine to which extent intelligent systems could be implemented
in order to adapt it to the digitized society, it is important to understand the
how the artificial intelligence works, its overall impact on the society, along
with the behavioral changes it produces, and subsequently analyze how the

news are delivered nowadays.



Artificial Intelligence and the future of News. Reflections on Journalism from the Perspective of the Allmmersion

Jon Von Neuman associates the basic functions of the computer with
the human brain, presenting the latter in terms conventionally attributed
to computer machines. According to him, “The handiest observation about
the nervous system is that its functioning is prima facie digital” (Von New-
man, 2012, p. 53). Based on this observation, the mathematician associates
the transmission and reception of nerve impulses with bit streams, memory
with “flip-flop” circuits (Von Newman, 2012, p. 71), the genes with constituent
parts of the “analogue area” (Von Newman, 2012, p. 77), with the digital one
represented by nerve impulses, and axons with parts of code (Von Newman,
2012, p. 79). Von Neuman thus sets the stage for an approach to digital
machines from the perspective of the similarities they have with their own
creator. In this sense, humans take on the role of demiurge, whose creation
is fundamentally similar to him, but communicates through a different
language. The essential point in this dynamic is that the man controls the
machines both in terms of the degree of development or power, and in terms
of the limits that can be overcome only insofar as the machine is fed with
information. However, the degree of functionality of these machines is cal-
culated according to the precision with which they perform the logical

mathematical operations:

all the experience of calculating machines shows that, if such a ma-
chine has to deal with tasks as complicated as those which the
nervous system has to solve, it is necessary to give it the possibility
of a fairly high degree of precision, because it is to be expected that
the reckoning will be long, and during long calculations, not only
do errors accumulate, but also those committed previously during
the calculation are amplified by the subsequent parts of the calcu-
lation; therefore, a considerably greater precision is required than
the physical nature of the problem would seem by itself to require
(Von Newman, 2012, p. 82).

With this observation, of colossal importance for all subsequent studies,
Von Neuman pertinently argues the idea that, although created in the image
and likeness of man, a calculating machine can evolve only to the extent
that man finds the necessary resources to improve it, thus setting the stage

for further discoveries in this field.
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A similar approach from the point of view of the technique used
to illustrate the functionality of artificial intelligence belongs to Nor-
bert Wiener, who, in his work “God and the Golem”, approaches this
subject also through a comparative study, but from the perspective of the
creation myth. Starting from the premise that the reproductive process
is a specific characteristic of living beings and taking up the idea that
machines are created by man in his image and likeness, the researcher
asks to what extent they can become creators themselves. He gives the
example of chess players, who are not limited to a series of automatic
moves based on predetermined rules, but require a much more complex
process, involving anticipation and adaptation to the opponent’s moves.
In this sense, the learning process also occurs during the game, and is as-
sociated with the players’ ability to decode each other’s modus operandi.
In this particular case, given that the machine operates on the principle
of “deep learning”, which involves learning all the moves made by all the
chess players over time, it is not excluded that it can apply this process
even during the game, thus identifying the logical process carried out

by the opponent

you can in no way prevent a mechanical player from playing in a more
intelligent way. For that, he has to keep the history of previous games.
Then, at the end of each game or sequence of games of a certain
type, the mechanic will be used in an entirely different way (Wiener,
2019, p. 23).

Two pertinent examples of this are the 1997 chess match in which Deep
Blue defeated world champion Garry Kasparov in chess, or the 2016 match
between Alpha Go and Lee Sedol. In conclusion, being able to assimilate
such a large amount of information in such a short period of time, arti-
ficial intelligence is able to develop reasoning even in different situations
that arise spontaneously, by correlating already known information with
new patterns.

According to Marvin Minsky, the idea of consciousness, although
almost impossible to define, naturally involves a complex process of in-
trospection, which relies on the individual’s ability to correctly decode
certain signals transmitted to him from the outside world. However, the
human mind was essentially designed to perform certain basic functions,
used primarily in the struggle for survival, and consciousness in its pure

form is very difficult for even the human mind to access:
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consciousness is connected with our most immediate memories.
This means that there are limits on what consciousness can tell
us about itself — because it can’t do perfect self-experiments. That
would require keeping perfect records of what happens inside
one’s memory machinery. But any such machinery must get confused
by self-experiments that try to find out how it works-since such ex-
periments must change the very records they are trying to inspect!
We cannot handle interruptions perfectly. This doesn’t mean that
consciousness cannot be understood, in principle, it only means
that to study it, we'll have to use the less direct methods of science,

because we cannot simply look and see (Minsky, 1985, p. 56).

In order for a machine to succeed in emitting such reasoning it must
go through the same processes. Starting from the Heideggerian idea of self,
Susser attempts to argue and explain Dreyfus’s theory on the limits of artificial
intelligence to show that, in essence, the processes that the machine cannot

carry out are the same, but have been perceived from different perspectives:

In sum, on Dreyfus’s account the body anchors us at the center
of a perspective; it opens up a world. And it does so in three ways:
first, by acting as a sensorial sieve, limiting at the outset what about
the physical world can be perceived; second, by structuring the
immediate environment around possibilities for action; and third,
by pre-reflectively orienting movement toward the optimal relationship
to (and understanding of) a given situation or some object in view
(Susser, 2013, p. 282).

Susser points out that both Dreyfus and Heidegger attribute the limitations
of the machine to the process of adaptability to a given context, a trait inherent
to human beings, since only they can learn from experience. In this sense,
Susser brings up the concept of “know-how” (Susser, 2013, p. 279), which
makes the transition from simply identifying certain things or contexts and
defining them, to a certain behavior that the individual adopts depending
on the situation. The possibility of developing such a capability among
machines is also contained in “The Framing Problem”, which means that

“Determining the appropriate context for understanding some phenomenon
always requires appealing to another, larger context” (Susser, 2013, p. 280).
Accordingly, in order for a particular sign, word or message to be interpreted,

it is necessary to place it in a certain context, created by experience, which
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refers to the set of situations that one encounters. Moreover, the human
being possesses a characteristic whose importance is particularly noticeable
in moments when he is placed in very unfamiliar situations that resemble
those of the past, but are essentially different, namely intuition.

In his paper “The Myth of Artificial Intelligence”, Erik J. Larson takes
up Turing’s findings and raises the possibility of a machine capable of de-
veloping its own human-like intuition, thus overcoming the limiting and
problem solving view of solving certain mathematical problems that are
difficult for the human mind. Artificial Intelligence was created by surpass-
ing the basic role of the traditional machine and equipping it with certain
value judgments, allowing it to simulate human intelligence in a way that

is even closer to reality:

To achieve their goals, what we now call intelligent machine systems
must learn something specific. Researchers call this process equipping
the machine with certain ,value judgments’. This does not have the
same negative connotation as when thought of in a broader social
context, it does not mean that the machine is hard to argue with
or has certain pre-fabricated concepts in the general sense of the
word. Machine learning bias means that the system is designed and

programmed to learn a certain thing (Larson, 2021, p. 28).

Also based on Turing’s predictions for the future of machines, Ray Kur-
zweil makes a grim prediction for those who relate to Artificial Intelligence

with a certain skepticism, fueled by a sense of fear, namely

Machines will convince us that they are conscious, that they have
their own agendas, which deserve our full respect. We will start
to believe that they are conscious to the same extent that we be-
lieve about each other that we are conscious...They will embody
human qualities and pretend to be human. And we will believe them
(Kurzweil, 2012, p. 95).

Based on these remarks, and taking into consideration the core process
of Artificial Intelligence, machines are very similar to humans. The impressive
amount of data that they are capable of storing helps them mimic human
behaviors, learn different languages and store information on specific fields
of activity, as well as accumulating information about relevant past events

in a very short period of time, which makes them also capable of predicting
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what could happen in certain situations by rapidly calculating all the pos-
sibilities that they have learned so far. Nowadays, the increasing number
of applications that provide us with instant experiences leads to a change
in the individuals’ identity, which progressively becomes fragmented between
the physical and the virtual body. Castells refers to this radical change by in-
troducing the concept of “new society” (Castells, 2000, p. 693). According
to him, it consists of three main fields, namely: the technology, which involves
the emergence of the new technology which leads to “the formation of new
forms of social organization and social interaction along electronically based
information networks” (Castells, 2000, p. 693), the globalization, under-
stood as the technological, organizational, and institutional capacity of the
core components of a given system to (e.g. the economy) to work as a unit
in real or chosen time on a planetary scale (Castells, 2000, p. 694), and the
culture manifested “in an interactive electronic hypertext, which becomes
the common frame of reference for symbolic processing from all sources
and all messages” (Castells, 2000, p. 694).

Castells therefore pictures a society which finds itself in a perpetual
transition between the real and the virtual world, which makes it assume
new behaviors and manifest different expectations, depending on the ev-
er-changing social context.

In this dynamic, where everything is interconnected - the individuals’
need for progress leads to the apparition of more specialized systems and,
in turn, their way of functioning produces a shift in the humans’ behavior
that originates in the individuals’ inherent self-regulating mechanism —
the way in which the news are delivered, and the subjects of interest to the
public also play an important role that needs to be analyzed. Although the
social media platforms grant the access to an impressive amount of people
all around the world, a power relationship becomes increasingly obvious
in today’s society. According to Van Dijk, each category of people exercises
its particular power over the domain it specializes in. However, this is not

the case with social media:

who has preferential access to journalists, who will be interviewed,
quoted and described in news reports and whose opinions will thus
be able to influence the public? That is, through access to the mass
media, dominant groups also may have access to, and hence partial
control over the public at large (Van Dijk, 1996, p. 86).
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During time, social media has become the place where individuals exercise
their power, often based on economic and political reasons. In an attempt
to clarify this topic of interest, Van Dijk stresses out the importance of the

influence exercised by powerful individuals over the media:

we may assume with the critical theorists that media practices usually
remain within the boundaries of a flexible, but dominant consen-
sus, even when there is room for occasional dissent and criticism.
Fundamental norms, values, and power arrangements are seldom
explicitly challenged in the dominant news media. In fact, this latitude
of dissent is itself organized and controlled. Opposition, also by the
media, is limited by the boundaries set by the powerful institutions,
and may thus also become routinized (Van Dijk, 1996, p. 43).

In the study “Gender and Work in Journalism”, Nicoleta-Elena Apos-
tol defines journalism as a semi-profession, justifying her opinion by the
fact that “journalists have not obtained - and they have not systematically
sought to obtain in the last decades - the necessary help to regulate their
own occupation” (Apostol, 2018, p.22). This observation is based on the lack
of a pre-established and generally accepted code of ethics that applies to all
journalists, regardless of the institutional framework in which each of them
carries out their profession. In this respect, the world of journalism remains
an open field in which everything and nothing is possible, with a freedom
of expression that cannot be sanctioned, but which can be limited according
to the interests of the heads of journalistic organizations. According to the
author, authoritarian regimes have greatly limited the freedom of expression

of journalists, who have not made enough progress in this direction since 1989:

For an occupation to develop its activity in an autonomous way,
itis not enough to have a culture, but it requires a structure, an insti-
tutional framework that can offer the necessary resources to nourish

professionalism (Apostol, 2018, p.33).

However, nowadays, the new technologies are managing not only to pro-
gressively rectify this situation, but also to encourage the creation of groups

that adhere to all kinds of opinions, which they present as absolute truths.
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In order to analyze and attempt to predict the future of journalism in the
context of the Al development, one should firstly be aware of the main re-
sponsibilities defining the work performed by the journalist, out of which,
the most important is the process of investigation that not only implies
reviewing, comparing and contrasting resources, but also analyzing the
online trends and types of material that appeal to the public. Since investi-
gation is the first and probably the most important stage of writing an article,
journalists are sometimes confronted with a situation in which they need
to conduct an exhaustive research on a certain subject, which requires the
time and energy that could negatively impact the article, by either delaying
its publication, or providing incomplete information. This requires review-
ing a high number of different resources, available on different platforms,
corroborate the facts and publish an article that should be both informative
and objective. Another task that could sometimes become too laborious is the
transcription of the interviews. As well as the investigation, the interviews
are also part of the research conducted before the publication of the article,
which can also impact the news making process. In order to facilitate this
process, some news agencies have already started to use the help of the
AL In the article “How Artificial Intelligence can save Journalism” Patrick
White mentions “The Canadian Press” and the “Agence France Presse” as two
of the most important news agencies that have already integrated Al in the
process of producing the news: “Al robots analyzing large databases can
send journalists at Boomberg News an alert as soon as a trend or anomaly
emerges from big data” (White, 2020). Francesco Marconi also stresses out
the positive role of the AI in the process of news making by their capacity

of facilitating the data gathering process:

implement data-driven decisions, foster collaboration among the
editorial team and the rest of the newsmakers, and look beyond the
industry to find and implement best practices that help teams better
understand their audiences, new technologies, and generation shifts
(Marconi, 2020, p. 54).

Considering AT’s capacity of memorizing and synthesizing an impressive
amount of information in only a few seconds, by collaborating with such
intelligent machines, the work of the journalists could become more efficient,

thus insuring a faster delivery of the news. Society’s preferences for certain



Ines Razec
Phd Sociology Student, Romania

subjects is constantly shifting and the trends initiated on the social media
platforms are gaining more popularity than before, as more people are start-
ing to gain popularity online. Using this as a premise, in order for an article
to be considered good and to acquire visibility, it needs to address as much
as possible these new emerging needs and social media trends. What does
this mean for the journalists? Will they have to stay constantly connected
in order to be able to keep up with the society or will the machines take their
place? Li Lestrade, the head of Content Development, Mitt Media attempts

to answer this question by affirming:

A really good robot text can have a bigger impact and be more
read than a really good news article, but only if its a topic reader
really cares about. Each article reaches a smaller group of readers
on average, but in total, we get an exchange on par with anything
written by our most-read reporters (WNIP, 2019).

According to her, bots can only surpass the work of a journalist if the
readers manifest a higher interest on the discussed topic. This means
that, the extent to which the machines could fully take on the role of the
journalist greatly depends on the subject it presents. An interesting topic
prevents the reader from unconsciously searching for flaws in the article.
However, a more difficult or sensitive topic should be covered by humans,
since it is not capable of “selling itself”, and therefore needs a creative
mind in order to stand out. As fascinating as they are, machines also have
limitations that can be detected especially in domains that require a higher
level of creativity in order to produce content. This is the case of journal-
ism, where the final result represents a combination between research and
delivery, out of which, the second one, besides the writing skills, requires
complex qualities, such as: a deeper understanding of both the situation
and the context in which it occurs, empathy for the people and situations
described, creativity in emphasizing the most relevant details and developed
communication skills. Just by taking into consideration the communica-
tion skills as an example of a characteristic only belonging to humans, one
could argue that there are already robots capable of engaging in a dialog,
which would not be false.

The act of communication involves more than the simple act of delivering
a message, but also gestures, a certain tone of voice, an appropriate choice
of words that is meant to attribute a certain signification to the message, the

language itself, that not only reflects the complexity of one’s vocabulary, but
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can reveal parts of one’s identity. By taking into consideration the aspects
only briefly presented that make humans irreplaceable by the machines,
one can conclude that there is no need to take the example of the Luddites
and take radical measures against the AI, but use it in order to facilitate
our existence.

Even though the AT is becoming increasingly powerful, acquiring knowl-
edge and developing capacities that could make them resemble to humans
at a superficial look, there are some characteristics that are only inherent
to human beings and that are too complex to be reproduced by the machines.
In the article “Why not a sociology of the machines? The case of sociology
and artificial intelligence”, Steve Woolgar attempts to demonstrate the
progressive evolution of the Al in solving problems, by giving the example
of the test performed by Turing in order to establish the limits of the artificial

intelligence compared to the human one:

The difficulty comes when the distinction between surface signs
and underlying reality is expressed as a fundamental and inviolable
principle of scientific procedure. In this view, the distinction between
“what it is to be intelligent” and “how we tell something is intelligent”
corresponds to a distinction between the metaphysical essence
of an entity (what it is to be an X) and its epistemological appre-

hension (how we know something is an X) (Woolgar, 1985, p. 562).

The metaphysical essence of the entity, commonly referred to as the soul
is a particularity of the living creatures. However, given its extremely abstract
nature which makes it impossible to prove or to analyze the way in which
intelligence influences it, in order for a test to make the difference between
a human being and an all-knowing machine, its questions should require
a high degree of EQ from the respondent’s side.

The technological boom and the diversification of the means of transmis-
sion of information have opened the way to fake news that have monopolized
the online press, making the public increasingly unable to differentiate them
from real news. Another consequence of the intrusion of new technologies
into journalism is the decision of most newspapers to limit themselves to the
online version, despite the paper version, that no longer meets the expecta-
tions of an audience who wants to be able to get the information as quickly
as possible only with a click. Faced with this reality, we ask ourselves the
following question: How much of the information we find so bluntly exposed

online is objective?
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Aware of the danger represented by the constant reinterpretation of infor-
mation, some social media websites have started to use bots in order to iden-
tify the sources of fake news and disclose their names to the public in order
to prevent further dissemination of fake news. An example of this initiative
is illustrated by the partnership between Facebook and FactCheck.org (Kiely,
2017). Facebook provided financial support to the platform in order to in-
vestigate and determine the websites that are actively spreading fake news.
The websites mentioned in the list are followed by a hyperlink and a small
description that is meant to clarify whether they are actively publishing fake
news or if they are just using real news and caricaturize the facts. The purpose
of this initiative is to grow awareness and to help the users better make the
difference between what to trust and what they should avoid. Even though
this initiative prevents people from trusting certain websites and develops
their capacity of selection, the open access platforms still encourage the
public to actively modify and publish information that reflect a personal
opinion rather than an objective presentation of the facts from the per-
spective of a witness. However, the Facebook News Feed is designed in such
a manner that it allows users to publish and consume content very easily and
fast, which also involves the news: “By August 2017, according to a research
by Pew Research Center, two-thirds of Americans obtained their news from
social media, with a majority relying on Facebook” (Whittaker, 2019, p.60).

When faced with such an impressive amount of information coming
from different sources, one can either believe everything, or develop what
Mikael Klintman calls “knowledge resistance” (2019). According to him,
this phenomenon describes one’s reluctance to believe even information
supported with hard evidence. Thus, the society finds itself in the difficult
position of no longer being able to discern between the reality and the illusion
of a reality so veridical and so eloquently described by the media that it could
easily pass as the truth. However, considering the fact that all decisions are
based on the experience, knowledge or a context a priori created, one can

only accept the reality that feels most familiar:

A great part, perhaps the greatest part, of the business of our reason
consists in the analyzation of the conceptions which we already
possess of objects (Kant, 2014, p. 53).

Therefore, taking into consideration the multitude of backgrounds and
cultural identities that intertwine within the society, it is only logical to as-

sume that, as the Latin saying so bluntly states, Quot capita, tot sententiae,
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suus cuique mos est (“So many heads, so many minds, each has his own
way) (Terence), when looking for a piece of information online, one can find
countless resources on the same topic, especially if it is a political one. The
tools one uses nowadays in order to publish content online are very diversified,
ranging from social media platforms, to editing Wikipedia pages. However,
as Dan Gillmor keenly remarks, by taking into account today’s technology, one
still needs to have at least a basic knowledge of computers in order to benefit
from an increased visibility, which limits in one way or another the access
to the platforms, while also functioning as a selective method. On the other
hand, technology is developing at a higher pace and the majority of social
media platforms allow users to create and publish content without having

to exercise their knowledge of informatics:

The reporter of the future-amateur or professional-will be equipped
with an amazing toolkit. But reporting is more than collecting facts,
or raw data (Gillmor, 2004, p.163).

Considering the arguments briefly stated in this paper, and the everyday
influence exercised by the Artificial Intelligence over the society, we become
witnesses to a digital revolution that touches all the areas of activity, which
accelerates the human’s evolution process. Whether consciously or uncon-
sciously, under the influence of its own creation, the individual develops new
characteristics, which make him more efficient than ever. In the specific sector
briefly described in these pages, namely the journalistic field, the use of the
new technologies plays an essential role, mainly because they make news
travel faster and further. The physical boundaries imposed by the body are
disappearing in the online environment, which enables us to connect with
other individuals at a global level, and helps us acquire a limitless amount
of information, which inevitably also increases our self-awareness. However,
it is important to be aware that the purposes for which we use the Artificial

Intelligence need to be also in line with the ethical principles.
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STRESZCZENIE

Dynamiczny rozwéj mediéw spofecznosciowych oraz serwisu YouTube, ktéry od 2005 roku
umozliwia przegladanie oraz zamieszczanie filméw w sieci, wykreowaty internetowa tendencje,
mode do pokazywania swojego codziennego zycia innym uzytkownikom. Rzeczywistos¢
medialna, w ktdrej uczestniczy dzisiejszy odbiorca internetu pozwala $miato stwierdzi¢, ze
oprécz wartosciowych tresci zamieszczanych w mediach spoteczno$ciowych mozna znalez¢
réwniez te, ktére mogga stanowic¢ zagrozenie. W ocenie autora z pewnoscig nalezy za takie
uznac patostreaming. Zjawisko to polega na dzieleniu sie swojg prywatnoscig w nowych
mediach w czasie rzeczywistym, jednoczesnie przedstawiajac uzytkownikéw wykonujacych
czynnosdi, ktére mozna uznac za szkodliwg dewiacje spoteczna. Autor niniejszego artykutu
podejmuje probe analizy aktywnosci nadawcow tresci obscenicznych oraz ich obserwatorow
za pomocg analizy zawartosci. Celem badan jest ukazanie fenomenu zjawiska patostremingu
oraz przedstawienie zagrozen transmisji patologii spotecznych do przestrzeni medialnej.
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ABSTRACT

The dynamic development of social media, including YouTube which since 2005 enables
users to watch and upload video content online, caused a trend of showing one’s everyday
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edia spotecznosciowe odgrywaja kluczowa role w rozwoju pato-
streamingu w przestrzeni medialnej, bowiem zmieniajg sposéb,
w jaki informacje sg przekazywane w strukturach spotecznych
i medialnych. W ciaggu ostatnich kilku lat internet zasadniczo zmienit si¢
w przestrzen zorientowang na uzytkownikéw - najliczniejsza grupe cyfrowa.
Technologia umozliwila natomiast aktywizacje dzialan jednostek w sferze
internetowej. Powstaly liczne blogi, sieci spotecznosciowe i platformy udo-
stepniania wideo. Tym samym technologie spolecznosciowe umozliwity
zrewolucjonizowanie treéci generowanych przez uzytkownikéw w globalnej
spolecznosci internetowej oraz publikowanie swoich opinii i reakeji (Stepnicka,
Wiazek, 2014, s. 254). Forma ta obecnie dominuje w sieci, a platformy, takie
jak MySpace, Facebook, YouTube, Tik Tok, Instagram czy Twitter, staly si¢
kluczowymi plaszczyznami wymiany opinii. Strony te s3 wyznacznikiem tego,
jak wyglada obecnie kondycja spoteczenstwa i zachowanie uzytkownikdéw
internetu (Smith, 2015). Katarzyna Fabjaniak-Czerniak stwierdza, ze inter-
netowe media spofeczno$ciowe sg obecnie jednym z najbardziej dynamicznie
funkcjonujacych kanaléw komunikacji o charakterze globalnym. Przyczyn
rozwoju mediéw spolteczno$ciowych badaczka upatruje w zmieniajacym si¢
spoleczenstwie, jego ewoluujacych oczekiwaniach oraz potrzebach wzgledem
technologii i mediéw. Media spoteczno$ciowe sa fundamentalng czescia
przestrzeni medialnej obok radia, telewizji i prasy, ktorej specyfika jest
szczegblna blisko$¢ odbiorcy przekazu z nadawca (Fabjaniak-Czerniak, 2012).
Patostreaming jest nowym zjawiskiem w przestrzeni medialnej, ktore
polega na zamieszczaniu nagran internetowych zawierajacych tresci obsce-
niczne, wulgarne, o charakterze seksualnym oraz szerzace mowe nienawisci
na réznych platformach cyfrowych (Kmieciak-Gotawska, 2019). Stawiam
teze, iz osobliwo$¢ ta przyczynila si¢ do powstania nowych podmiotow
medialnych - patostreamera, patoinfluensera i patouzytkownika.
Patostreamer to osoba, ktéra transmituje pliki audiowizualne naznaczone
czynnikiem patologicznym do przestrzeni medialnej. Patoinfluenser jest zas
wplywowa postacia, ktdra jest w stanie oddzialywa¢ na duze grono ludzi
za posrednictwem medidw spolecznos$ciowych dzigki swojemu zasiggowi
medialnemu. Z tego wzgledu patotwdrcy bywaja wykorzystywani w ramach
kampanii marketingowych, gdyz potrafia umiejetnie wptywac na zachowania
internautéw i wzbudzajg wieksze zainteresowanie u odbiorcéw. Patouzyt-
kownik natomiast to jednostka obserwujaca tresci dewiacyjne, ktére moga
modelowa¢ zachowania podobne do publikowanych przez patonadawcow.
Celem niniejszego artykutu jest charakterystyka aktywnosci patotworcow

i patouzytkownikéw oraz zobrazowanie zjawiska patostreamingu w polskiej
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przestrzeni medialnej. Zalozono, ze osiagniecie powyzszego celu badawczego
moglo mie¢ miejsce tylko przy uzyskaniu odpowiedzi na nastepujace pytania
badawcze: Kim sg patostreamerzy? Co charakteryzuje ich aktywnos¢ w in-
ternecie? Jakie tresci przedstawiaja? Jak wygladaja ich relacje z odbiorcami?
Jakie (potencjalne) mechanizmy mozna dostrzec w dziatalno$ci patostre-
amerow? Dlaczego uzytkownicy ogladaja patostreamy? Jakie (potencjalnie)

mechanizmy kieruja odbiorcami patostreamerdéw?

Od czasu, kiedy internet stal si¢ przedmiotem badan naukowych, ich
wazna czeécig byly i sa patologiczne zachowania komunikacyjne w sieci oraz
ich negatywne konsekwencje. Nazwa , patostreaming” powstala z polaczenia
dwodch wyrazéw - patologia oraz streaming. Zachowaniem patologicznym
okresla sie, wedtug Doroty Bis, wszystkie destruktywne i autodestruktywne
zachowania oraz postawy indywidualne, grupowe, a nawet spofeczne, ktére
tamia fundamentalne etyczne normy, sa sprzeczne z wartosciami danej kultury,
aich wystepowanie dziala na spoteczng szkode. Fenomen zjawiska patostre-
amingu w przestrzeni medialnej odnosi si¢ wiec do kazdego zachowania
nadawcow, ktére mozna uznad za dewiacyjne. Bis dokonala kategoryzacji
postaw dewiacyjnych na stanowiska posiadajace charakter indywidualny,
np. lekomania, narkomania, pedofilia, szerzenie mowy nienawisci, ksenofobia,
homofobia, prostytucja, oraz te o zbiorowym wydzwieku, np. przestepczo$é
zorganizowana, sieroctwo spoleczne czy ostracyzm (Bis, 2012, s. 12).

Pojecie streaming nalezy rozumie¢ jako internetowa ustuge, ktéra polega
na transmitowaniu audiowizualnych plikéw w czasie rzeczywistym przez
nadawce wykorzystujacego dany kanal komunikacyjny (Kmieciak-Golawska,
2019, s. 171). Na zasadzie streamingu funkcjonuje wiele platform audiowi-
zualnych — w tym HBO GO czy Netflix. Patostreaming stanowia najczesciej
kilkunastosekundowe filmiki badz kilkugodzinne, internetowe relacje
live, ktore sa publikowane w przestrzeni medialnej, np. za posrednictwem
Snapchata, YouTube’a czy Instagrama. Materialy te przewaznie nawigzuja
do wartosci z kregu podkultury przemocy, czyli systemu norm aprobujacego
stosowanie przemocy (Tomasz, Hejmej, 2015, s. 79-88).

Trend pokazywania swojego prywatnego zycia innym uzytkownikom
okazat si¢ atrakcyjny dla czeéci odbiorcéw, ktorzy, chcac wpisaé sie w ten
nurt, rozpoczeli swojg dziatalno$¢ w sieci (np. blogerzy czy vlogerzy lifesty-

le’owi). Popularnos¢ i zaciekawienie materialami zawierajacymi dewiacyjne
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zachowania spowodowaly rozwoj nowych podmiotéw medialnych - pato-
nadawcéw. Rejestruja oni libacje alkoholowe, wulgarne wypowiedzi, tre-
$ci o zabarwieniu erotycznym, bojki, a nawet zatatwianie swoich potrzeb
fizjologicznych w zamian za dokonywane przez widzéw wplaty pieniezne,
co jest charakterystyczne dla patostreamingu na YouTubie. Kwoty wplacane
W czasie trwania patostreamoéw najczesciej realizowane s za posrednictwem
wiadomosci tekstowych wysytanych telefonicznie. Okre$lane sg one mianem
»donejtéw”, co jest spolszczonym odpowiednikiem angielskiego czasownika
donate, ktory oznacza ,sprezentowa’, podarowad”. Kwoty wysytane przez
uzytkownikéw wyswietlaja si¢ na ekranie w czasie rzeczywistym trwania
relacji. Co wigcej, wptata umozliwia uzytkownikom zamieszczenie dowol-
nych komentarzy, nawet takich o wulgarnym wydzwieku, ktére réwniez
wys$wietlaja sie na ekranie. Wymiana zdan miedzy patoidolem a jego wi-
dzami moze odbywac sie réwnolegle w czasie trwania streamu na czacie
za posrednictwem YouTube’a (Kmieciak-Gotawska, 2019, s. 172).

Tematyka patotresci jest zalezna od rodzaju aktywnoéci, ktére podejmuja
sami patonadawcy. Agnieszka Kmieciak-Gotawska konstatuje, iz jedna
z kategorii sg filmy o wulgarnej tresci oraz agresywne wypowiedzi, ktére
poczatkowo wydajg sie niewinne. Kolejnym rodzajem sg streamy, ktore swoja
forma przypominajg cieszace si¢ popularnoscia internetowe filmy na YouTu-
bie majgce na celu dostarczenie odbiorcom rozrywki (Kmieciak-Golawska,
2019, s. 173). Proponuje¢ dopelni¢ te koncepcje kolejng kategorig, na ktorg
sktadajg sie kilkunastosekundowe materiaty audiowizualne przypominajace
lifestyle’owe tresci zamieszczane w mediach spoteczno$ciowych (Snapchat,

Instagram czy TikTok).

Nagrania patostreamerdw staja si¢ nowa forma w przestrzeni medialnej,
ktéra umozliwia widzom nabywanie i uczenie si¢ zachowan, reakeji oraz wy-
powiedzi o charakterze przemocowym. Obserwowanie patotresci przyczynia
sie do oslabienia instynktu samozachowawczego, co moze w konsekwencji
wplywac na wzrost liczby agresywnych zachowan wéréd mtodych ludzi.
Wedtug komunikatu CBOS nr 90/2015 osoby w wieku 18-34 lat stanowia
najwieksza grupe polskich internautéw. Mlodzi ludzie zaglebiaja sie chetnie
w wirtualng rzeczywisto$¢ przede wszystkim przez pragnienie zaspoko-

jenia swoich potrzeb zwigzanych z wiekiem dorastania. Jedng z nich jest



Wojciech Kutaga
Uniwersytet jagiellonski

poczucie wlasnej tozsamosci (Wojcik, 2013, s. 16). Beata Zajecka twierdzi,
ze mlodziez w okresie dojrzewania nie ma jeszcze w pelni wyksztalconej
hierarchii wartosci, dlatego tez nie s w stanie obiektywnie oceni¢ $wiat
i ciezko im rozgraniczy¢, co jest dobre, a co zte. Z tego wzgledu mtodzi
uzytkownicy internetu wlasnie w sieci upatrujg nowych wartosci, idoli czy
autorytetéw (Zajecka, 2012, s. 221).

Patostreaming moze wplywa¢ na ksztaltowanie postaw akceptujacych
przemoc poprzez utozsamianie si¢ odbiorcy z emocjami patotworcow. Eks-
pozycja treéci przemocowych obecna w mediach staje sie dla mlodych od-
biorcéw informacja, iz agresja jest formga reakcji odpowiednia w niektérych
sytuacjach (Groves, Prot, Anderson, Saleem, Allen, 2016, s. 119-139). Podatno$¢
odbiorcéw na akceptowanie i przyjmowanie modeli przemocowych prezen-
towanych w mediach sg uzaleznione od kwestii postrzegania konsekwencji
agresywnych zachowan u innych ludzi. Gdy obserwator zidentyfikuje si¢
z nadawcg i bedzie darzyl go sympatia, pod$wiadomie moze przyjac jego
model postepowania (Kmieciak-Gotawska, 2019, s. 178).

Nadawcy treéci obscenicznych stajg sie obecnie idolami w przestrzeni
internetowej. Zainteresowanie transmisjami i szerzenie patologicznych tresci
jest dla patotworcédw czytelnym znakiem, iz zapewniajg oni odbiorcom roz-
rywke. Wplywa to bezposrednio na odbiorcéw, bowiem moga oni akceptowac
i przyjmowac wzorce przemocowe zawarte w transmisjach. Patostreaming
nie tylko sprawia, ze system normatywny widzow ulega znieksztalceniu
w strone podkultury przemocy, ale réwniez powoduje znieczulenie obser-
watoréw na agresywne zachowania.

Znieczulenie w literaturze psychologicznej jest znane jako efekt desensy-
tyzacji. Polega on na wygaszeniu fizjologicznej i emocjonalnej reakcji na dany
bodziec zgodnie z czestoscia jego wystepowania (Kmieciak-Gotawska, 2019,
s. 178). Desensytyzacja powoduje wyrazne zmniejszenie odczuwanego leku
w zetknieciu z przemocy, a wiec moze wplywaé na wzrost zachowan i mysli
agresywnych. Wedlug Agnieszki Kmieciak-Gotawskiej ,,to wlaénie lek silnie
powstrzymuje jednostki przed uciekaniem sie do rozwigzan sitowych” (2019,
s. 179). Mechanizm znieczulenia na agresje przyczynia sie réwniez do zmniej-
szenia u jednostek potrzeby niesienia pomocy innym. Zjawisko to wptywa
na interpretacje wystepujacych zdarzen dewiacyjnych jako powszechnych
i niewymagajacych zadnej interwencji. Znacznie oslabia takze zdolnos¢
zauwazenia problemu i tym samym op6znia decyzje o podjeciu reakcji.

Proces nabywania przemocowych wzorcéw nastepuje w grupach spotecz-
nych réwniez przez wewnetrzne wzmocnienia (na przykltad samozadowolenie),

ktére wynikaja ze spelniania zinternalizowanych ideologii. Jest to réwniez
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wynik korelacji innych psychologicznych mechanizméw - nagréd zewnetrz-
nych oraz konformizmu. Pojawienie si¢ nowych grup (np. nadawcéw tresci
patologicznych), czyli pewnej zmiany w spotecznej strukturze, ma konse-
kwencje o charakterze dalekosieznym. Krzysztof Krajewski konstatuje, iz dla
pewnych jednostek stosowanie przemocy i agresji bedzie efektem internalizacji
okreslonych norm i wartoéci podkultury przemocy. Dla innych moze to by¢
nastepstwo identyfikacji z okreslong grupa spoteczna badz poszczegdlnymi
jej cztonkami, a takze wola podporzadkowania si¢ pewnym standardom
i normom charakterystycznym dla okreslonej grupy. Ostatnig grupa wy-
mieniong przez Krajewskiego sa jednostki, ktére chcg uzyska¢ okreslong
nagrode badZ unikna¢ kary. Postugiwanie sie przemoca w dwdch ostatnich
przypadkach nie musi stanowi¢ o istnieniu pozytywnego stanowiska wobec
takich sposobow postepowania i nie musi sprawia¢ jednostce satysfakeji
(Krajewski, 1987, s. 37). Transmisja norm podkultury przemocy w efekcie
ogladania patostreamdw zalezy wiec od czestotliwosci stycznosci jednostki
z okre$lonym wzorcem zachowania i jest skorelowana z konsekwencjami
obserwowania wrogich postaw oraz konkretnej ich interpretacji.

Ze wzgledu na obsceniczny, wulgarny i brutalny charakter serwis YouTube,
pod naciskiem opinii publicznej, zawiesit kilka kanatéw, gdzie prowadzone
byly patostreamy. Niemniej rézne platformy spolecznosciowe (Snapchat,
Instagram) umozliwiaja patonadawcom kontynuacje ich internetowej dzia-
talnosci. Zjawisko to pokazuje, Ze internet jest trudnym do kontrolowania
medium, a wystepowanie szkodliwych tresci staje si¢ nieuniknione. Mode-
lowanie postaw i zachowan przez media, gléwnie za sprawg internetu, staje
sie obecnie faktem. Agnieszka Kmieciak-Golawska twierdzi, iz w obliczu
patostreamingu konieczna jest wzmozona kontrola spoleczna, zeby utrzy-
macd negatywne stanowisko wobec internetowych przejawdéw przemocy
psychicznej, mowy nienawiéci oraz patologicznych zachowan (2019, s. 179).

Warto$ci patostreameréw mozna zakwalifikowa¢ jako kluczowe dla
wspomnianej wezesniej podkultury przemocy. Sie¢ posredniczy w procesie
internalizacji warto$ci powigzanych z przemocs i agresja przez ich powszechna
akceptacje w przestrzeni medialnej. Przyczynia sie to do formowania nowych
grup w spoleczenstwie internetowym - patouzytkownikdw, czyli odbiorcow,
ktérzy nabyli zachowania dewiacyjne za posrednictwem patologicznych

treéci internetowych.
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W badaniu zastosowano technike ilo§ciows, analize zawartosci, aby
skoncentrowa¢ si¢ na dokladnym zobrazowaniu zjawiska patostreamingu.
Analizie zostaty poddane aktywnoéci i sylwetki dwoch patonadawcédw (Daniela

»Magicala” oraz Marty Linkiewicz) oraz ich obserwatoréw. Patostreamerzy
zostali wybrani za posrednictwem doboru celowego, aby zobrazowa¢ za-
grozenia transmisji patologii spolecznych do przestrzeni medialnej poprzez
najbardziej skrajne, w mojej ocenie, przypadki. Zastosowalem analize za-
wartoéci materiatéw audiowizualnych dostepnych na platformach YouTube,
Facebook oraz Instagram. Kolejnymi metodami zastosowanymi w badaniu
patostreamingu byly: obserwacja dzialalno$ci Marty Linkiewicz i aktywno-
$ci jej obserwatoréw oraz zogniskowane wywiady grupowe z followersami
patoinfluenserki.

Patostreamerzy, ktorzy swoja dziatalno$¢ realizowali gtéwnie na plat-
formie YouTube w postaci streaméw live, niezwykle rzadko lub nigdy nie
archiwizowali zapisu materiatéw audiowizualnych na swoich kanatach.
Odtwarzanie patostreamoéw do analizy z perspektywy czasu byto mozliwe
wylacznie dzigki widzom, ktdrzy, korzystajac z funkeji nagrywania ekranu,
dokonali zapisu tresci audiowizualnych i umiescili je na swoich kanatach
w postaci tzw. shotow badz kompilacji. Dzigki temu materiaty zwiazane
z poszczegdlnymi patonadawcami nadal widniejg w przestrzeni medialnej,
nawet pomimo zaprzestania dziatalnosci badz zablokowania przez serwis

YouTube kont naruszajacych zasady etyki.

Daniel ,,Magical”, a wla$ciwie Daniel Zwierzynski, to patostreamer
pochodzacy z Torunia, ktéry od 2014 roku prowadzil transmisje live przed-
stawiajace rozgrywki z gry zwanej Tibia. Nastepnie Daniel ,Magical” po-
stanowit stworzy¢ na swoim kanale na YouTubie swego rodzaju reality
show. Ideg transmisji streamdw stalo sie rejestrowanie codziennego zycia
jego rodziny (Nowecka, 2019). Jego kanal osiaggnat w pewnym momencie
ponad 221 tysiecy subskrybentéw, a jedna transmisja potrafita wygenerowa¢
dochéd na poziomie okolo 15 tysiecy ztotych (Harbuz, 2017). A wszystko
to za sprawg tresci, ktore pojawialy si¢ w zamieszczanych transmisjach -
pijackie bijatyki, wulgarne libacje alkoholowe oraz inne zachowania dewia-
cyjne. Daniel ,,Magical” czesto transmitowat libacje w rodzinnym gronie
i codzienne funkcjonowanie swojej rodziny, co swoja forma przypominato

format Big Brother. Odbiorcy patostreamera byli §wiadkami okazjonalnych
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bojek, zaspokajania potrzeb fizjologicznych, wymiany wulgarnych zdan oraz
codziennego picia alkoholu i przemocy.
Publiczna pochwata przestepstwa komunikowana w relacji live Daniela
»Magicala” przyczynila si¢ do konica jego internetowej kariery. W trakcie
transmisji, w dniu finatu WOSP, 13 stycznia 2019 roku, gdy miala miejsce
tragiczna w skutkach napa$¢ na prezydenta Gdanska, Pawta Adamowicza, z ust
Daniela ,Magicala” i jego matki Malgorzaty padty stowa: ,niestety przezyt”
oraz ,niech zdycha”. Patostreamer namawial rdwniez swoja rodzine w jed-
nej z transmisji do sktadania w sadzie falszywych zeznan. W konsekwencji
otrzymat zakaz publikowania w internecie jakichkolwiek treéci oraz zakaz
uczestniczenia w produkcjach o podobnej tematyce. Rodzina po przegranym
procesie musiata réwniez wplaci¢ kaucje w wysokosci tysiaca ztotych oraz

zostata objeta dozorem policyjnym (Oberlan, 2019).

Marta Linkiewicz, znana w przestrzeni medialnej pod pseudonimem
,LinkiMaster”, swoja rozpoznawalno$¢ zdobyla dzigki zamieszczonej relacji
na platformie Snapchat. W listopadzie 2015 roku poinformowala swoich
odbiorcéw o stosunkach seksualnych ze znanymi raperami z grupy Rae
Sremmurd, pochodzacymi ze Stanéw Zjednoczonych (Torcinska, 2019).
Obecnie Marta jest jedng z najbardziej wptywowych oséb medialnych, bowiem
klasyfikuje si¢ na czterdziestym pierwszym miejscu w zasiegach platformy
Instagram w Polscel. Liczba followersow, czyli 0s6b obserwujacych ja na tej
platformie, wynosi 1,3 mln2, co czyni jg pierwsza patoinfluenserka o tak
ogromnym zasiegu. Marta Linkiewicz swoja rozpoznawalno$¢ zawdziecza
gtéwnie libacjom alkoholowym oraz obscenicznym i wulgarnym relacjom,
ktére zamieszczata na platformie Snapchat, a obecnie na Instagramie. Swoich
obserwatoréw okresla mianem ,,prostitjuts”, co z jezyka angielskiego oznacza
sprostytutki”. Wyrdznia ja sposob transmisji materialow obscenicznych, ktére

przypominaja recenzje badz vlogi influenserek.

1 https://ddob.com/ranking/instagram/page/2 (stan na 25.05.2021)
2 https://www.instagram.com/linkimaster/?hl=pl (stan na 11.06.2021)
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Patostreaming wedtug Rzecznika Praw Obywatelskich to: ,,(...) wulgarne,
ponizajace materialy, czesto pelne przemocy fizycznej i stownej, nierzad-
ko nagrywane pod wplywem alkoholu lub innych $rodkéw odurzajacych
z lekcewazeniem prawa i zasad wspolzycia spolecznego (...) To pokazy-
wanie przemocy i wulgarnych treéci, niekiedy bedacych tamaniem prawa,
po to, by ogladajacy to przez internet widzowie placili nadawcy. W Polsce
w ostatnich latach zjawisko nasila sie w sposéb nie znany w innych kra-
jach”3. Popularno$¢ patostreamow i patonadawcéw stale rosnie. Wystarczy
wskaza¢ liczbe obserwujacych Marty Linkiewicz w serwisie Instagram oraz
fakt, ze niemal 84% badanych przez CBOS nastolatkéw miato stycznos¢

z materialami internetowymi nawigzujacymi do zachowan patologicznych.

Rysunek 1. Model oddziatywania przekazow patologii medialnej

(pato)
NADAWCA
czynnik patologiczny czynnik patologiczny
(pato) (pato)
UZYTKOWNIK PRZEKAZ

czynnik patologiczny

Zrédto: opracowanie wlasne

Patostreaming jest zjawiskiem, ktdre wystepuje na réznych plaszczyznach.
Sklada si¢ na niego wiele czynnikéw zwiazanych nie tylko z dyskursem
medialnym, ale przede wszystkim powigzanych z zaburzeniami funkcjo-
nowania w zyciu publicznym nawigzujacymi do pojecia patologii spoleczne;j.
Fenomen ten rozwija si¢ wiec w gléwnych obszarach komunikacyjnych.
Nawigzujac do podstawowego modelu komunikowania, mozna wyrdzni¢:

sfere nadawcow, przekazy i odbiorcow. Analiza tych plaszczyzn pozwolita

3 https://www.rpo.gov.pl/pl/content/o-patostreamingu-prawnicy-naukowcy-
przedstawiciele-w%C5%82adz-organizacji-pozarz%C4%85dowych-i-firm
[dostep: 11.06.2021]
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mi na zobrazowanie skali zjawiska w szerokim ujeciu komunikacyjnym jako
zlozonego i postepujacego zagrozenia medialnego. Odwotalem si¢ takze
do psychologicznych oraz medialnych terminéw (voyeuryzm, katharsis za-
stepcza, teoria sceny), by zarysowa¢ prawdopodobne przyczyny popularnoéci
patostreamingu w spoleczenstwie.

Charakterystyka patonadawcdéw, analiza zawarto$ci materiatéw audiowi-
zualnych oraz reakcje odbiorcéw pozwolily mi na zaproponowanie modelu
oddzialywania przekazow patologii medialnej w oparciu o podstawowq triade
komunikowania si¢ (rysunek 1). Trzy elementy aktu komunikacji - nadawca,
przekaz i odbiorca - tworzg baze, pozostajac ze sobg w obustronnych korela-
cjach i stale na siebie oddziatujg. Charakterystyczny dla modelu oddziatywania
przekazdw patologii medialnej jest czynnik patologiczny, ktéry moze zostaé
wygenerowany przez kazdy z elementéw aktéw komunikacji. Oddziatuje
on na pozostale elementy, infekujac czynnikiem patologicznym caly kanat
komunikacyjny za sprawg transmitowania zachowan, postaw i opinii uwa-
zanych za dewiacyjne i obsceniczne. Dla przykladu w badaniach okazato sie,
ze patologiczne relacje (przekazy) wstawiane przez patostreamera Daniela

»Magicala” (nadawce) rezonowaly negatywnie wséréd odbiorcéw. Pojawiajace
si¢ komentarze byly skrajnie obsceniczne, niemal tak samo jak prezento-
wana przed patonadawce tres¢. Podobnie odbiorca (patouzytkownik) moze
zainfekowa¢ kanat komunikacyjny patologicznym przekazem, na przykltad
komentarzem obrazajacym nadawce badz czynnoscia, ktdra streamer musi
wykonac za pienigdze wplacane przez obserwatoréw. Przeptyw czynnika
patologicznego moze wywotaé zmiane charakteréw plaszczyzn podstawowej
triady komunikacyjnej za sprawa wplywow dewiacji spotecznych. Cha-
rakterystyczng cecha modelu jest wigc pojawienie si¢ nowych medialnych

podmiotéw — patonadawcy, patoprzekazu oraz patouzytkownika.

Istotna dla ujecia przyczyn rozwijania si¢ zjawiska patostreamingu w prze-
strzeni medialnej jest, zgodnie z moja optyka badawcza, teoria voyeuryzmu
medialnego. Laura Mulvey konstatuje, iz voyeuryzm (podgladactwo) jest
pewnego rodzaju przyjemnoscia, ktéra wynika z samego patrzenia. Twierdzi
ona, ze ekran umozliwia obserwacje¢ prywatnego zycia innych jednostek,

awynikiem tego dziatania jest uczucie relaksu, zabawy badz radosci (Mulvey,
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1989). Joanna Wieczorek twierdzi natomiast, iZ voyeuryzm medialny jest
postawa odbiorcéw, ktdra polega na obserwacji wykreowanej przez mass
media rzeczywistoéci oraz uczestniczacych w niej oséb, swiadomych tego
lub nie. Zjawisko ,,obnazania si¢” medialnego wystepuje nie tylko w ujeciu
fizycznym, ale réwniez psychicznym. Jednostka uczestniczgca w zyciu innych
$wiadomie badz nie§wiadomie wkracza w sfer¢ intymna danej osoby. Zjawiska
podgladactwa i ekshibicjonizmu medialnego zaspokajajg ludzka naturalng
ciekawo$¢. Umozliwiaja réwniez uczestnictwo w nowej formie komunikowa-
nia sie¢ miedzyludzkiego (Wieczorek, 2014, s. 52). Warto réwniez wspomnie¢
o zjawisku, ktére powstato réwnolegle do voyeuryzmu medialnego i jest
z nim nierozerwalnie zwigzane — ekshibicjonizm medialny. To zachowanie,
ktére polega na upublicznianiu nagoéci oraz elementéw zwigzanych z zyciem
prywatnym, aby zdoby¢ stawe i popularno$¢. Ekshibicjonizm medialny, po-
dobnie jak podgladactwo, objawia si¢, w mniejszym lub wigkszym stopniu,
u kazdej jednostki w spoleczenstwie. Ogromny wptyw na ekspansje tego
zjawiska i jego rozrost w przestrzeni medialnej maja wspoélczesne media,
gléwnie internet i telewizja (Wieczorek, 2014, s. 54).

Jedna z idei tworzenia patostreaméw moze wiec by¢ istota tzw. podgla-
dactwa. Analizowane fragmenty relacji Daniela ,,Magicala” prezentowaly
gleboko dysfunkcyjna rodzing, ktoéra stala sie obiektem zainteresowania
odbiorcow. W przypadku Marty Linkiewicz uwaga widzéw zostata skiero-
wana na aspekt seksualny i poczucie wyzwolenia. Z tego tez wzgledu mozna
skategoryzowac patostreamer6w i wyznaczy¢ patologiczne kregi tematyczne,
ktére motywuja ich aktywnosci i dziatania. Daniel ,Magical” wyrdznial si¢
forma nawiazujaca do Big Brothera, a najbardziej widocznym watkiem w pu-
blikowanych przez niego patotresciach byt alkoholizm. Aktywnosci Marty
Linkiewicz nawigzywaly (i wciaz nawigzuja) do catkowitego wyzwolenia
seksualnego i eksponowania seksualno$ci oraz zycia prywatnego.

Fenomenu popularnoéci patostreaméw mozna upatrywac takze w teorii
sceny Goffmana. W ujeciu tym patonadawcy stajg si¢ aktorami, ktoérzy od-
grywaja okreslone role, testuja granice mozliwoséci i wzmacniaja te elementy

»g1y” i wygladu (podkultura przemocy, seksualnos¢, wulgarnos¢), ktére
przyciagaja uwage widzow (Goftman, 2000, s. 192). Prowadzone przez Linki-
Master oraz Daniela ,,Magicala” patostreamy sg zaréwno ,sceng’, na ktorej sie
prezentuja, wystepuja, jak i ,kulisami”, gdzie ukazuja oni swoja prywatnoéé
(czynnik najbardziej interesujacy obserwatoréw). Erving Goffman podkreslat,
ze zachowania aktoréw na scenie sa zwodnicze. Osoby odgrywajace role
wprawdzie kontroluja swoje zachowania, chcg, aby odbierano je w okreslony

sposob, ale wszystko to odbywa sie w celu manipulacji otoczeniem. Zdaniem
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psychologa kazda jednostka od czasu do czasu dopuszcza si¢ nieszczerych
czynoéw, aby przedstawi¢ si¢ w okreslonym $wietle. Co wazne, manipula-
torskie zachowania nie zawsze maja $wiadomy charakter. Kazda jednostka
dziata bowiem zgodnie z wtasnym wyobrazeniem o sobie (Goftman, 2000).

Granica miedzy wspomniang ,,sceng”, na ktdrej zachowania aktoréw
roznia si¢ od tych ,,za kulisami”, zostaje w przypadku patostreamingu
zatarta. Kulisy, symbol prywatnos$ci, zmieniajg si¢ w trakcie transmisji
w ,scene”. Na szczeg6lng uwage zastuguje rowniez fakt, iz bez widowni nie
byloby ,,sceny”. Pojecia te pozostaja w silnej zaleznosci, bedac tym samym
prawdopodobnym uzasadnieniem popularno$ci patostreamingu - jest
to postepujace zjawisko, gdyz to widownia odgrywa w nim ogromna role.

»Aktorzy” (patonadawcy) nie staliby si¢ bez niej widoczni medialnie ani nie
mieliby dla kogo ,wystepowac”. Z tego tez wzgledu teoria sceny Goffmana
wyraznie podkresla skorelowanie przekazéw, nadawcow i odbiorcéw jako
podmiotéw, ktore muszg wspotistnie¢. Utrata jednego elementu sktadowego
czy tez umniejszenie jego roli sprawia, ze pozostale elementy traca swoja
wartos¢ i zanikaja. Ekspansja tresci patologicznych nie bytaby tym samym
mozliwa, gdyby nie ,widownia”, ktéra wplywa na gre ,aktoréw”, sterujac
ich zachowaniami i wyrazajac ogromne zainteresowanie aktywno$ciami
z pogranicza patologii spolecznej w dyskursie internetowym.

W przypadku patostreamingu prywatno$¢ stata si¢ dla nadawcow (pato-
streamerdw) towarem, co z jednej strony przyniosto skutek w postaci wzrostu
widocznosci medialnej, poszerzenia grupy odbiorcéw i wiekszych zarobkéw,
z drugiej za$ to takze wyrzeczenie si¢ waznej cze¢éci naturalnej przestrzeni
cztowieka i godnosci. W mediach prywatno$¢é gwiazd czy politykéw wie-
lokrotnie byla ujawniana, co szokowalo odbiorcéw i zwigkszato dochody
danego medium ze wzgledu na poczytnos¢ i ogladalnos¢. Patostreaming stat
sie jednak silniejszym bodzcem dla widzoéw, silniejszym niz jakiekolwiek
zrédlo informacji i plotek. Transmisje LinkiMaster czy Daniela ,,Magicala”,
na ktorych calkowicie wyrzekaja si¢ prywatnosci np. poprzez pokazywanie
stosunku seksualnego, bojek, probleméw rodzinnych, sa przekroczeniem zasad
normatywnych zwiazanych z przestrzenig prywatnag kazdego czlowieka. Jest
to przyktad przekroczenia tabu spolecznego i moze stanowi¢ prawdopodob-
ng przyczyne popularnosci tego zjawiska w polskiej przestrzeni medialne;.

Kluczowe znaczenie dla patostreamingu moze mie¢ réwniez proces
warunkowania sprawczego, polegajacego na skojarzeniu postepowania z re-
akcja. Recepcja moze przybra¢ forme ostabiajaca badZ wzmacniajaca wpltyw
bodzca. Skuteczng gratyfikacja agresywnych zachowan moga by¢ korzysci

psychiczne (wzrost samooceny) badz nagroda wymierna (stawa, pienigdze).
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Dzialania patonadawcéw w przestrzeni medialnej nagradzane sa na wielu
plaszczyznach. Agnieszka Kmieciak-Gotawska twierdzi, iz ,,dziatalnos¢
patostreamerow dostarcza im wystarczajaca ilo$¢ profitéw, by mieli oni
motywacje do kontynuowania i rozwijania swojej twdrczosci” (2019, s. 176).
Patostreamy i takze patoinfluenserstwo stanowig solidne zZrédlo utrzymania,
zapewniajac nadawcom dewiacyjnych tre$ci wysokie zarobki, ktore siegaja
nawet do kilkudziesieciu tysiecy ztotych brutto miesigcznie (Kmieciak-Go-
tawska, 2019, s. 175). Kolejna nagroda, ktéra wzmacnia zachowania agre-
sywne, jest redukowanie nieprzyjemnych stanéw psychicznych (katharsis
zastepcze), co pozwala uzytkownikom na roztadowanie wewnetrznego
napiecia za pomocg biernej lub czynnej obserwacji patotresci i tym samym

na poprawe samopoczucia (Wojciszke, 2009, s. 369).

Na potrzeby badania skontaktowalem sie z szescioma wybranymi losowo
followersami Marty Linkiewicz za po$rednictwem platformy Instagram, ktora
stanowi gléwna plaszczyzne aktywnosci tej patoinfluenserki. Obecnie profil
LinkiMaster (@linkimaster) gromadzi 1,3 mln obserwujacych?, co stanowito
operat losowania followerséw. Wyniki przeprowadzonych badan - indywi-
dualnych wywiadéw z followersami Marty Linkiewicz - ukazaly dwa wazne
aspekty postepujacego zjawiska patostreamingu w polskiej przestrzeni
medialnej. Pierwszym jest obserwowanie patostreamerki umotywowane
wylacznie ciekawo$cig widzow, co potwierdzajg badania zawarte w artykule
opublikowanym w serwisie ,Wirtualne media”, gdzie wlasnie ciekawos¢
stanowita 75% (Dabrowska, 2019). Druga grupe czynnikéw przyciagajacych
obserwator6w stanowig podobne wartosci i poczucie zgodnosci z patostre-
amerka. Widoczne byto to szczegélnie u jednej badanej respondentki, ktéra
czuta swego rodzaju podobienstwo swoich cech i doswiadczen, ogladajac
relacje i tresci patologiczne zamieszczane przez Marte Linkiewicz. Analiza
komentarzy oraz rozmowa z followersami pokazala tym samym, iz kazda
z tych 0s6b jest $wiadoma tego, co méwi i kogo obserwuje. Tym samym
uczestniczy w tworzeniu i rozbudowywaniu struktury wewnetrznej grupy
zrzeszajacej sie wokot dziatan danego patostreamera.

Patostreaming jest zjawiskiem coraz bardziej widocznym w przestrzeni

internetowej, bedac zlozonym fenomenem wyrostym z zagadnienia dewiacji.

4 https://www.instagram.com/linkimaster/?hl=pl [dostep: 11.06.2021]
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Ekspansja tresci zwigzanych z podkulturg przemocy zagraza przede wszyst-
kim mlodym uzytkownikom internetu, ktérych postawy i systemy wartos$ci
dopiero sie ksztaltuja. To przede wszystkim oni sg najbardziej podatni na in-
ternalizacje wartoéci prezentowanych przez patonadawcow i akceptowanie
kontrowersyjnych, obscenicznych zachowan jako pewnego rodzaju normy
wspolzycia zbiorowosci.

Zagrozenie patostreamingiem i konsekwencje, jakie moze powodowac,
zostaly zauwazone przez Rzecznika Praw Obywatelskich oraz polskie media,
ktore od 2018 roku podejmuja dzialania uswiadamiajace uzytkownikow
o negatywnym wplywie patostreamingu zaréwno na przestrzen, jak i kulture
internetu’. Zmiana polityki prywatnoéci YouTube’a i $wiadomos¢ zagrozenia
patostreamingiem spowodowatly usuniecie tresci patologicznych analizo-
wanego przeze mnie patostreamera, Daniela ,Magicala”. Niemniej Marta
Linkiewicz, patoinfluenserka, jest przykladem tego, ze kwestia materiatéw
nawigzujacych do podkultury przemocy i seksu nadal stanowi kwestie pro-
blematyczng w przestrzeni internetowej, a konkretnie na platformie Insta-
gram. W mojej opinii na szczegélna uwage zastuguje polityka prywatnosci
tego medium spoleczno$ciowego, ktéra przenosi odpowiedzialno$¢ za tresci
obrazliwe na uzytkownikdéw i probuje ich aktywizowaé w celu zbudowania
internetowej wspolnej odpowiedzialnosci. Dopiero po zgloszeniu profilu przez
odbiorcow obstuga serwisu zajmuje si¢ rozpatrzeniem konta pod wzgledem
treéci dewiacyjnych i niezgodnosci z polityka prywatnoséci. Tym samym ro-
zumie¢ nalezy, iz w momencie kiedy uzytkownicy nie zglosza danego profilu,
ktéry zawiera treéci obsceniczne, Instagram nie uzna go za naruszenie jego
polityki. A przeciez wedlug informacji o postepowaniu w przypadku naru-
szen, zawartej w polityce prywatno$ci Instagrama: ,W pierwszej kolejnosci
zapoznaj sie z Zasadami spolecznosci i Regulaminem serwisu Instagram.
Jesdli po zapoznaniu si¢ z naszymi wytycznymi uwazasz, ze dane konto nie
stosuje sie do co najmniej jednej z nich, zglo$ naduzycie przy uzyciu wbu-
dowanej funkgji zgtaszania. To najszybszy sposob zglaszania postéw lub

profili, ktére majg zosta¢ sprawdzone przez obstuge serwisu”™.

5 https://www.rpo.gov.pl/pl/content/o-patostreamingu-prawnicy-naukowcy
[dostep: 06.05.2020]

6 https://www.facebook.com/help/instagram/519522125107875 [dostep:
25.02.2021]
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Patostreaming to aktywno$¢ w internecie polegajaca na upublicznianiu
w przestrzeni medialnej materiatéw audiowizualnych, ktére odwoluja si¢
do szeroko pojetej patologii spolecznej (przemoc, bojki, akty seksualne,
zachowania obsceniczne, alkoholizm). Jego zrédtami s3: potrzeba rozrywki,
transmisja cech zwigzanych z patologia spoleczng do przestrzeni cyfrowej,
che¢ podgladania zachowan, ktére nie wystepuja u innych uzytkownikow
internetu, ciekawo$¢ rejestrowania obscenicznych zachowan, a niekiedy
takze poczucie wspdlnoty wynikajace z podobienstwa wartosci miedzy
nadawca a odbiorcg. Tresci patologiczne (a tym samym ich nadawcéw) mozna
rozrézni¢ ze wzgledu na tematyke (seksualna, nawigzujaca do podkultury
przemocy, zwigzana z problemem alkoholowym) i forme udostepniania
materialéw obscenicznych (streamy typu live, nagrania na Instagramie,

»shoty”). Patonadawcy na rézne sposoby starajg si¢ przyciagnaé internautow
- prowadzg transmisje, w czasie ktérych pokazuja swoje zycie seksualne,
ujawniaja codzienne funkcjonowanie rodziny, przedstawiajg jej cztonkow
uzaleznionych od alkoholu badz rejestruja boéjki. Jezyk, jakim postugi-
wali sie nadawcy treéci obscenicznych, byl we wszystkich analizowanych
przypadkach skrajnie wulgarny, nawiazywal do podkultury przemocy
oraz seksualno$ci. W strukturach wypowiedzi dominowatly przeklenstwa,
natomiast kompozycja byta niespdjna i niesktadna, uboga w swojej formie.
Jezyk odbiorcéw w duzym stopniu odzwierciedlal charakter i styl komuni-
kacji poszczegdlnych, objetych analizg patonadawcéw. Wypowiedzi widzéw
byty réwnie skrajne, wulgarne i obrazliwe oraz nawiazywaty do sfery seksu
i przemocy. Wéréd ogédtu odbiorcow przewazajg ludzie mlodzi, z ktérych
cze$¢ identyfikuje sie z patotwdrcami, co jest widoczne w aprobujacych
komentarzach do zamieszczanych relacji. Wigkszos¢ widzow akceptowata
i pochwalala zachowania patostreamerdw, jezyk, jakim si¢ postugiwali (prze-
noszac go czesto na wlasng plaszczyzne), oraz ich wartosci. W niektérych
przypadkach obserwatorzy bronili patotworcéw przed osobami, ktére byty
wobec nich krytyczne w komentarzach.

Nadawcy patotresci wzbudzajg olbrzymie zainteresowanie. Marta Linkie-
wicz plasuje si¢ na 41. miejscu w rankingu widocznoéci i zasiegu medialnego
w serwisie spotecznosciowym Instagram, gdzie zgromadzita 1,3 mln obser-
wator6éw, a Daniel ,Magical” w kluczowym momencie zgromadzit na swoim
kanale ponad 60 tysiecy widzéw. Zainteresowanie to jest rownoznaczne
ze wzrostem popularnoéci w przestrzeni medialnej i tym samym przeklada

sie na plaszczyzne finansowa. Kanat Daniela ,,Magicala” osiagnat w pewnym
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momencie ponad 221 tysiecy subskrybentow, a jedna transmisja potrafila
wygenerowa¢ dochéd na poziomie okolo 15 tysiecy zltotych.

Od czasu, kiedy internet stat sie przedmiotem badan naukowych, wazng
ich cze$cia byly i sq patologiczne zachowania komunikacyjne w sieci oraz
ich negatywne konsekwencje. Zostaly one zdefiniowane i szczegdtowo omo-
wione takze w studium opracowanym przez Rzecznika Praw Obywatelskich
w 2018 roku i nadal, ze wzgledu na dynamiczne zmiany i zwiekszajacy sie
zasieg, s3 badane przez ekspertéw. Jednym z negatywnych skutkéw, ktore
generuje patostreaming w przestrzeni internetowej, jest modelowanie zachowan
obscenicznych wérdéd mlodych widzéw i przyzwolenie na tresci patologiczne
w sieci. Zjawisko to jest powigzane ze zmiang kultury internetu i wykreowa-
niem nowej formy uzytkownika nazwanej ,,patouzytkownikiem”. Na te nowa,
bedaca potencjalnym zagrozeniem dla pewnej kategorii uzytkownikéw,
tendencje zwraca takze uwage badaczka nowych mediéw, Agnieszka Catek:

»Jesli bedziemy karmi¢ nasze umysty gléwnie patotworczoscia, sita rzeczy,
bedzie ona wywierata wplyw na nasze myslenie i zachowania. Na pewno
nie sprawi to, ze bedziemy bardziej empatyczni, zyczliwi, sklonni do au-
torefleksji i skomplikowanych analiz, zamiast prostego oceniania. I tu nie
chodzi o to, Zeby si¢ catkowicie odizolowa¢ od takich tresci, bo dobrze miec¢
$wiadomo$¢, ze to si¢ dzieje, jak dziala i jak si¢ przed tym broni¢, ale raczej
rzecz polega na tym, by nauczy¢ si¢ wybiera¢ w sieci to, co jest dobre i nas
rozwija” (material wlasny).

W efekcie podjetych badan i analiz podjatem probe zarysowania ztozonego
fenomenu patostreamingu - jego charakteru, cech oraz prawdopodobnych
zrédet. W mojej opinii tresci patologiczne sg zagrozeniem w przestrzeni
medialnej ze wzgledu na mozliwo$¢ modelowania zachowan patologicznych
u mlodszych uzytkownikéw oraz stwarzanie poczucia przyzwolenia na za-
chowania obsceniczne i wulgarne, kolidujace z systemem normatywnym
i warto$ciami moralnymi w spoleczenstwie. Niemniej polityka prywatnosci
wielu stron internetowych stale zaostrza swoje zasady, a podmioty medialne
wiekszg uwage przywiazuja obecnie do kontrolowania pojawiajacych sie
materialow, aby powstrzymac ekspansje tresci patologicznych. Przykladem
jest usuniecie kont jednego z dwojga analizowanych patostreameréw.

Czynnikiem, ktéry stanowi o popularnosci ogladania patotresci, jest
przede wszystkim ciekawos¢ i przetamywanie tabu. Ogladanie patostreaméw
nakreca spirale mowy nienawisci i zachowan patologicznych, co widoczne
jest wérdd odbiorcédw analizowanych materialéw. Patotwdrcy odwotujg
sie do coraz skrajniejszych zachowan patologicznych, zeby zainteresowa¢

odbiorcéw - eksponuja swojg seksualno$é, pokazuja dewiacyjne wzory
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funkcjonowania rodziny, alkoholizm oraz przemoc. Wptywa to na popu-
laryzacje zachowan obscenicznych i przyzwolenie na patologiczne reakcje
w internecie, zaburzajac system normatywny. Treéci patologiczne w prze-
strzeni medialnej przyczyniajg si¢ takze do powstania pokolenia patouzyt-
kownikéw, ktorzy przyzwalaja na rejestrowanie zachowan obscenicznych.
Eksponowanie prywatnosci jest elementem istotnym w procesie tworzenia
patostreaméw i jednocze$nie stanowi jedno ze Zrédel popularnosci tego
zjawiska w dyskursie internetowym.

Patostreaming jest postepujacym zjawiskiem w strukturach medial-
nych, ktérego $wiadomo$¢ ma fundamentalne znaczenie dla kontroli tresci
i ograniczenia negatywnego wptywu. Tak jak hejt i mowa nienawisci w sieci,
patostreaming nalezy do zagrozen, ktére wyrosty na patologii spolecznej,
przeniesionej na ptaszczyzne internetowa. Kluczowe, w mojej opinii, jest
wiec uswiadamianie spoleczenstwa oraz wprowadzanie restrykcji w odnie-
sieniu do dziatan patotwdrcow internetowych, a takze rozbudowa polityki
funkcjonowania portali i serwiséw spolecznosciowych oparta na zasadach
sformulowanych przez RPO. Patostreaming mozna wiec odnie$¢ do rze-
czywistej sytuacji, w ktorej ludzie stojacy w kregu ogladaja bdjke, ale nikt
z nich nie ingeruje. Obserwatorzy reaguja jedynie okrzykami i dopingiem.
Sytuacja ta, nawiazujaca do patologii spolecznej i voyeuryzmu, znalazta swoj

odpowiednik w przestrzeni medialnej jako jedna z form patostreamingu.

Badacze, ktdrzy chcieliby w przyszioéci kontynuowac analize tresci
patologicznych w przestrzeni medialnej z uwzglednieniem aktywnosci
patonadawcow, patoprzekazéw oraz patouzytkownikéw, moga w wiekszym
stopniu skupic sie na rozszerzeniu badania o wigksza liczbe osob (follower-
soéw), aby dokladnie poglebi¢ aspekt zwigzany z wplywem i oddzialtywaniem
tre$ci obscenicznych na jednostki. Wywiady z wigksza liczba 0s6b oraz
indywidualne dostosowanie doboru préby badz metod badawczych pozwola
na reprezentatywnos¢ i tym samym badania moga okazac si¢ bardziej war-
to$ciowe i istotne poznawczo nie tylko dla medioznawcéw, ale takze dla
psychologéw i socjologow.

W niniejszym artykule skupilem sie gléwnie na doborze celowym, aby
uwypukli¢ najbardziej dewiacyjne przypadki patostreamingu, ktore niejako
wyrodzniaja si¢ w przestrzeni medialnej. Kierunkiem badan na przyszlos¢

moze by¢ jednak dobdr losowy, aby zaobserwowa¢ cechy patouzytkownikéw
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i patonadawcow w internecie. Pomocna dla badaczy, ktérzy chcieliby podazy¢
$ladami tego badania, moze by¢ takze inna metoda badawcza (np. krytyczna
analiza dyskursu), ktéra umozliwi inne ujecie fenomenu zjawisk patostre-
amingu, ukaze nowe wnioski i tym samym przyczyni si¢ do zréznicowania
perspektywy badawczej. Powyzsze rozwazania nalezy tez traktowac jako
punkt wyjécia do rozbudowania procedury badawczej badz dostosowania
narzedzi, ktére wydajg sie bardziej adekwatne do analizy patonadawcow,

patotresci i patouzytkownikow.
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ABSTRACT

The paper presents the new new media as a contemporary and dominant space in children’s

lives. Most children begin to use the Internet when they are a few years old, for example, while

watching cartoons. The online world can be both an opportunity and a threat to young users.
The aim of the research was to determine whether children’s growing interest in the Internet
has a limiting impact on traditional ways of communication with peers and whether the in-
creasing use of social networking sites by children is determined by the fear of exclusion from

their circle of peers. The study was conducted with the use of an online survey distributed

among children from the third, fifth, and seventh years of two Polish primary schools. The

results include several conclusions regarding children’s contact with the new media and their
peers. The study showed that the majority of primary school pupils are regular users of the

new new media, and their interest in new technologies increases with age.
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STRESZCZENIE
Artykut przedstawia zjawisko internetu jako wspotczesnej i dominujacej przestrzeni w zyciu
dzieci. Wiekszos¢ z nich spedza pierwsze minuty w internecie w wieku kilku lat, na przykfad
ogladajac bajki. Swiat wirtualny to zaréwno szansa, jak i zagrozenie dla mtodych uzytkownikow.
Celem badan byta préba ustalenia, czy rosnace zainteresowanie dzieci internetem ogranicza
tradycyjna komunikacje z réwiesnikami oraz czy korzystanie przez dzieci z serwisow spotecz-
nosciowych jest w coraz wiekszym stopniu determinowane obawa przed wykluczeniem z
grona réwiesnikéw. Badanie przeprowadzono metoda ankiety internetowej wsrdd dzieci z
klas ll, Vi VIl dwoch szkét podstawowych w Polsce. Wynikiem badan sg wnioski dotyczace
kontaktu dzieci z nowymi mediami oraz z ich réwiesnikami. Badanie wykazato, ze wiekszos¢
Ozieblo, P (2022), uczniow szkdt podstawowych to regularni uzytkownicy internetu, a ich zainteresowanie tym
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sually, during the developmental period of 6-12 year of age, physical

changes are less noticeable than in preschool and growth is slow,

so children gain control over their motor skills and perfect those
abilities they did not previously master. The consequence of this phenomenon
is the increase in overall coordination and balance, and the improvement
of various forms of physical activity (Turner & FHelms 1999, p.280). The
period of childhood, also known as school age, is a kind of bridge between
childhood and adolescence for the child and their family. A significant
role among child development is played by the media message, in which
information about the ,ideal self” is sought, which means that children look
for inspiration on the internet in order to be able to resemble and imitate
popular people they find there. Ever more children are starting to benefit
from access to new media very quickly, which can have a big impact on their
development. A young person learns to collect and search for new physical,
social and intellectual experiences in order to be able to independently or-
ganize new patterns and schemas that can better prepare him for adult life
(Bardziejewska 2004, p.346).

For many years, people living in the information society have become
increasingly susceptible to the influence of new media. Denis McQuail (2012)
distinguishes the most important issues related to this concept including
the dominance of information activity, problems of information overload,
growth and interconnection of networks, globalization trends, dependence
on complex systems, loss of privacy, and reduction of time and space limita-
tions. McQuail concludes in this context that the new technology of media
leads to the creation of a society characterized by a large and growing volume
of information stream (McQuail 2012, p.121). Research emphasizes that mass
media play an important role in society (Pisarek 2006, p.117) and as McQuail
(2912, p.112) argues, mass media are necessary in society to achieve the goal
of: integration and cooperation; order, control and stabilization; adaptation
to changes; mobilization; controlling the tension; continuity of culture and
values. The emergence of new media is associated with a gigantic technolog-
ical advance, while the concept of new media has been used since the 1960s
and is changing over time, because technological progress develops very
rapidly and for some people the changes that occur due to the development
of technology are a surprise. The term new media could be deemed, as the
convergence between computational and communicative logic as Manovich

(2001) argues, in which it is possible to add the logic of connectivity and
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sociality. So much of what defines new media is not standardized; perhaps
the potential of new media is a function of its intermediate development and
our social, political and economic transition within and outside of it (Socha
& Eber-Schmid, 2014).

The meaning of ‘new media’ is changing - it used to be radio and television,
now this scope has expanded to include many other mass media. It is worth
adding that ,new media are considered to be an epochal phenomenon, con-
stituting an element of a broader, and even global, historical transformation,
regardless of whether it is perceived as its cause or effect” (Lister 2009, p.17).
The author also points out that the term new media is commonly used
in a range of contexts to refer to a whole range of phenomena. Therefore,
when using this term anyone can interpret it differently, for example as the
internet or from a different perspective - as digital television, a blog and the
like. Lister notes that ,new media” refers to the totality of changes in media
production, distribution, and media use, and that these are changes that are
technological, textual, conventional and cultural in nature (Lister 2009, p.22).

The rapid development of new media and new technologies allows them
to be used to facilitate everyday life. An example is the so-called smart house,
or intelligent / multimedia home, which is subject to the flow of various
technologies (Latos 2013, p.57). Currently, there are intercoms in houses that
allow residents to see who has come and to open the gate even when they
are away from home at the time. There are refrigerators with screens with
an integrated radio and intercom, which allows the front door to be opened
without leaving the kitchen. Modern technology allows to change the tem-
perature at home while abroad - using apps on smartphones. On the market
square, the public can also find vacuum cleaners that will clean the house
when the owners are away at the time. The clapping of hands enables lights
to be turned oft and on, and vocalising ‘open the front door’ it will open..
Such progress is presumably particularly useful for people with disabilities.
Social networks are the link between the whole world and the individual.
It should be mentioned that ,,the way virtual reality functions is very similar
to the real world, so participants have a natural need to manifest their own
presence” (Kiszkiel 2013, p.175). By adding own photos, descriptions and
comments, users of the social networking site manage to portray themselves.

The new ‘new media’ provides an opportunity to be even more inde-
pendent. As Paul Levinson writes, new ‘new media ‘by default have a social
nature, which means that ,,regardless of whether it is blog recipients and
commentators, Wikipedia readers / editors or Facebook groups — the social

dimension is not only necessary for the functioning of new new media, but also
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gives them the necessary dynamics” (Levinson 2010, p.15). New ‘new media’
nowadays are characterized by unprecedented availability, which is not
limited by a TV or radio program, so the recipient adjusts the message that
is offered to the rhythm of their own life (Levinson 2010, p.15).

The impact of new media on children is huge. The presence of new media
in the process of socialization and their impact on children is particularly
important (Bogunia-Borowska 2006, p. 83). The parents and the school the
child attends are responsible for media education. On the web, children are
susceptible to manipulation by, for example, watching advertisements, which
are abundant on the internet, that encourage them to buy new toys or eat
unhealthy food. The violence in cartoons and fairy tales is highly visible.
It should be added that ,,cyberspace affects not only the way of thinking, but
also the way of proceeding, active actions” (Roguska 2012, p.31). Tomasz Huk
points out that new media are used by children and adolescents, especially
for entertainment purposes, and the role of the computer is usually limited
to communication between peers, which may ,,depersonalize work, learning
and other human activities” (Huk 2014, p.164). Media education should
be introduced as a complementary subject for children and adolescents.
Young people need knowledge about the world around them. They also
need substantive support in situations they are unable to cope with. Media
education in the 21st century is as important as other compulsory subjects
at school, because the world is constantly moving forward and using newer
and newer technologies.

Several studies have been conducted in the context of children and
their use of new technologies, as well as the internet. Among other things,
it was found that the daily use of the internet may disturb a child’s daily
routine, and that excessive use of the internet by children may have an im-
pact on their relationships (social interactions) with their relatives and
peers (Young & Abreu, 2011). Other researchers also state that the negative
impact of children’s use of the internet may manifest itself in the form of ob-
session and inability to control their own behaviour, which in turn leads
to social isolation, loneliness and thus depression (Kaess et.al 2014; Romer
et.al 2013; Yan et. al 2011). A review of the research shows that the internet
has positive and negative effects, including. Positive examples are quick and
easy access to information, facilitating communication along with everyday
work. On the other hand, the negative side of using the internet by children
are problems with safety, socialization, addiction and exposure to content
that is inappropriate for age, as well as problems with a physiological and
psychological basis (Jackson et al., 2007; Kabakci, Odabasi, & Coklar, 2008;
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Livingstone & Haddon, 2008; Pakhare, 2013). A study by Ozgiir (2016)

confirmed the above findings.

Adolescence is associated with experiencing fears and other difficulties
that children must deal with. New needs and interests emerge and the way
of seeing the world changes. It is also a time when children make strong and
evaluative friendships. Social networks through internal exchange of mes-
sages (e-mail) or through instant messaging, which is used for real-time
conversations, promotes communication between children for fear of social
exclusion. Social networks allow users to search for friends, but also people
who, for example, have the same interests.

These are the two hypotheses based on which the research was conducted.
The first hypothesis was to verify the assumption that children’s growing
interest in new media and social media reduces traditional communication
with peers. The second hypothesis is that children’s use of social media sites
is increasingly determined by fear of exclusion among their peers.

The research was aimed at examining whether there is an increasing
interest of children in information and communication technologies among
primary school children in Poland. Due to the general nature of the study and
due to the inability to survey the entire group of children aged 7-13 years;
the author decided to select a representative sample. Children aged 9, 11 and
13 years were included in the study.

An online questionnaire was used for the research, because this tool
allows for stress-free answering of questions. The author uses stress-free
to mean, firstly, it is a tool that allows the respondent to remain anony-
mous, and secondly, the respondent does not have to worry that for example,
when collecting traditionally completed questionnaires, the researcher will
remember the piece of paper or recognize the letters when verifying the
answer. An online questionnaire allows more credibility of the answers for
the people who conduct the survey. An online survey is also one of the fastest
methods of collecting information from respondents. The questionnaires
for all grades are the same, they do not differ in content. All the questions
were properly matched to these three age groups, that is, they were neither
complicated nor too long. Single-choice questions and one multiple-choice
question were used in the online survey. Closed questions are best for children

because they allow for easier processing of questions and answers, do not
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require writing, and thus are less time-consuming and do not stress the
child who does not know what to answer. Such questions, because they are
simple and not complicated, do not require any training of the respondents.
Even though closed-ended questions limit the spontaneity of the answers
and are sometimes superficial, and do not allow for presenting an individual
point of view, for children aged 9-13 years, they are the most appropriate
form, as they provide an opportunity to investigate the phenomenon in its
quantitative dimension.

The questionnaire contained an appropriate set of questions that were
related to each other and divided into individual thematic parts:

1. Children’s interest in the internet

2. Children’s interest in social media

3. Children’s communication online

4. Fear of exclusion

5. Sociodemographic questions.

In order to obtain correct conclusions from the research, it was neces-
sary to create a categorization key in order to be able to analyze the data
obtained in the course of the research. This key was based on the division
of the internet survey content as follows:

o children’s contact with internet

o children’s interest in internet

o children’s contact with their peers

o children and the peer group.

Students in grades 3 (9 years old), 5 (11 years old) and 7 (13 years old)
at two primary schools participated in the study. The questionnaire was
completed by 18 children from each of the six grade-groups (N=108) with
a gender ratio of 55 girls and 53 boys.

To the first question whether children use the internet, only 2% of chil-
dren (two girls from the 3rd grade) indicated that they do not use it. This
means that not all children start their adventure with the internet in the
preschool period.

The answers to the second question differ from grade to grade. This

is shown in the chart below.
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Figure 1. Responses to the question ,How long have you been using the internet?”.
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Most 5th and 7th grade children use the internet for more than a year.
Few children (3rd grade — 15%, 5th grade — 11%) indicated that they had been
using the internet for a year. Most children have been using the internet for
several years: 3rd grade 65%, 5th grade 62%, 7th grade 47%. On the other
hand, 35% of the children have been using the internet for as long as they
can remember - the largest group that marked this answer are children
from the 7th grade (18%). There are 22 children from the 3rd grade who
believe they have been using the internet for several years, which indicates
that their contacts on the internet started at the latest at the age of seven,
which means that they could have started even in preschool age. The use
of the internet by children in the preschool period or earlier is also indicated
by the proposed answer in the cafeteria ,,Since I remember I have access
to the internet”, which was marked by 36 children.

The next question was about what the children do while using the in-

ternet (Figure 2).
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Figure 2. Responses to the question ,for what purpose do you use the internet?”.
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When analyzing the chart above, it can be noticed that the use of vari-
ous opportunities offered by the internet increases with the age of children.
Most often, the pupils indicated that they play games online (73%), the
internet helps them with their homework (89%), they watch movies on the
internet (69%), watch the activity of youtubers on youtube.com (75%), lis-
ten to music ( 80%) and that the internet is used by them to contact their
peers (69%). Differences between children regarding the use of the internet
occur, for example, in watching fairy tales: 9-year-olds 62%, 11-year-olds
and 13-year-olds - 14% each. This means that the older the child is, the
less interested in watching fairy tales - it results from the level of maturity
of the child. On the other hand, the opposite tendency can be noticed, for
example, in reading news on the internet: 9-year-olds (21%), 11-year-olds
(44%), 13-year-olds (53%). This may be because younger children are not
interested in serious matters yet, hence the differences in reading news and
watching fairy tales between grades, but also may be due to the child’s ma-
turity - 3rd grade children may have a problem reading newspaper articles.
The reverse is also the case of watching films by children: 3rd grade children
watch online films much less often (41%) than 5th grade children (81%) and
7th grade children (83%). Also, the issue of tracking influencer activity may
be that most 3rd grade children do not have accounts on social networks
where influencers conduct their activities, therefore tracking influencer
activity among 3rd grade pupils is less popular (12%) than among children,
for example, in 7th grade (36%).
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The next question in the survey concerned the use of social networking

sites by children (see Figure 3).

Figure 3. Responses to the question Do you have an account on a social network?".
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Source: author’s own research

Figure 3 is another graph that shows that the older the child is, the more
he or she uses the social network. 38% of 3rd grade children, 69% of 5th
grade children and 89% of 7th grade children use social networking sites.
The frequency of using social networks by children is comparable in the
5th (76%) and 7th (75%) class and concerns the use of websites once a day,
while in the 3rd class, 46% of pupils use websites once a day. This means
that 5th and 7th grade children spend more time on social networks than
3rd grade children.

When asked whether their use of social networking sites is caused by their
peers also using them, the majority of 3rd-grade children (54%) answered

»Yes”, while 44% of respondents chose the same answer in the 5th grade, and
25% in the 7th grade. Here, too, it can be noticed that there is a downward
trend, the older the child the pays less attention to the behaviour of its peers.

Another question in the survey was about posting photos on social
media. In this case, an upward trend can be noticed: the older the child,
the more often decides to publish their own photo, which is shown by the
following results: in the 3rd grade — 16% of children publish their photos;
in the 5th grade - 60% of children publish their photos; in the 7th grade -
62.5% of children decide to publish their own photos. The most common
reason for adding photos on social media is the desire to be recognizable
among friends (this answer was used by children of all three grades at least
once) and for pleasure (this answer appeared at least once in the 5th and
7th grades). On the other hand, the part of the children who indicated that
they did not add their photos to the social media argued the lack of parental
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consent (3rd-grade children), protection of privacy or the fear that someone
would write an offensive comment or that the photos would be used by 3rd
parties. The children also indicated that they simply do not like to post
their photos and do not like to take pictures of themselves, and that their
friends do not need to know what is happening with them, the answer was
also ,,no, because I do not need to conquer my ego with”, which may suggest
that this person thinks that others are posting photos online because they
want to be appreciated.

The eighth question concerned the influence of peers on children’s use
of social media, and more specifically, the children were asked if they thought
that if they did not have an account on a social media site, their friends would
stop liking them. In this case, most of the children (nine-year-olds — 69%,
eleven-year-olds - 88%, thirteen-year-olds — 84%) replied that their friends
would not stop liking them..

The next question concerned all children who declared in the first question
that they use the internet. It was aimed at verifying whether the children
prefer to contact their friends on the internet, or whether they prefer to meet
them directly. In this case, also the majority of children (3rd grade children -
85%, 5th grade children - 78%, 7th grade children - 72%) marked the answer

»No”, which indicates that the children prefer to meet their friends in the
real world than in the virtual world.

Another question concerned the frequency of contact between children
and their peers on social media. Figure 4 on the next page shows the obtained
responses, which are very diverse. The responses of the 7th class indicate
that children most often communicate over a dozen times a day (25%) and
several times a day (58%), which indicates that children write online with
their friends every day. Pupils from other grades also indicated most of the
answers to ,over a dozen times a day” (3rd class — 21%, 5th class - 17%) and

»several times a day” (3rd class — 24%, 5th class — 36%). The last cafeteria
response — ,,I do not communicate via the internet - I prefer to meet them”
received the least votes from the 7th class (3%), while the responses of 3rd
class (24%) and 5th (17%) were comparable. This may be a consequence
of younger children who like to play outside, going to playgrounds, and older
children grow out of this type of play and prefer to spend their time differ-

ently or have more responsibilities related to, for example, school or home.
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Figure 4. Responses to the question: “How often do you communicate with colleagues via the internet?”.
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The last question in the survey (see Figure 5) concerned the pupils’ opinion

whether they think that being online is fashionable.

Figure 5. Responses to the question ,Do you think being online is nice and fashionable?”.
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Students in all three grades have a very divided opinion on the question
asked. However, when it comes to comparing the pupils’ answers, it can
be stated that the answers are comparably distributed among themselves. For
example, ,,Yes” was selected by 35% of 3rd grade children, 31% of 5th grade
children and 31% of 7th grade children. It is interesting that the highest number
of votes in all three grades was given to the neutral answer ,,I don’t know”,
which was marked by a total of 41% of children (3rd grade — 44%, 5th grade

- 42%, 7th grade - 36%). On the other hand, the answer ,,No” was indicated
by the least pupils from the 3rd class (21%), successively from the 5th class
(28%), while the 7th class was indicated by 33%, which gives a 2% advantage

to the answer selected by the 7th class children ,, Yes”. Such a discrepancy
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in the answers may result from children having a problem with identifying

their identity on the internet and therefore the obtained results are ,fuzzy”.

Summarizing the results of the research conducted in the form of an in-
ternet questionnaire in two primary schools, attention should be paid to the
similarities and differences resulting from the different ages of children.
Comparing the responses of children attending different grades is extremely

important to get a complete picture of their online activity.

Most of the children participating in the survey declare that they use
the internet (98% of children). This means that the internet is no stranger
to them and they become users of internet already at preschool age (this
is indicated by the responses of nine-year-old children that they have been
using the internet for more than a year - for several years, as well as access
to the internet as long as they remember, which may indicate that they had
contact with new technologies as a few years old children), so often being
1st grade children (around 7 years old) they have no problem with using
computers or smartphones. The frequency of using internet increases with
the age of children, which was presented in the analysis of online surveys
for the purposes of this study.

Children use the internet better with age, starting to watch cartoons
on the youtube.com channel, and ending with watching videos and youtu-
ber activity as well as setting up accounts on social media. As the youngest
internet users, and thus - inexperienced users have low predispositions
to search and choose the right content for themselves, similarly - their ability
to recognize content intended for children and adults is quite low. Children
in the 3rd grade use social media (38%), declaring that they use them at least
once a day (46%). The older the child is, the more likely they are to use social
media sites (example from the study: 5th grade children - 69%, 7th grade
children - 89%). Children using social media usually cheat information
about their age, because most websites require to be 13 years of age to open
an account, due to inappropriate content that may be there. Therefore, 3rd
and 5th grade children deal with content provided by a group of adult users.

Unfortunately, in addition to inappropriate content (such as pornography)
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on the web, there are people who can harm children - older people looking
for contact with the youngest users. Therefore, parents and teachers should
be vigilant and pay attention to what children do online, with whom they
write, what websites they visit and what information they have access to. Also,
the addition of their photos to the social media by children should be strictly
controlled by their parents.

Children as the youngest internet users are characterized by a great
interest in social media, and the increase in the frequency of using the
internet with the age of the child is undeniable, because the child’s contact
with internet increases every year, which can be deduced from the analysis
of the results of surveys regarding the frequency of using the internet by 3rd,
5th and 7th grade children.

The pupils most often pointed out that they use the internet because they
play games, the internet is used to do their homework, they watch movies
and cartoons on the internet, watch youtubers’ activity on youtube.com,
listen to music and that the internet is used by them to contact their friends.

Online entertainment is one of the most common reasons children use
the internet. The variety of games offered by the internet is very large. Play-
ing games has a significant impact on the human psyche, so parents should
be mindful of what their children play and how much time they spend on-
line. Another important element of entertainment is youtube.com, where
children can watch cartoons, movies, youtubers and listen to songs. It should
be noted that research shows that most children watching cartoons are 3rd
grade children, and in the later years of development children more often
focus on watching movies. Unfortunately, cartoons often have vulgar parts,
so a child may not recognize that they are watching something that is not
intended for them. Most of the children from all grades indicated that they
watch YouTubers’ activity on the internet. Youtubers are people who record
videos on various topics and present their opinions and present their point
of view and their worldview to users. They can have a significant impact
on children as they grow up, and the content delivered online can influence
the behaviour and thinking of children. Another form of entertainment
is to track the activity of influencers, who may also have a negative impact
on children, because there are influencers who often portray a pathological
lifestyle in their materials and can teach children bad habits. Thanks to their
popularity on the internet and a very high audience share of their activity,

they can inspire trust in children, and thus - change the way they think,
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including their behaviour. Videos on the internet can also have a negative
impact on children as they grow up, as there are many videos on the inter-
net with inappropriate content and pictures available for children. At the
same time, not everything online is dangerous - children can learn thanks
to educational videos, games and activities. They also have the opportunity
to contact their friends and, if they are interested in science, they can find
a lot of interesting and reliable information on topics that interest them.
It should also be noted that children become very interested in internet very
early, which can lead to problems related to internet addiction later.
Considering the above conclusions, it should be noted that guardians’
control of the content received by children and how much time they spend
online is crucial. It is necessary to supervise the received media messages,
because children should not interact on the internet on their own, and
if a minor recipient of internet reaches content that is not intended for them,
the parent’s intervention may be of great importance for the child’s further

development.

Over of children replied in the survey that they would rather meet their
friends than contact them online (3rd grade children - 85%, 5th grade chil-
dren - 78%, 7th grade children — 72%). A small group indicated that they
prefer virtual contact, which does not confirm one of the methoses in this
paper that children’s growing interest in new media reduces the traditional
communication with their peers. Yes, children like to use the web, they are
interested in discovering the virtual world, but still appreciate face-to-face
contacts. It should be noted that children, even though they prefer to spend
time with friends in the real world than in the virtual world, maintain com-
municating via the internet. When asked how often they communicate with
their friends, children did not give a clear answer. On the other hand, it can
be stated that children are in contact on the internet with close friends from
several to a dozen times a day. The difference in the frequency of contacting
via the internet can be noticed at the level of grades - 3rd and 5th grade
children, in addition to contacting several or a dozen times a day, they also
selected the option ,,I do not communicate via the internet — I prefer to meet
friends”, where this option is among 7th grade children only one person (3%)
chose it. Summing up, it can be stated that despite the great and undisguised
interest in internet, children participating in the survey are still eager to meet

their colleagues, which is confirmed by the research carried out in this paper.
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Primary school is an important period in the life of every child, because
it is then that their character, behaviour, attitudes and worldview are formed.
Adolescence is also associated with experiencing anxiety among children,
as well as with other difficulties that children have to deal with. Children
want to feel appreciated and needed, which is related to the need for recog-
nition. Children, when asked in the survey whether they use social media
because their friends and colleagues use them, answered differently - the
difference results from the age distribution. The study shows that the older
the student, the less attention they pay to their peers, because most 3rd grade
children (54%) answered ,,Yes”, while in the 5th grade they chose this option
by 10% fewer children, and in the 7th grade only 25%. It can also be stated
that the older the child, the lesser the need for peer recognition contributes
to their greater use of social media sites. However, considering the 3rd class,
the hypothesis assumed in the methodology of this work can be confirmed.
It should also be noted that children are aware that the lack of an account
on social media will not affect their relations with peers and that their friends
will continue to like them. The children were also asked if being online was
nice and fashionable, to which most children marked a neutral answer, which
indicates indecision among children. On the other hand, the answer ,,Yes”
came second, which may indicate that children use the internet to be close
to friends and not be excluded from the group of friends (including access

to various groups set up on Facebook).

New media are becoming an integral part of every child’s life, as they take
up a significant part of their time thanks to the possibility of entertainment,
but also online learning. Thanks to the possibility of using online games and
watching cartoons and movies on the internet, in a way exclude traditional
types of games that support the emotional development of children. There-
fore, it is important that parents, legal guardians as well as educators take
care of pupils and control children’s behaviour on the internet and while
playing with their peers. A child of adolescence needs to feel appreciated
and noticed, needs to feel important and accepted among their peers. Being
rejected by friends can be a traumatic experience for a child, so every parent

should take into account the need for their child to adapt to new media, even
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if they do not support such initiatives. This is important for the child’s mental
and emotional development.

It should be noted that the internet, despite the negative consequenc-
es, also has its good sides, such as help with learning, help with revealing
passions, hobbies, entertainment that every child needs. In order to be able
to reconcile a child’s development with the obligation to protect him / her
from harmful content, it is crucial to find a consensus that will prevent the
child from becoming addicted to the internet, unpleasant situations on the
internet, as well as exclusion by colleagues from the peer group, and at the
same time the internet will be their additional entertainment, that will develop
interests, passions, and help in learning and searching for reliable information
and getting to know the world around the child. Other advantages of using
the internet include learning foreign languages as well as Polish by learning
new words and singing songs. It should be remembered that the judicious
and skilful use of the above-mentioned thing can have a number of bene-
fits, so media education at all ages is very important, especially in primary
school, as most children entering the 1st grade are already exposed to new
media and the internet. It is also important for caregivers to set boundaries
regarding the time they spend playing online. It should be remembered that
parental control is difficult in a situation where a child has their own devices
that allow him to connect to the virtual world, therefore media education
at school is an essential element of teaching children how to achieve positive
results through using the internet. An important element of children’s con-
tact with the internet is the organization of children’s free time so that the
virtual world does not obscure important aspects of life, such as time spent
with their peers in reality and with their family. It is important to maintain
a very good contact with the child, so that he or she is aware that in the event
of a disturbing situation, can always turn to the guardian or educator for help.

New media, according to P. Levinson’s definitions, are media newer than
new media, which a few years ago did not exist or did not have a significant
impact on reality. Today they are present in everyone’s life (Levinson 2010).
Children are also becoming new users of social networks, blogs and pod-
casts. New media allows anyone to become authors, create blogs, posts, and
it is also possible to interact with audience. Children know that their peers
have the opportunity to comment on their posts, which is why they do not
always decide to post their photos. New new media allow access to various
content, the subject matter of which is not subject to any restrictions. It should
be noted that new media open up many opportunities for users and are

increasingly becoming an integral part of the lives of adults and children.
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New new media is characterized by high availability, so each user can adapt

their use to their needs.
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Pojecie profilow self-love i self-care na Instagramie

ABSTRACT

The Communication Strategy of Instagram Self-Love and Self-Care Accounts The paper aims
at analyzing the communication strategies used by the creators of self-love and self-care ac-
counts on Instagram. The number of such accounts increased recently, the reasons for which
include Instagram's rising popularity and deterioration of mental health throughout society.
The paper consists of theoretical and analytical sections - it includes a historical overview of
the concepts studied as well as a qualitative analysis of the content of several self-love and
self-care Instagram accounts. The results offer an insight into the communication strategies
of the creators of selected Instagram accounts concerning self-love and self-care as well as
show how receivers react to such content.
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STRESZCZENIE
Niniejszy artykut poswiecony jest analizie sposobéw komunikowania sie profili typu selflove
i selfcare w serwisie Instagram. Wzrost popularnosci platformy Instagram oraz pogarszajacy
sie stan zdrowia psychicznego w spofeczeristwie przyniosty skutek w postaci statego wzrostu
liczby tego rodzaju kont. Autorzy niniejszego artykutu wykorzystali metody jakosciowe do
analizy zawartosci profili selflove i selfcare oraz do okreslenia préby badawczej. Artykut sktada
sie z czedci teoretycznej i analitycznej. Zawiera rys historyczny badanych koncepcji. Badanie
wskazanych zagadnieri pozwolito na uzyskanie perspektywy na sposoby komunikacji autorow
wybranych profili selflove i selfcare w serwisie Instagram. Ponadto badania pokazuja, w jaki
sposéb odbiorcy reagowali na dane tresci.
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he advancement in technology has been accompanied by a gamut of de-

veloping new technologies. As a result, social networking techniques

have begun to both emerge and transform human communication.
The main change is the transformation of direct to indirect communication
through electronic devices and multimedia channels. Humans, as beings
adapted to life in society, have developed new ways of establishing inter-
personal relations using virtual reality. Through this activity, among others,
social media were created. The Instagram service, whose integral part is vi-
sual content, fits into the meaning framework of the term social media. The
creators of Instagram accounts manage them in such a way as to unambig-
uously present to the viewer the subject matter of the content posted in the
profile, which allows the user to be aware of the type of content they are going
to observe. Each account is watched by a group of people who form a type
of community. The user can get involved in this community by following,
receiving and commenting on content and interacting with other profile
followers. Using this kind of communication channel has its consequences.
One example is the impact on users’ attitudes and ways of life. The described
consequences can be seen in the recipients of self-love and self-care accounts.
The creators of the profiles publish content that shows real situations and real
people who do not use filters. Self-love and self-care profiles’ content often
reflects attitudes, of which society disapproves. Accounts of these profiles
bring together people who support the desire to change the way they perceive
physical appearance, emotions or natural human behaviour. The described
phenomenon of creating communities increases its popularity, especially
in recent years and is a very current topic. The main reason is the problem
of worsening mental health in society (Brown, 2020), thus increasing the
number of people interested in the topics of self-love and self-care.

This article is based on the analysis of the ways creators of self-love and
self-care profiles communicate. The text shows in which characteristic the
contents are published and defines their functions. Due to the possibility
of bringing together people suffering from emotional problems, the authors
aim to determine whether there are any support functions in the profiles.
Another aim is an attempt to identify the creators’ idiosyncratic ways of com-
munication and to determine the potential impact of the analyzed profile
on the audience. The subject is innovative and has not received sufficient
attention from either Polish nor international research. Consequently, a great

deal of the data used in this paper comes from Internet sources.



Mateusz Sobiech, Angelika Witkowska
University of Warsaw

The current study used qualitative methods to analyze the content of self-
love and self-care profiles and to determine the research sample (Creswell,
2013). This is because in the most of the cases, the analysis conducted involved
visual elements (Emmel, 2013). Being able to adapt the appropriate method
to the subject under study is essential in order to gain the most objective
perspective (Wimmer, Dominic, 2008). Therefore, the qualitative part of the
analysis involved observation, the content saturation method, and visual se-
miology. The prime characteristic enabling profiles to be selected for analysis
was the country-specific origin of the profile, which when composed in that
country’s national language indicates which nationality group is the target.
The study omitted national language profiles but included only those accounts
that could be understood in a global perspective, which means that they are
conducted in English. English is the universal language and international
code of media communication (Latos, 2013).

Profiles were selected by using Instagram’s hashtag search option and in-
volved the ‘most popular’ and ‘recent’ tabs. In each of them, the study’s authors
searched for posts using hashtags. The hashtag searches produced relevant

»recent” posts and relevant ,most popular” posts. As the latter are a subset
of the ‘recent’ tab, the study conducted the analysis on the ,,most popular” tab.
The study chose accounts that reflected the hashtags categories — #selflove
and #selfcare as well as #mentalhealth. The number of profiles from each
category was restricted to the three most popular. This was necessary to re-
duce the influence of the problematic nature of the profile creators’ content.

The study determined there were six accounts! that contained enough
material for analysis (see footnotes 1-6). The profiles were then sorted into
specific categories. The accounts kellyu252 and sahgrieves263 were put into the

»photo” category because the posts are overwhelmingly in the form of photos.
The accounts of recipesforselflove* and realdepressionproject> were included
in the ,,graphic collages” category because the posts are mostly graphic for-
mats. The last category includes the accounts for lightworkerslounge® and
riskhappy”, which were placed in the ,multimedia” category because the

content includes a mix of photos, graphics, podcasts, and videos, without

1 The research conducted by this study complies with the research ethics of the
University of Maria Curie-Sktodowska University.
www.instagram.com/_kellyu, accessed on 01.12.2019.
www.instagram.com/sahgrieves, accessed on 01.12.2019.
www.instagram.com/recipesforself-love, accessed on 01.12.2019.
www.instagram.com/realdepressionproject, accessed on 01.12.2019
www.instagram.com/lightworkerslounge, accessed on 01.12.2019.
www.instagram.com/riskhappy, accessed on 01.12.2019.
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the dominance of any one format. Next, an analytical time frame of Octo-
ber 1st to November 1st 2019 (henceforth: ‘the study’s period of analysis’)
was applied to the posts of each profile selected by the study. The analytical
period contains an adequate amount of material to provide the study with
a sufficiently large sample. Additionally, the 10th of October is recognized
as World Mental Health Day, which may influence profile creators to be more

involved in creating content that supports their audience.

In order to create profiles of the self-love and self-care type, a concept
invoking the notions of self, health and well-being was needed that defined
to some extent the criteria that had to be met for a particular profile to be con-
sidered promoting self-love. Although the types of promotion varied, e.g.,
still photos, graphics and videos, the basic idea remained the same, which
was to provide alternative patterns to those present in culture and media.
The types largely depended on the medium that was used to promote the
concept. One of the reasons for the need to promote the ideas of self-accep-
tance and mental health were socio-cultural changes and the increasing
freedom of expression of Generation Z.

The terms that represent the concept are self-love and self-care. The reason
this study used them interchangeably is because their meanings do differ but
only slightly — the former is based on emotions, and the latter on actionsS.
For the subject matter under analysis, the difference in meaning is so slight
that the terms have been found to be very similar in the social sphere. The
difference between the meanings does not affect the purpose of the concept
and running it on an Instagram profile. The study adopted a dictionary defi-
nition of the phrase self-love: “Self-love is the belief that you are a valuable
and worthy person™.

It is important to note that it is a misconception that self-love can be con-
fused with narcissism and selfishness. Self-care does not mean putting oneself
above others or thinking that one is the smartest and most beautiful indi-
vidual (Brandt, 20219. It is also not a practice of immediate self-gratification,
for example by buying new clothes or a phone. Hedonistic action brings

a temporary effect and if used for a long time can be harmful. Self-love and

https://www.blurtitout.org/2020/09/24/self-care-vs-self-love-whats-difference/
9 Dictionary definition of self-love, www.yourdictionary.com/self-love, accessed
on 27.02.2020.
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self-care, on the other hand, strive for a balance between the needs of the body;,
mind and soul. Khoshaba (2012 points to common ways of achieving this
balance including setting one’s own boundaries, forgiving one’s self, focusing
on actual needs rather than momentary cravings, and practicing mindful-
ness, which are criteria for self-love. Baratta (2018) suggests healthy eating
and experiencing specialized therapies will provide the necessary balance.

Film provided one of the earliest opportunities to promote the concept
of self-love. Cinematography was closely linked to television, particularly
as interest in it declined, and television became more popular (Racieski,
2016). One of the first films that was explicitly and completely created under
the aegis of self-love was the 1999 film - Girl, Interrupted, which tells the
story of an American teenager living in the 1960s. That decade was a time
of contentment, sexual revolution and changes in customs. Humanity is not
always able to adapt to the rapid pace of change, and one of the consequences
of this inability is getting lost in a given reality, which may lead to emotional
and even psychological problems.

Other attempts to promote the concept of self-love can be seen in the
form of personal websites and blogs, both of which are associated only with
the Internet. One of the earliest blogs, which is clearly guided by the idea
of self-love, is Christina Arylo’s Sacred sparks — from the feminine heart. Arylo
started the blog in 2008 and is still actively publishing content on it. The topics
contained on the blog are directed at women, and the entire blog is conducted
in a feminist narrative. Christina Arylo describes her blog as an inspiration
for women seeking spiritual wisdom and inspiration to love themselves. The
blog focuses on topics such as women’s empowerment in society, femininity,

self-love, and women’s career issues!0,

Instagram is a social networking site that allows users to share photos
and short videos. Like other social media, Instagram has a mobile app,
which is the most popular format for users. Dating back to 2010, the essence
of the service is and was the publication and editing of photos in a specific
format, resembling a square. Over the years, the service has been devel-

oped by adding new tools and methods of communication (Babecki, 2018).

10 https://christinearylo.com/blog/, accessed on 27.02.2020.
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Instagram as a new medium that enables new opportunities, has been gaining
popularity. In September 2012, the number of active users was 100 million),
while in September 2017 Instagram had 800 million!! monthly active users.
In 2020, this social networking site recorded more than 1 billion monthly
active users (Ahlgren, 2021). Both the application and the website under-
went changes and updates that sought to better adapt the service for users.
Such actions of Instagram developers have led to the formation of a group
of features identified only with the described service. However, it should
be remembered that some of the given features are shared by other social
media, depending on the purpose of the service.

Through long-term attempts to adapt the medium to users’ expectations,
its current form is different from the initial one. Instagram allows free setting
up own account with a personalized name, profile picture and a description
of your activities on your profile. An additional option is to switch the ac-
count to business mode, but this aspect is not related to the topic of my work.
Another option is to set the privacy of the profile to be either public, meaning
any user can see the content of the account, or private, which allows only
approved recipients to access the content. In the context of this paper, the
authors only consider profiles with a public status. The main feature of In-
stagram accounts is publishing photos, graphics and short videos, in the
main part of the profile. In order to gain greater reach and make it easier
for users to find content on a given topic, hashtags are used under the posts
in the description or comments (Zylinski, 2018). Directly below the pub-
lished photo or video, the number of likes or views of the post is displayed.
Starting in 2019, the creators of Instagram have decided to gradually hide
the number of likes for those who follow a specific profile!2.

Account creators use Instagram own tools to edit posts, such as filters
that manipulate the photo in a certain way, adding captions and decorative
elements, which is the most common and noticeable form of photo editing.
It is obvious that the user also has external tools and applications to change
the content of the photo. Due to the popularization of its photo editing
features, Instagram began to be associated with being a place where many
photos are published that do not show reality. The phenomenon began
to be problematic, because not every user understands the mechanics of the

service and cannot distinguish reality from an nInstagram creation. One

11 www.wirtualnemedia.pl/artykul/instagram-z-miliardem-uzytkownikow,
accessed on 27.02.2020.

12 www.wirtualnemedia.pl/artykul/instagram-ukrywa-liczbe-polubien-pod-
postem, accessed on 27.02.2020.
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outcome is the possibility of creating one’s own unreal image, which deforms
the vision of a person’s real appearance and life. In the absence of verifiability,
viewers of these accounts are unable to verify the veracity of the content,
and by exposing themselves to such treatment for a long time and with
increasing frequency, the user is more likely to admit the veracity of the
content. This paper is aware of both this problem, and those accounts that
make communities aware of the falsity of content and image manipulation,
i.e., self-love and self-care profiles, appear in opposition.

Publishing photos, graphics and videos, editing posts, the ability to de-
scribe content and the use of hashtags are common activities that can be seen
on other popular platforms like Facebook, YouTube or Pinterest. It is obvious
that these tools are also available on less popular sites, because they have
become an element identified with social networks. All these social media
platforms can be mainly associated with entertainment or communication.
Sets of shared tools allow the creation of various thematic groups and com-
munities. Despite the prevalence of entertainment content, users create
environments that can be assigned greater values. For example, charity
groups raise funds for a good cause, groups of users share similar health
issues, learning communities and communities of interest share and exchange
knowledge. Profiles such as self-love and self-care also fit into the described
groups, due to their purpose, i.e., the promotion of health and emotions,
and the de-stigmatization of the human image.

The emergence of communities within Instagram was made possible
because of the communication features the platform provides. A community
is a social group based on emotional ties and an informal structure (Ténnies,
1988). The features of the platform are easy to use and sufficiently intuitive
to foster the creation of communities. Any user who wants to moderate a pro-
file managed on a community basis must manage the profile in such a way
as to gain an audience and at the same time clearly present the account’s goals.

Instagram enables the creation of a community not only with the ability
to target content to an audience, but also enables communication between
the audience, the account creator (henceforth ‘the creator) and other con-
tent consumers. Communication between the creator and the audience
is not only enabled by the content of the posts published, but also by private
messages and stories. The story function makes it possible to publish more
and more up-to-date content in a short period of time than with posts. Due
to its specificity, the creator using the feature can get closer to the audience

by being in continuous and present contact. The consequence of such activity
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is gaining more trust among recipients and diversification of communication
channels, which may make the profile seem more attractive.

Content analysis of selected Instagram profiles about self-love and self-care

The material for analysis was divided according to the predominant
format of content on pre-selected profiles and classified into appropriate
categories. Such a procedure was necessary in order to clearly present the
patterns of communication in profiles with similar content. By means of jux-
taposing and analyzing similar content, the study was able to determine the
techniques and elements used by creators of self-love and self-care accounts.

In the first category called ,,photo”, the profiles of kellyu and sahgrieves
were analyzed. The creator of the kellyu profile published nine posts during
the study’s period of analysis. The posts are not published at uniform in-
tervals. The frequency of publishing is irregular, which may mean that
the creator is less involved in the profile, resulting in less contact with the
account’s followers. Five of the nine posts depict the creator of the profile
in various swimsuits, showing the showing her natural physique. The photos
are taken in different settings and using different frames that do not change
her physical appearance. There are also two posts referring to collaboration
with the Dove brand. The first is a juxtaposition of two photos by the cre-
ator, which shows how easy it is to edit a photo so that it has an attractive
appearance. In the editing process, the creator has made the most common
changes in bodily image manipulation by flattening her stomach, lessening
her waist, and slimming her legs, while enlarging and rounding her buttocks.
The next three posts show the creator in different life situations, but they are
still pictures revealing the woman’s natural physique. The last post analyzed
contains three photos and seven short videos. This is a series of posts called
Therapy Thursday by the creator, in which she addresses a specific topic
on mental health and shares ways to address it.

Post descriptions are the second most important part of content besides
the photo or picture itself. Communication through a photo that is supported
by words can have a greater impact on the audience. Eight of the nine posts
on the kellyu profile contained multi-sentence descriptions that related
to the topic of mental health. The author details the issues from her own
perspective. In the first of the eight analysed posts, the profile addresses
the topic of accepting her past. She describes the emotions and obstacles
associated with a lack of acceptance towards oneself and the consequent
effects. She then presents ways to resolve the situation. When formatting the
descriptions, the creator adopted her own style, which does not use capital

letters at the beginning of sentences.
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Another profile in the ‘photo’ category is sahgrieves, which was selected
using the hashtag self-care. The creator made two posts during the study’s period
of analysis. The posts are not published at uniform intervals. The frequency
of publishing is irregular and very low, which means that the creator has little
engagement with the profile, resulting in less contact with the account’s fol-
lowers. Both posts contain a photo of the profile author in different scenery
and using different frames. The first photo shows the account creator smiling.
The second photo shows a woman walking in a forest. The compactness
of the photos clearly does not indicate whether the author creates content
to promote either or both the concepts of self-love and self-care. It is true
that the theme of self-love and self-care includes promoting positive feelings,
which can be indicated by the photo with a happy woman suggesting taking
care of one’s mental and physical state, which the second photo may allude
to, but there is insufficient research material to unequivocally state the oc-
currence of the self-love concept. Only when the description is read can the
viewer understand the context of the content and recognize that it is content
created with the concepts of both self-love and self-care. The description
of the first post refers to the realm of human emotions. The creator touches
on a personal story relating to trying to feel positive emotions about oneself.
She goes on to describe the damaging effects of perfectionism and makes the
audience aware that the state they are in is sufficient and they do not need
to change anything by force. The content of the next description refers to the
healing effects of nature on humans. The creator encourages the audience
to go outside every day as she believes it has a significant impact on mental
health. Analyzing the way the content was presented, the individual style
of the creator did not stand out.

The profiles in the ‘graphic collage’ category are recipesforselflove and
realdepressionproject. The account of recipesforselflove was selected using
the hashtag #selflove. Due to the impossibility of identifying the creator
or creators of the account, the study used the form without referring to gen-
der when describing the content. The creator published 18 posts during the
study’s period of analysis. The posts are published at equal intervals. The
frequency of publishing is regular at least one post every two days, indicating
that the creator is more engaged with the profile and aims to interact more
with the account followers. Of the 18 posts, 16 are in the form of graphic
collages as drawings with positive overtones. The content is created with the
same aesthetic scheme in bright, soft colours. A one-colour background with
graphics of plants and humans is used. The compactness differs in colours.

The appearance of the character each time presents a new person of another
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nationality, gender, style of dress and weight in various life situations. Ad-
ditionally, in each post there is a quote referring to the graphic. Each text
is written in the same font, but in different colours.

Both the characters and quotes presented relate to the concepts of self-love
and self-care and are tailored to the awareness that the profile’s audience may
be people with mental health issues. The account creator spreads awareness
about insights of the human body. She highlights weight, skin colour and
condition, clothing, religious diversity, and people who do not identify
with standard genders. By doing so, the account creator communicates that
regardless of physique, every person is equal and can customize their ap-
pearance. In addition, the quotes contained in the graphics address a specific
theme from the emotional sphere, such as supporting people with mental
problems, acceptance of other cultures and religions, awareness of the need
to control own emotions. The others posts show a calendar with the profile
name. In this way the creator promotes their own calendar. The compactness
of the posts is adjusted to the awareness that the recipients may be people
seeking help in the emotional sphere. The creator communicates in a way
that supports and motivates the audience. The content creation method can
have a real impact on swapping the behaviour and mindset of the audience.

Each post contains a verbal description consisting of up to several dozen
sentences. While analyzing this section, the study did not distinguish the
creator’s individual style of content creation. In several posts, the creator
used an emoticon in the form of a heart, which reinforces the positive emo-
tional charge of the content. All descriptions of the analyzed posts relate
to self-love, feminism, and human sexuality. The topics discussed in the
descriptions relate to the situation and the quote presented in the graphic.
A common way the creator communicates through description is by detailing
a particular mental health phenomenon or problem and the ways to address
it. The creator uses vocabulary that supports and motivates the audience
and is thus able to influence users’ attitudes and ways of thinking. Hashtags
are included under descriptions and vary in vocabulary depending on the
content of the post. This action can influence the users’ ability to better
understand the content. However, each time the words correspond to the
issues of self-love and self-care and using the hastags: #support, #love, #life,
#loveyourself, #selflove. The creator has used dozens of hashtags in each case.

The next account analyzed in this category is realdepressionproject, which
was matched using the hashtag #mentalhealth. The creator published 59 posts
during the period of analysis. The posts are published daily. The frequency

of publishing is regular, ranging from one to three posts per day, indicating
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that the creator is more engaged with the profile and aims to interact more
with the account’s followers. The entire content of the period of analysis
is presented in the format of graphic collages in the form of drawings with
an educational function. There is no uniform pattern of content creation.
Each post contains a large amount of text and an image referring to the sub-
ject of the post. The colour scheme varies, but white and blue predominate.
The text, depending on the background colour, is written in a black or white
font with the most important words highlighted in green or red. The font
style is also not the same for all the posts, which adds variety to the content
on the profile and, consequently, may increase the interest of the audience.

Every post’s content relates to mental health. The creator details issues
from the emotional realm and ways to address them. Some posts contain
step-by-step instructions referring to getting rid of problems such as insom-
nia or anxiety. Some content comes from the medical sphere and describes
treatments for specific ailments for example neurosis and depression. Another
part of each post outlines the characteristics of people with a particular
mental disorder and informs them not to confuse these with notions like
laziness, or intentional tardiness, or intentional disobedience. The creator
also tries to destigmatize certain phenomena in the society with this way
of communication. Generally, creators of accounts communicate in a way
that supports and motivates the audience. The method of content creation
can have a real impact on changing the behaviour and thought processes
of the audience. Additionally, creators disseminate medical knowledge about
mental illnesses and ways to support people in need.

During the next stage of content analysis, the study found the creator
mostly omits any descriptions. This may be due to the large amount of text
included in the graphics, making it unnecessary for the creator to explain the
thread in detail. Only in a few cases were descriptions of a few sentences used
that related to the topic of the post. Hashtags are included every time in the
description of the 57 posts and consist of dozens of the same or similar words
from the mental health topic, such as: #mentalillness, #mentalhealth, #anxiety,
#depressionhelp. Doing this helps the audience looking for a specific topic.

Analyzing the comments section, the study observed mutual support
by an audience more willing to share their stories, problems and experienced
emotions. Additionally, a frequent way of commenting is an emoticon in the
form of a heart, which indicates a positive reception of the content by users.

In the last category called ‘multimedia’ there are two profiles named
lightworkerslounge and riskhappy. The account of lightworkerslounge was

selected using the hashtag #mentalhealth. The creator posted 76 posts during
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the study’s period of analysis. The posts are published daily. The frequency
of publishing is regular, ranging from one to three posts per day, indicating
that the creator is much more engaged with the profile and aims to interact
more with the account followers. The format of the posts varies, making
it possible to designate several subcategories such as quotes, videos and
podcasts. The content of the quotes category is created with the same con-
vention, which is black text on a white background. The only difference is the
font style. The content of the quotes in each case relates to mental health,
addressing a specific theme. The graphics on this account are not the same.
They differ in the colour and image of the background, as well as the colour
and type of fonts. Again, the content creator communicates topics related
only to the topics of self-love and self-care.

Posts from the ‘podcast’ subcategory are also created in the same pattern.
At the top of the content, the profile title and information about the form
of the content - ‘podcast’ - are included. Next, a drawing or photo relat-
ing to the conversation and the title of the podcast were included. Mental
health therapists and people who deal with emotional problems were invited
to record their experiences. Additionally, through its longer form, the audio
recording allows for a detailed presentation of the issues and ways to indi-
vidually address the problems.

The creator, due to the adopted pattern of communication and the number
of posts published, may have an impact on changing the attitudes of the audi-
ence of self-love and self-care issues. The content is created with the awareness
that the audience may be people with emotional problems. By frequently
covering the broad topic of mental health, the creator makes the audience
aware of the true appearance of people and life situations. Moreover, the
creator communicates support and motivation for change with the content.

The creator of the account has adopted a uniform pattern of hashtag
usage, which may result in better content reaching the audience. He has
placed them in the comment section of each post and the vocabulary is the
same or slightly different. Hashtags consist of dozens of words that relate
to the profile’s activities and self-love issues. Examples include #enlightment,
#awakening, #mentalillness, #anxiety, and #selfcare.

The riskhappy account was matched using the hashtag #mentalhealth.
The creator published 153 posts during the study’s period of analysis. The
frequency of posting is regular, ranging from four to seven posts per day,
indicating that the creator is much more engaged with the profile and aims
to interact more with the account’s followers. The post formats are varied

and can be divided into subcategories of ‘graphics’, ‘screenshots’, ‘memes’
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and ‘videos’. The content from the ‘graphics’ subcategory is varied and is not
created in a schematic way.

Both images and coloured backgrounds with and without patterns were
used to create the graphic content. Each graphic contains text that differs
in font from other posts. The volume of text ranges from one to several sen-
tences per post. All content is related to mental health topics, such as emo-
tions, important rules of life, or how to solve a given problem. The content
in the ‘screenshot’ category comes from Twitter. The content contains one
to several sentences of text and is presented in a white font on a dark back-
ground. The texts relate to Twitter users’ thoughts on life, emotions, and
emotional problems.

Part of the post description section is created in a schematic way with the
use of quotes of famous people, relating to the life and emotions of a person.
A common way for the creator is to detail the situation included in the main
part of the post, i.e., one of the four previously mentioned categories. This
way of communicating enables the creator to have a greater impact on the
attitudes and thinking of the audience through a better understanding of the
phenomenon described. Each description contains one to several dozen
sentences. The study, when analyzing the way descriptions were created,
did not find any idiosyncratic style. The creator does not use emoticons. The
description section each time contains one hashtag referring to the profile
name, i.e., #riskhappy. The rest of the hashtags are included in the comments
section, but not in every post, which can make it difficult for the audience
to find the content.

The article is devoted to the analysis of the content and functions of Insta-
gram on accounts promoting the well-being of physical, mental and spiritual
of the self.. The research problem arose from observing the development
of communities around profiles whose content promote mental health care
that used hashtags #self-love and #self-care. Interest in self-love and self-
care profiles has been gradually increasing due to mainly to deteriorating
mental health in society and its growing stigmatization. The creators of such
accounts communicate in a way that one of their aims is to support and
motivate people in the emotional sphere.

By specifically highlighting and analyzing each of the elements contained
in the profiles, the study found this aim was met. The study assumed that due



The concept of self-love and self-care profiles on Instagram

to the themes of self-love and self-care, the target audience could be people
with emotional issues. This assumption checked against the existence of sup-
portive features in the profiles for the target audience, which was confirmed
by analysing the largely verbal supportive content through content analysis.

The second aim of the study was to determine how each creator used
their accounts to promote mental health. In this case, the features of the
Instagram accounts used by each creator to promote mental health were
presented. The study also determined what, if any, words, colours, characters,
visuals were used by the account creators, and what thematic threads were
included in the profile content. The third aim was to determine the potential
impact of the profile on the audience and to analyze the comments to see
how users reacted to the content. Through qualitative content analysis, it was
also shown how the audience reacted to the given content.

The assumption of the presence of supportive functions was confirmed
in each of the selected self-love and self-care profiles, through identifying
the methods of communication, which motivated and supported the target
audience.

The analysis of the content of the researched profiles also shows the
importance of the function that self-love and self-care profiles have in twen-
ty-first century. A frequent and noticeable way of communicating content
is posting own or others’ stories, describing the problems they experienced
and how they coped. This allows the audience to see the problem from the
ground up, enables them to experience similar emotions and shows how
to solve a given situation. The target audience, knowing that other people
went through, or are still going through similar problems, can analyze their
experiences and find help. Personal stories also allow the target audience
to deepen the bond between themselves and the creator of the content. The
consequence of this can be an increase in the audience’s trust in published

content, allowing creators to have a greater impact on their audience.
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