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FOREWORD

In this Conference Proceedings, we bring papers from the International 
Scientific Conference European Realities – Movements, the fourth one in 
continuation that started in 2013. The conference is engaged in interdisci-
plinary research and analysis of cultural, educational, artistic and scientific 
policies in the European environment, as well as their consequences on 
specific aspects of contemporary social and cultural context. The theme 
of this year’s meeting organized by the Academy of Arts and Culture in 
Osijek is MOVEMENTS, in a broadest sense, and related to inevitable 
adjustments of culture, management, creative industries, media and public 
communications in general to digital environment. 

In other words, the questions that were tried to be answered at the con-
ference were no longer whether we would adapt to new cultural, media 
and economic trends, but what is the mode of this adjustment and with 
which far-reaching consequences. Digital revolution, social media, fake 
news, cultural production as a supplier led process and many other current 
social and cultural phenomena must also encourage academic community 
to take a scientific and analytical approach to face the growth of so called 
influencer-driven culture and the omnipresent “University of YouTube”; 
denouncing and calling to the responsibility of social media and broader, 
internet platforms where they have to prove they care about the truth 
and serious journalism, or will be properly forced to do so by European 
regulation. Art, science and culture also need adjustments to new ways 
of closing the loop of artist, audience, people and place, respecting at the 
same time the creative processes and the need to understand the market 
forces that are leading it. The rise of self-employed workers in cultural and 
creative industries, especially in the design and media industries needs to 
be mentioned as well as the fact that their career raise is not led by money 
but rather by its impact on the world.

The answers to questions how to adjust depend on a collaborative and 
flexible approach, but also on the emerging new collaborative spaces. In 
this sense, it is precisely the movements in new directions, innovative and 
attractive solutions and more provocative reflections that will strengthen 
the synergy between activities in culture, economy, especially cultural and 
creative industries and public communications, enabling the establishment 
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of a stimulating research platform to be summarized in the fundamental 
goals of our gathering which were also achieved by publishing papers in 
this Proceedings. There are three sections within this edition:

1.	 Culture and Creative Industries

2.	 Culture and Media

3.	 Culture and Society

in which we make significant and, above all, current contributions to some 
future cultural, communication and economic movements in the society 
that we live in. 

The Conference was attended by more than 130 participants from ten 
different countries (Bosnia and Herzegovina, Croatia, Hungary, Italy, Ni-
geria, Portugal, Serbia, Slovakia, South Korea, Spain) and altogether 42 
paper is accepted for publication. 

The interest for the conference by researchers coming from other coun-
tries indicate that the overall topic and research stimulation in order to 
strengthen the synergy between activities in culture, economy, especially 
cultural and creative industries and public communications is highly rele-
vant and should be continued as a conference theme.

At this point it should be mentioned that a second volume of Conference 
Proceedings written in Croatian – Movements 2020 – that has been pub-
lished, also brings the works of participants of the International Scientific 
Conference European Realities – Movements. These proceedings, we dare 
to say, complement each other perfectly and make a valuable contribution 
to the scientific reflections of the extremely dynamic changes in the fields 
of culture, media and management that we witness every day.

We would like to once again thank the members of the organizing and 
program committee, the editorial board and reviewers who have worked 
very hard in reviewing papers and making valuable suggestions for the 
authors to improve their work. We also would like to express our gratitude 
to all authors and colleagues for contributing their research results to the 
Conference and this Proceedings. 

Marina Đukić, PhD, Assistant Professor 
Executive Editor

Osijek, December 2020





I. Culture and 	
Creative Industries
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Iva Buljubašić1  
Josipa Mijoč2 
Ivana Jobst3

AN EMPIRICAL EXAMINATION OF PROMOTIONAL 
ACTIVITES IN CROATIAN THEATRES

Original scientific paper

Abstract

Today, theatres are testing numerous ways to attract audiences, especially among 
younger age groups. The lack of funding for promotional activities often requires 
theatres to use unconventional marketing methods whose effects, and ultimately the 
need for them, are not sufficiently explored. The aim of the paper is to examine 
the potential and role of unconventional theatre activities in attracting younger age 
groups as audiences, identifying the reasons for vising the theatre, as well as defin-
ing socio-demographic characteristics related to younger people’s decision to visit 
theatres.

The conducted empirical research was aimed at young individuals, undergraduate 
and graduate university students. The data were collected at three Croatian uni-
versities using the “pen-and-paper” method in 2019 (n = 616). Descriptive and bi-
variate statistics were used to analyse collected data. The research findings revealed 
that younger age groups are aware of the potential of unconventional marketing, 
especially those who visit theatres (p < 0.001). The paper also analyses the factors 
that affect theatre attendance of young people. It was also confirmed that certain 
socio-demographic characteristics (the use of social networks, volunteering and par-
ents’ experience in attending theatres) can be a determining factor in young people’s 
decision to visit theatres.

Keywords: creative industries, cultural activities, statistical analysis, theatres, un-
conventional marketing

1  Academy of Arts and Culture in Osijek, Josip Juraj Strossmayer University of Osijek; 
buljubasic.unios@gmail.com.
2   Faculty of Economics in Osijek, Josip Juraj Strossmayer University of Osijek; 
josipa.mijoc@efos.hr.
3  Andizet – Institute for Science and Art Research in the Creative Industry; 
ivana.jobst@gmail.com.
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Introduction

Creative industries are a measure of the development and innovation of a 
society based on knowledge, project work and the ability to be the source 
of prototypes protected by copyright (Horvat and Mijoč, 2020). Creative 
industries emerged at the end of the last millennium, and its institution-
alization soon came to fruition in developed countries, where its econom-
ic and social role was reaffirmed. The European Union sees the creative 
industries as one industry composed of cultural and creative sectors such 
as design, architecture, computer games, marketing communication, pub-
lishing, and ultimately, performing arts, or theatre. According to Horvat 
et al. (2018), creative industries contribute to the development of economy 
as a whole, have export potential, and are based on innovation and talent 
development. An insight into the current state of Croatian creative indus-
tries was made in 2015 (Rašić Bakarić et al.), as well as a suggestion for 
future organization of creative industries, based on twelve sectors. New 
business concepts and projects are creating conditions for self-employment 
in the growing project industry, which is currently in the formative phase 
in the Republic of Croatia (Jobst, 2018).

This paper examines young people’s views on cultural activities, commit-
ment to theatre events, and describes the socio-demographic characteris-
tics of respondents. The research focus of the paper was on examining the 
potential and role of unconventional theatre activities in attracting young 
people as audiences, identifying reasons for (not) attending theatre, and 
determining which socio-demographic characteristics affect the decision 
of young people to visit theatres. 

Pine and Gilmore (1998) admonish that the economy is constantly devel-
oping and moving forward towards a modern and technological economy, 
i.e. in the direction of experience-based economy. Consequently, this pa-
per emphasizes the importance of creative industries in the new millen-
nium, since creative industries are largely made up of domestic products, 
and production is based on unlimited resources of individual creation, 
scientific and technological innovation, and in the end, national cultural 
heritage will be crucial.



M
O

V
E

M
E

N
T

S
 | E

U
R

O
P

E
A

N
 R

E
A

LIT
IE

S
 | 4

th In
tern

atio
n

al S
cien

ce C
o

n
feren

ce „E
u

ro
p

ean R
ealities – M

o
vem

en
ts“ | C

o
n

feren
ce P

ro
ceed

in
g

s

15

Theoretical Background 

According to Brown (2001, 13) and Abfalter (2008, 91), the words theatre 
and drama have Greek origin. In the theatrical lexicon written by Brau-
neck and Schneilin (1992, 950), multiple definitions of the word theatre 
can be found:

•	 In terms of the building or house where performances take place,
•	 In terms of artistic practice, artistic conception, staging and rep-

resentation of characters through artists,
•	 In terms of theatre operating system with all aspects, forms and 

subsystems.

The above definitions cannot be viewed separately, they have to be viewed 
together to get the picture that theatre is a complex and artistic institution 
that interconnects aspects of operational and artistic work. According to 
theatrologist and author Batušić (1991, 13), a theatre can be: 

•	 Any kind of building, that is, a specially marked place for the 
performance of representative arts (drama, opera, operetta, ballet, 
events, etc.). Accordingly, the theatre space becomes any locality 
that is activated as a stage by the simultaneous participation of 
performers and spectators, i.e. the audience in it (street, square, 
garden, church, feudal castle, civic house, etc.),

•	 An institution, body or artistic organization which, regardless of 
social, legal, educational or financial status, prepares, organizes 
and performs theatre performances.

If we analyse all the above characteristics, it can be concluded that theatre 
has a great social and cultural significance in society because it provides 
space for artistic expression as an institution and a building. Schmidt 
(2012, 18) claims that theatres are cultural enterprises that are required to 
show performances like acting, opera, operetta, musicals, concerts, dance 
or ballet. According to Balme (2011, 11), theatre has conceptual multidi-
mensionality: as a building, as an activity from the viewer’s or artist’s point 
of view, as an institution, and as an area of aesthetics. Also, according to 
Chytkova et al. (2012), theatre has a very important role in tradition. 
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2.1. Defining Unconventional Marketing 

With the release of the book “Guerrilla Marketing” in 1983 by Jay Conrad 
Levinson, the “father” of guerrilla marketing, the public was introduced 
to a new revolution in marketing, a revolution that presented two ideas: 
a) marketing does not have to be expensive to be successful, and b) selling 
is the easiest job in the world. Today, guerrilla marketing is the subject 
of interest for many scientists (and practitioners such as entrepreneurs, 
managers, etc.), but Kuttelwascher (2006) finds that it has not yet been 
sufficiently scientifically analysed. According to Anlager et al. (2013) and 
Baack et al. (2008), guerrilla marketing is a synonym for unconventional 
marketing.

Nowadays, guerrilla marketing is also considered to be an art and it is not 
only based on a grand idea, but also on the fact that it is capable of con-
necting with a well-defined target market. Guerrilla marketing is based on 
creative marketing, and the key to creative marketing is an intelligent and 
cunning strategy (Levinson, 2008).

Typical guerrilla marketing strategies are provocative (Hutter and Hoff-
mann, 2011), unexpected (Schwarzbauer, 2009), catchy (Huber et al., 
2009), rebellious (Meier, 2014), untraditional (Sandber et al., 2006), and 
unusual. They cause surprise in unexpected situations and in unexpected 
places to impressively create interest in the surroundings. Bruhn et al. 
(2009), Bartizan (2009), Omar et al. (2009), Prevot (2009), Emsdetlen-
er (2001), Andrews (2011), and Serazio (2009) also put emphasis on the 
surprise effect.
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Table 1. Overview of guerrilla marketing definitions 
Source: Buljubašić et al. (2016)

Year Authors Definition
1984 Levinson, J. C. Guerilla marketing is a method for small businesses, based on 

human psychology rather than on prejudice and bargaining. 
Primary investment in marketing should be time, energy and 
imagination. At the end of the month, companies no longer count 
the number of sold products or services, but rather the obtained 
number of connections in business.

Guerilla marketing is based on the energy managed by 
intelligence and it focuses on the essence of an idea. 

Guerrilla marketing is an unconventional way of achieving 
conventional goals.

2004 Gallagher Guerilla marketing is a method by which one company wants 
to differentiate from other companies in the market. Guerilla 
marketing aims to help a particular entity to be different from 
others in the market because, according to guerrilla marketing, 
that is the way to success.

2004 Kaikati and Kaikati Guerilla marketing is an alternative to conventional methods of 
advertising and it is more personalized. Guerilla marketing targets 
smaller groups of consumers and its message is not aimed at the 
masses, but rather at a target group. Guerilla marketing can be 
only an alternative, but in some companies (and even in some 
cultural institutions) guerilla marketing is becoming the “common” 
way of thinking.

2006 Kaden, R. J. Guerrilla marketing is an unconventional way of achieving 
conventional goals.

2008 Levinson and Burkow Guerilla marketing is a method that provides additional profit 
using unconventional methods.

2012 Ali and Goripath Guerilla marketing is a state of mind and a different way of 
thinking by which a company increases its competitiveness in the 
market and reaches a target group easier.

2013 Adeniyi and Ige Guerilla marketing is like love, it will find you at the moment when 
you least expect it, and you will not be able to stop thinking about 
what you have seen or experienced.

2014 Fong and Yazdanifard Guerilla marketing is a technique by which companies increase 
their value and fulfill their mission.
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According to all the definitions provided above, it can be concluded that 
guerrilla marketing is a different and alternative way of thinking or a tech-
nique used for reaching conventional goals with unconventional methods. 
Prior to a large budget comes a large amount of energy and imagination.

Generation Y – Definition and Characteristics 

Generation Y comes after Generation X, and names Millennials, Next 
Generation and Google Generation are used in the Anglo-Saxon area, 
while Internet Generation, Net Generation and Generation Y are more 
used in Croatia. This generation was born between the early eighties 
(around 1983) and mid-nineties (around 1996).

Authors Lammiman and Syret (2005, 7) say that Generation Y is the 
first generation to grow up with the most important technological ad-
vancements after the Industrial Revolution, and that its members have 
mastered their use. Don Tapscott, the most prominent guru of the digital 
age, stated in 2000: “For the first time in the history of humanity, chil-
dren are better able to cope, know more and are better versed in the most 
important innovation of modern society – the Internet.” Tulgan (2009) 
states that Generation Y members have embraced a free-thinking mindset 
that evolved as a result of their experience with the Baby Boomer Genera-
tion. Although they possess exceptional technical skills, a strong desire to 
learn, and a high degree of confidence and ambition, they lack the sense 
of vulnerability and uncertainty that characterizes the reality of the new 
economy (Lammiman and Syret, 2005, 18).

Jovanovski (2012, 123) describes Generation Y as smart, creative, opti-
mistic, achievement-oriented and technologically aware. This young gen-
eration, as the author goes on to say, seeks creative challenges, personal 
growth and meaningful careers. They are looking for supervisors and 
mentors who are engaged in their professional development. They are ex-
cellent multitaskers and prefer email and SMS communication more than 
face-to-face interaction. 

When it comes to the connection between Generation Y and guerrilla mar-
keting, according to authors Dinh and Mai (2015) and Tam and Khoung 
(2015), Generation Y is affected by guerrilla marketing in advertising. 
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Research Methodology

The conducted survey focused on assessing the perception and efficacy of 
specific promotional activities that can be related to the theatre. The stu-
dent population was asked to evaluate the effects of theatre promotional 
activities. Data were collected in three Croatian university cities (Osijek, 
Varaždin and Rijeka) using the “pen-and-paper” method in January and 
February of 2019 (n = 616). The data collection instrument used for the 
purposes of this survey was a highly structured questionnaire. The ques-
tionnaire represents a useful data collection method when a researcher is 
oriented towards a large number of respondents (Horvat, 2011). The ques-
tionnaire comprised the following five sections: 1) Evaluation of cultural 
events – 37 items; 2) Getting informed about cultural events – 2 items; 
3) Theatre events – 39 items; 4) Unconventional theatre marketing – 18 
items; 5) Lifestyle and socio-demographic characteristics – 18 items.

The purpose of this research was to examine promotional activities in 
Croatian theatres from the perspective of young people. Based on previ-
ous research and the developed research process, three hypotheses were 
formulated:

H1: Unconventional marketing is suitable for attracting a young 
audience.

H2: There is a statistically significant difference in reasons for 
visiting the theatre among younger age groups.

H3: Socio-demographic characteristics can be a determining fac-
tor in young people’s decision to visit theatres.

The respondents were undergraduate and graduate university students (n 
= 616) and sample characteristics are presented in Table 2.
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Table 2. Sample description

Variable N %

Gender
Male 166 27.9
Female 429 72.1

Student status
Full-time student 382 64.7
Part-time student 208 35.3

One’s own income
Yes 259 44.3
No 325 55.7

Educational 
background

Humanities 498 80.8
Arts 118 19.2

Year of study

First, undergraduate level 265 44.7
Second, undergraduate level 45 7.6
Third, undergraduate level 51 8.6
First, graduate level 193 32.5
Second, graduate level 39 6.6

In the last year, I visited… N % of Yes
Cinema 532 86.4
Concert 440 71.5
Sports event 406 66.0
Historical monument/building 360 58.5
Theatre 344 55.9
Reading a book 331 53.8
Watching/listening to a cultural radio/TV programme 326 53.0
Public library 314 51.1
Museum or gallery 310 50.4
Festival 245 39.8
Ballet, dance or opera performance 221 35.9
Book presentation 216 35.1

The majority of the sample consisted of women (72.1%) with an educa-
tional background in humanities (80.8%) and without their own income 
(55.7%). The average respondent age is 23.62 (std. deviation = 4.430). By 
analysing the attendance of individual cultural events that were attended 
by the respondents in the last year, it can be seen that attending cinemas 
(86.4%) and concerts (71.5%) is emphasized, while 55.9% of our respond-
ents visited theatres in the last year.
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Since the paper explores the visibility of promotional activities of theatres 
among the young population, it is necessary to analyse a variable that 
deals with the use of social networks (multiple response variable).

Table 3. Social networks 
Dichotomy group tabulated at value 1.

Social networka
Responses

Percent of Cases
n %

Facebook 564 31.8% 92.5%
Instagram 465 26.2% 76.2%
LinkedIn 33 1.9% 5.4%
Twitter 58 3.3% 9.5%
Snapchat 139 7.8% 22.8%
YouTube 471 26.6% 77.2%
Others 40 2.3% 6.6%
None 4 0.2% 0.7%
Total 1774 100.0% 290.8%

Almost all respondents use the social network Facebook (92.5%). Accord-
ing to frequency of use, YouTube (77.2%) and Instagram (76.2%) are the 
next two most used social networks, while the percentage of use of other 
networks is less than 10%. 

Table 4. Degree of satisfaction with the offer in my town/village

N Mean
Std. 
deviation

Theatre performances 609 3.21 1.085
Cultural events 608 3.17 1.088

Table 4 shows that respondents gave neutral answers (average score of 
approximately 3) to both questions. It can be seen that they are almost 
equally (dis)satisfied with the cultural content of the city they come from. 
Therefore, results indicate the potential and possibility of future improve-
ment of cultural offer if appropriate promotional activities are applied to-
wards the target group of young individuals. 
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Data were analysed using the IBM SPSS Statistics 23. Descriptive and 
bivariate statistical analyses were used to examine and describe the data. 
Specifically, independent sample t-tests were used to determine the sig-
nificance of difference in mean scores of each construct regarding the 
respondent’s answer to visited theatre within last 12 months. Spearman’s 
correlation coefficient was used to determine the relationship between the 
level of interest in visiting the theatre and the reasons for using social 
networks. Finally, nonparametric statistical procedure chi-square test ex-
amines dependence between the selected socio-demographic variables and 
the decision to visit or not to visit the theatre. 

Results and Discussion

The respondents’ interests in cultural events were measured on a 5-point 
Likert scale. The Likert scale is used to measure viewpoint, satisfaction, 
intentions, biases and other related research concepts in social and hu-
manistic research (Horvat and Mijoč, 2019). Respondents expressed the 
highest rate of interest in cinema (Mean = 4.53), concerts (Mean = 4.37), 
sport events (Mean = 4.09), theatres (Mean = 3.78), and festivals (Mean = 
3.74). Respondents expressed a somewhat lower interest in events such as 
visiting public libraries (Mean = 3.19), ballet, dance or opera performance 
(Mean = 3.01), and book presentations (Mean = 2.96). Looking at cultural 
interests as a whole, theatre attendance is in fourth place, and the follow-
ing section of the paper will summarise elements that influence the change 
in interest in attending theatre events, as well as examine the potential of 
different marketing methods among a young audience. 

Ten items in rotated factor matrix (the Varimax method using Kaiser’s 
criterion) are classified into three dimensions with a total variance expla-
nation of 62.886%. The three dimensions are related to the following ap-
proaches towards marketing activity in theatre: no need for marketing (e.g. 
item: promotion is not important if theatres have a high level of service 
quality), unconventional marketing (e.g. item: creativity and innovation are 
the future of theatre marketing) and conventional marketing (e.g. item: a 
large budget is required for a successful marketing campaign). Independ-
ent samples t-test was employed in order to test H1, and respondents are 
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divided into those who have (1) and who have not visited (2) the theatre 
in the past 12 months.

Table 5. Testing difference in assessment of unconventional  
approach in promoting theatre events 

Visiting 
theatres

N Mean
Std. 
deviation

Independent samples  
t-test statistics

No need for 
marketing

Yes 340 2.738 1.023
t = 1.266, df = 606, p > 0.05

No 268 2.633 .992

Unconventional 
marketing

Yes 339 3.934 .651
t = 4.036, df = 605, p < 0.001

No 268 3.707 .733

Conventional 
marketing

Yes 340 3.586 .734
t = 1.063, df = 607, p > 0.05

No 269 3.523 .726

According to the results given in Table 5, it can be seen that there is a 
statistically significant difference (p < 0.001) in the average assessment of 
unconventional approach in promoting theatre events relating to those 
who have visited the theatre (Mean = 3.934) compared with those who 
have not visited the theatre (Mean = 3.707). For the other two dimensions, 
there is no statistically significant difference between those attending or 
not attending the theatre (p > 0.05). For the purpose of presenting addi-
tional evidence in testing the H1 hypothesis, the independent samples 
t-test was performed, in which statements describing attitudes towards 
unconventional marketing in theatres were used as dependent variables 
(Table 6).

Table 6. Testing difference in assessment of attitudes towards 
unconventional marketing in theatres 

Unconventional theatre 
marketing

Visiting 
theatres

N Mean
Std. 
deviation

Independent Samples  
t-test statistics

…is necessary
Yes 338 4.32 .814 t = 4.786, df = 478.88, 

p < 0.001No 267 3.94 1.090

…is more efficient than 
conventional marketing

Yes 339 3.94 .900 t = 3.764, df = 525.02, 
p < 0.001No 266 3.64 1.042

…contributes to increasing 
the number of visitors

Yes 338 4.16 .905 t = 4.722, df = 602, p 
< 0.001No 266 3.80 .972
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…contributes to greater 
visibility

Yes 339 4.19 .896 t = 5.444, df = 603, p 
< 0.001No 266 3.77 .999

… is not used enough
Yes 339 4.12 1.042 t = 4.359, df = 602, p 

< 0.001No 265 3.75 1.070

…contributes to increasing 
the theatre profit

Yes 339 4.01 .877 t = 3.716, df = 527.31, 
p < 0.001No 266 3.72 1.008

Respondents who have visited the theatre in the last year recognize and 
emphasize the importance of applying unconventional marketing in the-
atres since all the statements reveal a statistically significant difference (p 
< 0.001) between those who have and who have not visited the theatre 
in the past 12 months. Furthermore, respondents who have visited the 
theatre indicate statistically significant higher scores in statements about 
appropriate unconventional activities. According to these results (Table 5 
and 6), H1 was supported by the finding that unconventional marketing 
is suitable for attracting a young audience. Based on the results, it can be 
concluded that unconventional marketing has greater potential than other 
marketing methods. 

In order to get to know those young individuals who have not visited the 
theatre, the difference between the two groups of young people was tested 
considering the reasons for going to the theatre (Yes/No). 

Table 7. Testing difference in assessment of reasons  
for going to the theatre

Reasons for going to the 
theatre

Visiting 
theatres

N Mean
Std. 
deviation

Independent Samples 
t-test statistics

Expecting an unforgettable 
experience.

Yes 342 4.00 .917 t = 2.789, df = 475.84, 
p < 0.01No 268 3.75 1.243

Meeting with close people.
Yes 342 3.79 1.069 t = -0.717, df = 608,  

p > 0.05No 268 3.85 1.132

Improving your own 
knowledge.

Yes 342 4.04 .986 t = 3.702, df = 514.20, 
p < 0.001No 267 3.71 1.185

Recommendation from 
others.

Yes 342 4.04 .916 t = 4.614, df = 490.05, 
p < 0.001No 268 3.64 1.190

Curiosity.
Yes 340 4.19 1.965 t = 2.600, df = 604,  

p = 0.01No 266 3.84 1.153
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I enjoy cultural events.
Yes 342 3.99 1.069 t = 7.917, df = 512.77, 

p < 0.001No 267 3.21 1.290

Changing your  
daily routine.

Yes 341 3.57 1.165 t = 2.743, df = 527.70, 
p < 0.01No 265 3.28 1.328

Theatre play is an 
opportunity to see  
famous people.

Yes 340 2.66 1.408
t = -1.952, df = 605, 
p > 0.05No 267 2.88 1.370

Production of theatre play.
Yes 341 3.43 1.185 t = 3.442, df = 606,  

p < 0.01No 267 3.09 1.218

Mood enhancement.
Yes 341 4.04 1.029 t = 3.038, df = 511.03, 

p < 0.01No 267 3.76 1.249

The above table shows that there are statistically significant differences in 
reasons for visiting the theatre, given the two observed groups of respond-
ents. In eight of the ten observed statements, statistically significant (p < 
0.01) higher average ratings were found in the group of those who have 
visited the theatre compared to the group of those who have not. As the 
main reason for visiting the theatre, respondents point out curiosity (4.19 
vs 3.84, p = 0.01), mood enhancement (4.04 vs 3.76, p < 0.01), expecting 
an unforgettable experience (4.00 vs 3.75, p < 0.01), improving knowledge 
(4.04 vs 3.71, p < 0.001), enjoyment in cultural events (3.99 vs 3.21, p < 
0.001) but also changing their daily routine (4.57 vs 3.28, p < 0.01). In 
addition to these reasons, it is important to point out the key role of oral 
recommendations that young individuals receive from others, since this is 
one of the statements with the greatest statistically significant difference 
between the two groups (Mean difference = 0.449). Based on these re-
sults, the hypothesis H2 was therefore supported. It can be concluded that 
there is a difference in the reasons for visiting the theatre among young 
individuals. 

In addition, certain socio-demographic characteristics specific to the tar-
get group and the theatre phenomenon are analysed. Social networks 
are a tool that strongly describes young individuals (Table 3), they often 
use them (only 0.7% of respondents do not use any social network), and 
usually more than one (Mean is approximately 3). Therefore, correlation 
analysis (Spearman’s correlation coefficient) was used to examine the re-
lationship between the level of interest in visiting the theatre and the re-
spondents’ purposes of using social networks. 
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Table 8. Spearman’s correlation analysis

Use social 
networks for

Level of interest in 
visiting the theatre

(1) (2) (3) (4) (5)

(1) Fun
Correlation Coefficient -.125**
Sig. (2-tailed) .002
N 583

(2) Socializing with 
friends

Correlation Coefficient -.117** .420**
Sig. (2-tailed) .005 .000
N 583 597

(3) Sharing my 
point of view

Correlation Coefficient .076 .139** .175**
Sig. (2-tailed) .065 .001 .000
N 584 597 597

4) Promotion 
(self-promotion)

Correlation Coefficient .129** .096* .079 .496**
Sig. (2-tailed) .002 .019 .055 .000
N 582 595 595 596

(5) Informing
Correlation Coefficient .038 .306** .248** .022 .082*
Sig. (2-tailed) .359 .000 .000 .592 .046
N 584 597 597 598 596

(6) Informing about 
cultural events

Correlation Coefficient .315** -.041 .068 .218** .197** .339**
Sig. (2-tailed) .000 .311 .095 .000 .000 .000
N 584 597 597 598 596 598

According to the results, those respondents who have used social networks 
to inform themselves about cultural events (r = 0.315, p < 0.001) and for 
promotion (r = 0.129, p < 0.01) could be correlated to greater interest in 
going to the theatre. On the other hand, a statistically significant, but a 
negative relationship, between using social networks for fun (r = -0.125, 
p < 0.01) and socializing with friends (r = -0.117, p < 0.01) was observed 
concerning the level of interest in visiting the theatre. 

Pearson Chi-Square was conducted to test dependence between the var-
iable Parents visit the theatre and Respondents visit the theatre. According 
to data from Pearson Chi-Square test, the existence of a statistically sig-
nificant dependence (χ2 = 33.348, df = 1 p < 0.001) between the tested 
variables is evident. In other words, those respondents who have visited 
the theatre come from families where parents have attended the theatre 
to a greater extent (Yes 44.7% vs. No 55.3%) than those who have not 
attended the theatre (Yes 21.7% vs. No 78.3%). Furthermore, Pearson 
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Chi-Square was used to test the relationship between volunteering at cul-
tural events and attending the theatre. Pearson Chi-Square test has indi-
cated a statistically significant relationship (χ2 = 15.138, df = 1 p < 0.001) 
between the tested variables. It can be said that those respondents who 
volunteer at cultural events have visited the theatre to a greater extent (Yes 
24.3% vs. No 11.7%). According to all of the results provided above, the 
hypothesis H3 is supported by the finding that certain socio-demographic 
characteristics can be a determining factor in young people’s decision to 
visit theatres. 

Conclusion

Cultural institutions are one of the cornerstones of identity and econom-
ic development in the society. According to the attendance figures for 
cultural institutions (DZS, 2019), events in theatres are distinguished as 
the most visited. However, Croatia is at the rear of the European Union 
rankings for attendance of events in theatres, since only 26.3% of citizens 
have attended a live performance in a theatre in the last year. Therefore, 
the research focus was aimed at studying attendance of theatre events by 
youth. However, promotional activities are what directs theatre projects 
and brings visibility to theatrical events, and therefore examination of 
promotional activities in Croatian theatres from the youth perspective was 
conducted in the paper. The survey included graduate and undergradu-
ate students from three Croatian universities. Data were collected using a 
highly structured questionnaire (n = 616).

Inferential statistics was used to test the hypotheses. Respondents who 
visit the theatre gave statistically significant higher scores to the need for 
unconventional marketing methods in promoting theatrical events (p < 
0.001). The paper highlights statistically significant reasons that influence 
theatre attendance by younger audiences. Those who visit the theatre point 
out the importance of elements that are positively related to the thea-
tre experience: curiosity, mood enhancement, unforgettable experience, 
knowledge, changing daily routine. The conducted statistical analysis also 
confirmed that socio-demographic characteristics, such as use of social 
networks, volunteering and parents’ experience in attending the theatre 
were related to young people’s decision to visit the theatre. 
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This study has several limitations. The study was conducted only at three 
universities and it is recommended to replicate the study at other uni-
versities in the Republic of Croatia. In addition, the authors of the paper 
recommend that future researchers expand the survey design to include 
high school populations and young people who have completed their for-
mal degrees. For future research, we propose implementation of a quali-
tative study that would test specific unconventional marketing campaigns 
against respondents’ decision (not to) attend a theatre event. Additionally, 
motivations and personality traits could be exploited as possible factors 
that influence the quality of the theatre experience.

Acknowledgement: This paper is the result of the scientific project “Study 
of the impact of promotional activities on the development of Generation Y 
national and city theatre audience in the Republic of Croatia”, which is sup-
ported by Josip Juraj Strossmayer University of Osijek (project UNIOS- 
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Abstract

Globalization and socio-economic development consequently affect rapid changes 
in the business environment. Therefore, the existing business models inevitably have 
to adapt to the new reality. This would, among other things, imply incorporating 
creativity and innovation into business processes that are seen as drivers of economic 
development and competitive advantage. At the same time, many artistic and cul-
tural organizations are facing a reduction in financial support that is affecting their 
prospects of survival and development. Therefore, they are faced with a need to in-
troduce market-oriented management and apply financial management principles. 
Accordingly, both the business and cultural sector face business challenges and seek 
effective way to respond to global changes. The business sector investments in culture 
and the are most often manifested in a form of donations and sponsorships, which is 
considered an obsolete principle. A new trend that has emerged is the establishment 
of creative partnerships, which manifests either as the development of innovative 
approaches in business organizations or as the development of joint cultural and 
artistic projects, which are financially and otherwise supported by business partners.

The paper analyzes and compares the concepts of sponsorship and creative partner-
ship, and discusses the benefits and changes that arise from these collaborations, both 
at the organizational and individual level, and it provides an overview of recent litera-
ture review, thus revealing the emerging concept of creative partnerships. The results 
indicate the importance of creative partnerships for the development of both coop-
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erating sectors (business sector and arts and culture sector). Likewise, it emphasizes 
inevitability of the creative partnerships in the new global economy where creative 
partherships are becoming an essential element of economic and social development.

Keywords: business sector, creative partnership, financing, innovation, sponsorship

Introduction 

Today, companies operate in an uncertain business environment charac-
terized by sudden and profound changes and uncertain future. Success in 
such an environment is achieved only by those companies that adapt faster 
and more effectively to new market conditions. “As adaptability and flex-
ibility have become the synonyms of a modern organization” (Boltanski 
and Chiapello, 2007, according to Lewandowska, 2015, 34), research has 
shown that those companies that do not change and do not adapt – disap-
pear. (Trbušić et al., 2019).

Totterdill and Exton (2014) argue that all organizations require new and 
innovative solutions in the workplace for gaining competitive advantages 
as they affect business and national economy performance. Schiumia and 
Lero, (2017), Rodriguez (2016), Mikić (2014), and the European Union 
through its EU 2020 Strategy, the objectives of which are directed towards 
achieving smart, sustainable and inclusive growth by ensuring econom-
ic competitiveness, primarily through innovation, confirm the previous 
statement. (OMC, 2014). Berthoin Antal and Strauß (2013) emphasize 
that innovation is essential for the European economy. Although creativ-
ity and innovation were primarily associated with the creative industries, 
they are now applied in all sectors and all types of organizations. For this 
purpose, the business sector uses the potential of artistic interventions by 
introducing artists, their expressions and products into their organizations 
to improve business and adapt to new market conditions. The art-based 
methods that are being developed encourage innovation in business or-
ganizations, influence strategic change, and the organizational culture of a 
company (Berthoin Antal, 2009; Schiuma, 2009; Boyle and Ottensmeyer 
2005). It confirms the claim that “business has much to learn from the 
arts” (Berthoin Antal, 2015, 1; Adler, 2006, 487) and that “the economy 
of the future will be about creating value and appropriate forms, and no 
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one knows more about the processes for doing that than artists” (Schiuma, 
2009, 6).

Although in the 21st century creativity and innovation are seen as drivers 
of development in an increasingly complex world, on the other hand, it is 
ironic that funding of culture and arts, which are sources of creativity and 
innovation, is declining. “Currently the emergent challenge for many arts 
and cultural organisations around Europe is: how to survive, get financial 
sustainability and develop effective business models without compromis-
ing artistic integrity, mission and values.” (TEH – Trans Europe Halles, 
2015; Thorsby, 2008, according to Carlucci, 2018, 15).

The traditional concept of the business-art relationship is generaly one-sid-
ed and is based on the belief that organizations can support, finance, or 
publish art, but that art has nothing to offer from a business perspective 
(Comunian, 2009). However, the concept of “creative economy” promotes 
the belief that even in all other sectors, artistically rooted creativity can be 
disseminated and used, thus fostering their transformation (Gibb 2004; 
Nissley 2010; Schiuma 2011, according to Lewandwska 2015, 34). On the 
other hand, due to the expected lack of public funding cultural and arts 
institutions are expected to become more efficient and market-oriented 
(McGuigan 2004, 41-50; Thomas et al. 2009, according to Lewanowska 
2015, 36), which forces them to identify new ways of managing and fund-
ing their activities (Šain et al., 2020; Bestvina Bukvić et al. 2016). Since it 
was found that new challenges emerge and are set in front of both sectors, 
the research question posed by the authors seeks to examine the ways and 
the level of adjustment of their business models, as well as to analyze the 
development of their cooperation.

This paper emphasizes the importance of innovation and creativity in 
business and the conditionality of the survival of business entities. The 
aim of this paper is to identify the importance of the partnership between 
the cultural and business sectors, which are fundamentally different, but 
can develop cooperation where these differences complement the short-
comings of the other partner and thus respond to changes in the environ-
ment. Apart from the fact that such cooperation is mutually beneficial, it 
is also important for the overall economic development and concreteness 
because it provides a certain added economic value. McNichoas (2004) 
describes such collaboration as a state-of-the-art innovation system and 
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a dynamic complex system of adaptive relationships, offering unique op-
portunities and strong economic benefits to business and the community 
in the 21st century.

From Sponsorship to Creative Partnership 

“Arts and business relations has been traditionally characterised by the 
binary classification that centers around two notions: sponsorship and 
philanthropy. This classification derives from the analysis of business 
motivations. On the one hand, motivations such as enlightened self-in-
terest, improving employee morale and the business’ relationship with 
the community are generally correlated with philantropic activities. On 
the other hand, promotion of brand or image are deemed to be related 
with sponsorship.” (Lewandowska, 2015, 35). Given that fact, the goal of 
sponsorship is primarily marketing, interchangeable with other marketing 
communication tools (Anastazio, 2018). In addition, sponsorship in the 
arts is not as successful as, for example, sponsorship in sports (Toscani 
and Prendergast, 2019), and the biggest reason for this is that it is less 
profitable compared to the return on investment (Quester and Thompson 
2001; Rowley and Williams, 2008, according to Lewandowska 2015, 35). 
Consumers are also much more sensitive towards promotional exploitation 
of arts sponsorship and do not respond positively to intensive logo display 
at arts events (Lewandowska, 2016, 110). Furthermore, it was difficult for 
the arts and culture sector to obtain sponsorship, as the share of funding 
of cultural institutions through these funds is low and does not allow 
their financial sustainability as public, budgetary funds do (Bestvina et 
al., 2016; Mihaljević, 2015).

The most common mistake in raising financial support and gaining spon-
sorships is that the cultural and artistic sector are regarded as the weaker 
party, that is, as the “praying” party rather than a partner offering concrete 
assistance to the business sector (Lukić, 2010). Kaiser and Egan (2013) 
state that a different way of thinking is needed on the part of the cultural 
and artistic sector, that is, the perception of these two relations; sponsors 
have funding resources and culture and arts have a tool, a project, an idea, 
a cultural concept. Therefore, there is a need for cultural organizations to 
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be self-confident, and not to sell what they offer cheaply under the wrong 
assumption that they are looking for a “charitable contribution”. 

Although thus far most papers have emphasized the importance of fund-
raising and sponsorship for the survival of cultural and artistic organi-
zations (Bestvina Bukvić et al., 2016; Mihaljević, 2015), the concept of 
partnership is now increasingly being promoted as a new perspective in 
business and artistic relations (McNicholas, 2004; Mikić, 2015) moving 
away from usual donor-recipient arrangements (Lund and Greyser, 2015). 
Namely, unlike sponsorship, where the sponsor provides funding resourc-
es and in return receives the right to advertise himself and his offer, part-
nership does not exclusively have economic goals, but also represents a 
long-term link between organizations that simultaneously learn.

Research on the impact of sponsorship and partnership in arts-business 
relations, conducted by Lewandowska (2015), shows that partnerships are 
in many ways more important than sponsorships. For example, unlike 
sponsorship, a partnership influences building of a positive (external and 
internal) relationships, as well as creativity and learning within the organ-
ization. Accordingly, the author believes that there has been a change in 
the understanding of the arts-business relationship, with an emphasis on 
how artists can help the business sector, not just how the business sector 
helps the arts and cultural sector. Given this paradigm, the focus is on 
“how” instead of “why” companies achieve collaboration with the arts and 
cultural sector. At the same time, creative partnership also has a positive 
impact on artists from all disciplines. This way of cooperation allows them 
to work in different conditions, which can contribute to their development 
in the artistic and business sense – in the form of financial and logistical 
support (Berthoin Antal and Strauß, 2013). 

Since a creative partnership is formed by people with different skills, views 
and perceptions, its establishment is not easy. It is most often a previously 
long-term sponsorship that grows into a partnership (Preece, 2010), which 
means that a sponsorship relationship between the business and cultural 
sector can be a good foundation for developing a partnership between the 
two parties (Anastazio, 2018; Mihaljević, 2015). “Successful collaboration 
with business partners should focus on creating partnerships rather than 
commercially oriented goals and should point to “learning, not logos”” as 
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the primary good that an arts organization can offer.” (Sands 2011; Rown-
tree 2001, according to Lewandowska, 2015, 36).

Creative Partnership

Partnership is defined as a “relationship that implies the combination of 
resources in order to maximise outcomes, knowledge sharing, and, as a 
result, competency development and more innovative ways of working” 
(Fonfara 1999, according to Lewandowska 2015, 37) to enhance the 
competitive advantage of both agents (Lewandowska, 2016). There is no 
“weaker” party in this type of cooperation. On the contrary, it is based on 
mutual benefit and equal relations. Partnerships that work with the arts 
and culture sector to engage them in the process of organizational change 
to improve them are called creative partners.

The European Commission claims that the creative partnership refers to 
connecting the world of art, artists, creators, and artistic or cultural insti-
tutions with sectors with which they are not traditionally related, “such as 
education, training, business, management, research, agriculture, social 
sector, public sector, etc. which explicitly aim at transferring creative skills 
by bringing together new perceptions and resources, and introducing a 
new way of working” (OMC, 2014, 5). Accordingly, all partnerships with 
the cultural and/or artistic sector are called creative partnerships. “There is 
no sector, in my opinion, that will not benefit from an association with the 
arts.” (Anmon Vellani, according to Laaksonen, 2012, 3). Nissley (2010) 
agrees and adds that innovations and skills that are part of the arts and 
cultural sector are extremely important for business progress in the con-
text of globalization. The author also states that creative skills should be 
included in business school programs. Mikić (2016) places more emphasis 
on the benefits of creative partnerships. The author defines creative part-
nership as the development of a particular idea, creative project or activity 
that manifests itself in the form of knowledge transfer between the corpo-
rate and arts and cultural sectors. Also, she emphasizes that these parther-
ships contribute to raising public awareness of the importance and value 
of culture and cultural heritage. “Creative partnerships aim to: enhance 
innovation; offer new points of view; create contexts in which problems 
can be tackled; stimulate and express creativity; develop professional and 
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personal skills; break down barriers between different communities or 
fields; achieve mutual ‘cross-pollination’ between sectors.” (OMC, 2014, 
13). Moreover, creative partherships imply the transfer of creative skills 
to business organizations, whereby people, products or practices from the 
arts and cultural sector enter organizations. Creative partnerships come in 
various forms and are sometimes referred to as: arts-based initiatives, arts-
based learning, arts-based interventions, and arts-based methods. Table 1 
shows the distribution of different classifications of creative partnerships.

Table 1. Forms of classification of creative partnerships

art-based initiatives Robbins, 2020; Maleško and Tjurdju, 2016; Biehl-Missal and 
Berthoin Antal, 2011; Schiuma, 2009.

arts-based interventions/
artistic interventions

Berthoin Antal, 2015; Schnugg, 2014; Berthoin Antal and Strauß, 
2013; Laaksonen, 2012; Berthoin Antal, 2009.

arts-based learning Wilson, 2012; Nissley, 2010; Comunian, 2008; Boyle and 
Ottensmeyer 2005; Darso, 2004; Eriksson 2009.

arts-based methods Lewandowska 2016.

Many companies (Berthoin Antal, 2014) use these forms in different ways. 
For some, it is a short-term activity (for example, through workshops, in 
order to get a new idea or to improve employee performance), while for 
the others it is a long-term activity (several months or years), and it is built 
into the programs and processes in the organization in order to achieve its 
permanent change.7 

McNicholas (2004) suggested the following key success factors for effec-
tively exploiting the potential of a partnership between the cultural and 
the business sector:

•	 “Strategic matching of core values, image and target audiences, 
and sometimes key goals, 

•	 Relationships – the development of two-way, interactive relation-
ship, effective communication and compatibility between the par-
ties on this personal and operational level,

•	 Longevity of commitment – building of relationships and asso-
ciations over time; this conveys sincerity and authenticity, and 

7   There are many ways in which artists can get involved and improve a business organization, for 
more see: Schnugg, 2014.
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enables the development of customized approaches and activities, 
through development of security in the relationship and gradual 
intermeshing of business and customer knowledge,

•	 Creativity and customization – in terms of approach, manage-
ment, the relationship and activities and material; this includes 
sensitivity to each other’s values and business.” McNicholas (2004, 
63). Customization is based on individualization or personaliza-
tion, which is a trend in postmodern culture, and places emphasis 
on authenticity, sincerity and commitment. Customization is a 
key factor in a successful arts/culture and business relationship 
and partnership in the 21st century. 

These factors indicate that the partnership requires the recognition of mu-
tual interests for such a form of cooperation, while at the same time un-
derstanding each other, which implies mutual work and responsibilities.

The Importance of Creative Partnership for the Business 
Sector and Economic Development

Research to date has confirmed many benefits of collaboration between 
the business and creative sector. The basic assumption is that the intro-
duction of skills from other industries and sectors, such as culture and 
the arts, in the workplace improves work performance by encouraging a 
new way of thinking and acting in relation to previous routine behavior. 
(Darsø 2004; Eriksson 2009).

Darso (2004, 14) lists the additional advantages that creative partnerships 
bring to a business entity:

“1. Business uses the arts for decoration. 

2. Business uses the arts for entertainment, either by giving the 
employees benefits such as tickets for selected shows, performanc-
es and art exhibitions in their leisure time, or they invite artists 
into the company for performances at annual meetings, customer 
events or special occasions. 

3. Business applies the arts as instruments for team building, 
communication training, leadership development, problem solv-
ing and innovation processes. 
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4. Business integrates the arts in a strategic process of transforma-
tion, involving personal development and leadership, culture and 
identity, creativity and innovation, as well as customer relations 
and marketing.” (Darso, 2004, 14) 

Some studies have focused on the impact of creative partnership as a strat-
egy for entering international markets (Lund and Greyser, 2015), thus 
enabling the development of new audiences and business networks for the 
business sector, as well as for the cultural sector.

Business investment in the arts, according to Communian (2008), should 
be viewed as any other business investments (such as purchasing new 
premises, recruiting new staff, etc.) that a company undertakes with the 
aim of improving its business. The ultimate goal of all these investments is 
gaining competitive advantage. Competitive advantage is defined as hav-
ing a more favorable position compared to others, something that sets a 
company apart from the competition in the eyes of its consumers, that 
is, it is based on a company’s ability to provide value-added products and 
services (Porter and Kramer, 2002). According to Mikić (2014), investing 
in creativity and art projects can increase the aesthetic capacity of compa-
nies, create a platform for innovative content and creative ideas, increase 
reputational capital, innovative capacity of companies, value of intangible 
assets, intellectual capital, and competitiveness of production and corpo-
rate brand. The most famous example of using art to increase a business 
organization’s competitive advantage is Unilever (Boyle and Ottensmeyer, 
2005), whose sales began to decrease. Therefore, they recognized that their 
overall competitiveness has to be increased. They used arts organizations 
and processes to tackle employee involvement, conduct changes and pro-
vide tools and techniques to change their business and improve the level of 
“creativity, consumer insight, communication, winning mindsets, behav-
ioral change, and personal expression” (Boyle and Ottensmeyer, 2005, 15).

In addition to the success of the company, creative partnership also affects 
the national economic competitiveness.8 More specifically, Totterdill and 
Exton (2014) argue that innovations in the workplace affect the success 
of companies, and at the same time national economic competitiveness. 
Namely, in addition to increasing quality and productivity, innovations 

8  Study of the Impact of Creative Partnerships on the Cultural and Creative Economy: Report of 
Findings (2006). Burns Owens Partnership Ltd.
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also affect the learning and development of employees, as well as their 
health and well-being. Creative partnerships can also help in other public 
sectors, such as education reform and environmental protection (OMC, 
2014). According to Communian (2008), an important part of economic 
success and competitiveness lies in the ability of countries to take advan-
tage of the economic added value that comes from culture and creativity.

Advantages of Creative Partnership for Individuals and 
Organizations in Business and Cultural and Arts Sector

A creative partnership that represents a win-win situation for all partici-
pants can be successful through the process and/or through the final re-
sult. Its impact is evident at the following levels:

•	 “personal impacts (e.g. making people more conscious and 
empowered);

•	 social impacts (e.g. alleviating integration problems, enhancing 
cohesion, creating new networks, promoting sustainability, etc.);

•	 economic impacts (e.g. cooperation with artists within a creative 
partnership, allowing businesses to change and grow by improv-
ing product quality, developing new products, or even changing 
business models and creating new jobs);

•	 professional development (e.g. development of new skills).” 
(OMC, 2014, 50)

These influences are interconnected and affect each other, thus achieving 
a spillover effect. Accordingly, research shows that creative partnership 
brings benefits at several levels in the business entity: at the level of the 
employee and at the level of the entire organization, but also at the level of 
the individual artist or his organization.

The most important “asset” of a company are its employees. Advantag-
es of creative partnership at the employee level such as the development 
of technical skills (communication; self-presentation; writing; ‘aesthetic 
competence’); better understanding of one-self and colleagues; improved 
intrinsic motivation and commitment; greater “passion”; more energy; 
and enhanced creativity (Stockil 2004, Styhre and Eriksson 2008, Nissley 
2010, Biehl-Missal 2011, Schiuma, 2011, according to Biehl-Missal and 
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Berthoin Antal, 2011); can “enhance employee motivation and quality of 
working life, playing a particularly important role in reducing employee 
stress, enhancing job satisfaction and mental health and improving reten-
tion” (Totterdill and Extonn, 2014, 5).

Benefits at the employee group level are the following: creative partnership 
changes social interactions in companies, allowing people to connect in 
their workplace, thus enabling improved and different communication 
inside and outside the company, understanding of different jobs and inter-
connection of the departments (Biehl-Missal and Berthoin Antal, 2011), 
bonding between employees, and strengthening the company identity 
(Bérubé and Demers, 2019; Maleško and Tjurdju, 2016).

In collaboration with artists within a creative partnership, the company’s 
strengths at the organizational level are reflected in the improvement of 
tangible and intangible assets of the company (Biehl-Missal and Berthoin 
Antal, 2011). In the case of tangible assets, a creative partnership may 
be appropriate for office space design; information and communication 
technological infrastructure; and other artful products such as the art col-
lection. It allows companies to develop new or improve existing products 
and change business models (Robbins, 2020); to collaborate with brands 
and raise media attention (Michel and Willing, 2020; Smagina and Lin-
demanis, 2012), as well as to use art in solving business challenges (Boyle 
and Ottensmeyer, 2005). Schiuma (2009) confirms that companies are 
increasingly using creative partnerships to ensure new products and con-
sumers, but also to optimize their resources in terms of cost and efficien-
cy (MacCormack in his research found that companies using innovation 
partnerships have reduced R&D costs by 10-30%).

The improvement of intangible assets is manifested through development 
and advancement of organizational culture, reputation, knowledge, skills, 
and attitudes (Biehl-Missal and Berthoin Antal, 2011; Schiuma, 2009; 
Darsø, 2004); which certainly contributes to the aforementioned claims 
that creative partnership improves interpersonal relationships in the or-
ganization through communication, creates a sense of connectedness in 
the company, and increases the motivation and self-confidence of employ-
ees. All of the above contributes to organizational, but also economic suc-
cess and development. Namely, Eriksson (2009) states that these positive 



M
O

V
E

M
E

N
T

S
 |

 E
U

R
O

P
E

A
N

 R
E

A
LI

T
IE

S
 |

 4
th
 In

te
rn

at
io

n
al

 S
ci

en
ce

 C
o

n
fe

re
n

ce
 „

E
u

ro
p

ea
n 

R
ea

lit
ie

s 
– 

M
o

ve
m

en
ts

“ 
| 

C
o

n
fe

re
n

ce
 P

ro
ce

ed
in

g
s

42

outcomes have reduced the employees’ level of stress, which in turn leads 
to a reduction in the employees’ sick leaves.

Although most studies focus on the benefits that business organizations 
derive from a creative partnership, art organizations and artists also benefit 
a lot. Artists primarily expect financial benefit (compensation; new sources 
of funding), but also artistic inspiration since they find business organiza-
tions a place for their own creative production, as well as an opportunity 
to give their contribution to the economy and society (Biehl-Missal and 
Berthoin Antal, 2011). In addition, according to Smagina and Lindemanis 
(2012), cooperation with business people brings a “commercial” air to the 
artistic organization, and in this way new business skills are acquired that 
could be useful to them in the future. “For artists who have worked in 
creative partnerships, the experience brought benefits in term of the devel-
opment of their art, and of their social and communication skills.” (OMC, 
2014, 7). Business organizations can help artists “listen” to the market, i.e. 
work according to their requirements and expectations, and also use busi-
ness strategies and improve efficiency, thus ensuring their development, 
new income and independence (Smagina, and Lindemanis, 2012). Mikić 
(2014) agrees and claims that “inclusive and sustainable partnerships with 
the corporate sector will open new perspectives for audience development, 
improving business performance and economic sustainability of cultural 
institutions and strengthening the dignity of the cultural sector” (Mikić, 
2014, 9). Laarkanson (2012) in his research lists the advantages of such 
cooperation for the entire cultural and artistic sector:

•	 “Increased visibility for the arts and culture 
•	 Improved access for artists to special resources (national parks, 

science and technology laboratories) 
•	 Improvement of community ownership of cultural projects 
•	 New professional networks 
•	 Increased visibility and transversality of culture in social policies 
•	 Technical skills and understanding (for example, of new 

technologies) 
•	 Innovation in practice and business models 
•	 Common learning (intersectional skills and methods) 
•	 Social power of programmes that extend beyond the traditional 

arts sector 
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•	 Stronger connections of artists with the societies in which they 
live, the stimulation of critical thought about those societies, and 
the exploration of new avenues of collaborative creation and fields 
of knowledge 

•	 Employment opportunities 
•	 At the governmental level, the culture sector has been identified 

as a new productive sector to be enhanced (i.e. the promotion of 
cultural industries).” (Laarkanson, 2012, 24)

The following figure shows the pre-processed levels and the impact of a 
creative partnership on organizations and individuals.

Figure 1. Benefits from creative partnerships at  
levels in the business sector 

Source: Berthoin Antal, 2009, 45.

In addition to its impact on business sector, creative partnerships also af-
fect the public/community. Lee et al. (2020) emphasize the importance of 
collaboration with art since art can engage the community in imaginative 
ways which create a space for dialogue on different issues and expand the 
horizons of possible solutions. The following figure completes the previ-
ously conducted benefit analysis.
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Figure 2. The beneficiaries of creative partnership  
Source: Robbins, 2020, pp. 169. 

As shown by previous figure, the cause-and-effect relationship and in-
fluences between individual-team-organizations and public/community 
are clear. Robbins (2020), Mikić (2016) and Maleško and Tjurdju (2016) 
emphasize a spill-over effect where innovations and knowledge of individ-
uals contribute to new business models, initiate social change and become 
a source of new ideas, thus increasing countries’ innovation capital and 
enabling secondary expansion in other industries. 

Business sector and arts and cultural sector can achieve mutual benefit 
by synergizing their activities. It is a partnership which involves a combi-
nation of resources that help transfer new knowledge and skills for more 
efficient management. In this way, they achieve maximum results, develop 
competencies and innovative ways of working (Lund and Greyser, 2015). 
Encouraging the creation of a partnership between the arts and business 
addresses a dual goal. On the one hand, the way of doing business in 
business organizations is transferred to art in order to maintain the devel-
opment of art organizations by applying business principles. On the other 
hand, the adoption of art in business as a tool which helps organizations 
face management challenges is advocated and facilitated (Schiumia and 
Lero, 2017). Therefore, the future development and success of these sec-
tors implies certain changes in terms of “more art in business” and “more 
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business in art and culture” (McNicholas, 2004.). Besides, according to 
the above, creative partnership is an interesting gathering that contributes 
to prosperous economic and social development (Bigelow et al., 1996, ac-
cording to Bežovan, 2002, 20), and brings economic growth, jobs, in-
novation and social cohesion (Robbins, 2020; Mikić, 2016; Laarkonsen, 
2012).

Conclusion

This paper analyzes the trend of business investments in culture. Co-
operation between the business and cultural sectors usually takes place 
through donations and sponsorships. Unlike a donation that has no mu-
tual benefit, sponsorship enables the promotion of the sponsor in return 
for investing cash or other funds. The cultural and arts sector is facing a 
reduction in financial resources, which is why market-oriented manage-
ment in such organizations is necessary. Given the increasingly compet-
itive market, where innovation and creativity have become a source of 
competitive advantage, an increasing number of business organizations 
are opting for creative partnerships, i.e. partnerships with the cultural and 
artistic sectors as sources of creativity and innovation. Unlike sponsorship, 
where the business sector achieves marketing promotion of its organiza-
tion and products, a creative partnership focuses on the transmission of 
creative skills from the cultural and artistic to the business sector, but also 
on the transfer of business management principles to the cultural and 
artistic sector. Accordingly, a creative partnership develops and rests on 
mutual learning rather than on a purely commercial relationship such as 
sponsorship.

The paper presents the benefits that a creative partnership brings for art-
ists, as well as for a business organization and its employees. The contri-
bution of creative partnership is manifested in the increase of tangible 
and intangible values of the company. Through such partnership, the arts 
and culture sector receive financial and logistical support in the knowl-
edge needed to function in the new challenges. Besides, research showed 
that creative partnerships are examples of how the cultural and creative 
sectors can contribute to society, and also to economic development. Cre-
ative partnerships should therefore be relevant at the level of the European 



M
O

V
E

M
E

N
T

S
 |

 E
U

R
O

P
E

A
N

 R
E

A
LI

T
IE

S
 |

 4
th
 In

te
rn

at
io

n
al

 S
ci

en
ce

 C
o

n
fe

re
n

ce
 „

E
u

ro
p

ea
n 

R
ea

lit
ie

s 
– 

M
o

ve
m

en
ts

“ 
| 

C
o

n
fe

re
n

ce
 P

ro
ce

ed
in

g
s

46

Union as it shows how such cooperation contributes to achieving the EU’s 
strategic goals. The fact is, the future lies in the closer connections be-
tween the culture and the economy.

This paper presented the results of the literature review analysis, thus re-
vealing the new and developing concepts identified by the other authors. 
On the other hand, it does not include the primary research of the eco-
nomic results of the creative partnership concept. Recommendations for 
future research stem from the aforementioned stated limitations. The fu-
ture research should explore the results of the concept of creative partner-
ship and examine in which ways state supports such partnerships.
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Abstract

The fight against the dissemination of fake news and hate speech on social media 
over the past three years has become a major topic in European media policy. Bearing 
in mind the newly developed European regulatory framework, this paper considers 
the responsibility and the task of trying to regulate such content, and finding the 
best suitable way of regulation – the one by the state through the law or the one by 
the global private companies who own those platforms through self-regulation? The 
main objective of the paper is to give an overview of the efforts made so far to combat 
fake news and hate speech on social networks in terms of setting legal frameworks 
and self-regulatory measures.

The paper first reviews the part of the world and regional legislation that recognizes, 
prohibits, and punishes every form of misinformation and hate speech, and then 
provides an overview of self-regulatory measures and activities implemented by Face-
book, Twitter, and YouTube as the most popular social networks. The seven most 
commonly used measures and activities were selected based on an analysis of the 
official blogs of the three social networks listed: removal of contentious profiles and/
or harmful content, use and development of artificial intelligence, encouraging users 
to take action, informing users about the context of the content, reducing the visibil-
ity of the content in question, removing financial motives for creating and dissem-
inating harmful content, and blocking certain content territorially. Comparing the 
legislative framework and self-regulatory efforts, it has been shown that both ways 
of regulation have their advantages and disadvantages, and that neither the state nor 
the social networks can deal with the harmful content in question alone. Legislation 
is not absolute, representing in most cases only the foundation and guidelines, while 
self-regulation tries to adhere to them in practice and take its own steps accordingly. 
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The solution lies in their close collaboration to minimize false information and hate 
speech. 

Keywords: fake news, hate speech, misinformation, online platforms, social 
networks.

Old Practice or New Challenge?

The freedom of expression as a general principle on which every pluralist 
democracy rests is necessary for a complete and vibrant democracy for-
mation. The importance of the freedom of expression and its value in the 
development of the society is undeniable because it provides a fruitful at-
mosphere for critical debate and diverse opinion (Gagliardone et al., 2014, 
13). Therefore, the rise and dissemination of fake news will be reviewed 
from the perspective of the international commitment to the freedom of 
expression and freedom of speech.

False news and hate speech are nothing more than the result of contempo-
rary media concepts and market models based on neoliberal media poli-
tics. While liberal-pluralist politics is dominated by public services, diver-
sity and competitiveness, the neoliberal model refers to a market-oriented 
commercial media system that reduces the state’s influence on the media 
sector (Freedman, 2008). In contemporary media environment based on 
sensationalism and profit, commercial websites (including social networks) 
and tabloids that contain fake news are at the center of a growing contro-
versy over misinformation on the Internet, as they are often deliberately 
designed so that commercial ads appear alongside fake news headlines as 
a form of click bait (Visentin et al., 2019, 99). Nevertheless, that does not 
mean that fake news is a new phenomenon. It has been sweeping through 
society since the introduction of newspaper and journalistic reporting, 
however, the unregulated profit-driven media market has further empha-
sized and deepened its reach and detrimental effect. Still, some believe 
it is an old media practice of disseminating “false information” that has 
been in existence since the media was established and journalism became 
a profession (Parkinskon, 2016 in Richter, 2018-2019, 2). Others see it 
as a brand-new threat and challenge to democracy and international or-
der (Richter, 2018-2019). Such complex and different views on the same 
phenomenon create difficulties in its definitions. McGonagle (2017, 203) 
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argues that it is a piece of information deliberately fabricated and dissemi-
nated with a tendency to deceive others; it is a form of disinformation pre-
sented as news. Baade (2018, 6) distinguishes fake news, which is tenden-
tiously fabricated regardless of its author’s final intention, and distorted 
news, which signifies a subtle modification of true informations in such a 
way as to draw a reader’s false conclusion, thereby affecting their behavior. 
Egelhofer and Lecheler (2019, 97) believe that fake news represents a fun-
damental shift in political and public attitudes towards what journalism 
and news represent, and how facts and information can be obtained in the 
digital world, while for Waldman (2018) fake news is the price we have to 
pay for a free society.

Reasons for creating and disseminating fake news are either financial in 
nature, where misleading articles that go viral on social networks can very 
easily generate significant advertising revenue when users click on the 
original site; or ideologically motivated, which becomes apparent during 
the race for leadership roles when fake news becomes a weapon that fa-
vors one side and discredits the other (Allcott and Gentzkow, 2017, 217). 
The latter came into focus in 2016, when fake news that favored Trump 
spread on Facebook and often generated more audience than true news, 
creating the assumption that the situation may have affected the outcome 
of the elections (Bakir and McStay, 2018, 155). There are many political 
consequences of fake news, from misinformed citizens who, if nothing is 
done, will be emotionally antagonized or outraged considering the affec-
tive and provocative nature of most fake news (Bakir and McStay, 2018, 
159), through endangered democratic debate (McGonagle, 2017, 203), to 
the resource misallocation during terrorist attacks and natural disasters, 
business investments mismatches, and making choices based on misinfor-
mation (Vosoughi et al., 2018, 1150).

Unlimited growth of online media, development of new media platforms, 
and new ways of communication created a new situation “when legitimate 
expressions of personal views are merged with false or doctored infor-
mation, hate campaigns against individuals, often in a political context, 
with the objective of sewing insecurity and fear that result in harming 
democratic political processes” (Richter, 2018-2019, 2). Both fake news 
and hate speech can be considered as old media practices, but in a new and 
innovative packaging. Just as fake news, hate speech has numerous defini-
tions and different viewpoints. Older definitions are more general, where 
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Walker (1994) regards it as a speech that traditionally embraces any form 
of expression that is considered offensive to any racial, religious, ethnic or 
national group, while Coliver (1992) sees it as an expression that is deroga-
tory, offensive, intimidating, harassing, and/or inciting violence, hatred or 
discrimination. Newer definitions do not limit hate speech only to verbal 
expression but also include the verbalization of negative emotions of de-
structive character and the instinctive need of people stimulated by exter-
nal factors (Klein, 2003, 191). Such a way of expression is not limited to 
words, although it is the most common form, but can also take the form 
of symbols, images, gestures and music (Herceg Pakšić, 2017, 230). More 
importantly, it is necessary to distinguish the expression of one’s opinion 
from that of speech that incites hatred towards others. Hate speech does 
not in any way include criticisms of the authorities, government policies or 
practices, and such criticisms may also be shocking, offensive or disturb-
ing (Alaburić, 2003, 5).

Unlike fake news, the reason for disseminating hate speech does not have 
to be financial or political. Its content is based on the dissemination of 
hate ideas towards a specific object and on a specific basis. Although hate 
speech, as an old media practice, usually used various dissemination chan-
nels such as television, radio, newspaper, film, book, poster, brochure, etc., 
today, in a connected society, the Internet offers new forms of distribution. 
From hate webpages, through which individuals or different groups seek 
to gain new followers and obtain financial assistance (Alaburić, 2003, 8), 
to social networks, which became not only a fertile ground for spread-
ing hate ideas, but also for encouraging people to take real-life actions 
that can have serious consequences, as volatile, short-term outbursts of 
emotions have a significant impact on people’s behavior, and these out-
breaks take place on social networks that play a role in their propagation 
(Müller and Schwarz, 2018). The analysis of Facebook page “Alternative 
für Deutschland” of a relatively new right-wing, anti-refugee, and an-
ti-immigration party, with more than 300,000 users and more followers 
than any other German party on Facebook suggests that in the absence 
of anti-refugee posts on the AfD Facebook page, 9% fewer refugee inci-
dents would occur (Müller and Schwarz, 2018, 33). Mondal et al. (2017) 
randomly selected English-language posts from Twitter and Whisper 
(an anonymous social network founded in 2012 as a mobile app) and 
identified 20,305 tweets and 7,604 whispers that contained hate speech. 
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The main targets were African Americans, “fake” people, whites, obese, 
and insane individuals, namely the posts were based on race, behavior, 
physical appearance, sexual orientation, and class, and nearly half of these 
posts were made on anonymous profiles (2017, 88-89). Palazzetti (2017) 
showed the connection between online hate speech and migrant-refugee 
situations in Italy. The research, which was focused on users’ comments 
on official Facebook and Twitter profiles of the three online Italian me-
dia outlets during the 2016 earthquake, showed that catastrophic events 
such as earthquakes that impair the livelihood and security of citizens can 
reinforce and emphasize hate speech on the Internet and the animosity 
between different groups (2017, 35).

Today’s fake news rise occurs due to technology that has enabled a wide 
range of actors to create content in a variety of formats and distribute it 
quickly and globally (McGonagle, 2017, 206). Internet providers (owners 
of web browsers and social networks) determine the availability, access, 
and prominence of content, and thus have enormous power in spreading 
fake news, which certainly explains why their role comes under increased 
scrutiny (McGonagle, 2017, 206). The Internet represents a new level of 
struggle against harmful forms of messages and information because an-
onymity gives people false security and freedom, and Internet structure 
itself makes it more widely available. That is especially true when it comes 
to social networks, where the cost of creating and sharing content is ex-
tremely low, and the media content format itself makes it difficult to judge 
the article veracity since it is a small snippet of information (Allcott and 
Gentzkow, 2017, 221).

The transformational potential of social networks has brought many chal-
lenges, and the best example is to maintain the complex balance between 
freedom of expression and the defense of human dignity, as these systems 
open space to discourses that can be detrimental to particular groups of 
people (Leandro, 2016, 687). Social networks act as a bridge between 
online hate speech and actual incidents in form of a catalyst (Müller and 
Schwarz, 2018, 1). Hate propagators were among the first Internet users 
to use this new medium as a powerful tool for reaching out to new au-
diences, recruiting new members, and building communities, as well as 
spreading racist propaganda and inciting offline violence (Ben-David and 
Matamoros-Fernández, 2016, 1168).
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The global social networking industry, including Facebook and Alphabet 
(owned by Google), was hit by the collapse of its own business model in 
the first half of 2017 when it faced a boycott of advertisers and huge finan-
cial losses as major global brands like Pepsi Cola and Walmart discovered 
their ads on websites closely related to terrorist, racist, homophobic and 
sexist messages (Jakubowicz, 2017, 42). Over the course of several weeks, 
algorithms that produced billions of dollars in profit for the brands in 
question by finding the consumers whose profiles on social networks best 
matched their products, began destroying the value of those brands by 
associating their names with hate speech until the employees of Facebook 
and Google have not succeeded in correcting their algorithms (Jakubow-
icz, 2017, 42). This is an indication that their algorithms, which are yet to 
be discussed, are far from completely replacing already trained employees.

Unlike traditional journalism, where editors and journalists are sub-
ject to sanctions, in the age of new media and social networks, anyone 
can be a public communicator and participate in public discourse with-
out taking responsibility, which raises the question of regulating such 
communication. 

The Internet is largely beyond all control, because as a global medium, 
where messages can reach worldwide, it transcends traditional boundaries 
of jurisdiction and regulation, and creates global communities regardless 
of geographical boundaries; however, this does not in any way mean that 
it is not subject to the local jurisdiction, but rather that it raises issues 
of international cooperation in combating crime on the Internet (Roels, 
2017, 8). The general norm on the Internet is minimal intervention and, 
accordingly, governments and authorities most often delegate the control 
of users’ online content to the Internet service providers, but their terms 
of service are generally more flexible than those established by law, which 
in turn allows users to express themselves more freely without excessive 
concern for consequences (Ben-David and Matamoros-Fernández, 2016, 
1169). However, certain legal measures, guidelines, and regulation practic-
es are being sought to be introduced both in individual national markets 
and at the European and the world levels.
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Overview of Different Regulatory 	
Arrangements for Fake News and Hate Speech 

While the regulation of hate speech is, for the most part, clearly and 
precisely defined, the regulation of fake news is only emerging, and in 
some cases still exclusively non-legislative in nature, but each country 
has certain specificities. For example, the US Constitution First Amend-
ment refuses to differentiate true from false ideas within public discourse, 
considering that all ideas are equal because they reflect citizens’ equality 
and independence, which shows that at the heart of this broad freedom 
of expression protection is a deep distrust of the government’s ability to 
draw the correct line between truth and lie (Katsirea, 2018, 184). False 
expression in the form of fake news could only be sanctioned if there was 
evidence of legally demonstrable harm, while in other cases the consensus 
was that faith should be placed on more truthful expressions to counteract 
falsehoods and prevail in the marketplace of ideas, taking speech as a cure 
and not forced silence (Katsirea, 2019, 186). A similar situation occurs 
with the hate speech regulation, which can be protected for the sake of the 
fundamental right to freedom of expression (Roels, 2017, 11).

A complete contradiction to the US is Germany, which in 2017 enacted 
the Act to Improve Enforcement of The Law in Social Networks that is 
aimed at combating fake news and hate crimes on social networks. It re-
quires platforms to promptly remove or block illegal online content after 
a complaint has been made, or, otherwise, they could be fined up to €50 
million (Funke and Flamini, 2019). Given the harsher punishments, in 
2012, Twitter, Facebook, and YouTube removed material from neo-Nazi 
groups and blocked access to such content for users in Germany to avoid 
sanctions (Ring, 2013, 59-62).

Although the European Union (EU) has not yet adopted legally binding 
measures in the field of fake news control, an overview of all solutions 
in the form of guidelines, instructions, and non-legislative measures (for 
more see Đukić, 2019), shows efforts to counter this problem at European 
level. With the emerging regulatory framework (Đukić, 2019), the focus 
in this paper is on activities of a practical nature. These have been empha-
sized in the Action Plan against Disinformation in order to strengthen 
efforts in combating the fake news dissemination in Europe and beyond. 
They focus on building and enhancing cooperation between the Member 
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States by improving discovery, analysis, and exposure to misinformation, 
jointly responding to threats, enhancing collaboration with online plat-
forms to combat misinformation, and raising awareness and improving 
social resilience (European Commission, 2018a). The European Commis-
sion also adopts a Code of Practice against misinformation. This is the 
world’s first self-regulatory set of anti-misinformation standards volun-
tarily signed by social networks, advertisers, and the advertising industry 
(2018b). The Code signatories unveiled a detailed action plan aimed at 
disrupting advertising revenue from certain misinformation profiles and 
websites, more transparent political advertising, tackling false profiles and 
Internet bots, enabling consumers to report misinformation and access 
various news sources while improving visibility and availability of author-
itative content, and empowering the research community to monitor on-
line disinformation through access to platform data (European Commis-
sion, 2018b). In addition to these activities, a High-Level Expert Group 
on Fake News and Online Disinformation was formed. The reason for its 
emergence lies in the lack of effectiveness of previous regulatory solutions 
to remove disinformation and illegal content from Internet companies, as 
well as in new circumstances in which citizens access the vastness of the 
Internet (Đukić, 2019, 29).

Solutions that the EU uses against hate speech on the Internet are re-
flected in documents such as the Charter of Fundamental Rights of the 
European Union (2007), which prohibits discrimination on any basis. The 
Council of Europe, which issued the Recommendation No. R (1997) on 
hate speech, and the European Convention for the Protection of Human 
Rights and Fundamental Freedoms (1997), made a significant contribu-
tion to the creation of national laws of individual Member States con-
cerning the prohibition of hate speech invoked by the European Court of 
Human Rights (Herceg Pakšić, 2017, 231). To prevent the misuse of new 
means of communication for the purpose of spreading racial and xeno-
phobic publicity, the Council of Europe adopted in 2001 the Convention 
on Cybercrime, and in 2003 the Additional Protocol to the Convention 
on Cybercrime, concerning the criminalization of acts of a racist and xen-
ophobic nature committed through computer systems. The Additional 
Protocol requires member states to criminalize the spread of racist and 
xenophobic content through computer systems, as well as racist and xen-
ophobic insults and threats, as well as denying the Holocaust and other 
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genocides (Vojković and Štambuk-Sunjić, 2006, 126). In 2016, the Eu-
ropean Commission and social networks such as Facebook, Twitter, and 
YouTube signed a document to combat the spread of illegal hate speech 
and, as a result, adopted a Code of Practice to combat illegal hate speech 
on the Internet. It states that these companies, along with all other related 
platforms and companies, have a collective responsibility to promote and 
facilitate freedom of expression throughout the Internet (Roels, 2017, 15). 
While this may be considered a voluntary effort by social networks to 
harmonize their terms of service, the role of regional organizations must 
be enhanced and harmonized (Gelashvili, 2018, 74).

Overview of Social Media Self-Regulatory 	
Framework for Fake News and Hate Speech 

Social networks have taken several self-regulatory measures and activities 
in recent years to suppress and remove fake news and hate speech from 
their platforms. However, not all platforms have the same criteria, nor do 
they make the same effort. Lead by the Top 15 Best Social Networking 
Sites and APPS derived from eBizMBA Rank (2020), in this paper we 
analyzed self-regulatory measures of the three most popular ones – Face-
book, Twitter, and YouTube. The popularity is gauged by the overall user 
base, the trend is derived from monitoring their growth curve, and the 
influence measures a brand’s importance in their field (The E Business 
Guide, 2020). By browsing the official blog archives of the three social 
networks (newsroom.fb.com, blog.twitter.com, and youtube.googleblog.
com) using the key terms “fake news” and “hate speech”, the blog posts 
that contained at least one of the terms and were related to their regula-
tion were then highlighted. A review of the featured posts identified seven 
commonly used measures and activities to combat fake news and hate 
speech, as follows:

1. Removing disputed profiles and/or harmful content

2. Use and development of algorithms, i.e. artificial intelligence

3. Encouraging users to act

4. Informing users about the context of the content

5. Reducing the visibility of the content in question
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6. Removing financial incentives for creating and disseminating 
harmful content

7. Territorial blocking of certain contents

The starting points for the analysis of self-regulatory measures and activ-
ities of observed social networks is that Facebook, as the largest global 
social network, takes the greatest number of measures to combat misin-
formation and the spread of hate content; that all three social networks 
are equally focused on both fake news and hate speech regulation; and 
that the activities and measures used by these platforms are constantly be-
ing improved and changed. By identifying most common self-regulatory 
measures and activities that social networks use along with earlier analyz-
ed normative framework will contribute to the debate on the best way to 
regulate fake news and hate speech on social networks – the normative 
one through the law or the self-regulation by the global private companies 
that own those platforms.

The analysis of social media self-regulatory measures and activities

1. The first measure relates to the removal of content (text, photos, 
videos, etc.) from platforms and suspension of profiles.

Facebook is removing profiles and content that violate the agreed rules of 
truthfulness in cooperation with a growing number of certified fact-check-
ing organizations from countries around the world (Facebook, 2018), 
most recently including Croatia (Facebook, 2019a). The problems that 
arise are the lack of such organizations in all countries, different standards 
of journalism and press freedom in different countries, and the lack of 
enough actors to review all potentially false claims on the Internet given 
the lengthiness of the process itself and the spread of false claims to other 
websites (Facebook, 2018). In terms of hate speech, Facebook states in its 
Terms of Service that users may not post content that is threatening or 
pornographic, incites violence, contains nudity, or graphic or gratuitous 
violence (Facebook, 2019b). It also distinguishes humorous speech from 
hate speech, and advocates freedom of expression and expression of ideas, 
opinions, and views. Still, the critics protest about the lack of transparency 
in Facebook’s content removal policy. Namely, Facebook encourages its 
users to report content they believe is harmful, and the platform then uses 
a set of internal rules to determine whether the content reported violates 
community standards or not, but the decision to remove or retain reported 
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content is not explained to end-users (Ben-David and Matamoros-Fernán-
dez, 2016, 1170).

Twitter states that its open nature is a powerful antidote to all kinds of 
false information, and adds that, as a company, it should not be an arbiter 
of truth (Crowell, 2017). Such an imprecise claim can be viewed in two 
ways. It may be a defense of true freedom of speech and opinion, but it 
can also be a way of denying its responsibility, shifting it to other actors, 
especially end-users and authorities. Unlike Facebook, Twitter does not 
explicitly mention a ban on hate speech in its terms but warns users that 
they may be exposed to content that may be offensive, harmful, inaccu-
rate, or otherwise inappropriate (Gagliardone et al., 2015, 29). Twitter 
adds that the company will under no circumstances be liable in any way 
for any content, including any errors, or omissions, or any loss, or damage 
of any kind incurred as a result of the posted content, transmitted, or oth-
erwise made available via Twitter (Gagliardone et al., 2015, 29). Nonethe-
less, Twitter works to detect unwanted behavior such as mass-distribution 
of harmful tweets or attempts to manipulate popular topics, takes action 
against applications that misuse the public API (application programming 
interface) to automate Twitter activity, and removes content that is in dis-
pute, suspending the accounts that originally shared it (Crowell, 2017). 
There are also instances of action outside the legal framework, such as the 
removal of the tweets from Alternative für Deutschland politicians Beatrix 
von Storch and Alice Weidel that may have been considered controversial, 
but also the deletion of the tweet from German satirical magazine Ti-
tanic that ridiculed the aforementioned tweets (Spencer-Smith, 2018, 8). 
When the magazine repeated its tweet, Twitter suspended its account for 
48 hours to avoid potential lawsuits (Spencer-Smith, 2018, 8), despite that 
being a violation of the freedom of expression.

YouTube has earmarked $25 million to fight fake news, but it does not 
point out that it eliminates harmful content (YouTube Official Blog, 
2018). Ring (2013, 7-8) notes that YouTube is struggling the most to 
create and implement an effective policy to remove hate speech content 
and commentary, estimating that 13 hours of content are uploaded to the 
platform every minute, making YouTube a fertile ground for videos that 
express anti-Semitism, misogyny, and homophobia. YouTube contains a 
variety of channels dedicated to sharing racist, misogynistic, and xeno-
phobic ideas where some of them are affiliated with a specific group, while 
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others act as a virtual hate base where an individual can upload and share 
such content. YouTube has a community-based system that enables the 
users to mark potentially inappropriate content (Ring, 2013, 13). If the 
reported content is found to have violated basic principles, it is removed, 
and its author receives a warning, or his channel is deleted in case of a 
third violation (Support.Google.com).

2. The second measure involves the development and use of artificial 
intelligence, i.e. algorithms for detecting fake news and hate speech.

Facebook relies on its own algorithms that are constantly evolving, but 
there are some drawbacks. Specifically, algorithms fail to detect ideolog-
ically generated fake news whose goal is power, not money, and do not 
remove the financial motive of social networks to continue spreading false 
information, which, unlike hate speech or harassing content that has a 
negative effect, generates clicks, sharing, and the social engagements that 
platforms can use to monetize political advertising during campaigns and 
to promote brands and luxury goods (Waldman, 2018, 858). The judg-
ment about the truthfulness of an information should not be made solely 
by the software, as it could impair the freedom of speech, taking into ac-
count posts that are humorous or sarcastic, or that merely express opinions 
about someone or something, even if it is based solely on personal convic-
tion (Figueira and Oliveira, 2017, 822). Moreover, leaving human reason-
ing to the computer is not something that should be easily decided, given 
the accompanying moral, ethical, and political issue, and the fact that 
artificial intelligence is as biased as the people who created it (Waldman, 
2018, 859). In order to detect hate speech, Facebook has also developed 
an algorithm that it constantly refines (Allan, 2017), but its effectiveness 
is questionable, as is the ability to replace the human factor, especially 
because Facebook does not publish research and performance statistics.

Twitter also uses artificial intelligence to combat fake news, which is why 
it has acquired a London-based Fabula AI company that uses algorithms 
and machine learning to identify fake news, which should improve the 
quality of communication on the platform (Agrawal, 2019). For hate 
speech, Twitter uses algorithms to help detect other types of spam and 
violations (Hicks, 2019).

Unlike Twitter and Facebook, YouTube uses a combination of artificial 
intelligence and human factor to address the continuing challenges of 



M
O

V
E

M
E

N
T

S
 | E

U
R

O
P

E
A

N
 R

E
A

LIT
IE

S
 | 4

th In
tern

atio
n

al S
cien

ce C
o

n
feren

ce „E
u

ro
p

ean R
ealities – M

o
vem

en
ts“ | C

o
n

feren
ce P

ro
ceed

in
g

s

63

controversial content on its platform, developing and implementing ad-
vanced machine learning technology designed to help identify and elim-
inate violent extremism and terrorism-related content (YouTube Official 
Blog, 2017). Regarding fake news, however, it does not state whether it 
uses algorithms but rather focuses on providing users with context (more 
in Measure 4).

3. The third measure involves encouraging users to engage in any type 
of activity for combating harmful content.

Facebook introduced the possibility for users who flagged inappropriate 
content to monitor the status of their submission until the issue has been 
resolved with the ability to privately notify the author of the inappropriate 
content prior to a formal removal request (Gagliardone et al., 2015, 31). 
However, the drawback is the opportunity for its abuse, and such was the 
case with the suspension of the Egyptian activists when a group of users 
reported their content as hate speech despite the fact that it did not violate 
any rules or had relation to hate speech, just to achieve their political goal 
and eliminate competition (Spencer-Smith, 2018, 9).

Although Twitter initially acted only upon user-reported content, over 
time, the policy has changed, and it is now emphasized that users are not 
required to assist in the suppression of any harmful content, nor should 
they (Hicks, 2019). YouTube, however, has a community-based system 
that allows users to flag and report potentially inappropriate content 
(Ring, 2013, 13).

4. The fourth measure provides users with additional information 
(context) so that they could judge for themselves whether some content 
is potentially inappropriate.

Facebook rolled out several activities in this regard, such as a feature 
to give people more information about the publishers and articles they 
see; related articles which display articles on the same topic vetted by 
third-party fact-checkers below the story, and if a fact-checker has rated 
a story as false, Facebook lets people who try to share that story know 
that it is fake (Lyons, 2018b). Regarding hate speech, Facebook connects 
people who search for terms associated with white supremacy to resources 
focused on helping people leave hate groups, educational resources, and 
support groups (Facebook Newsroom, 2019a).
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Twitter does not indicate on its official site whether it is undertaking any 
activities that could be classified under this measure.

YouTube believes that users should be able to choose and make their own 
judgments about the information they consume along with context to in-
form their judgments. That is why they cooperate with global news organ-
izations and media experts in order to build better reporting experience 
on its platform by giving users more sources of information on topical 
searches and on those topics that have often been subject to misinfor-
mation (YouTube Official Blog, 2018). Although YouTube also engages 
YouTube stars who teach children and young adults how to recognize fake 
news, it does not state what activities it undertakes regarding hate speech. 

5. The fifth measure focuses on reducing the visibility and reach of 
the content characterized as disinformation or hate speech so that it 
would reach as few users as possible.

Facebook reduces the reach of posts, articles, entire Facebook pages and 
groups, and related websites that repeatedly spread fake news (Lyons, 
2018b). A similar situation is noticeable with hate speech, where it seeks to 
reduce the distribution of hate ideas and activities (Facebook Newsroom, 
2019b).

Twitter lowers the visibility of potentially unwanted tweets and profiles 
while an investigation is ongoing and, if a breach of its rules does occur, it 
suspends the accounts in question (Crowell, 2017).

YouTube also takes various activities to minimize the reach and distri-
bution of disinformation (YouTube Official Blog, 2019a) and hate and 
supremacists’ content (YouTube Official Blog, 2019b).

6. The sixth measure eliminates the financial motives and reasons for 
producing and spreading false news and hate ideas, most often in the 
form of advertising regulation.

Facebook recognizes that disinformation is often created and disseminat-
ed for financial reasons, so it focuses on penalizing entities that make 
money from harmful content and forbids them from creating ads, as well 
as using other monetization services (Lyons, 2018a), which also applies 
to ads that contain some form of hate speech and incitement to violence 
(Facebook.com, 2019c).
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Twitter has been updating its advertiser policies during the elections to 
tighten requirements for who can create such ads, limit the ability to target 
the desired audience, order that those advertisers who are also candidates 
must identify as such, and impose stronger penalties for policy-violating 
advertisers (Falk, 2017). The promotion of hate ideas on any basis is also 
forbidden (Twitter for Business).

YouTube is working on the implementation of the YouTube Partner Pro-
gram, which emphasizes the prohibition of hate speech, discrimination, 
and violence, and stresses that every partner who repeatedly violates the 
rules will be suspended and will no longer be able to monetize their vid-
eos (YouTube Official Blog, 2019b). Although it does not explicitly men-
tion fake news, YouTube has increased the number of followers necessary 
to monetize channels to detect fake channels that have been created for 
financial gain (YouTube Creator Blog, 2017), which can sometimes be 
achieved by spreading disinformation.

7. The seventh measure blocks the visibility of predefined content 
(mostly hate speech) depending on the location of the end-users.

Facebook uses a special blocking system that complies with the laws of 
each country to remove unwanted pages. For example, Nazi content is 
banned in Germany, but allowed in the US (Ben-David and Matamo-
ros-Fernández, 2016, 1170). It is commendable that Facebook strives to 
respect and cooperate with the countries in which it operates, but harmful 
content such as the Nazi one must be banned globally, not just locally.

Faced with the particularly restrictive laws such as the French and Ger-
man ones that ban Nazi content, Twitter has also introduced a measure to 
reactively block content in certain countries while maintaining the same 
content in the rest of the world (Twitter Inc., 2012). 

YouTube does not indicate whether it uses territorial video blocking but 
emphasizes the efforts it makes to remove Nazi and other contentious 
content from its platform (see Measure 1). (YouTube Official Blog, 2019b)
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Table 1: Overview of the self-regulatory measures and activities for 
combating fake news and hate speech 

Source: Research done by authors

Previous analysis of the self-regulatory measures and activities regarding 
the fight against fake news and hate speech (Table 1) indicates that:

•	 Facebook is indeed making the most effort to combat disinforma-
tion and the spread of hateful content, which is understandable 
given that it is the largest global social network, the so-called fore-
runner of today’s social platforms, which is why it is faced with 
higher expectations and responsibilities. But neither Twitter nor 
YouTube are far behind.

•	 All analyzed social networks focus equally on fake news and hate 
speech, but it seems that fake news is receiving a bit more atten-
tion, which can likely be attributed to the actuality of disinforma-
tion in the public and the media. The activities and measures used 
by the platforms are constantly being improved and changed.

Instead of Conclusion: Normative 	
Measures or Self-Regulatory Approach?

The difference between traditional and modern speech regulations is that 
the former are mainly aimed at content creators, while new speech reg-
ulations focus on the digital infrastructure that has allowed content to 
become public (Gelashvili, 2018, 68). Traditional techniques have includ-
ed imposing sanctions on those who produced the content, such as news-
papers; however, under current regulation, the responsibility has shifted 
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to social networks, which are now primarily responsible for the content 
produced by their users (Gelashvili, 2018, 68).

It is difficult for countries to regulate online content because individuals 
can post anonymous messages, fall outside their jurisdiction, and may not 
be persons at all but artificial intelligence, while social network entities, 
on the other hand, are large corporations with an appropriate digital in-
frastructure to regulate speech through blocking, filtering, and removing 
content (Gelashvili, 2018, 69). Some lawyers believe that the rules of dig-
ital mega-corporations, such as Google and Facebook, conflict with state 
laws, because, while the government bodies do have an influence on issues 
related to Internet access, it is up to the media companies to decide which 
content will be removed from their sites and which will not (Ring, 2013, 
89). Given that the Internet uses public infrastructure, the public has the 
right to demand that Internet companies, and especially social network 
owners, act in their best interest in exchange for the privilege of using 
streets, sidewalks, and water lines to deploy their fiber optic cables (Ring, 
2013, 96). The issue of online fake news and hate speech is only a part of 
a much broader discussion about the nature of the relationship between 
social networks, authorities, and users, i.e. citizens. The authorities should 
get up to speed and respond better to the consequences of technology 
development, demand greater public awareness of their rights and respon-
sibilities online, and invest in educating citizens about digital innovations 
and possibilities, which should be taught in school (Spencer-Smith, 2018, 
11). Educating, sensitizing, and informing the public, especially children 
and young people, about respect for human rights and the harmful effects 
of fake news and hate speech is of paramount importance and should be 
at the core of any preventive action program.

As the overview of self-regulatory measures has shown, Internet provid-
ers are increasingly working in close collaboration with various organi-
zations to provide swift and effective replies to harmful content on their 
platforms, but also respect the complaints of individuals themselves. In 
relation to government intervention in terms of the law, Internet compa-
nies can develop and implement terms of service, community standards, 
and codes of conduct for their users, and train specialized teams of em-
ployees to quickly moderate or make quick judgments about content that 
may be contrary to relevant standards (Brown, 2018, 308). Because In-
ternet companies act as self-regulators, they do not have to seek guidance 
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or permission from legislators and legal experts regarding the content 
in question, or their judgments about applicable standards and codes 
(Brown, 2018, 308). Nevertheless, the process itself is extremely compli-
cated because there are many difficulties in detecting prohibited content, 
such as the linguistic factor and the context, and the very nature of so-
cial networks provides virtually endless possibilities for manipulating the 
content, which only exacerbates the problem of identification (Gelashvili, 
2018, 55-56). Although the self-regulatory mechanism has the advantage 
over the traditional model that stems from its ability to keep up with the 
rapid technological progress, the question of the responsibility of private 
companies in the form of their competence arises (Gelashvili, 2018, 51). 
Significant shifts do exist, however. Facebook, for example, states that it 
has detected and removed more than 26 million pieces of content related 
to global terrorist groups through machine learning, over 99% of which it 
had identified before it was even reported (Facebook Newsroom, 2019a). 
Twitter points out that it has reduced the concentration of the so-called 
trolls by 4% in search and 8% in conversations using the combination of 
artificial intelligence and human factor (Harvey and Gasco, 2018), while 
YouTube displays the success of its machine learning by citing the 75% 
of the extremist content it has removed without the help of its users (You-
Tube Official Blog, 2017).

The legislation presents the foundation and guidelines, while self-regula-
tion relies on it and puts it into practice. For the enforcement to be as ef-
fective as possible, it is first and foremost necessary to establish a universal 
definition of fake news and hate speech on social networks to minimize 
the risk of misinterpretation by both states and private corporations. Hav-
ing a globally recognized definition would certainly help in making and 
implementing laws and recommendations. Furthermore, the continuous 
upgrade of the legal framework and self-regulatory measures should go in 
the direction of maintaining a balance between the removal of fake news 
and hate speech and respect for individual rights, since private companies 
are not compelled to safeguard the rights of their users, while the law is 
not sufficiently strong to influence them. In addition, legal regulation fails 
to control each user who commits a crime on social networks, whereas the 
social networks themselves cannot prosecute them. Therefore, although 
there is no single solution to the fight against fake news and hate speech 
on social networks, both parties need to play a primary role in regulating 
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them – the state through the law, with more immediate creation of the 
regulatory framework, but also the private companies that own the plat-
forms through self-regulatory measures and activities. As the overview of 
the self-regulation presented in this paper reflects only the current state 
of affairs and does not cover all existing social networks nor all self-regu-
latory measures and activities, it would be interesting to conduct a more 
comprehensive analysis as well as to continue to monitor the development 
of the situation, focusing on the effects of co-operation between legislation 
and self-regulation.
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Abstract

This paper deals with linguistic changes and communication structure influenced 
by social networks. Based on the relevant linguistic theory, the aim is to prove that 
social media posts are a new structural communication unit, that they do fit into the 
theoretical framework and that they practically complement it as a new phenome-
non. The methodological framework for the elaboration and postulations on struc-
tural linguistic communication change is the scientific framework of text linguistics, 
i.e. the theory of text types. According to this theory, social media posts have been 
proven to be a new text type, thus confirming the thesis that new communication 
structures develop under the influence of social networks. The study was conducted 
on the most used social networks, Facebook, Twitter and Instagram. With their 
graphic design, short information format, default algorithms, social networks form 
structural communication units, i.e. posts. They are defined by the rules of the social 
network, which are created in response to the civilizational need to exchange infor-
mation quickly, the general availability of the Internet, which is the infrastructure for 
the development of this type of communication. One’s inherent need for self-promo-
tion is more evident in this form than in other texts. Structural changes are reflected 
in the transfer of communication to the network platform, the limitation of message 
length, the default graphic form, the fact that the reactions to the message become a 
part of the message, which makes a communication unit not only the sender’s mes-
sage, but also the recipient’s feedback on the message. One of the most important 
structural changes is the relation towards image material in the message. The image 
material is not an addition to the text and a visual presentation of the written text, 
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but it has largely become the main holder of the information, and the written text is 
merely an addition. This takes place in accordance with today’s need for a short mes-
sage in which an image conveys much more content than a written text can convey 
in such a short format.

Keywords: communication structure, context, photo as text element, social net-
works, text

Introduction

The modern civilisation lives in the age of technology. Everyday life de-
pends on the accessibility of electricity, Internet connection and various 
devices. Human activities have changed and adapted to technological de-
velopment. They have enabled the presence of the individual in a particu-
lar place or among a particular group regardless of their actual physical 
presence. The devices enable real-time information exchange, communi-
cation is fast and independent of spatial distance. It was communication 
as a basic human activity that has contributed to such a great and fast 
development of civilisation. The ability to use tools has been an important 
prerequisite for human development in the history of evolution. There 
has been another, perhaps even more important one – the development 
of speech. Speech as a purely human characteristic makes humans sig-
nificantly different from all the other species. Although animal species 
communicate as well, humans have perfected speech and adapted it to 
different forms, everyday, professional, emotional and neutral one. Speech 
enables the verbalization of thoughts, creation and transmission of con-
tent, learning and teaching of advanced content, i.e. the transfer of knowl-
edge. This allows a person to rely on the knowledge of others and build his 
own experience based on it. Since its inception, speech has changed and 
improved significantly. Every interaction used to be face to face, between 
the speakers in physical proximity and the direct air stream was a medium 
which transmitted sound waves. Technological advancement has enabled 
long-distance communication. It led to mass communication and quanti-
tative explosion. Technology has enabled the emergence of social networks 
as a platform for long-distance communication. Permanent availability, a 
large number of communication directions and physical distance from the 
other speaker are some of the elements that sociologically, psychologically 
and linguistically influence modern civilisation. 



M
O

V
E

M
E

N
T

S
 |

 E
U

R
O

P
E

A
N

 R
E

A
LI

T
IE

S
 |

 4
th
 In

te
rn

at
io

n
al

 S
ci

en
ce

 C
o

n
fe

re
n

ce
 „

E
u

ro
p

ea
n 

R
ea

lit
ie

s 
– 

M
o

ve
m

en
ts

“ 
| 

C
o

n
fe

re
n

ce
 P

ro
ce

ed
in

g
s

76

This paper will describe linguistic changes in communication, i.e. changes 
in the linguistic pattern in everyday speech caused by social networks, as 
well as the adaptation of language to the new means of communication. 
Apart from the influence on spelling and grammar, other changes have 
occurred that have affected the structure of communication. Until now, 
the communication structure was based on a written or spoken word, but 
a shift from words to other communication elements has been detected, 
so that pictures and videos have become the building blocks of communi-
cation through which content is transmitted. These phenomena have been 
prompted by the tendency of modern civilisation to exchange content 
concisely and quickly, i.e. it is necessary to transfer as much information 
as quickly as possible. In order to meet these needs, communication has 
shifted to visual content that is easy to notice and process. That is why 
a word is often replaced with a photograph. Due to a tendency to make 
communication fast and brief, content becomes devoid of lengthy expla-
nations. Thus, a broader context is not created within the communication 
itself, but has to be attained from reality and referred to in additional and 
new ways. 

Therefore, the aims of this paper are to examine how communication is 
changing due to social networks, to prove that changes have occurred, to 
incorporate the social media communication into the scientific and theo-
retical framework and to describe its practical use. Consequently, specific 
changes in grammatical and orthographical frameworks will be listed and 
the newly emerged system of signs which influences both one’s cognitive 
framework as well as the perception of reality and everyday life will be 
described. Analyses will be conducted and conclusions will be reached 
on how visual and video content fit into communication in the Croatian 
language and whether it is a part of the main message. Furthermore, this 
paper will look at the relationship of written text to video material and 
explore whether photographs are only a complement to a written text and 
its visual representation, or whether they are new independent informa-
tion that the text did not provide. Photographs and the videos will be 
interpreted within the framework of the message context in short posts 
on social networks.
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Communication on Social Networks Within Text Linguistics

Social networks are the reality of the modern world. As recent statistics 
have shown, 2.8 billion people used them in 2016 and it is estimated that 
3.1 billion will be using online platforms in 2021 (statista.com). Taking 
the overall number of people on the planet into account, almost half of 
the world’s population will soon have virtual profiles. Communication via 
networks is displacing the traditional communication and is becoming 
interesting as a research subject. Apart from being interesting as a scien-
tific phenomenon, it has become inevitable in everyday life. That is why 
it is necessary to study this phenomenon which occurs spontaneously and 
influences people’s habits and linguistic patterns significantly. Social net-
works are defined as the theoretical construct of a social structure which 
is determined by relations and interrelations among individuals or groups 
(Croatian Special Language Terminology). A distinctive feature of social 
networks that are the subject of this paper is the fact that they are exclu-
sively digital, the profiles on them are virtual, communication does not 
occur live but is mediated by devices and limited by the possibilities and 
rules of a particular social network. Communication on them can take 
place either in real time or it can be postponed. Currently, there are many 
networks with different designs, approaches to communication, target us-
ers and purpose. Written content can prevail on some of them and visual 
content can prevail on others. Networks as media are easily accessible and 
have changed the way organisations, society and individuals communicate 
(Simonovski, 2012). Any networking with a specific and common aim 
which is systemized by the abilities of a computer tool is called a social 
network. This paper has considered only those networks which are the 
most popular, i.e. which have the most members: Facebook, Twitter and 
Instagram. Each of them has its specific features and contributes to the 
communication system in its own way, but what they all have in common 
is the virtual environment they operate in. Their influence lies not only the 
large number of members, but also in their ability to influence communi-
cation, which is the reason for this choice. Their influence in this regard 
will be analysed later in more detail.

In order to study changes in language and communication structure 
caused by social networks, it is necessary to first define social networks and 
then provide a scientific description of social network posts as functional 
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constructs which have been scientifically described and are constant in all 
their manifestations. As for their features, posts have caused basic linguis-
tic as well as structural communicational changes. If this is to be proved, 
it is necessary to apply the existing scientific principle and the existing 
scientific theory this phenomenon is based on. By doing so, a proof of 
continuity and communicational evolution can be obtained, and social 
network posts can be established as a branch of this evolution. According-
ly, the methodological framework and the scientific basis of this research 
is the linguistic theory of text linguistics. Text linguistics deals with text 
research, i.e. supra-sentential units. These constructs are then grouped into 
text types. Nevertheless, a text as a single unit, and consequentially text 
types, are defined in different ways which indicates the complexity of the 
matter.

•	 Text types are sets of texts with certain common features. (Hartmann, 
1964, from Ivanetić, 2003)

•	 Text types are socially standardised complex operational schemes avail-
able to the speakers of a language. (Sandig, 1972, from Ivanetić, 
2003)

•	 Text types are conventional patterns of complex linguistic actions 
which have typical contextual, communicational, functional and 
structural features in common. (Brinker, 1992, from Ivanetić, 2003)

•	 Text types are linguistic manifestations (…) of cognitive patterns 
which have proven effective in achieving specific interactive goals. 
(Heinemann, 2000, from Ivanetić, 2003)

Each of the definitions emphasises a specific feature or a range of features 
characteristic of texts and text types. A text as the basis of communica-
tion is a sum of communication signals which appear during commu-
nication interaction. Therefore, the most appropriate understanding of a 
social network text is the one whose task is the examination of concrete 
texts within their functional reality, i.e. their use and purpose, as well as 
production by the sender and processing by the recipient. What matters 
here is the communication aspect of text linguistics which has developed 
from linguistic pragmatics and deals with social and situational postulates 
and the relations between communication partners (Glovacki-Bernardi et 
al., 2001). Due to the fact that social networks are communication plat-
forms, an important feature of the text is its purposefulness as well as its 
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communicational function and sense. Communication competence or the 
ability of the senders to achieve their communication intention by means 
of linguistic statements is also important in a text (Glovacki-Bernardi et 
al., 2001). 

Taking the complexity and the incompleteness of the definitions into con-
sideration, i.e. their inability to provide a straightforward description of 
a text, it would be appropriate to define a text type as a characteristic, 
supra-individual way of creating a post related to repetitive and socially 
strictly defined speech constellations. Posts are therefore defined by con-
stants which determine their typicality: place, time, external operation-
al framework, social role of their participants, their intention and topic 
(Glovacki-Bernardi et al., 2001). All of these are regulated by social net-
works which determine and note the place, the time and limit the activity 
of the sender. The senders and the recipients are socially determined by 
their communication. Their intentions are the result of the network’s aims 
and purpose, these being introducing and presenting oneself, influencing 
and expressing opinion. 

Hans Geinz’s definition is also an appropriate one. It suggests separating 
texts from all grammar rules and applying the term performance which 
means that a text is anything that is produced in a performance act, i.e. 
anything that someone says or writes (Glinz, 1979, from Glovacki-Ber-
nardi, 2004). In fact, social networks are the basis for performance, but 
they inevitably include a communication process so that a text has a com-
munication function as well. De Beaugrande notes that a text cannot be 
distinguished solely on the basis of its grammatical integrity, but the in-
tention of the sender to provide all the relevant elements for the recipient 
(Glovacki-Bernardi, 2004). 

Social network posts are not exclusively a written text type, and this sepa-
rates them from the traditional perception of the text. Posts abound with 
elements of unwritten texts such as pictures, sounds or emoticons, espe-
cially on Instagram which is primarily a visual medium. By choosing a 
traditional approach, one would inevitably disregard entire range of social 
network posts, an entire communication channel and a whole spectrum of 
communication performances. Glovacki-Bernardi (2004) brings the theo-
ry closer to this text type and validates its textual relevance by stating that 
a text can no longer be determined in the traditional philological sense as 
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something that is fixated by being written, but primarily as a consistent 
complex of utterances. 

The argument for posts to be regarded as a text type. i.e. the feature 
inherent to every linguistic unit, is that its parts are interconnected 
(Glovacki-Bernardi, 2004). Integral parts of all posts are partially defined 
by the rules of a social network: sender’s name, time of posting, content, 
location, visual format, i.e. visual framework. All these parts are intercon-
nected by textual criteria and visual elements (arrows, ellipses, hyphens…), 
whilst gathered in a framework which keeps them together structurally 
and visually. 

Strohner (2007, from Ivanetić, 2003) expects text linguistics to provide 
solutions for the issues that arise in communication practice, which is the 
case with social networks. Information society seeks answers to questions 
about how knowledge about texts is acquired, how texts are produced and 
received, as well as about how this knowledge is transferred and gained. 
His claim that it is inevitable to ask questions about the integration of 
texts into the new media and multimedia systems, is especially relevant 
when social networks are in question. 

When studying texts and when aiming to categorise and define them as 
texts, it is necessary to establish a system of evaluation, i.e. straightforward 
rules which will classify something as a text type or challenge the effort to 
classify something else as a text type. 

The contemporary theory founded by de Beaugrande and Dressler is rel-
evant for the establishment of the organisation, categorisation and rules. 
They claim that a specific linguistic phenomenon has to meet seven textu-
ality standards or constitutive principles in order to be considered a text. 
These constitutive principles of textual communication are cohesiveness 
(words connect syntactically into syntagmatic sequences), coherence (con-
cepts and relations form a unit of a textual world), intentionality (sender’s 
intention to organize the text coherently and achieve a particular com-
municational goal), acceptability (recipient’s acceptance of the coherent 
text as a communicationally relevant fact), informativity (exchange of 
probable and less probable elements within a text), situationality (the 
alignment of the text with the extra-linguistic context) and intertextual-
ity (dependence of the text on the knowledge of the previously delivered 
texts). Three regulative text principles are added to these constitutive ones, 
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the principle of eff﻿iciency (investing minimum effort), effectiveness (en-
suring appropriate conditions needed for achieving the desired goal) and 
appropriateness (compliance of a text with the standards it is based on). 
(de Beaugrande, Dressler, 1994, from Škiljan, 1997)

Cohesiveness and coherence are the only ones among the principles that 
relate to the linguistic structure. Cohesiveness refers to the binding of ele-
ments of a text structure by grammatical means and relates to formal link-
ing devices. The most common devices used to achieve cohesiveness are 
the implicit and explicit repetition of expressions, recurrence (repetition of 
the same linguistic expression), substitution (repetition by using words of 
a similar content), pronominalization (repetition of function words such as 
personal, relative, and possessive pronouns or adverbs), repetition of struc-
tures (parallelism) or their omission (ellipsis), metacommunication, tense 
and mood, connectors, and for instance, intonation in speech (Ivanetić, 
2003 ).

Therefore, cohesiveness refers to the ways the components are connected 
according to the grammatical patterns and conventions at the surface of 
the text structure. Cohesive links can be proved by linguistic facts. In 
accordance with the mentioned means of realisation of this principle, it 
can be concluded that cohesiveness begins and ends within the text itself 
(Badurina, 2008). 

The next principle of a structurally oriented text is coherence. The term 
relates to the meaningfulness of a text, the logical and semantical links 
between its elements (sentences) which is the result of the cognitive pro-
cesses of the recipient (Ivanetić, 2003). Coherence refers to the functions 
relevant to the components of the textual world, i.e. to the constellation 
of concepts and the relations on which the text surface is based (de Bea-
ugrande, Dressler, 1981, from Ivanetić, 2003). It can be noticed that this 
principle shifts from the internal text elements to the broader viewpoint, 
i.e. the text as a whole. The means used to achieve coherence are many. 
They include data on the concept, different areas of knowledge, causal and 
temporal relations, semantic connections between lexemes (isotopy), topic 
of the text, presumptions (implicit assumptions when posting). 

Coherence includes grammatical structure, i.e. syntactic and semantic as 
well as thematic and pragmatic characteristics (Glovacki-Bernardi, 2004). 
Coherence thus relates to the meaningfulness of the text, i.e. the meaning 
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lies in the relations between the textual and the extra-textual world (Ba-
durina, 2008). 

After discussing the two principles oriented towards linguistic struc-
ture, more will be said about the constitutive criteria oriented towards 
recipients. 

Intentionality, in the strict sense, includes the sender’s intention to create 
a cohesive and coherent text as well as the recipient’s readiness to accept it 
(Ivanetić, 2003). De Beaugrande and Dressler (2010) take a broader view 
and encompass all the means that senders use to realize their intentions. 
Ivanetić (2003) claims that communication goals can only be achieved if 
the intentions are made recognisable which brings intentionality closer to 
the purposefulness of the text. 

Text reception, i.e. the recipient’s expectation to receive a cohesive and 
coherent text that is useful and relevant is related to the acceptability 
criterion (Ivanetić, 2003). 

Informativeness refers to the amount of new and unexpected content 
which draws the recipient’s attention. The amount of new information 
is also important because by providing too little or too much the sender 
makes it more difficult for the recipient to accept it (Ivanetić, 2003). 

Situationality as a criterion implies factors which make the text relevant 
to a particular communicational situation. This is primarily the extra-lin-
guistic context which enables understanding when redundancy is meagre 
(Volenec, 2012). 

Intertextuality refers to the dependence of text production and reception 
on the participants’ knowledge of other texts, i.e. the influence of the pre-
vious text on the new text (Ivanetić, 2003). 

Regulative principles do not define a text, they control it. 

Efficiency as a regulative principle implies that both the sender and the 
recipient put minimum effort into text use. Effectiveness is related to 
creating an impression and adequate conditions in order to achieve a goal 
and appropriateness refers to the congruity of the text, its context and the 
ways of meeting the criteria of textuality (Ivanetić, 2003). 
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The Analysis of Social Network 	
Posts by the Textuality Criteria 

Each social network creates its own text design rules, though they are 
identical when it comes to their main principles. Different positioning 
of the same elements in a post does not change the textuality of the post, 
but is considered a variety dependent on the platform. Different posts, i.e. 
their different internal composition, proves that this text type exists and 
confirms its wide distribution and acceptance in linguistic communica-
tion because in this way posts have freely adapted to the needs of their 
users. However, it is important that its varieties not violate the constitutive 
nature of the post, i.e. that it is obvious that the variety constitutes a post. 

Generally, cohesiveness is achieved through the use of phoric statements, 
congruence, and repetition. Phoric expressions, primarily pronouns, are a 
common element in posts because they enable the exchange of long nouns 
for short pronouns. This contributes to the shortness of a post as well as its 
dynamics. Another characteristic of short text types such as posts is ellipsis 
which makes it possible to omit those parts of statements which are taken 
out of the context. This enables one to produce more meaning with less 
textual content. The users are forced to use ellipsis due to the post format. 
Brevity is their characteristic, an unwritten rule, i.e. a common practice. 
Senders find solutions to achieve brevity, ellipsis being surely one of the 
most efficient ones. In fact, Twitter forced its users to change their linguis-
tic statements by limiting the number of characters. Metacommunication 
is also an important feature. By introducing new elements into the text 
which are exclusively a feature of the posts, metacommunication becomes 
visualised. Signs such as # and @ prove this. The mere existence of these 
signs signals the posts in question. Since they are commonly regarded as 
informal, the principles of cohesiveness, as well as others, allow for con-
siderable deviations from the traditional speech or writing. The fact that 
anything the sender feels will be understood by the recipient justifies the 
sender’s actions. An important element of posts is their visuality, i.e. their 
graphical design. This is where some non-linguistic strategies of establish-
ing cohesiveness, i.e. inner binding of the text, have been introduced. This 
can be exemplified by arrows which indicate the relations of the elements, 
visual pointers (e.g. a finger pointing to an element in the picture – a lit-
eral non-linguistic deixis).
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Coherence is achieved by using the mentioned cohesive devices. Since 
posts are a short form, it is the topic that binds the text together and en-
sures cohesiveness. It is important that the topic of the post is visible from 
the very beginning of the text. One topic is equivalent to one post and it 
usually does not deviate from its essence – not only because of the brev-
ity of the form but also to keep the recipient’s attention. Isotopy, i.e. the 
semantic bond among different lexemes is an important element because 
the parts follow one another both hierarchically and thematically around 
the same topic. When creating a post, the sender bears in mind that the 
recipient understands the rules and principles, and therefore does not need 
explanations of the elements. Again, brevity is responsible for many of this 
text type’s characteristics, and leaves no room for detailed descriptions and 
instructions. The knowledge which the sender perceives as shared with 
the recipient about the text type and the context of each post is a part of 
coherence because it is self-evident that the recipient possesses it or will 
acquire it in order to be able to participate. Coherence as repetition is 
rarely achieved through written text because redundancy of this sort is 
unnecessary and unwanted. Nevertheless, repetition can occur by com-
bining different elements, e.g. a picture and a written text. For instance, 
a sender who wants to inform the recipients that he has bought a new car 
will write a text and combine it with a picture of himself in a new vehicle. 
Such redundancy is desirable and is a common feature of posts. 

Intentionality is achieved by the platform’s goal, which is to enable the 
sender to deliberately create content which will then be available. Soci-
ological and psychological studies show that communication on social 
networks significantly influences the behaviour and the inner state of its 
users. This shows that the user’s intention is obvious and that there is in-
tentionality, i.e. the will to produce a cohesive and coherent text because 
such a text will be more popular and will elicit more feedback. Feedback is 
reflected in the influence the post has on the recipients. The influence will 
be shown by using different methods, e.g. through likes, positive com-
ments and sharing. The sender intends to assert influence by merely being 
present on the network, but wants to be positively assessed as well, so that 
the intentionality is self-understood because without it there would be no 
positive effects of participating in such communication. 

Acceptability, i.e. the recipient’s evaluation is crucial for this type of com-
munication. Acceptability is achieved because posts are examined and 
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evaluated, the recipient has evaluating tools at disposal so that evaluation 
is quantified (number of likes). 

Informativeness is a significant feature of posts. It depends on the context, 
which is a separate category and an extremely important element. The 
context is important because of the brevity. The elements within the text 
which refer to the context, or context being referred to without them, form 
a framework of posts which actually transcends their physical framework 
and achieves its fullness in the recipient’s meaningful interpretation, i.e. 
imagination and the ability to understand the extra-linguistic whole. In-
formativeness is also manifested in the name of the user, time and date of 
the post and the information given in the body of the text that the sender 
wants to share with the other user. In fact, bearing intentionality and 
acceptability in mind, it is the sender’s intention to make the post inform-
ative in order to make it accepted. Information may be given through a 
location change; the sender is now on summer holidays and describes the 
location as well, or has graduated which is written in the text and demon-
strated by the accompanying photographs. 

Situationality is also an achievable principle. In a time of fast communi-
cation and the desire to be the first to constantly provide up-to-date in-
formation, users often refer to extra-linguistic reality, i.e. communication 
situation. The relevance of the posts is then reflected in the content of the 
post which refers to some external ongoing phenomenon. This is illustrat-
ed by the posts about the success of the Croatian national football team 
at the World Cup in Russia in 2018. The texts were abundant with the 
references to the event as well as comments. This way, the users realized 
the posts situationally. Moreover, if one would write about the event a few 
months later one would not be up to date with any of the elements, the 
criterion of situationality would not be achieved and the sender would be 
criticized and unaccepted. Intertextuality as a category is more obvious 
than in other text types. This principle is proven by mere existence of 
other text types within the posts. Furthermore, this criterion is achieved 
by the influence that this text type has on other text types, as well as lan-
guage in general. The expressions such as like, story, hashtag, @ (et), tweet, 
the prefixoid insta- (instafood, instafashion instacity…) prove this criterion. 

The fact that all the criteria have been firmly confirmed proves that social 
network post is an independent text type. This also proves its viability as 
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well as its influence on other text types and communication in general be-
cause posts are a part of everyday life among the youth and an important 
means of everyday communication. Indeed, due to their diversity, each of 
the criteria is met in a different way, depending on a specific post, but they 
can always be detected in some way. 

Figure 1. Example of a Facebook post

The example (Figure 1) shows how the post works as text.

The posts on Facebook have their specific graphic formatting, which pri-
marily defines them as online posts. 
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The structured text has the following elements visible from top left to 
the bottom: the profile picture of the author of the post, the name of the 
author, the cover text that creates the sentence, the date and time of the 
post, the content (picture), the reaction of the recipient (like), the number 
of comments, the tools of the recipinet to react to the post (like, comment, 
share), comments (contains the profile picture and the name of the author 
of the comment, and then the comment itself).

The form is short and therefore formatting of the language is scarce, but 
offers the possibility of unambiguous interpretation into a more extensive 
text created by the recipient. This text may look like this: User A changes 
the profile picture on August 26th at 22:56, and this picture now looks 
like this. User B, user C and 77 other users who like the picture respond-
ed to the user A’s post. User D comments to user A that A is beautiful 
(prekrasna)

Cohesiveness and coherence are achieved with several repetitions. The 
sender’s name is written in words, but it can also be seen in the picture. 
The picture and the written text refer to the same non-linguistic phenom-
enon, the same person. This creates substitution and parallelism. Substi-
tution is achieved at the top of the post by showing the profile picture of 
the user and their name next to each other, while parallelism is obvious 
in the repetition of the profile picture, first in the upper left corner with 
the name of the author, and then as the main content. Other users are 
informed that the sender has changed some of its features on the network 
(profile picture is an important feature of the network profile). There is 
also ellipsis in the comment because there are no other words besides one 
single adjective (prekrasna, beautiful). The rest of the sentence is implicit: 
User A, you are beautiful! Temporal relations are visible by the existence 
of the date and time of the post. This detailed date-time code allows the 
recipient to understand whether it is the past or the present.

The intentionality is achieved with the sender’s consent to publish the con-
tent, i.e. his intention to publish something. The sender knows what the 
posts looks like and knows that it will be cohesive and coherent because of 
the features of the post created by the sender himself and complemented 
by a network algorithm.

Acceptability is achieved in several ways. It is useful, and therefore accept-
able, for the recipient to know that someone changed the profile picture 
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because in a virtual space they will no longer meet them with the old 
profile, but the new picture. This information is extremely significant on 
the virtual network. Recipient, who is a member of the network, expects 
and accepts this form because he agreed to use the network, and creates 
posts of the same structure.

Informativity lies in the fact that the the author informs the recipient that 
there is something new on their profile, a change in their profile picture. 
That information, that new picture, is new knowledge for the recipient.

The situationality in this example may be less obvious, but it certainly 
exists. Changing the profile picture is very important to the sender be-
cause they feel that their appearance is not what it used to be. Therefore, 
it is necessary to inform others about it. It is also possible that the sender 
thinks it is time to refresh the profile. The recipient considers the post to 
be situationaly appropriate because he accepts that the sender wants to 
inform him of the visual changes and give him information about what 
the sender looks like at the moment.

Intertextuality can mostly be seen in comparison with a classic publication 
with similar formulas and expressions.

Figure 2. Example of an Instagram post
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In the example of an Instagram post (Figure 2), the principles of situa-
tional and cohesive substitution (occurrence of different expressions that 
are inherently related) and recurrence (occurrence of the same expressions) 
are highlighted. The latter is visible by repeating the symbol of the heart 
in comments. The same expression (the symbol of the heart) is repeated 
several times. Substitution is obvious in relation to the word pride (ponos) 
in the caption of the image and the image itself which visually represents 
precisely that word. Different types of expressions (word and image) are 
related in terms of content, as both refer to the concept of pride. Situation-
ality is achieved by observing the date of publication. On that date, July 
17th, 2018, the image was very relevant to the users and their acceptance 
was thus higher. The images on Instagram achieve their acceptability with 
other features also (e. g. likes), and above all with what is the main char-
acteristic of the image, aesthetics. The taste of the recipient is significantly 
manifested as a criterion of acceptability.

The research on this new concept of communication has provided in-
sight into many changes within the established idea of communication. 
The extensiveness of linguistic communication offers a vast amount of 
information as well as the possibility to provide a quality transfer of ideas 
and explanations. Nowadays, one strives to communicate fast in short 
forms because the ability to focus has diminished significantly in com-
parison with the past. The amount of available information has rocketed 
and in order to process as much as possible, information has to be short 
and informatively saturated. The shortness of the social network posts has 
many benefits. It matches the short focus span one has for processing a 
communication unit without offering extended and elaborated content. 
Consequently, it was necessary to upgrade the text by providing unwrit-
ten elements. In this concept, a photograph has proven to be an efficient 
means of passing on information. And it is the very photograph that has 
brought one of the major changes in the communication structure. 

The social network where this change is most obvious is Instagram, an 
increasingly popular network primarily oriented towards photographs. 
People receive content primarily through eyes and a photograph is the 
most expressive visual content, less complicated than a text which requires 
more effort for reception and production. Instagram, after Facebook, has 
become very popular precisely because of the clarity and visual simplicity. 
As a rule, visual content is accompanied by a written text. Regardless of 
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whether there is a written addition to the picture or not, the entire struc-
ture of the post proves that this kind of the sender’s production can surely 
be regarded as a text type, a text or its variety. 

Photograph as a Structural Element of a Text

Most of the information one receives is obtained through the sense of 
sight, so this new medium has found an opportunity to develop. Consid-
ering the brevity of the communication pattern and the need to exchange 
information quickly, the most appropriate element becomes the photo-
graph which replaces the text. Photograph used to be a means of com-
munication before, but now it has become an independent, and in some 
cases a salient element in the text structure. An example of the text type 
which included photographs were culinary recipes which would, along 
with the list of ingredients and cooking procedure, be accompanied by a 
photograph of the final cooking result or several photographs depicting 
the step-by-step cooking procedure. However, in this case photographs 
are only supplements to the written text – everything that is shown in the 
photographs is described in the written text as well. That is why the pho-
tograph is a supplement here, i.e. additional information, and the centre 
of the text type is the written text. The development of the new media has 
caused the photograph to become a widely used element, and the social 
network concept has enhanced the role of the photograph to the level that 
it has on Instagram. On this platform, it is the crucial element of the post, 
and without it the post does not exist since it is the indispensable part of 
the realization of the text type. Moreover, it becomes the central part of 
the communication pattern. This opens up new possibilities for text as 
well as new possibilities for communicating. 

The earliest research on texts suggested that the text was a sequence of sen-
tences. This indicates that the textuality concept is a written one. Howev-
er, this concept has been expanded and has developed to the extent that it 
is now quite far from its initial definition. The questions which arise when 
talking about photograph as a textual element and the process of proving 
it as an integral part of the text are as follows: Is photograph a part of a 
text?, Is photograph a language?, How is the cohesiveness of a written text 
and a photograph shaped? Why did photograph become a text?.
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The answer to the last question has been partially given in the first para-
graph of this chapter. A photograph becomes an element due to the clarity 
of the statement and the brevity of the post. 

Nevertheless, the initial discussion of a photograph as an element should 
be reconsidered. In primary school, children first learn about letters, the 
alphabet and to name and describe reality by means of a text. In these be-
ginnings, they master a simple vocabulary and methods which help them 
textualize the world for the first time. One of these methods is showing 
them photographs with simple content (e.g. a house or a dog), after which 
they must write down what they see using letters. From the lexical level 
one moves slowly towards the textual level. This is also the level where 
pictures can be used for help. When reading a simple texts, in order to 
avoid tiredness and generate interest, one can change some words with 
their photographic representations. 

To illustrate this, the text Marko is in the house. A bicycle is in front of the 
house, would look like this: 

Marko is in the . A is in front of the . 
This is a simple, basic example of using a photograph in the text. Would 
the first two sentences be regarded as a text, or a part of the text (in the 
lesson, they are probably a part of a larger text)? Yes, it would. And could 
the second pair of sentences which contain pictures instead of written 
words be regarded as sentences? The answer is again yes. These two sen-
tence sequences coincide both in content and meaning, moreover, they are 
equal in terms of these criteria. The grammaticality of the sentences is not 
lost because the recipient instinctively, due to the grammatical context, 
rejects the nouns.

The use of photographs in social network posts is actually an upgraded, 
more developed and more complex approach to the photograph as a part 
of a text, which is based on the same principle. A photograph has content, 
meaning and context. So does a word. And a photograph encompasses 
more content than a word. This is evident from the previous examples. 
The photograph of the house can be read as the word house, but also as 
the sequence of words, e.g. a house with a door, a window, a chimney and 
a pathway. A photograph provides more information and more possibil-
ities of interpretation which makes it suitable for short forms because it 
provides more content in less space than a written text does. It is therefore 
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more informative which is one of the basic principles of textuality. This is 
where the photograph found its foundation and purpose as a strong reali-
zation of the text type criterion. 

A photograph can become language, i.e. an international one because it 
does not depend on the knowledge of the grammar of a specific language 
(e.g. Croatian, English, French…). A photograph of a house as a concept 
of a house will be recognised by a speaker of Croatian, English or French, 
or any language with an extralinguistic concept of a house. That is how a 
photograph becomes language regardless of the local language. 

A photograph achieves cohesiveness with other post elements in several 
ways. One of them is by being a part of the same graphic framework, 
the other is the recurrent, substitutive or isotopic relation to the text in 
which the content expressed via a photograph and the content expressed 
via a written text are the same. Moreover, phoric relations can be achieved 
through visual display, and the deixis becomes apparent as well. Namely, 
it is possible that the sender, instead of using a written text, indicates the 
content by using a picture, literally pointing his finger at the object and 
thus achieves the coherence of the whole. Primarily, the photograph is 
a non-linguistic element, but its interpretation becomes language in the 
mind of the recipient, dependent on the recipient’s imagination, because 
the stream of thoughts is in fact the internalized language. The analysis of 
the photograph in one’s mind is done by linguistic means. A photograph is 
also a means of contextualisation because it offers more information than 
a single word. 

Context as a Text Element and Dependence 	
of Posts on the Context

The meaning of a text lies precisely in the relations between the textual 
and extra-textual world. Consequently, it is necessary to consider cogni-
tive processes, both the ones that occur when producing as well as rec-
ognising a text. The concept of context is expanded by the introduction 
of new classifications, their division into linguistic and extra-linguistic 
context, as well as by the concept of situational context. The situational 
context is primarily the immediate spatial, temporal and social surround-
ing within which communication takes place. However, it also includes 
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the extra-situational context, i.e. all the extra-linguistic circumstances nec-
essary to understand the message accurately. If the message is created by 
the interaction of the text and context, if the communication organisation 
of the statement is established in connection to the contextual message, 
it will be difficult to unquestionably and finally determine what the sit-
uational context is and where its boundaries are (Badurina, 2008). Ten 
years ago, Badurina claimed that the new media would first relativize the 
concept of context almost beyond comprehensibility and then expand it. 
She referred to text messages and emails. Referring to Lada Badurina’s 
claims, the current situation shows that a substantial expansion of the new 
means of communication and their possibilities has occurred and that the 
concept of context has seen significant changes. 

The brevity of the post as a text type has significantly influenced the con-
tent. If examined superficially, it could be found that content is truncated, 
simpler than ever, and straightforward due to the form which does not 
allow for the possibility of explanation. However, strategies have been de-
veloped to address these potential issues. One of the principal strategies 
is the introduction of the photograph as an element because it provides 
a plethora of information. What is described in a lengthy text can be 
displayed in a single photograph. Other strategies include introduction 
of new elements such as # and @, which refer to the content that is not 
provided by the post itself. By entering a location, one adds to the content 
because it allows, by enabling the element which indicates location in an-
other window or another application, to access the content with a detailed 
description of the location by simply clicking on the element which is in 
fact a link. These tags (location, #, @), which lead the recipient out of the 
framework of the post, create a context which is wider than the initial 
post. This enables the extension of the initial content in a concrete way 
and therefore the access to the context of the post. However, the context 
is not only shaped by the tags that lead to the external elements, but also 
by situationality. By its nature, communication on social networks strives 
to be up to date. This provides a good basis for creating context because 
posts correspond to the extra-linguistic reality, i.e. the events they refer to 
whereby they gain context. The context becomes both the external and 
the internal part of the post. It is external by its primary nature to occur 
outside the text, i.e. it is not explicitly mentioned in the text, and it is in-
ternal because the sender expects the recipient to understand the context 
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which is necessary to preserve the meaning, so that the context becomes a 
structural part of the post since it is self-explanatory. Posts are created with 
the intention to rely on the context for content. 

Conclusion

Modern communication has developed new communication patterns. 
Their analysis has proven that they have an inherent and specific struc-
ture which makes them recognisable. The structure and the language of 
social networks went through a textuality examination by being tested 
against the textuality criteria. The research has shown that the phenom-
ena that appear on social networks are texts, i.e. a new structural form, 
because they demonstrate all seven textuality principles – cohesiveness, 
coherence, intentionality, acceptability, informativity, situationality, and 
intertextuality. Posts are characterized by their broad distribution among 
the speakers, considerable social significance, influence over language, as 
well as communication in general. Since the post is a hugely popular text 
type which has simplified and boosted digital communication, its analyses 
are mandatory because it caused new communication patterns to emerge 
and their influence is important. 

Posts are designed according to the structural and graphic rules imposed 
by each network (Facebook, Twitter and Instagram). The posts shared by 
the users are diverse but all of them can be unambiguously defined by the 
term.

Therefore, it can be concluded that this text type has emerged suddenly 
and that it has set its own rules in cooperation with the network founder, 
but primarily due to the influence and the behaviour of the social network 
users who have shaped this text type spontaneously, editing it according 
to their own rules and viewpoints. This has led to new implicit communi-
cation rules which structurally define posts. 

There is future for this text type, it will not become extinct, but it will de-
velop further. Its linguistic effects are subject to research within different 
sciences, linguistics, computer science, psychology, sociology, graphics… 
Since technology has made them possible, technological developments 
will influence human communication in the future as well.
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Abstract

This paper explores the heterogeneous nature of Neorealism and its return in various, 
updated forms through Luchino Visconti’s La terra trema (1947) and Emmanuele 
Crialese’s Terraferma (2011), a drama film premiered at the 68th Venice International 
Film Festival, and it is by no means just the rhyming titles that call for the compar-
ison of the two.

Following a chronological structure, the paper takes a close look at the struggle for 
economic justice in Visconti, who was a huge source of inspiration for Crialese, a 
contemporary Italian screenwriter and film director. Crialese dwells on the same 
marginal subjects and mobilises the same struggle, enriching (or contaminating) the 
subtext with the elements from pop culture and contemporary fashion, while simul-
taneously introducing the crisis that is rapidly changing social, political and cultural 
landscapes of contemporary Europe. Mediterranean, often perceived, branded and 
commodified as a “room with a view”, McMediterranean or a Vogue-like picture of 
Mediterranean that reduces its inhabitants to mere actors, is accordingly forced to 
respond. Amidst the everyday struggle to survive and the petty concerns about dis-
solving the choral unity of the locals, the Sicilian commoner (the subject and object 
of both films) is forced to incorporate the Otherness, the under-commoners appear-
ing in the form of a crowded old vessel blocking the view and instilling anxiety. 

Keywords: Italian Neorealism, Mediterranean, refugee crisis, the return of 
Neorealism
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Italy’s Southern Question and Narratives of Migration

“Man is above all else mind, consciousness – 
 that is, he is a product of history, not of nature.” 

– Antonio Gramsci, Prison Notebooks

In recent years, Italian cinema seems to have developed a special interest in 
the narratives of migration.15 “In early September 2011, from their obser-
vation post of the Venice Film Festival, Jacques Mandelbaum and Philippe 
Ridet (2011) of Le Monde referred to this production trend in Italian cine-
ma as something akin to a genre in and of itself. This pronouncement was 
made public even before Emanuele Crialese’s travel drama, Terraferma, 
received the Jury Award at the Lido.” (Bertellini, 2012, 38) This paper will 
explore this trend and try to situate it within a wider picture, and take a 
closer look at how it engages in a dialogue with cinematic style that has 
flourished in Italy in the post-war era.

In 1948, Italian film director Luchino Visconti filmed La terra trema (The 
Earth Trembles), the story of an everyday struggle in the Sicilian fishing 
village Aci Trezza, near Catania. The Southern question, “a permanent 
running sore in the body politic of Italy,” (Nowell-Smith, 1967, 30) be-
comes the central motif in Visconti. Sicily, a place under permanent occu-
pation, provides more than just a physical setting. In the analysed films, 
Sicily is an evocative space, a process, a conceptual site deeply invested in 
ideology and politics. It engages the spectators in an aquacentric cinema 
that highlights the fluidity of space and time, turning the medium into 
an observing site. What the spectator gets to witness is the slow and silent 
death of the values that Europe allegedly rests upon, a death by water.

Nowell-Smith goes even further, stating that 

“all the great social and political changes which have taken place 
in Italy since unification have been generated and have had their 
effect largely in the North. To these changes the South contrib-
uted very little, and gained from them even less. No better served 
by Fascism than it had been by any previous regime, the South 

15   See Quando sei nato non puoi più nasconderti, M. T. Giordana – Italy, France, GB – 2005; Mar 
nero, Federico Bondi, Italy – France – Romania, 2008; Sangue verde, Andrea Segre – Italy, 2010; Il 
villaggio di cartone, Ermanno Olmi, Italy, 2011; Io sono Li – Andrea Segre – Italy, France, 2011; Sta 
per piovere – Haider Rashid – Italy, Iraq, 2013; Fuocoammare – Gianfranco Rosi – Italy, 2016, etc.
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did not even enjoy the benefits of the Resistance in 1943-5. In the 
place of a spontaneous political upsurge, the South experienced 
only invasion and the return of banditry and the Mafia.” (Now-
ell-Smith, 1967, 30)

In 2011, Italian director Emmanuele Crialese shot Terrafererma (meaning 
dry land or the mainland), the story of rituals and life difficulties on a tiny 
Sicilian island of Linosa. Besides the obvious fact that their titles rhyme, 
the films in question have similarities on formal and ideological level. 
Both Visconti and Crialese dwell on the same marginal subjects, mobilis-
ing the same struggle that appears to have been going on forever in Italy. 

Luchino Visconti praises Verga’s stark, “impersonal, and often fatalistic 
portrayals of human experience, as well as his sensitivity to regional dia-
lects and customs, as inspiration for a relevant cinema that would confront 
the problems of modern Italy in the 1940s.” (Gariff, 2011, 3) and, by the 
same token, Crialese’s Terraferma owes much to Visconti’s stark, highly 
impersonal and fatalistic portrayals of human experience, as a source of 
inspiration for a relevant cinema that would confront the problems of the 
21st century Italy. In many ways, Crialese’s cinema seems to be an evolu-
tion of Visconti’s ideas. 

Terraferma’s Flat Mediterraneity

Whereas Visconti dwells on the social injustice within the system, Cri-
alese’s focus spills across the liquid borders, so to speak, to encompass 
the so-called ‘i clandestini’ whose tragedy plays out in the Mediterranean 
that is no longer Verga’s or Visconti’s. It is rather a highly commercialized 
Mediterranean teeming with tourists looking for fun and carnal pleasures, 
Mediterranean whose inhabitants are now fishing for tourists, renting 
their own homes during the summer and settling in the garages in order 
to be able to survive, turning their fishing boats into party boats. 

As a matter of fact, contemporary Italian filmmakers 

“have chosen to expose the uncomfortable reality of the changing 
face of Italy by defining how the encounter with the Lacanian 
“Other” of migrants helps redefine national and individual iden-
tities. In order to portray this re-definition of the self, films have 
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chosen to show real, or verisimilar, newsreel footage mixed with 
acting done by professional and non-professional actors in script-
ed, or partially improvised, stories. While the result has been 
hailed as a return of Neorealism, it often seems more like an ar-
rival in “the desert of the real,” as Morpheus puts it in The Matrix 
(1999). (Pastorino, 2017, 162)

Neorealist impulse seems to re-emerge in times of moral and political cri-
sis, as both Italian authors and directors engage with it in intriguing ways. 
Di Martino and Verdicchio refer to it as a “spectre that haunts the con-
temporary artistic imagination in any epoch of crisis.” (2017, 7) However, 
the spectre is now haunting a selectively hospitable Mediterranean whose 
authorities have declared it a criminal offence to help a clandestine at sea, 
for they are to be ignored not distort the simulacrum, the utopian vision 
of Sicily which ensures the survival of many of its inhabitants. Further-
more, “the people interacting with migrants in the host country are just 
as oppressed and excluded from the dominant cultural discourse as the 
migrants are.” (Pastorino, 2017, 163) Visconti’s generation fought against 
fascism labelled as such, and the neorealist impulse that Crialese’s genera-
tion brought about is, arguably, fighting smaller scale fascisms that tends 
to pass unnoticed or requires reinterpretation, the so-called “Ur-Fascism 
in plain clothes” (Eco, 1995, 8) and pointing fingers “at any of its new 
instances – every day, in every part of the world.” (ibid. 9) Neorealism of 
the present, according to Di Martino and Verdicchio:

“seeks to counteract the effects of the collusion between capital, 
politics, and the media which, in today’s society of the “integrat-
ed spectacle,” produces a manufactured democratic consensus by 
hiding the contradictions inherent to neoliberal democracy, and 
creating an audience of uncritical and conniving consumers of 
mediated information. (2017, 8)

Palumbo Mosca points to another difference between the Neorealist 
movement and its updated version that came to be termed New realism, 
Neoneorealism, Nuovo realism, etc. The former was focused on social and 
political issues that were predominantly Italian. Today’s writers and film-
makers, on the other hand, live in a globalized world and frequently shift 
their attention to ethical issues we all share, independently of our nation-
ality. Palumbo Mosca is, hence, reluctant when it comes to the terms used, 
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mostly because all of them immediately call for discussion of a problem-
atic connection with a chronological period that lasted from 1940s to the 
late 1960s and the literary Neorealism. Instead, he proposes a term “return 
to ethics” (2017).

Mixing a professional and non-professional cast and addressing both the 
Southern and the refugee question, Crialese paints a picture of something 
that I would term McMediterranean, or Mediterranean for fast consump-
tion that is, paradoxically, run by politics whilst simultaneously not allow-
ing politics inside. His Italy is a floating signifier of itself, a destination, a 
simulacrum. In her book entitled The Beautiful Country, Tourism and the 
Impossible State of Destination Italy, Hom discusses the role and the appeal 
of postmodern architectural, highly commercialized interpretations of a 
traditional public space in Italy. She dedicates a whole chapter to these 
built environments around the world that “give rise to a hyperreal Italy 
that encapsulates the ideological forces of a globalized consumer society, 
and, at the same time, the ways in which this Italy masks those constella-
tions under the vague guise of “tradition” and “authenticity.” (Hom, 2015, 
157) 

Sicilian island in Crialese is, at the same time, a site of horrors and a tour-
ist fantasy land, one that, just like fake Italian cities discussed by Hom, 
“has caught hold of the popular imagination as well as rearranged the sig-
nifying relations that subordinate the Italian state to a semiotics of tour-
ism.” (Hom, 2015, 156) Crialese’s Sicily is a commodity, pre-packed and 
ready to be sold to craving tourists. However, the simulacrum is haunted, 
the visitors are forced to abandon their tourist gaze, and so is the viewer. 
A montage of the destination Italy that lured them falls apart and the hor-
ror lingers in the form of overcrowded vessels and bodies washed ashore. 
Natural spaces in Crialese function merely as a backdrop of a staged, care-
free Sicilianity for tourist consumption. Ironically, they come to life only 
under the weight of a dead body. 

The Heft

In the first passage of his essay “Anthropomorphic Cinema”, Visconti 
claims that experience has taught him that:



M
O

V
E

M
E

N
T

S
 | E

U
R

O
P

E
A

N
 R

E
A

LIT
IE

S
 | 4

th In
tern

atio
n

al S
cien

ce C
o

n
feren

ce „E
u

ro
p

ean R
ealities – M

o
vem

en
ts“ | C

o
n

feren
ce P

ro
ceed

in
g

s

101

 “the heft [peso] of a human being, his presence, is the only thing which 
really fills the frame; that he creates the atmosphere with his living pres-
ence. He acquires truth and character thanks to the emotion he under-
goes, while his temporary absence from the screen [rettangolo luminoso] 
will cause things to return to the state of non- animated nature.” (Viscon-
ti, 1943, 84)16

That is precisely why he preferred non-professional actors: because of the 
heft, weight, peso of their own bodies and that is precisely what Crialese’s 
character lacks. However, the absence of ‘peso’ in Crialese is by no means 
a flaw, but rather a stylistic device that helps build the picture of a tourist 
Arcadia. Crialese’s actors are to play the characters of Sicilians who are 
forced to play the role of careless Mediterraneans who are thrilled to host 
hordes of tourists. The only ‘peso’ that the viewer is exposed to is the ‘peso’ 
of a dead body washed to the shore, a body that has been adrift for days, 
but the inhabitants have been instructed to ignore it. It is the weight of a 
dead body that gets to be the bearer of human presence in the frame. On 
the other hand, a pregnant refugee saved by Sicilian family in Crialese’s 
film is just as artificial and stereotyped as his Sicilians. 

However, Crialese’s stereotyped refugee is ‘infiltrated’ into the Mediter-
ranean that is even more artificial. Unlike Visconti’s Sicily that seems to 
have an immobilizing effect on its inhabitants both physically and men-
tally, an island that comes to life in its mythical violence towards those 
who inhabit it and struggle to make a living on it, Crialese’s Sicily is like a 
postcard, its inhabitants deal with their struggles only for a brief moment, 
so as not to disturb the balance of the simulacrum on which they survive, 
a representation of the original whose true face no one is exactly able to 
recall. 

Furthermore, Crialese’s Terraferma could, in many ways, be viewed as Vis-
conti’s negative. Visconti’s brightest areas of a filmed subject appear to be 
the darkest in Crialese, and vice versa. In his famous essay, Visconti (1943) 
proclaims himself prone to the cinema due to his need to tell the stories of 
people living among things and not about the things themselves, towards 
an anthropomorphic cinema. The significance of the human being, the 

16  Quoted from Springtime in Italy: A Reader on Neorealism / edited by David Overbey. 
Hamden: Archon Books, 1979, the essay was first published in 1943.
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mere presence of a human being is, in his opinion, the only thing that can 
dominate images. 

On the other hand, Crialese’s most powerful frames feature man-made 
objects at the bottom of the sea, still life appears to be the primary bearer 
of meaning, a meaning deeply hidden so that the system in which the 
human is to play his role can be sustained. Humans are reduced to mere 
elements of an artificially created theme park for tourist consumption. 
Visconti is preoccupied with the human element that dwells above the 
sea-level, an element that masters the sea and at the same time the sea mas-
ters him. Terraferma’s underwater images broaden the picture by drawing 
attention to wider political tensions that seem to be suffocated and buried 
beneath the surface of the Mediterranean Sea, and the uncanniness of the 
things gives life to Crialese’s frames, reversing Visconti’s philosophy in a 
sense.

Generative Spatiality

The absence of a human being from the frame, according to Visconti 
(1943), gives an appearance of still life. However, another thing that unites 
these two productions is their treatment of Sicilian landscapes that appear 
to be anything but still life. The sinister character of the spatial dimension 
comes strikingly alive, both in the Neorealist productions (especially in 
Visconti) and in contemporary Italian cinema dealing with the ongoing 
refugee crisis. In a political environment hostile to its own member (which 
is the case both with Visconti and Crialese), with a limited access to labour 
market and generally the lack of opportunities for an honest and creative 
deployment, “not even the return to nature is ultimately possible or be-
lievable” (Bertellini, 2012, 41). Even when it comes to idealized, romantic, 
intact narratives of nature, the return or a temporary escape is further 
obstructed by the ‘liquid’ frames capturing the horror of a crisis that is 
haunting Crialese’s Sicilian tale, which is designed as a commodity. 

According to D’Aloia (2010), since the very beginnings, cinema recognizes 
the visual potential of water to give matter and meaning to human desires 
and needs. Frequently, the mere presence of water provokes anxiety, it 
communicates a high level of suspense and the spectator is practically able 
to have a bodily experience.
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National landscapes and physical environments of Crialese, as well as of 
Visconti, are represented as “revelatory settings of the decline of contem-
porary Italian life.” (Bertellini, 2012, 48) In La terra trema, “fate appears 
in the interplay of shots of the village and the bay, which suggest that 
nearly all who live there are condemned to an un-individuated form of 
life.” (Campbell, 2017, 91) The same can be applied to Crialese’s report on 
the clash of the worlds in Mediterranean Sea, where fishermen no longer 
catch fish, but stranded refugees and are consequently, suffering legal con-
sequences. Mediterranean Sea, according to Past, is not simply a pictur-
esque liquid border, but a generative space that participates in the very 
process of constituting the narratives (2013, 51).

Regardless of the revealing nature of the landscapes in both directors, 
they are more than just a representation of a capitalist limbo. According 
to Campbell, Sicilian landscapes and wavescapes “allow attention to rest 
on what moves in the frame” (2017, 77), they enable the viewer to “attend, 
in ways that the villagers cannot, to what the villagers cannot see”, to 
consider “how deeply the inhabitants fail to attend to what ails them”, to 
note “how a collective form of life makes impossible the future individu-
ation of other forms of life.” (ibid.) In Viscont’’s La terra trema, “there is 
no mass here waiting for revolution, but seemingly undifferentiated forms 
of life unaware of individuation alongside the small number who, aware, 
try and seemingly fail at individuation” (ibid.). Crialese’s individual who 
tries this process by standing up against the criminalisation of hospitality 
and decides to aid refugees despite the law, probably even succeeds (despite 
the fact that we do not know how the story ends), but the individuation is 
performed through a selfless act that has nothing to do with the improve-
ment of one’s own condition. 

“Return to Ethics” in a Globalised World

Crialese’s Terraferma picks up Visconti’s tune and plays it back in a con-
temporary fashion, like a jazz variation proving that the great Italian post-
war auteurs where never metaphorically killed by their successors who 
now, more than ever seek their refugee in a Neorealist impulse that has 
always been so clearly incompatible with capitalist or political credos of 
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the time; which is precisely what gives this impulse an ethical value. The 
period in which the impulse flourished in the first place was one of 

“intense struggle in which progressive and conservative forces 
sought to determine the character and future of Italian society, 
politics, economics and culture, including cinema. Italy found 
itself in a process of profound self-exploration, adjustment and 
reorganisation, an experience which it shared with other countries 
of Western Europe and elsewhere” (Fabri, 2015, 190), which once 
again happens to be the case in contemporary Europe.

Crialese attempts to show both the advantages and disadvantages of a 
globalized world dominated by confusion between facts and fiction, and 
the constant overlapping of the two that puts his protagonists into moral 
dilemmas. Faced with the question whether to obey the authorities or to 
do as they feel right, Crialese’s characters opt for the second one. None of 
them ultimately wins, not even the refugees that they choose to help. Still, 
the film celebrates the victory of humanity over an oppressive system and 
small acts of rebellion that turn into a sparkle of hope for a better world. 
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Abstract

The paper analyzes the notion of information warfare as a relatively new form of war-
fare. In the information society, information represents power, and the one in charge 
of distributing (processing and producing) that information has a powerful tool. 
Information is extremely important for the recipient of the message and represents 
new knowledge that shapes worldviews. With its mode of operation and possibilities, 
the media represent an interesting, easily accessible, and potentially dangerous social 
phenomenon because the audience creates an idea and attitudes on a topic largely 
based on media reports, journalistic selection and appearances of public figures or 
experts. This topic has received a lot of attention in recent years in both professional 
and scientific circles. The paper tries to identify certain features related to reporting 
in new media, as well as the dangers of consuming social networks, portals and other 
new media. In order to determine the above, an analysis of the content of selected 
portals was conducted in terms of characteristics and differences in reporting on the 
topic of the migrant crisis in the period from 1 June to 1 July 2019.

The paper is structured into theoretical and research parts. The first part discusses the 
concept of creating public opinion through new media, the differences between new 
and traditional media and the context in which the media operate, as well as various 
forms of media manipulation, information warfare, media hybrid wars and the fake 
news concept. The second part presents an illustrative research that provides an over-
view of the media “treatment” of the migrant crisis on selected Internet portals, with 
a description of the methods and interpretation of the research results. 

Keywords: new media, information warfare, hybrid warfare, migrant crisis 
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Introduction

The concept of media and its coverage are very broad, so this paper fo-
cuses only on those that are relevant to the topic. Peruško (2011) states 
that the term medium (lat. medius) originally means intermediary, i.e. 
that through which communication takes place and defines the media19 as 
public information systems aimed at transmitting news and audio-visual 
content for information, education and entertainment of as many peo-
ple as possible. Traditional media differ from new media in that they are 
mostly mass media which do not require interaction. The term new media 
refers to digital media that are interactive, involve two-way communica-
tion, and involve some type of computer, software and algorithms. (Lo-
gan, 2010). The unified term new media actually refers to a wide range of 
changes (technological, textual, conventional, and cultural) within media 
production, distribution and use. (Lister et al., 2009, 13)

This paper focuses on the theoretical framework of media inf luence 
through content creation and the context in which the media operate. 
In the information society, information represents power, and the one in 
charge of distributing (processing and producing) that information has a 
powerful tool. Information is extremely important for the recipient of the 
message and represents new knowledge that shapes worldviews. With its 
mode of operation and possibilities, the media represent an interesting, 
easily accessible, and potentially dangerous social phenomenon because 
the audience creates an idea and attitudes on a topic largely based on 
media reports, journalistic selection and appearances of public figures or 
experts. This topic has received a lot of attention in recent years in both 
professional and scientific circles, especially regarding the notion of infor-
mation warfare as a relatively new form of warfare. The paper attempts to 
identify certain features related to reporting in new media, as well as the 
dangers of consuming social networks, portals and other new media. 

As an illustration of media content creation and influence, the paper pre-
sents a short research of the content of selected online portals in Croatia, 

19   According to the Croatian Media Act, media are: newspapers and other press, radio and 
television programs, news agency programs, electronic publications, teletext and other forms of 
daily or periodic publication of editorially formatted program content by transmission of recordings, 
voice, sound or images. Public information is information that occurs through the media. (Media 
Act, 2013)
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analyzing the characteristics and differences in reporting on the topic of 
the migrant crisis in the period from 1 June to 1 July 2019. 

The paper is structured into two parts: (1) the concept of creating public 
opinion through new media, the differences between new and traditional 
media and the context in which the media operate, the various forms of 
media manipulation, information warfare, information operations, media 
hybrid wars and the fake news concept; (2) the illustrative research giving 
an overview of the media “treatment” of the migrant crisis on selected 
Internet portals, with a description of the methods and interpretation of 
the research results. 

Media Influence and Content Creation

The media can simultaneously be viewed as content transmitters and as 
content transmission generators. In their interactivity they do not repre-
sent the contents as much as they communicate and are firmly connected 
to society and culture, i.e. the socio-cultural context both as a means and 
as a manifestation of force. Namely, the media influence society, manip-
ulate individuals and social groups, set trends and control public opinion. 
Laughey (2007, 203) lists six types of contexts within which the media 
play key roles: historical, technological, capitalist, social, cultural, and po-
litical. Perinić (2008) states that every news or event for the media is noth-
ing but raw material that is passed through their filter and multiplied and 
sold as a commodity, where the media decide how a certain event, news or 
information will be presented to the public.

Therefore, the notion of reality today depends on the perception that 
the public will create based on what the media has served them. Klapper 
(1974) states that the media have the power to create standpoints on new 
topics, i.e. those about which readers have no or very little prior knowl-
edge. Such topics are those that concern sudden, unexpected and difficult 
to predict events that turn into crises. Most often in such situations the 
media can control public opinion by focusing the audience on one topic 
and ignoring others. 

Priority-setting theory or the mass communication effects theory (Cutlip, 
Center and Broom, 2003, 261) explains the difference between what is 
thought (knowledge) and what is thought about (opinions and feelings), 
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and argues that mass media can strongly influence the cognitive level, 
without affecting predisposition. If this is the only effect of the media, set-
ting priorities is not insignificant, and the media can shake or strengthen 
public views on certain issues, organizations, political parties or institu-
tions. Potter (2001) divides media influence into two categories: short-
term and long-term, believing that one learns from the media, making 
what they transmit important; also, the media form attitudes and shape 
opinion; the media influence emotions by eliciting sympathy regarding 
the content shown; the media stimulate physiological reactions and cer-
tainly influence the behavior of their recipients, especially children; the 
media have positive and negative characteristics (encourage tolerance and 
creativity, reduce the gap between social strata, contribute to society devel-
opment, but also reinforce existing attitudes, prejudices and stereotypes).

The framing theory claims that people interpret what is going on in the 
world through their primary framework (natural and social). (Goffman, 
1974) Setting the second-level agenda suggests that the way the media 
present something to the audience (called “the frame”) influences the 
choices people make about how to process that information. Frames are 
abstractions that work on organizing or structuring the meaning of a 
message, which influence audience perception. The “father of public rela-
tions”, Edward Bernays said that the media may not be strong enough to 
tell people what to think, but are certainly persistent enough to impose on 
the audience what to think about. Fairhurst and Sarr (1996) mention seven 
framing techniques: metaphor (framing a conceptual idea through com-
parison to something else); stories/myths/legends (using a vivid and mem-
orable narrative); tradition/rituals/ceremonies (increasing the significance 
of the mundane via cultural mores); slogan (using catchy phrases); artifact 
(objects of intrinsic symbolic value); contrast; spin (presenting concepts by 
conveying a value judgement and creating bias).

Media Manipulation

According to the definition in the Lexicon of Radio and Television, manip-
ulation is the management of human behavior for certain purposes, i.e. 
deliberate cheating of the public, falsification of information and creation 
of a warped image or opinions on widely important issues. Particularly 
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dangerous is media manipulation that allows certain organizations, po-
litical parties or other elites to impose their interests and shape public 
opinion. Public opinion represents the attitude of the public in relation to 
an event, situation or phenomenon, the consensus of opinion manifested 
through the social sphere. Rudi Supek claims the following: “We can say 
that public opinion has remained a social phenomenon that is based on 
the exchange of human thoughts through loud or quiet words, based on 
the opinions of all members of a community.” (Peruško, 2011, 28) Media 
manipulation can be expressed through pressure on the media, mainly 
from two sources – political authorities or media owners.

“Manipulation can be defined as a controlled procedure by which 
a manipulator, using symbolic means, in suitable psychosocial 
circumstances, sends a message to the masses, through means 
of communication with the intention of influencing the beliefs, 
attitudes and behavior of a large number of people, so that they 
might, in matters on which there is no general agreement and 
which are of vital interest to them, be directed towards the manip-
ulators’ beliefs, attitudes and values, without even being aware of 
it.” (Miliša, Tolić and Vertovšek, 2009, 15) 

This leads to distrust of citizens in the media and the presented content. 
The 2016 Eurobarometer survey Pluralism and Democracy20 showed that 
European citizens are concerned about media independence and that lev-
els of trust in the media are low: as many as 57% of respondents do not 
believe that their national media are free from political or commercial 
pressure, and only 37% think that the body overseeing audiovisual media 
in their country is free and independent of pressure. At the second Media 
Literacy Days in 2019, Robert Tomljenović21 stated that fake news was 
deliberately placed, verifiably incorrect information, and that trust in the 
media was declining precisely due to its appearance. Fake news is usually 
more present on web platforms than in newspapers, radio or television.

20   The research was conducted by the TNS Political & Social network at the demand of the 
European Commission, on a sample of 27,768 respondents from EU member countries.
21   Deputy Director of the Agency and Deputy President of the Electronic Media Council of the 
Republic of Croatia.
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Information Warfare

Unsurprisingly, new media have become a tool of modern information 
warfare. The Internet and technology have advanced since 2006 with the 
appearance of the so-called Web 2.0, allowing internet users to create con-
tent that until then they could only consume. Not only do users choose 
what they want to consume, but they use media to create and serve news 
that agrees with their opinions and views. The dominance of digital reality 
leads to information dependence so new media have also become a chan-
nel for news sharing and propaganda tools.

Therefore, traditional wars are becoming almost superfluous, and for the 
most part replaced by information warfare taking place all over the world, 
for political purposes, espionage and the destruction of ‘others’ without 
using weapons. It is defined as an attack or defense for the purpose of 
destroying, exploiting, or using information systems and digital/computer 
networks to protect one’s own. (Goldberg, 2001) New media such as social 
networks (Twitter, blogs, Facebook, YouTube, Instagram, Skype, etc.) are 
the best way to wage information warfare where every person can be a sol-
dier. Global Web Index survey shows that in April 2019, half of the world’s 
population used Facebook, meaning that every person who has access to 
the Internet uses social networks. 

New problems have arisen – surveillance, espionage, robbery, child por-
nography, illegal media sharing. This creates fertile ground for informa-
tion warfare. Information technology (IT) became a weapon to attack and 
defend nations, organized groups and individuals with far-reaching im-
pact. Personal and social information is stored in databases kept by a par-
ticular organization or government. Digital information created through 
new media is more easily accessible and no one guarantees its security. It is 
not uncommon for databases containing government data, maps, encryp-
tion devices, documents, military and weapons plans, and other digital 
information collected for the military, organization, state, and other pur-
poses to be stolen or hacked. Computer subversion is part of information 
warfare, and the starting point for its various elements aimed at usurping 
the normal operation and state of the system. (Libicki, 2017, 57)

In traditional military thought, information is like a battlefield on which 
intelligence is measured and tactically attacked by enemy radar and 
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telephone lines. Today, information is perceived as a powerful lever that 
can prevail and decide victory. Public diplomacy22 is a relatively new doc-
trine in international relations resting on the thesis that using “soft power” 
(i.e. information and media) is more effective than military operations or 
wars. In strategic terms, the value of information increases if it is possible 
to send the right information to the right people at the right time, in the 
right place and in the right form. (Toffler, 1994, 142) 

Libicki (2017) lists seven types of information warfare categorized by the 
nature of the operation: command and controlled warfare attacks control 
and command systems; information-based warfare collects, exploits and 
protects information; electronic warfare concentrates on transmission (ra-
dio-electronic) and formats (cryptographic); psychological warfare attacks 
the human mind; hacker warfare targets Global Information Infrastruc-
ture (GII); economic information warfare controls the economy through 
certain information; cyber warfare combines abstract forms of terrorism, 
simulation, and reality control. Edward Waltz distinguishes between com-
mand and controlled warfare (attacking the Defense Information Infra-
structure – DII) and information warfare (attacking the National Infor-
mation Infrastructure – NII). According to Waltz, three related properties 
are needed for information to be relevant, and the opposing goal in in-
formation warfare is to disrupt (availability), corrupt (integrity), or expose 
(privacy or secrecy). (Waltz, 1998, 22)

The term information warfare from the 1990s is now obsolete since it is 
contradictory to advocate public diplomacy and wage information wars. 
Therefore, American manuals use the term “information operations” 
(IO), which are actions taken to act on opponents and to defend their 
own information and information systems. (Joint Publication, 2006) IO, 
media operations (MedOps), public relations (PR) and public diplomacy 
serve the function of conducting impact operations. IOs and action im-
pact operations manipulate information to encourage people to whom 
they are directed to make decisions that suit the implementers of those 
operations. IOs aim to act on the “cognitive domain”, i.e. the under-
standing and behavior of leaders, groups and entire populations in or-
der to change their decisions. (Tuđman, 2009, 29) Given the new media 

22   Public diplomacy is the action of one sovereign country towards the public in other countries 
aimed at influencing their attitudes and opinions into accepting and promoting their foreign 
national goals and interests. (Tuđman, 2009, 28)
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and the ever-widening information space and the ever-faster possibility 
of “delivering” information to a large number of people, those conduct-
ing IOs (states, multinational corporations, politicians and individuals) 
can achieve enviable results of strategic importance with minimal effort 
and without large financial costs. Hence the definition of information 
operations:

“A set of measures, tasks and actions taken against adversarial 
information, information-communication systems, persons and 
cognitive processes aimed at destroying, disabling and slowing 
down their actions or taking control of their actions, while ensur-
ing an adequate level of protection of own information, cognitive 
processes, information-communication systems and persons.” 
(Williams, 2010, 42) 

According to Domović (2015), information operations in the media can be 
carried out by a combination of three factors: influence operations, control 
of media access and cyber operations. The media are a key instrument for 
the successful implementation of national information strategies at all lev-
els of action (strategic, tactical, operational) and at all levels of objectives 
(local, national, regional, global), because there are almost no events that 
the media do not follow to some degree. Almost any event can be made 
interesting to the media in a way that adapts to the needs of the informa-
tion attacker. (Akrap, 2012, 61) Information operations aim to influence 
two key parts of society: those who make key political, military, economic 
and other decisions in order to force them to make decisions to their own 
detriment, and the associated public opinion in order to aggravate the 
position of the governing structure. Special operations are most often car-
ried out as covert/secret operations placing disinformation in the media or 
within opponent ranks, and are known by different names: psychological 
warfare, propaganda (which depending on the source can be white, gray 
or black; according to content political or ideological, economic, scientific, 
cultural, sports, tourist, etc.), political war, agitation, ideological warfare, 
ideological aggression, ideological diversion, indoctrination, brainwash-
ing, spreading rumors, subversion, diversion, etc. (Tuđman, 2008, 136) 
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Hybrid Warfare

In a hybrid media system, old and new media forms intertwine, and pro-
tagonists are involved in complex relationships within the content flow. 
(Laaksonen, 2017, 2) The term was proposed by Chadwick (2016) and 
is based on interactions between older and newer media logics (sets of 
technologies, genres, norms, behaviors, and organizational forms) in inter-
connected social areas of media and politics. There is no single definition 
of the term hybrid war – also called special war and “subversion” – but 
the literature often explains it is a combination of classic/conventional, 
unconventional warfare and cyber warfare. According to Akrap, a spe-
cial war is a special form of war that is often waged at a time when the 
aggressor state and the attacked state are not officially at war, aimed at 
overthrowing or destabilizing the attacked government, provoking public 
discontent, creating civil unrest or forcing the victim state to make diplo-
matic concessions. Due to English-speaking influence, the psychological 
elements of special warfare are now commonly referred to as “propaganda” 
and the term hybrid warfare has come into use in recent years. (European 
Parliament Briefing, 2017)

All that implies a set of organized and coordinated political, diplomatic, 
economic, psychological-propaganda, intelligence, subversive, terrorist, 
and sometimes covert military actions. The nature of hybrid operations 
makes it difficult to detect or even factually determine the beginning of 
such campaigns, given that confusing enemies and neutral observers is one 
of its basic components. (Snegovaya, 2015, 9) Such action includes hack-
ers, journalists, and experts in strategic communication and psychological 
operations. (Giles, 2015, 2) Covert intelligence operations include covert 
information gathering, but also placing misinformation, spreading prop-
aganda and indoctrinating the population. (Cvrtila, 2018) Interestingly, 
the European Parliament adopted a resolution on 23 November 2016 ana-
lyzing the two main enemies facing EU members (Russia and ISIL) and 
offering possible ways to combat these dangers. The war in question is not 
a classic, military one, but a new (dis)informational, “hybrid” war. 

Among examples of modern media hybrid warfare is the specific war be-
tween Russia and Ukraine in which Ukraine found itself as a collateral 
victim of Russia’s quest for dominance over Eastern Europe. Although hy-
brid warfare and cyber-attacks are difficult to prove, there are indications 
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that Russia has spread propaganda, spied on and attacked Ukrainian web-
sites, and has infected dozens of computer systems owned by the Ukrain-
ian government and diplomacy with its Snake program. (Brzica, 2018; 
Weedon, 2015; DRDC, 2014; Rachok, 2014)

One of the tools used to wage information warfare is fake news, which is 
created by spreading misinformation, usually through new media and so-
cial networks, in order to intimidate the public or for sensationalism. Fake 
news in its original form referred to satire, an intentional and obvious 
attempt to ridicule some character or event, commonly political. Today, 
media and communication experts instead prefer using the terms disin-
formation, false information or even information disorder. Due to the high 
level of distrust in traditional media, more and more users are turning to 
alternative news sources and losing trust in institutions and government. 
In the post-truth era, audiences increasingly consume only the news and 
information they agree with and which reinforce their private attitudes 
and feelings, valorizing more and more the channel through which they 
receive information, and less and less their source. (Klauški, 2017) Reac-
tively, fact-checking websites are being created in order to put an end to 
fake news. The only Croatian media specialized in fact-checking is Fakto-
graf.hr, launched in 2015 as a joint co-publishing project of the Croatian 
Journalists’ Association and GONG.

Media Presentation of the Migrant Crisis 	
on Selected Croatian Internet Portals

The Croatian Journalists’ Association Code of Honor and professional 
ethical standards oblige journalists to give accurate, complete and timely 
information, ensuring freedom of opinion and expression. In their work, 
journalists are obliged to defend human rights, dignity, freedoms and val-
ues, and to respect the pluralism of ideas and views. Furthermore, jour-
nalists are obliged to abide by the Croatian Constitution and the law, to 
nurture the culture and ethics of public speech and to respect achieve-
ments and values. The media cover various events on a daily basis, but 
reporting in crisis situations differs from the usual one in the frequent use 
of elements and features of information warfare. One of the recent cases 
present in Croatia is explored in the research part of this paper.
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The 2015 European migration crisis is the label for the migration of res-
idents of African and Asian countries to the countries of the European 
Union. (Ruz, 2015) The topic of migrants, refugees and asylum seekers 
is increasingly present given Croatia’s imminent entry into the Schengen 
area and the growing pressure of people seeking a better life in the EU and 
fleeing conflicts across the Middle East, Syria and North Africa. (Vujić, 
2018) Due to its geostrategic position, Croatia has faced one of the largest 
migration crises in its recent history, through the activation of the so-
called “Balkan migrant route”.

In the context of such a socio-political situation, the public is divided. 
On the one hand, there are those who emphasize the need for a humane 
approach and empathy for the sufferings of other human beings, while on 
the other hand, there are those in whom fear has overcome such values. 
But it is not only the public that is divided, the same goes for the media. 
This is evident in headlines, but also in the approach to the topic, i.e. the 
way in which certain media “frame” the same events.

Although a somewhat marginal topic regarding information influence and 
potential manipulation, the media presentation and analysis of (Croatian) 
Internet portals reporting on the migrant crisis can crystallize the signif-
icant role of the media in shaping the attitudes of individuals and groups 
when covering crisis situations.

Research Methodology

The subject of the research is to present the types of coverage of the mi-
grant crisis on online portals. The research is aimed at identifying certain 
features related to reporting: number of news articles published, imagery 
used, article titles and connectedness with the text, context and features 
of text, use and meaning of key terminology, portrayal of protagonists, 
presentation of migrants, news article topic. The Internet portals on which 
the articles were analyzed are: one left-oriented Croatian portal (Index.hr), 
one centrally oriented portal with a slight left bias (Tportal.hr) and two 
right-wing oriented portals (Dnevno.hr and Direktno.hr). In the analyzed 
period, a total of 117 articles regarding the migrant crisis were found on 
these portals. Only informative portals that have online editions exclu-
sively (without versions in other types of media) and publish informative 
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news have been selected. In addition, these four portals, according to the 
Internet metrics platforms GemiusRating23 and Dotmetrics24, were among 
the most read and most visited Croatian Internet daily information portals 
at the time of the research.

The aim of the research is to analyze the selected Croatian information 
portals in the period from 1 June to 1 July 2019 to determine the charac-
teristics and differences in covering the migrant crisis. This time period 
was chosen in a targeted manner, since problems with migrants at the 
border crossings between Croatia and Bosnia and Herzegovina intensified 
at the time, with Croatian police officers regularly stopping and returning 
them. During her visit, President Kolinda Grabar Kitarović gave a state-
ment to a Swiss journalist in which she “defended” Croatian police officers 
and admitted that they had to use force when treating migrants while re-
turning them to Bosnia and Herzegovina. The coverage of the mentioned 
events by the “left-wing” and “right-wing” portals was analyzed.

The unit of analysis used for this research is one article (news item) pub-
lished on these portals. Sample collection was performed by searching 
word combinations (migrants, refugees, asylum seekers) in the portals’ 
search engines within the set timeframe. The sample was intentional since 
all contributions on this topic published in the specified time period were 
analyzed. 

The methodological instrument used was a pre-structured analytical 
matrix with eight categories for quantitative and qualitative research us-
ing content analysis as the method of data processing, since it provides 
the opportunity to create a broader picture. The results of such research 
are very general, something can still be concluded about the image that is 
shown to the public in the (selected) media. The research categories were:

1.	 Number of articles per portal

2.	 Visual equipment of the article: a. photograph; b. title; c. sub-
title; d. video

3.	 Article titles and their connection with the text: a. title 
matching article text; b. sensationalist title; c. clickbait title

23   Data on Tportal.hr and Direktno.hr were collected from Gemius Rating (URL: https://rating.
gemius.com/hr/tree/7) in August 2019.
24   Data on Index.hr and Dnevno.hr were collected from Dotmetrics (URL: https://www.
dotmetrics.net/) in August 2019.
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4.	 Context and features of the text of the article: a. crime re-
port; b. illegal actions; c. achieving rights; d. inclusion in the 
community

5.	 Use and meaning of the term refugee/migrant/asylum seeker: 
a. refugee; b. migrant; c. asylum seeker; d. other

6.	 Specification of protagonist: a. name and surname; b. ref-
ugee/migrant/asylum seeker; c. national affiliation of the 
protagonist

7.	 Portrayal of protagonist: a. positive; b. negative; c. neutral; d. 
discriminatory

8.	 Article topic: a. entering/passing through Croatia; b. illegal 
movement; c. asylum application. 

Most research categories were quantitative and aside from category 3. the 
task of the qualitative approach is to recognize the interconnectedness 
and interaction between the observed quantities in order to understand 
why something happened. Depending on the methodological approach 
used, the results are expressed in numerical values (quantitative), or using 
descriptions of observed events (qualitative).

Interpretation of Research Results

1. Number of articles on portals

A search based on the mentioned keywords resulted in the discovery of a 
large number of texts on portals. Almost all were directly related to the is-
sue of migrants, asylum seekers, illegal border crossings and the treatment 
of migrants. Given the relatively short period of one month, the number 
of articles obtained is sufficient for a qualitative analysis.
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Graph 1. Number of articles on portals Index.hr and Tportal.hr

Graph 2. Number of articles on portals Dnevno.hr and Direktno.hr

As noted, the main goal was to notice the differences in reporting between 
left and right oriented portals. There is an obvious discrepancy in the 
number of articles published on Index.hr and Tportal.hr, which together 
have 88 articles on the topic, while Dnevno.hr and Direktno.hr have only 
29 articles combined. This is one of the indicators that the “left-wing” 
portals are far more interested in portraying the migrant crisis and cover-
ing it. It is important to mention the articles related to the visit of Presi-
dent Kolinda Grabar Kitarović to the border-crossing. There are a dozen 
articles in the left-wing media that mostly negatively describe the visit and 
the president’s communication through statements. Some of the head-
lines are: Kolinda says Switzerland does not accept migrants, a Zurich lawyer 
buried her with figures; Kolinda sang ‘Christ on the beach’ in the morning 
and incited against migrants in the afternoon; Kolinda snapped a little: Who 
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knows in whose interest the foreign media are working. “Right-wing” media 
created only five articles about that visit, namely Dnevno.hr four articles, 
and Direktno.hr only one article in which they neutrally and informative-
ly describe the president’s venture.

2. Imagery in articles

Dominant imagery in articles on the migrant crisis are photographs, pres-
ent in 100% of the articles. As expected, each article has a title, but only 
35% of articles contain subtitles, mostly on Tportal.hr. It is important to 
point out that Index.hr photoshopped photographs in two articles cov-
ering the president and her statements, portraying her with a rifle in her 
hand, and a migrant next to her. In other cases, the imagery is connected 
to the text and there is a direct photograph-text link (image of a migrant 
when covering migrants, image of a border crossing when reporting on 
crossing the border). Videos are present in 23% of articles, mainly on 
Tportal.hr and Index.hr.

Image 1. President Kolinda Grabar Kitarović, Source: Index.hr

3. Article titles and their connection with the text

When analyzing titles, there are discrepancies between titles and the 
text of the articles that can be attributed to sensationalism and so-called 
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clickbait titles. Right-wing media are more prone to sensationalist head-
lines and negative connotations about migrants. For example, on Dnevno.
hr, one of the headlines read: Thompson’s lawyer brutally: The Taliban we 
receive among migrants killed our soldier, and another: The BBC crucified the 
Croatian police: what you do to migrants is shameful. Discrepancies between 
title and text are also found in the value orientations towards migrants, 
refugees and asylum seekers. A higher percentage of titles associated with 
this group contain negative connotations.

4. Context and features of the text of the article

Most of the texts on all portals appear in the context of illegal actions 
committed by migrants. However, the crime section context is common 
on Direktno.hr and Dnevno.hr – in as many as 53% of cases. The portals 
do not necessarily mark articles in the crime section, but article content 
often refers to topics related to illegal actions, rapes, thefts, even murders. 
There are frequent articles dealing with topics related to the exercise of 
rights and inclusion in the community on Index.hr and Tportal.hr – 27%, 
also articles with topics related to EU accession.

Out of 11 articles that fall under the crime section, left-wing media pub-
lished only one, while right-wing media published as many as 10.

5. Use and meaning of terminology: r 
efugee/migrant/asylum seeker

For further understanding, it is important to clarify and explain these 
concepts. The terms are often used interchangeably, even though there 
are significant differences when it comes to the characteristics of each. 
A migrant is a person who moves from one place to another whether it 
is within one country or abroad. Unlike a migrant, a refugee is a person 
who is forced to leave his or her place of residence due to race, religion, 
political beliefs or membership in a particular social group. An asylum 
seeker is someone who seeks refugee status, a person fleeing their country 
in search of international protection. Those assessed as non-refugees and 
not in need of international protection may be sent back to their home 
country. (Habitat for Humanity, 2018)
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In 90% of cases, the term migrant was used on all portals. “Left-wing” 
portals used the term refugee on several occasions, and “right-wing” 
portals used the term asylum seeker on several occasions. Furthermore, 
Dnevno.hr used the term illegal migrant in 16% of cases.

6. Specification of the protagonist

When discussing how to address this group of people, it is important to 
analyze whether the media adhere to the code of ethics and whether they 
respect human dignity. The survey results for this category are completely 
different between left- and right-wing portals. Thus, right-wing portals 
called this group migrants or asylum seekers in 100% of cases: Migrants 
started running wild in Zagreb, asylum seeker pulls a knife in bus on way 
to Dugave. On the other hand, in 49% of cases these people are called 
migrants or asylum seekers on the left-wing portals, in 21% of cases the 
full name of the person is stated, and in 29% of cases the nationality of 
the protagonists is stated: 15 Ethiopian migrants died of hunger and thirst, 
boat at sea for a week, An Afghani stabbed and stole from a Pakistani in Lika, 
police reports. In 1% of cases, the portals also indicate the occupation of 
the protagonist.

7. Portrayal of the protagonist 

It was analyzed whether the text portrayed migrants in a positive, nega-
tive, neutral or discriminatory manner. 

Graph 3. Presentation of migrants on portals Index.hr and Tportal.hr
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Graph 4. Presentation of migrants on portals  
Dnevno.hr and Direktno.hr

According to the presentation in Graph 3, it is clear that Index.hr and 
Tportal.hr mostly reported neutrally, but there was also a small number 
of negative reports. On the other hand, the right-wing portals Dnevno.hr 
and Direktno.hr reported more negatively and to a lesser extent neutral. 
All four portals portrayed migrants positively in extremely low numbers, 
and in some cases, they discriminated against them as visible in graphs 
and tables.

8. Article topic

The following elements were isolated in the article topic category:

a) Entering and passing through Croatia

b) Illegal movement

c) Asylum application

Not one article on Dnevno.hr and Direktno.hr had an element of asylum 
application, however, entry/passage through Croatia and illegal movement 
are equally present. 65% of articles on Index.hr and Tportal.hr refer to 
the illegal movement of migrants, 24% refer to the asylum application 
requested by migrants, and 11% refer to entry and passage through the 
country.

In conclusion, we can say that left-wing portals provide more neutral 
and even positive information when reporting on migrants respecting 
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fundamental human rights, while right-wing portals are somewhat disin-
terested, and often present migrants in a negative way. Right-wing portals 
offer articles full of sensationalism and stereotyping and even discrimina-
tion against migrants, but they convey such views as the views of some-
one else or in a generalized manner, not as the views of the newsroom or 
journalists themselves.

The presence of numerous elements in the implementation of information 
operations in the information space leads to the conclusion that the Inter-
net portals in the observed period carried out such information operations 
that show the false, subjective and changed reality of events related to the 
refugee crisis. Quantitative and qualitative analysis points to the presence 
of information operations through the media (depending on which polit-
ical parties they belong to), public figures from political life and even the 
executive or police forces.

Conclusion

New media have greatly changed the social and communication para-
digm, but also contributed to the development of new forms of warfare. 
They are an integral part of information warfare and a means by which the 
desired effects of shaping public opinion are realized in order to achieve 
strategic and operational goals. A review of the available literature shows 
that a small number of scientists have conducted research on this topic 
and most of the literature consists of expert opinions and case analyses. 

The conducted research provides an illustration of reporting on the new 
wave of the European migrant crisis, from 2019, where online portals re-
ported differently depending on the political attitudes they propagate. 
State and non-state actors use them as modern weapons in order to achieve 
their strategic and operational goals. In this sense, they are used to create 
ideological constructs, fake news and other propaganda content that has 
been carefully constructed and selected and addressed to the target group. 
In the case of the analysis on the migrant crisis reporting, one can also 
mention their deadly potential, due to the propaganda of hatred and the 
radicalization of followers. Thus, journalists or portals frame news in dif-
ferent ways depending on political worldviews, and the problem with fake 
news or differentiating news framing is that people often only reinforce 
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and radicalize preconceived notions about the appearance of migrants and 
confirm prejudices through their reaction.

Finally, it can be concluded that it is necessary to educate and raise aware-
ness at all levels about the dangers of consuming only one source of news 
and unverifiable sources of news. Each article has both a direct and in-
direct impact on the population, whether it is used as a communication 
channel or to impose “political and other” views, and the goal of infor-
mation operations is precisely to influence public opinion and manipulate 
public opinion. 
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DIGITAL TRANSFORMATION OF THE MUSEUMS 
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Preliminary communication

Abstract

Digital communication has become a real game changer when it comes to culture 
and socio-cultural centers in the 21st century. Museums encourage their content dis-
semination strategy with the purpose of becoming innovative, open, and techno-
logical in providing cultural content. The programming of a socio-cultural center 
has to be based on a mixture of communication interaction that usually attracts 
the potential visitors of the museum. Digital tools such as social networks, websites, 
blogs, apps, online radio stations, and newsletters have the task to promptly inform 
and offer everything required by the media, collaborators and associates of museums, 
as well as to actively listen to the demands of the public using them. 

The aim of this report is to discover the role and influence of digital communication 
in the development and success of the activities of the Casa de México in Spain. 
The method used is based on reviewing scientific literature and examining success 
stories, which has allowed us to determine its significance. This review has been 
accomplished by interviews of renowned experts. The review of the scientific liter-
ature and the observation of success stories has allowed us to identify key elements 
of marketing applied to art and culture and to extract ideas from the strategies of 
experts in the field. 

The research included a case study: The Casa de México in Spain, in which culture, 
social networks and innovation are closely linked. Finally, the dialogue with experts 
in the area of digital marketing and journalists confirmed the current use of culture 
among visitors of museums and cultural centers around the world. It confirms that 
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26   Universidad Complutense de Madrid, e-mail: maortiz@ucm.es 
27   Universidad Complutense de Madrid, e-mail: jacintog@ucm.es 
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communication strategies are fundamental tools for the advancement of the activities 
of that institution.

Keywords: digital communication, marketing, museums, social network, social 
interaction

Introduction

Culture is closely linked to basic communication and new technologies. 
When cities are valued based on the quality of their cultural appeal, inno-
vation is highlighted among the first. Social media are the most requested 
communication platform and are used by the majority of people in Spain, 
and in many other countries around the world as well. Digital tools on 
desktop or mobile devices such as websites, blogs, apps, and online ra-
dio stations or newsletters have the task to promptly inform and provide 
everything required by the media, collaborators and associates of cultural 
centers or museums, as well as to actively listen to the demands of the 
users. 

The tendency to use social media to visit museums, events and activities 
similar to those proposed by the Casa de México in Spain requires pri-
oritizing their use, both in promotion and in broadcasting and dissem-
ination. Likewise, it should also be noted that the Casa de México in 
Spain has to update these channels to maintain its activities and satisfy its 
audience. It is vital to study the nature of the audience that uses social net-
works on a daily basis. In Spain, the main users are young people (16-30 
years old), followed by those aged 31-65. The main social networks used 
are Facebook (target over 30 years old), WhatsApp (the most transversal 
social network), YouTube, Instagram and Twitter (the last three are the 
favorites of the youngest group). (González Pérez, 2018)

The development, transmission and success of the activities that a center 
like the Casa de México in Spain carries out, depends on communication 
in traditional fields (offline press – press, radio and television) and publish-
ing houses (advertising, graphic and digital distribution). The latter plays a 
key role through effective actions strategically planned and implemented. 
Likewise, these actions are monitored to analyze their effects in order to 
improve the strategy implemented.
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Social Impact on the Dissemination of Culture

Analysis of the Use of Leisure and Culture

The demand for culture in Spain increases progressively according to the 
data collected by the Ministry of Education, Culture and Sports. The most 
recent Museum Statistical Collection (MEC, 2017), shows that the sur-
veyed 1,521 museum institutions received 59.9 million visitors through-
out 2016, which is an increase of 2.4% compared to the figures from the 
previous year. Within these statistics, it should be noted that the average 
number of visits per open museum (40,452) reached record numbers in 
fields like contemporary art or fine Aats. The last survey of cultural ten-
dencies and practices carried out in 2014-2015 by the MECD confirms 
that 39.4% visited a museum, exhibition or art gallery in the last year. In 
the last year, 33.2% of the surveyed population visited a museum. Attend-
ance levels are slightly higher among women; they grow significantly as 
the age decreases (mostly between the ages of 14 and 25) and as the level 
of education rises. This is a satisfied audience, with an average satisfaction 
rate of 8.3 points. 92.2% of the people who visited a museum in the last 
year did so for leisure or entertainment, compared to 7.8% who stated that 
their visit was motivated by their profession or studies. 53.2% of museum 
visits were made on weekends or holidays and the rest, 46.8%, on working 
days. 27.1% of those who visited museums in the last year did so in their 
city, 25.3% in their autonomous community, 30.4% in the rest of Spain 
and 17.3% abroad. (MEC, 2016).

Almost half of the museum visitors, 49.4%, pay the entrance fee at the 
regular price, while 16.2% used a discount or member ticket and 34.4% 
accessed through free admission. The attendance on open door days, af-
ter the analysis was conducted, amounts to 3% of the total admissions. 
Among those who visited by paying the fee, 7.4% acquired their ticket on-
line. As for the activities carried out in the museum, 96.3% of the visitors 
attended their permanent or temporary exhibition, and 14% to perform 
some other activity.

For the first time the number of virtual tours to museums has been in-
vestigated, via the Internet, 6.7% of the population in the last year, mak-
ing this trend a challenge for museums and cultural centers in the 21st 
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century. In the order of things, the media through which the Spaniards 
obtains more culture is by television and radio. In the first case, high per-
centages (95.7%) mainly watch news and information, series, and films. 
On the other hand, on the radio (listened to by 77.6% of the respondents) 
the contents that are most listened to are music followed by the news 
(MEC, 2016).

On the other hand, culture has become a tourist attraction in the capi-
tal of Spain. The profile of the visitor of Madrid (Madrid City Council, 
2019), which is provided by the city council is an adult between the age 
of 26 and 55, young people between the age of 18 and 35. These people 
are looking for cultural heritage, gastronomy and leisure. Most visitors 
are families and couples without children, as well as groups of friends, 
and their average stay in the city is two nights. Among the cultural offer-
ings with the greatest gain nowadays is gastronomy, it is at the top and 
leads the latest ranking of the Contemporary Foundation, with a score of 
8.52 points, followed by fashion, literature, design and photography (Fun-
dación Contemporánea, 2018).

According to data from the municipal agency (Madrid Destino), the city 
is first in the country in terms of awareness on cultural spaces (Celaya 
and Viñarás, 2006). According to the latest data collected by ABC (ABC, 
2018), the most visited place in the Spanish capital by the residents of the 
region and tourists is the Reina Sofía Museum, being one of the ten most 
visited museums in Europe with 3.8 million visitors, according to the 
index of the most visited museums of the world made by AECO, which 
is 3.6% more than the previous year. The second place went to a cultural 
center: the Prado Museum, visited by 2.8 million people in 2017.

The city of Madrid recorded the arrival of 10.2 million visitors in 2018 (+ 
2.7% compared to 2017), of which 53% were international and 47% local. 
21.4 million overnight stays were made (+ 1.6% compared to 2017). (Ma-
drid City Council, 2019) The majority of international tourist were from 
the United States, Italy, France, the United Kingdom and Germany and 
the fastest growing foreign markets, such as China, Mexico, the United 
States, France and Portugal. A total expenditure of 9,322 million Euros 
was reached (+ 5.3% compared to 2017) and an average daily expenditure 
of 243 Euros (+ 10.2% compared to 2017) in the Community of Madrid.
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Effective Communication in Culture

Socio-cultural centers cannot exist without communication and in order 
for this to be implemented efficiently, diverse strategies need to be devel-
oped. Pablo Ariel Cassino in his study “Communication in the Museum” 
acknowledges that the main feature of the museum is precisely the com-
munication that can take place inside and outside of the institution itself, 
and which is manifested through the distribution of objects, in exhibi-
tions, in the condition of the museum, etc. (Ariel Cassino, 2013)

The goal of every cultural center is to consolidate and reach a wider au-
dience. That is why it is essential to address a good communication strat-
egy. The symbiosis between traditional media and new digital channels 
allows a cultural, social and economic offer to reach greater distribution 
and efficiency.

Mireia Saura (2018), who during the last five years coordinated the Com-
munication Area of one of the most visited socio-cultural centers in Ma-
drid, La Casa Encendida which has received more than 10 million visitors 
and has created approximately 25,000 activities in fifteen years, says that 
“within the whole gear of launching an activity, communication is the last 
step. If they don’t see you, you don’t exist.”

This center, privately owned – Fundación Obra Social y Monte de Piedad 
de Madrid, provides a diverse cultural, educational, solidarity and envi-
ronmental offer. La Casa Encendida has a hallmark of its own identity and 
a defined brand thanks to the consolidation of its success and its openness 
to society. Mireia Saura (2018) from La Casa Encendida in an interview 
confesses that “you can expand the audience in various ways: the niche 
loyalty that comes to certain activities, but also vice versa, through the 
new public, mainstream that comes and stays, likes what it sees”.

In addition to open, proactive and close communication which is the per-
fect formula for building a brand, consolidation as a social reference and 
loyal visitors are also important. Saura (2018), who coordinates an internal 
and external team of more than eight people in charge of communication 
for conventional press, social networks, web/blog, as well as public rela-
tions, audiovisual production, guided tours and merchandising, claims 
that in the communication “you have to surprise, if you don’t do it, people 
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disconnect, get bored. That is precisely the hard part, not repeating ideas 
and having a fresh line and being super friendly. The user is the king.”

One of the La Casa Encendida’s28 projects is to unite its members, visitors 
and partners into an association of friends through a line of loyalty. “Now-
adays, that mixed management between the resources that you can have as 
a base and the resources that you can get through the activity itself, is the 
way to maintain any cultural center”, says Saura (2018).

The socio-cultural centers have to be a part of their potential visitors, ac-
cording to Henry Jenkins’ research. Faced with the challenges of taking 
part in culture, media education of the 21st century, defines an inclusive 
culture. (Jenkins, 2006)

•	 Barriers to access to artistic expression and civic involvement are 
relatively rare and simple.

•	 There is a culture of supporting members to create and share their 
content.

•	 Informal tutoring, in which the most experienced members share 
their knowledge with the inexperienced.

•	 Members feel that their contributions matter. 
•	 Members feel a certain level of social connection among 

themselves.

Professor emeritus of the University of Leicester, Eilean Hooper-Greenhill 
analyzes in depth the impact of the technologies in museums, extracting 
several relevant concepts. In his book Museums and the Interpretation of 
Visual Culture, Hooper Greenhill brings to light a new concept of muse-
um, the post-museum, which already redefines the characteristics of these 
centers (Hooper-Greenhill, 2000).

The post-museum includes many voices and perspectives for creating dy-
namic events and exhibitions, also relying on the above-mentioned con-
cept of feedback. Exhibitions that meet the demands of the public, events 
that may include workshops, performances and dances, attract not only 
visitors in general, but also writers, scientists and artists.

28   https://www.lacasaencendida.es
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The Rise of Digital Communication: Internet and Mobile 
Devices

The number of Internet users already exceeds 4 billion worldwide. Of 
those hundreds of thousands of global Internet users; 3.4 million use so-
cial networks often and even on a daily basis. 

These data, collected from the annual 2019 report made by We are Social29 
and the Hootsuite30 application, study the main countries of the world 
and their tendency to use new technologies and social networks.

It is necessary to emphasize that more than 200 million people obtained 
their first mobile device in 2017, and two thirds of the world population, 
7.6 billion people, now have one of these devices that are currently the 
main generator of the digital use, with a penetration of 68% in the world 
population.

Communication, Social Networks and Interaction

Social networks are the preferred platforms for interaction. This trend is 
not new if we look at the Mexican public. In the Study of Habits of Inter-
net Users in Mexico, Internet penetration reaches 63% of the population, 
that is, a total of 70 million internet users (Asociación Interntet México/
INFOTEC, 2017). Specifically, among Internet users, it is important to 
access social networks (83%), more than sending/receiving mails and/or 
instant messages. The situation is even more prominent in Spain. Internet 
users now add up to more than 42.9 million people, of which 28 million 
are active users of social networks, according to the previously quoted 
report from We are Social and Hootsuite.

Therefore, the data show that 6 out of 10 users use this new way of com-
municating and sharing content over social networks. As for the most 
used platforms in Spain on smartphone devices, IAB Spain in the Annual 
Study of Social Networks 2018 notes that Facebook, WhatsApp, You-
Tube, Twitter and Instagram are the main social networks used (mobile, 
Tablet and computer use). In terms of age and sex, the main users of social 

29   https://wearesocial.com
30   https://hootsuite.com
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networks are women (51%), followed by people with higher education, 
and are aged between 16 and 30 (IAB, 2018).

Use of Social Networks in Cultural Centers

In the study of New Web 2.0 Technologies in the Promotion of Muse-
ums and Art Centers based on the activity of the Conde Duque Cultural 
Center31 (Madrid), the conclusion is overwhelming. 

Visitors of museums and cultural centers, in the new era of participation, 
no longer want to limit themselves to receiving information about the new 
exhibition, but want to interact with the new media, thus becoming part 
of the information process. Social networks have therefore become “a new 
and attractive channel that brands want to use to reactivate their brand-
ing: listen, talk, mobilize, help and involve potential customers to become 
their faithful users” (Viñarás and Cabezuelo, 2012).

The term and concept of web 2.0 is a part of the editor Tim O’Reilly, 
who in 2004, together with his partners, sensed the need to create an 
alternative way of understanding the network, much more participatory, 
innovative and exploited in a much more appropriate way considering the 
resources offered by ICTs. Cultural centers have reinvented and reorgan-
ized their communication thanks to elements such as social networks. 
According to Schroder, this dialogue has gone from being unidirectional 
(when the museum dictates what its user will be offered) to bilateral (the 
user informs about what interests him and the way in which he relates it 
to his identity).

This analysis, taken from the chapter “Public and social networks”32 be-
longing to Studies on audiences and museums conducted by Myhrra Du-
arte Rodríguez Malpica, speaks of the feedback cycle between the institu-
tion and the visitor, in which content is created and enjoyed in a constant 
way, while strengthening the emotional intellectual bond. In that same 
study the three patterns of interactivity between visitors and museums 
and cultural centers are collected. Duarte Rodríguez Malpica and Pérez 
Castellano (2016) say that in all of them, digitization is the key:

31   https://www.condeduquemadrid.es
32   Duarte Rodríguez Malpica, M. The public and the media. Public and social networks. Studies 
on publics and museums. ENCRyM Publications



M
O

V
E

M
E

N
T

S
 | E

U
R

O
P

E
A

N
 R

E
A

LIT
IE

S
 | 4

th In
tern

atio
n

al S
cien

ce C
o

n
feren

ce „E
u

ro
p

ean R
ealities – M

o
vem

en
ts“ | C

o
n

feren
ce P

ro
ceed

in
g

s

137

•	 Selective: When the user is only offered to choose the information 
that interests him the most, such as podcasts, audio guides and 
apps that can be downloaded on IOS or Android.

•	 Transformative: When the user can modify the previously defined 
content: blogs, social networks.

•	 Constructive: When the user can create content freely and in a 
non-predefined way.

Terms such as folksonomy (tagging images, content, texts, etc. without or-
der or hierarchies, blogs, search engines) correspond to the model, as sug-
gested by Myhrra Duarte Rodríguez Malpica, of information production 
based on the “long wake”, always adapting to the user needs and demands 
(Duarte Rodríguez Malpica and Pérez Castellano, 2016).

Dietz, Dowden and Sayre say that one of the main benefits of social net-
works is that they give more users access to the collections of cultural 
institutions, which in turn allows for the creation of a hybrid between the 
classic museum experience as a physical space and an immediate access to 
additional material” (Dietz, Dowden and Sayre, 2010).

The connection between museums, cultural centers and digital participa-
tion has created to different types of online audiences; according to the 
study by Myhrra Duarte Rodríguez Malpica and Pérez Castellano (2016). 
The report highlights the following aspects.

1. Contributors: generate and share content. The museum should 
strive to team up with them as follows:

•	 If the interaction consists of an action, they seek a reward that the 
museum provides them by social recognition (for example, shar-
ing the content, giving a like or thanking them).

•	 If the interaction involves a specific opinion or reaction, their par-
ticipation should be related to a network of contributors (for ex-
ample, linking them through sharing, creating forums or concrete 
activities for these users).

2. Judges: tag content, comment and recommend information, 
but do not produce content. The museum should seek to work 
with them:

•	 Allowing them to judge and classify the content shared by the 
museum.
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•	 Giving tools that allow them to recommend and share content in 
spaces outside the museum.

•	 Offering spaces for comments and discussion.
•	 Using their contributions for the benefit of the community.

3. Observers: consume content, but do not generate or contribute 
comments. For them, the content must be easy to find, accessible 
and intuitive.

The priority of cultural centers is to attract a user who becomes more 
than a visitor, namely a contributor or a judge for a large-scale promotion 
and dissemination of the activity and mission of the center in question. 
As stated in the research “Museums and Social Networks”, in addition of 
endorsement, “it is convenient to recognize that, the value of social media 
should not be judged by the number of followers, but by the degree of 
involvement of those in the productions of the museum” (Del Río Castro, 
2011, 121).

The variables to take into account of launching a social media communi-
cation plan in a cultural center (Viñarás-Abad and Cabezuelo-Lorenzo, 
2012) are:

•	 Create public profiles according to the institution.
•	 Give to receive.
•	 Generate appropriate content for each medium and go beyond the 

news and news of the institution.
•	 An active participation and regular periodicity in publications.
•	 Not to fear the loss of control, allow users to interact.
•	 Generate value and enrich the user experience.
•	 Dedicate time: a true network communication policy requires ex-

perienced personnel, who know the environment and who have 
time to take care of its operation.

•	 Take on only those tasks that the center can manage easily.
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Case Study: Casa de México in Spain

On October 1, 2018, the Casa de México in Spain was inaugurated as a 
platform in Madrid for the dissemination of Mexico in Spain in multiple 
features. 

The center has managed to become an open window of Mexico in the 
heart of Spain. Its objectives include promoting the strengthening of bi-
lateral relations in its economic, business, cultural, tourism, educational, 
sports and gastronomic fields. According to the philosophy of its leaders, 
the cultural center aims to be a “joint platform of Civil Society and the 
Mexican State to promote greater knowledge of Mexico in Spain” (Casa 
de Mexico in Spain, 2019).

The Casa de México project in Spain was launched in a city – Madrid – 
with a very wide cultural demand and from the beginning it expressed the 
intention to become an innovative meeting point and a reference within 
the Madrid ecosystem, especially within the Chamberí district, qualified 
as “a traditional neighborhood in the heart of Madrid with the architec-
tural heritage of the aristocracy” (Madrid City Council, 2019).The rib-
bon cutting ceremony took place on April 26, 2018 at the highest level 
with the attendance of former Mexican President Enrique Peña Nieto, 
accompanied by his wife, Angelica Rivera de Peña, the former Secretary 
of Culture of Mexico, María Cristina García Cepeda; Fernando García 
Casas, former Secretary of State for International Cooperation and for 
Latin America and the Caribbean of Spain; the former Mayor of Madrid, 
Manuela Carmena; Íñigo Méndez de Vigo, then former Minister of Edu-
cation, Culture and Sports of Spain, the Ambassador of Mexico in Spain, 
Roberta Lajous, and the Director of the Fund of Economic Culture, José 
Carreño Carlón among other authorities and exceptional guests of both 
countries.

Figure 1: Social media profiles of Casa de Mexico in Spain 
Source: Casa de Mexico in Spain www.casademexico.es
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The center has an agenda of cultural, social and business activities that 
have a subsequent dissemination in social networks. The Casa de México 
in Spain has profiles on Instagram, Facebook, Twitter, Linkedin and You-
Tube. Precisely, these social networks coincide with the public for which 
the House of Mexico in Spain is intended. The House is transversal and 
diverse with educational training and interests in cultural, economic and 
strategic goals. 

As Enrique Nárdiz (2019) said, “a social media strategy is a key piece in 
the communication strategy because it makes it known to our public what 
is happening and what is about to happen, spreads our brand image and 
helps us connect with new audiences”. The digital manager points out that 
his strategy is to communicate through different social networks tailored 
to the needs of each channel and our audience.

Figure 2: Instagram profile of the Casa de Mexico in Spain 
Source: Casa de Mexico in Spain 

www.instagram.com/casademexicoenespana 

On Instagram, the Casa de México has more than 4,000 followers and 
215 posts (as of December 13, 2019). 
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In its strategy, it enhances graphics, the use of design and collages to 
spread its great cultural activities and events. 

They make an average of 10 publications a week and have a good dialogue 
and feedback from visitors through direct messages. Therefore, Nárdiz 
(2019) confirms that “the capacity of a museum is limited, as is the time 
the museum is open to the public, and thanks to digital age, museums 
have a platform that connects 24/7 with people interested in knowing 
their activity”.

Figure 3: Facebook profile of Casa de Mexico in Spain 
Source: Casa de Mexico in Spain  

www.facebook.com/casademexicoenespana

On Facebook, the profile has 4306 likes and 4655 followers. On  the 
homepage, they highlight the main exhibition of the center, as well as 
the upcoming events that are to be held. Precisely, that is the strength of 
the page, the dissemination of activities with details to attract the public 
and generate interest and interaction.
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Figure 4: Twitter profile of Casa de Mexico in Spain 
Source: Casa de Mexico in Spain 

https://twitter.com/casademexicoesp

In the case of Twitter, the Casa de México in Spain has 1,800 followers 
and has gathered 621 publications since its foundation. An informative 
use in this social network is appreciated through a strategy of diffusion of 
contents, especially audiovisual. The language used is clear and friendly, 
with CTA (calls to action) through hash tags, links and emoticons. In the 
profile description, the phrase common to all the RRSS (We are the open 
window of Mexico in Spain) is used and the main website is included.

The LinkedIn profile has a high business objective and much of the con-
tent that is disseminated relates to economic matters. It has 329 followers 
and its publications seek contact with companies with interests in Mex-
ico and Spain, and there are more than 6,000 Spanish companies estab-
lished in the Aztec country. In addition, this profile allows you to meet 
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the members of the team who work every day at the center through the 
People area.

Figure 5: LinkedIn profile of Casa de Mexico in Spain 
Source: Casa de Mexico in Spain 

https://es.linkedin.com/company/casa-de-mexico-en-espana 

Figure 6: YouTube profile of Casa de Mexico in Spain 
Source: Casa de Mexico in Spain 

https://www.youtube.com/channel/UCA445Z5mv4Q2-XiysmCXcaQ 

The last of the profiles is the YouTube channel of the Casa de México in 
Spain. With 45 subscribers, 3260 views and 36 videos published, it is the 
medium that reflects the visits to the building, as well as summaries of the 
developed cultural activities and workshops in audiovisual format.
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Figure 7: YouTube profile of Casa de Mexico in Spain 
Source: Casa de Mexico in Spain 

https://www.youtube.com/channel/UCA445Z5mv4Q2-XiysmCXcaQ

The strategy of the Casa de México in Spain is an example of how to im-
prove and communicate the values that stand out in a cultural center by 
means of digital communication managed by Enrique Nardiz, who works 
to improve the visitor experience. In one of the most recent exhibits, relat-
ed to Mexican artist Diego Rivera, digital presence is constant throughout 
the dissemination of hashtags for social networks or interactivity through 
the ARTGUIDE CBI mobile application.

The four people who make up the digital team of the Casa de México in 
Spain work daily so that the interaction with the user is direct and close. 
The strategy follows a general annual plan and the team meets monthly 
and weekly to plan content based on the center’s programs.

In addition, periodic reviews are carried out to respond to the objectives 
and programs. Monthly reports are prepared to analyze the effectiveness 
of the publications and that enable the team to make future decisions for 
each channel. In programming and monitoring, they use tools such as 
Tweetdeck, Only Pult and Facebook Business through which they provide 
content and interact with followers creating a community.

Social network profiles can be seen on the website, on the screens and 
spaces of the building, and in all the printed and digital communications 
published by the Casa de México in Spain. The profile design itself follows 
a line based on the general brand book, following some steps of action and 
a previously defined mode of communication.
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Figure 8, 9: Interactive materials at the exhibition hall 
Source: Own elaboration

In general, in terms of the effort and strategy that followed, Nárdiz con-
siders that, in this first year of the House of Mexico, “it has been able to 
get in touch with an audience that did not know us and for which we are 
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increasingly becoming a reference of Mexico in Spain and of how much 
we can offer the world”.

Conclusion

The aforementioned confirms that communication strategies in the Casa 
de México in Spain are the fundamental tools for the dissemination and 
advertizing of the activities of that institution. The Casa de México in 
Spain has an agenda of cultural, social and business activities that have a 
consequent dissemination in conventional media and, especially, on social 
networks, the use of which is common among the people targeted by its 
activities, which is a wide-reaching and diverse group of people, with ed-
ucation and interests related to cultural, economic and geostrategic issues. 
In this sense, the activity of the Casa de México in Spain is recorded on 
profiles on Instagram, Facebook, Twitter, LinkedIn and YouTube.

In regards to the method and the aim of the research, it must be taken 
into account that the modest experience of the managers and the brief 
existence of this institution on the Spanish cultural scene have made it 
difficult to place the subject in a better study context.

After the completion of the analysis was, difficulties can still be seen in 
the improvement and implementation of the communication strategy at 
La Casa de México. In this sense, the institution has identified a lack of 
strategies and support tools to make its members more aware of the im-
portance of their contribution and active role. Another important aspect 
to be developed is the search for new ways to include collaborators as part 
of the brand image. These aspects can be addressed in future research on 
the media/digital communication binomial.
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Maria Inês Pinho33

STRATEGIC ENTREPRENEURSHIP AS AN INCENTIVE 
FOR THE CURRENT CULTURAL MANAGEMENT

Scientific review

Abstract

The constant changes in the cultural market take us to papers related to the current 
methods of evaluating an organization’s performance. At the same time, when visit-
ing different kinds of cultural organizations, it is possible to notice that the cultural 
managers have to simultaneously perform many tasks. In fact, he or she needs to 
take care of the artistic/cultural department, to communicate with the public, to 
guarantee the financial sustainability of the cultural organization and to be on time 
for the fast challenges at the cultural market. In short, they need help in finding an 
effective model that allows a cultural organization to improve its performance and 
create value. This paper does not want to find the final solution for these problems. 
Instead, it proposes a starting model in order to adapt to this time of changes and to 
consider internal and external environment.

For this purpose, the case study Casa da Música will be used as well as mixed meth-
odology. Among the qualitative technics used are in-depth interviews conducted 
with the board of directors and a sample of founders of Casa da Música plus 2 focus 
groups for the public with and without experience in managing cultural organi-
zations. Among the quantitative technics is a questionnaire which was distributed 
among the middle managers and employees of Casa da Música.

Finally, a strategic entrepreneurship model for cultural organizations will be present-
ed where cultural management, cultural entrepreneurship and cultural intrapreneur-
ship interwine to promote better performance and to contribute to value creation in 
times of constant change, even if the intention is to articulate the problems of the 
external and internal environment.

Keywords: cultural entrepreneurship, cultural intrapreneurship; cultural manage-
ment, strategic entrepreneurship, value creation

33  Cultural and Social Studies Department, School of Education of Polytechnic of Porto, 
Portugal, inespinho@ese.ipp.pt
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Introduction

Since being declared the “capital of culture” in 2001, Porto has witnessed 
economic growth. In addition to the commercial activity that was charac-
teristic of it, for the first time we see the impetus that cultural sector gives 
to the public accounts and the corresponding contribution to cultural 
tourism and internationalization of the city.

When analyzing the mean age and turnover of the individuals working in 
these organizations, the “jobs for life” remain. This seems to lead to non-
sense. On the one hand, good economic results and, on the other hand, 
middle-aged employees who would lead to the absence of new ideas or the 
introduction of new technologies in cultural equipment.

What justifies this creation of value? A good organizational performance?

The issue of improving performance and value creation has been put at 
the business level. Will not cultural organizations have to reflect on this 
issue as well?

The present study considers that the attempt to merge these two worlds is 
also possible for cultural organizations, provided that their cultural pur-
poses are respected and the importance of their economic, financial and 
social sustainability is not overlooked. In short, both the concept of cul-
tural management, cultural entrepreneurship and cultural intrapreneur-
ship defend the idea of creating value for the external and internal com-
munity as a key success factor in guaranteeing organizational performance 
and, consequently, on the sustainability of cultural organizations.

Recently, the countries of Southern Europe have emerged from a criti-
cal financial crisis with serious consequences in this typology of organ-
izations. If there was still cultural equipment that depended on public 
funding, with reductions imposed by the Troika, they realize that their 
sustainability also depends on variables that are closer to them (such as 
innovation and creativity) and those that are not so close to them (such as 
strategic management, entrepreneurship and intrapreneurship).

For these reasons, this paper intends to propose a model of organizational 
performance for cultural organizations and their environment in times of 
constant change. Among the objectives to be achieved with this research 
are the possibility to introduce the concept of strategic entrepreneurship 
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as the articulation of three variables: cultural management, cultural en-
trepreneuship and cultural intrapreneurship and also to understand if this 
concept of strategic entrepreneurship promotes good cultural organiza-
tions performances and consequent value creation.

Thus, it will begin with a revision of literature on the topics of economy 
of culture and the European Comission key competences, the proposal 
of strategic entrepreneurship concept in cultural organizations and the 
value creation in cultural organizations. The second part of this paper will 
continue with an explanation of the research methodology and model 
proposal, the discussion of results, the conclusion and the references.

Economy of Culture and European 	
Comission Key Competences

Although the cultural sector is on the rise, both in terms of consumption 
and job creation, some authors (e.g. Pratt, 2009) criticize the concept of 
“economism” in cultural analysis, rejecting any link between culture and 
economy. To that end, they emphasize the importance of accentuating 
the separation between the world of “culture” and the world they call 
“commercial” consumption. Alternatively, concepts such as “cultural in-
dustries” and “creative industries” are proposed to explain the “progressive 
forms and processes of integration between Culture and Economy” (Ma-
teus, 2010, 13).

The economy of culture consists of a branch of economics that studies the 
relation of culture to economic outcomes. It increasingly demonstrates the 
role of culture in economic behavior that causes significant differences in 
decision-making, management and valuation of assets. 

Among others, Towse (2010) and Throsby (2011, 2006) have been explo-
ring this topic. While Towse is concerned with the reduction of funding 
in the arts, with the reduction of the competitiveness of the arts, with the 
decrease of people attending cultural events, as the public prefers to use 
audiovisual media to attend a live cultural event, Throsby proposed the 
idea of culturally sustainable development which encompasses both the 
cultural industries (such as the arts) and culture (in a social sense). He 
has created a set of criteria by which regulations can be compared and the 
growth of future generations can be ensured. The criteria are as follows: 
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1.	 Advancement of material and non-material well-being: im-
plies balance amongst economic, social, and cultural forces.

2.	 Intergenerational equity and the maintenance of cultural 
capital: current generation must recognize its responsibility to 
future generations.

3.	 Equity within the present generation: distribution of cultural 
resources must be fair.

4.	 Recognition of interdependence: policy must understand the 
connections between economic, cultural and other variables 
within an overall system.

With these guidelines, Throsby hopes to foster the recognition between 
culture and economics, something he believes lacks in popular economic 
discussions. 

The Council of the European Union (2018) recently proposed a Recom-
mendation on Key Competences for Lifelong Learning. In fact, the Coun-
cil is concerned about nurturing entrepreneurship competence, creativity 
and the sense of initiative especially among young people. In other words, 
it seeks to promote opportunities for young learners to gain at least one 
practical entrepreneurial experience during their school education and to 
encourage the development of citizenship competences with the aim of 
strengthening the awareness of common values.

Key competences are those which all individuals need for personal ful-
filment and development, employability, social inclusion, sustainable 
lifestyle, successful life in peaceful societies, health-conscious life man-
agement and active citizenship. They are developed in a lifelong learning 
perspective, from early childhood throughout adult life, and through for-
mal, non-formal and informal learning in all contexts, including family, 
school, workplace, neighbourhood and other communities (Council of the 
European Union, 2018). 

From the list of key competencies recommended and participating in the 
mission of cultural organizations in relation to their internal and external 
environment, citizenship competence and entrepreneurship competence 
are suggested as strategies to promote the improvement of organizational 
performance and consequent value creation.
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The citizenship competence is the “ability to act as responsible citizens 
and to fully participate in civic and social life, based on understanding of 
social, economic, legal and political concepts and structures, as well as, 
global developments and sustainability” (Council of the European Union, 
2018, 22). 

In fact, skills for citizenship competence are related to the ability to en-
gage effectively with others in common or public interest, including the 
sustainable development of society. This involves critical thinking and 
integrated problem-solving skills, as well as skills to develop arguments 
and constructive participation in community activities, as well as in deci-
sion-making at all levels, from local and national to the European and in-
ternational level. This also involves the ability to access, have a critical un-
derstanding of, and interact with both traditional and new forms of media 
and understand the role and functions of media in democratic societies. 

The Entrepreneurship competence refers to the “capacity to act upon op-
portunities and ideas, and to transform them into values for others”. It is 
founded upon “creativity, critical thinking and problem solving, taking 
initiative and perseverance and the ability to work collaboratively in order 
to plan and manage projects that are of cultural, social or financial value” 
(Council of the European Union, 2018, 23). Entrepreneurial skills are 
founded on creativity which includes imagination, strategic thinking and 
problem-solving, and critical and constructive reflection within evolving 
creative processes and innovation. They include the ability to work both as 
an individual and collaboratively in teams, to mobilize resources (people 
and things) and to sustain activity. This includes the ability to make finan-
cial decisions relating to cost and value. The ability to effectively commu-
nicate and negotiate with others, and to cope with uncertainty, ambiguity 
and risk as a part of making informed decisions are also essential.

The Proposal of Strategic Entrepreneurship 	
Concept in Cultural Organizations

Nowadays, change is a constant, in addition to being fast and contin-
uous. In this sense the organizations in the market face growing chal-
lenges in obtaining and sustaining a competitive advantage. Examples of 
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competitive advantages adapted to complex and uncertain environments 
are globalization and constant technological change.

At the same time, society requires organizations to adopt sustainable man-
agement positions, namely meet the present needs without compromising 
the ability of future generations to meet their own needs (United Nations 
General Assemby, 2014; World Commision on Environment and Devel-
opment, 1991).

Although entrepreneurship and strategic management have evolved in-
dependently (Hitt, Ireland, Camp, and Sexton, 2001), both focus on 
business growth and wealth creation (Hitt, Ireland, Sirmon and Trahms, 
2011; Ireland, Hitt, & Sirmond, 2003; Kuratko and Audretsch, 2009). 
In this way, it makes sense to speak about the connection of the two con-
cepts, it makes sense to speak about strategic entrepreneurship. The notion 
underlying strategic entrepreneurship (SE) is to connect the entrepreneur-
ial mindset to strategic thinking, regardless of company size, environment 
and resources.

The term strategic entrepreneurship, at first glance, seems to include only 
two concepts, respectively: strategic management and entrepreneurship. 
This would, however, only imply a consideration of the organization’s re-
lationship with its external environment. In the meantime, the purpose 
of this work is to consider both the external and the internal environ-
ment, which is why a new concept, the intrapreneurship concept, must 
be proposed.

Since this study applies to cultural organizations, the variables of strategic 
entrepreneurship will change from the strategic management of cultural 
organizations to cultural management, entrepreneurship in cultural or-
ganizations to cultural entrepreneurship and intrepreneurship in cultural 
organizations to cultural intrepreneurship.

The term cultural management is used to designate a number of practices 
related to the management of cultural organizations and cultural activi-
ties for the purpose of achieving a range of purposes such as production, 
distribution, exhibition or education (Devereaux, 2009).

The concept of cultural entrepreneurship is a function of capitalism ap-
plied to culture, where the cultural agent identifies an opportunity, sub-
sequently assuming the risk of developing and disseminating its vision in 
order to produce something with cultural value (Di Maggio, 1982)



M
O

V
E

M
E

N
T

S
 | E

U
R

O
P

E
A

N
 R

E
A

LIT
IE

S
 | 4

th In
tern

atio
n

al S
cien

ce C
o

n
feren

ce „E
u

ro
p

ean R
ealities – M

o
vem

en
ts“ | C

o
n

feren
ce P

ro
ceed

in
g

s

155

Intrapreneurship is a method whose objective is to foster the creation of 
entrepreneurs within the cultural organization. Thus, cultural organiza-
tions take up the challenge of developing their collaborators in ways that 
develop their ideas and realize them (Pinchot, 1985).

The disadvantage of strategic entrepreneurship is the absence of a model 
that applies to empirical studies (Mazzeil, 2018). The fifth chapter will 
propose a model to be applied in cultural organizations.

The Value Creation in Cultural Organizations 

One factor that defines the context of artistic entrepreneurship is the role 
of the arts in creating value (Shoshanah, Goldberg-Miller and Xiao, 2018; 
Essig, 2015). This is a concept that includes both the monetary benefit and 
the wider overall gain that cultural and intellectual output bring as value 
(Frey, 2005).

In another perspective, the main objective of cultural organizations is the 
creation of social value. However, these organizations must also generate 
an appropriate economic value to fund their social value creation activities 
(Mendoza-Abarca and Mellema, 2016).

According to Carvalho and Filipe (2006, 86) strategy is defined as “the 
process of value creation that best reconciles the competitive, organiza-
tional or internal paradigms and capital, justified, respectively, by the le-
gitimacy of the external market”.

Internal analysis also plays a key role in a strategic approach. It implies 
an evaluation of resources, culture and organizational values. Knowing 
the structure means knowing the set of constituent elements and rules of 
relationship, dependency, hierarchy and functioning between them. The 
integration of the organization in its environment presupposes an external 
and internal analysis. The first case will result in threats and market op-
portunities and the second case will result in strengths and weaknesses. It 
is from the combination of these two analyses that strategic options will be 
taken, that will later lead to the formulation of functional policies within 
the main areas of Management (Porter, 1980).
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In short, value creation is connected with cultural management, cultural 
entrepreneurship and cultural intrapreneurship. Together, they will lead 
to performance improvement.

Research Methodology and Model Proposal

At the beginning of the 21st century, the scientific community (Tsai and 
Lei, 2016; Ireland, Hitt and Sirmon, 2003; Hitt, Ireland and Hoskinsson, 
2011) understands that the concepts of strategic management and entre-
preneurship must merge and become strategic entrepreneurship. In the 
case of cultural organizations, strategic entrepreneurship is the result of a 
combination of cultural management, cultural entrepreneurship and cul-
tural intrapreneurship (Pinho, 2018; Pinho, 2014). In this way, the organ-
ization’s activities on the external and internal environment are reconciled.

In addition, many questions continue without any answer. Thus, they will 
constitute the research questions of this paper and help provide the sug-
gested model in Figure 1.

In other words, this research paper seeks to answer the following questions:

1.	 “How cultural management, cultural entrepreneurship and 
cultural intrapreneurship contribute to the promotion of the 
strategic entrepreneurship in cultural organizations?”

2.	 “How cultural management helps to improve organizational 
performance?”

3.	 “How cultural entrepreneurship contributes to improve or-
ganizational performance?”

4.	 “How cultural intrapreneurship helps to improve organiza-
tional performance?”

5.	 “How organizational performance improvement contributes 
to value creation?”

From their answers appears the model of strategic entrepreneurship in 
cultural organizations shown below:
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Figure 1. Strategic entrepreneurship model for cultural organizations 
Source: Own systematization.

This model admits that the variables of cultural management, cultural 
entrepreneurship and cultural intrapreneurship should interwine in order 
for cultural organizations to perform well and consequently create value 
to the society/community.

With a view to confirm these assumptions, a case study methodology was 
followed and a mixture of qualitative and quantitative techniques were 
used. In other words, the case study used was Casa da Música, the Porto 
European Capital of Culture 2001 and the in-depth interviews and focus 
groups were the qualitative technique used. As for quantitative technique, 
the choice fell on a questionaire.

The participants in this study also vary in terms of the type of techniques 
and the variable being measured. This means that since cultural manage-
ment and cultural entrepreneurship are the responsibility of the top man-
agement and how it was necessary to understand whether these concepts 
exist in the cultural facilities of the city of Porto, it was decided to pass 
them on to all the directors, to the managing director and to a sample of 
founders or sponsors of Casa da Música. Similarly, this study started by 
admitting that Casa da Música has a good performance and creates value 
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to the community. To confirm this, it was decided to create 2 focus groups 
with public of Casa da Música with cultural management experience and 
another focus group with public with no experience in managing cultural 
organizations. Finally, it was still necessary to evaluate if the variable cul-
tural intrapreneurship exists in Casa da Música and how it works. In this 
way, a questionnaire was implemented among the middle managers and 
the case study employees.

Discussion of Results 

The discussion of the results shows that in Casa da Música there is a stra-
tegic entrepreneurship model as explained in the chapter on methodology. 
In fact, all the participants demonstrate that this cultural organization, in 
its daily life, has a good performance which contributes to creating value 
for the community.

The five main variables of the model can also be identified in the different 
research techniques used. 

According to the studied population, cultural management is reflected in 
the existence of the strategic plan of Casa da Música, in the constant con-
cern for the economic and financial sustainability of that cultural equip-
ment and by the practice of participatory management of all the members 
in the management process.

Although it is possible to identify three levels of its implementation (re-
spectively, strategic planning, tactical planning and operational planning), 
all planning activity is the responsibility of top managers. This is justified 
by the level of decisions that need to be made and by the fact that its ac-
tion involves activities such as defining mission and objectives, strategic 
analysis and diagnosis, identification of alternative strategies and formu-
lation of strategy, implementation, feedback and control. All the popula-
tions mention that exists a “business leadership” and a “downlink commu-
nication”, despite the invitation to participate in defining the action plan, 
vision, mission and tangible products.

Besides the concern about the compliance with the strategic plan, there 
is also a concern about economic and financial sustainability. This is vis-
ible in the comments of senior managers and managers when they refer 
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to better resource utilization and self-financing; of founders and patrons 
when they refer to the consumption of resources or indicators of efficien-
cy and effectiveness and the employees and middle managers when they 
mention the concern with productivity, efficiency and effectiveness. In 
another perspective, and in the opinion of the public, with and without 
management experience, and of the founders and patrons, there is an in-
correct appreciation (profitability) of the spaces of the building.

Cultural management in Casa da Música is also visible because it is rec-
ognized the existence of a practice of participatory management among 
all the members in the process to manage. In fact, top management refers 
the constant appeal to the participation of the employees in the elabora-
tion of the strategic documents and publics refer the constant concern of 
the employees to provide a good service. On the contrary, publics with 
experience in cultural management refer the “eucalyptus effect” of Casa 
da Música, that is to say, it absorbs all the cultural offerings around, not 
inviting participation in joint works.

As for cultural entrepreneurship, in understanding the groups that partic-
ipated in this study, it can be seen in the profile of manager, in the profile 
of entrepreneur and in the existence of an entrepreneurial culture in Casa 
da Música. 

All the groups in analysis identify these characteristics in the profile of 
the manager of Casa da Música in a more or less pronounced way. Thus, 
concern for compliance with the principles of organization, management, 
adaptation to change are regular references in their discourses, while free-
dom, autonomy and citizenship emerges from some of the texts, regardless 
of the group under analysis. In addition, they mention that Casa da Músi-
ca has a “tremendous” program that strives to work with a great diversity 
of musical typologies but does not invite the other houses of the city of 
Porto to work together.

The groups participating in this study identify the profile of the manag-
er of Casa da Música more as a business manager and less as a cultural 
manager. He/she is characterized as being assertive, motivating, critical, 
serious and ambitious. Despite this, top managers and managers recognize 
the need for this profile to be able to match technical knowledge of music 
with technical management skills.
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In the same way, they identify the cultural entrepreneurial profile more in 
the directors and managers than in the founders and patrons. However, all 
the entrepreneurial action conducted by the founders and patrons at the 
semi-annual meetings to approve the report and plan of activities, as well 
as the presentation of suggestions to the management strategies presented 
at those meetings, suggest a contrary opinion.

The entrepreneurial culture is also one of the variables of cultural entre-
preneurship and, according to the participants, it has a double role. On 
the one hand, it supposes knowing how to launch new projects with au-
tonomy, capacity to take risks, responsibility, intuition, ability to project 
abroad and ability to react and solve problems. On the other hand, it also 
means being able to conduct other projects with the same spirit of innova-
tion, responsibility and autonomy.

In the understanding of the groups that participated in this study, cultural 
intrapreneurship manifests itself in the driving factors, intrapreneur pro-
file and attributes of the profile.

At the level of the driving factors of intrapreneurship, top managers and 
managers and founders and patrons refer the concern to involve employees 
in Casa da Música practices. Similarly, senior managers and managers 
emphasize the feedback of this performance given by the directors and by 
the founders and patrons speak of an appeal to the responsibility of these 
heads. These assertions are partly confirmed by employees and middle 
managers, as it is verified that, regardless of the position they occupy, they 
are responsible for management tasks, showing that they have a great ca-
pacity to manage these tasks. However, the autonomy to do so is limited, 
on the one hand, by the chief executive officer and on the other hand by 
the directors.

As for the intra-entrepreneurial profile of Casa da Música’s collaborator, it 
manifests itself in job satisfaction and the quality of organizational perfor-
mance. Satisfaction with the work of the collaborators and middle manag-
ers is emphasized by the founders and patrons when they refer to the sat-
isfaction that they express in working with culture. Likewise, it is pointed 
out by the founders and patrons and by the audience with no experience 
in cultural management, when they refer to motivation and commitment, 
job satisfaction and identification of employees with the organization. The 
quality of organizational performance from the perspective of founders 
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and patrons is visible in the “good technical and communicational perfor-
mance” and, from the perspective of the public, in the “good service” and 
“effective management of audiences”.

Among the attributes of the profile, top managers and managers con-
firm to appreciate in the collaborators and intermediate bosses, charac-
teristics such as: “being ambitious”, “innovative”, “creative”, “problem 
solving”, “aligned with strategy”, “responsible” and “proactive”. Like-
wise, employees and intermediate directors are called “quite innovative”, 
“very creative”, characteristics that are once again complemented by the 
qualities of the intrapreneur profile of “sensitivity” and “imagination”. 
At this level of the attributes of the intrapreneur profile, employees and 
middle managers indicate the importance of being “very open to change” 
(52.3%), while top managers and managers propose that they should be 
“proactive”. Finally, while directors and managers consider as an attribute 
of the employee’s profile “to have an exemption from the schedule”, the 
employees “consider a fair amount of time”.

Another variable of the model presented in this study is the performance 
improvement. In fact, employees recognize that Casa da Música has im-
proved its performance (77,3%) and the contribution to this has been 
given by those collaborators (47%). This is present in the cultural man-
agement’s, cultural entrepreneurship’s and cultural intrapreneurship’s per-
formance indicators. 

The cultural management performance indicators identified are: nation-
al creation (identified by directors and top managers), internationaliza-
tion, quality of programming, good functioning and service, quality of 
the brand and facilitator of the artist/public proximity (identified by the 
public with and without experience in cultural management). In another 
way, 47.7% of employees and middle managers speak of “maximizing the 
number of visitors” (47,4%) and of “cultural offer maximization” (43,2%).

The cultural entrepreneurship performance indicators identified are: inno-
vation, creativity (recognized by top managers and founders) and absence 
of “artistic freedom” and “entrepreneurial freedom” compensated by a cre-
ative position performance of its functions (identified by middle managers 
and employees).

The cultural intrapreneurship performance indicators identified are: col-
laborators with competences composed of a set of behaviors/actions that 
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the individual performs in favor of organizational performance (e.g. ac-
cording to the top manager employees shoud be “ambitious”, “innovative”, 
“creative”, “willing to learn”, “have free time”, “cool”, “aligned with strat-
egy”, “solve problems”, “effective and efficient”, “proactive”, “responsible” 
and have “passion for the project”). On the other hand, employees and 
middle managers mention autonomy (43,2%), motivation (59,1), relation-
ship with peers (72,7%), commitment (50%).

Finally, and according to the initial assumption of this paper, all partici-
pants in the study confirm that Casa da Música creates value, both for the 
external community and for the internal community. They also confirm 
that value creation is a consequence of the indicators of good performance 
mentioned above.

In response to the question of how improving Casa da Música’s perfor-
mance contributes to its creation, the results were unanimous: this cultur-
al equipment contributes to the democratization of culture, for cultural 
tourism and for educational services, whose mission stands out in relation 
to the other cultural organizations of the city.

Conclusion

Data processing and consequent discussion of the results provides confir-
mation that the strategic entrepreneurship is something to be followed in 
times of constant change and whether it intends to articulate the problems 
of the external and internal environment.

Initially strategic entrepreneurship was seen as the best concept to sum-
marize the marriage between two important realities which should coexist 
in contemporary cultural organizations: strategic management and entre-
preneurship. However, this just makes sense when looking the external 
environment of cultural organizations. This means that if we want the ma-
chine to work in its best conditions it is necessary not to forget the internal 
environment or to promote cultural intrapreneur profiles and attributes. 
With this, the employees and middle managers will seek to become intra-
preneurs; to manage their tasks at the cultural organization as it was their 
own business. When this is achieved, we have co-workers who are happier 
at work, more innovative, more creative and the connection between in-
ternal and external environment is done.
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Related to this conclusion is another one which says that since strategic en-
trepreneurship should articulate two types of environment, then it should 
also include their variables. Therefore, good performances and consequent 
value creation are desirable when strategic entrepreneurship connects the 
three variables at the same time, respectively cultural management, cul-
tural entrepreneurship and cultural intrapreneurship.

Like all research, the present paper has presented some limitations, name-
ly: the low level of responses to the questionnaires by the participants, the 
lack of studies proving that the organizational model of the case study 
(foundation) encourages strategic entrepreneurship and the fact that the 
present research paper was developed in a period of great change and in-
ternational impositions on public funding, does not allow us to perceive if 
the currently proposed model is appropriate only in situations of extreme 
turbulence or in countries in a situation of financial rescue.

Therefore, and as a final conclusion, clues are indicated for future research.

In the case of limitation number one, a clue for future research will be set 
for copying this questionnaire by a greater number of cultural organiza-
tions in order to subsequently assess the metric characteristics (validity 
and fidelity) of the instrument and to carry out finer and more rigorous 
statistical analyses, namely through regression analyses, allowing us to 
understand which are the predictive factors for the improvement of organ-
izational performance.

For limitation number two, a clue will be set for future research to check 
whether the organizational model of foundation positively conditions the 
work of cultural organizations.

For limitation number three, a clue for future research will be set to con-
duct similar studies in other countries to determine whether or not the 
categories now being raised correspond to the Portuguese external envi-
ronment or to a specific period of crisis controlled by a program called 
Troika.
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Abstract

The digital age and the media convergence have led to the break-up of the traditional 
space-time added value for broadcasters and users of radio through the convergence 
of the different platforms for the distribution of sound content promoted by digital 
communication technologies: Internet, social networks, and mobile devices.

In this communication, we will present the three models of management of universi-
ty stations that exist in Spain, although we will put special emphasis on the model of 
the Complutense University of Madrid, the Faculty of Information Sciences, INFO-
RADIO, which is part of the Association of University Radio Broadcasters.

To carry out this study we selected the quantitative methodology based on random 
samples, based on content analysis. It is established that this programmatic model 
serves as a platform for students to apply the skills and knowledge acquired in the 
training of students at the Faculty of Information Sciences.

The multimedia dimension and the broadcasting capacity of these stations have de-
throned the classic paradigm of radio communication based on sound language, to 
become a multimedia communicative model in which the image plays an essential 
role in the production of radio-promoted transmedia content. A new model emerges, 
university radio stations, for a new network of digital communication.

Keywords: university radios, Internet, digital convergence, education, webcaster, 
social media, mobile telephony
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Introduction 

There are several communication experts (Ortiz, 2011) who agree in recent 
years that the digital age and media convergence have led to the disruption 
of the time and space axis. That issue had always been a reference for the 
structure of the radio system until the emergence of a new mode of trans-
mission promoted by digital technology.

Digital technology adds value to broadcasaters and users of the radio 
through the convergence to different platforms of audio content supported 
by digital communication technologies: Internet, Smartphone, social net-
works, androids and others devices. The traditional Hertzian waves share 
space with these new radio distribution systems based on “streaming” or 
podcasting (Salgado and González, 2009). Precisely it is the “streaming” 
or radio on demand that are changing the way of understanding the dis-
tribution of sound content. Along with them, other hybrid forms of radio 
have been incorporated into the offer of sound content, as the first years of 
the century followed. This is a new radio dimension – some authors have 
called it “post-radio” (Ortiz 2017) which offers added value to traditional 
radio broadcasts.

One of the most developed things in recent years is the offer of websites 
of the stations in which, in addition to offering their live broadcasts or 
“podcasts” of their programming, they provide the audience with valuable 
information and services added: schedule of services, specifics areas for the 
major programmes of the chain, access to sound archives of the station 
and participation channel (forums, blogs, chat, interviews, blog) among 
others. These are called radio-web portals and webcasters. It is in this new 
technological scenario that Spanish university stations should be framed. 
Today. It is in this new technological framework where Spanish university 
radios have found their niche (Ortiz Sobrino, Salgado and Cavadas, 2014).

University Radios on the Internet

Spanish university radios use Internet as the main platform for the dis-
tribution of their content. In this sense, you can find different models of 
exploitation of Internet as a tool for broadcast programmes. In a paper 
submitted to the International GRER (Groupe de Recherches et d’Etudes 
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sur la Radio), a conference held in Strasbourg in 2014, it is explained that 
there are 3 different types of campus radio stations (Ortiz, Salgado and 
Cavadas, 2014).

1.	 Internet as a web of direct access to the programming of the 
station in real time in an exercise of “simulcasting” with the 
FM broadcast. This has been the first contact of the university 
radio stations with the new media promoted by this network 
of networks.

2.	 Internet as radio web on-demand, as a platform that offers the 
possibility to design a programme adapted to each user/lis-
tener in which each of them actively participates in the search 
for the desired content, being able to rescue them at any time. 
In short, through waves or in streaming, an additional file 
download service is added to the real-time broadcast to break 
through any time or space barrier. Every listener can actively 
participate in searching for the content that interests them, 
being able to listen at any time. So, to the real-time broadcast, 
in “streaming”, an extra file download service is added with 
the aim of breaking down any time or space barrier. This 
on-demand modality of content is currently adopted at basi-
cally all Spanish university radios.

3.	 Finally, Internet as a webcaster, designed to broadcast and to 
be listened in the digital world provided by the Internet, so-
cial networks and the next generation telephony. 

The low cost of production and broadcasting through Internet, mobile 
phones and social networks have turned these platforms into very suitable 
broadcasting systems for university radios stations, that in the Spanish 
case has a very limited budget

University Radio Stations in Spain 

Since the last decade of the twentieth century, the Internet and digital 
technology have helped university radios in Spain become not only new 
expansive mass media, but also training centers for future radio commu-
nicators and journalists. 
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The digital convergence has improved the expressive dimension of universi-
ty radio stations, as well as their production and transmission capabilities. 

The revolution of “social media” as a tool for interaction and distribution 
of audio content, the emergence of phenomena such as “tagging” or “pod-
casting”, and the possibilities of broadcasting and participation offered by 
the Internet or mobile telephony, have become territories of experimen-
tation for this type of station. The primary objective of these universi-
ty radio stations is to simultaneously provide students and researchers of 
mass mediaa with a medium information and a media of formation and 
training of future communicators.

In short, the students can perform radio productions in a similar work 
environment that they will encounter when they enter the conventional 
labor market. University radio is an essential training ground for experi-
encing new languages, new content and new forms of sound production, 
as a communicative alternative to traditional Hertzian radio stations. We 
are witnessing the birth of a new dimension of radio, unknown until very 
recently in Spain, whose trigger has been the universalization of produc-
tion and broadcasting systems fostered by digital convergence.

In Spain, there are different managements models of university radios: 

1.	 Radio stations managed by communication students and 
funded by the University under the supervision of a teacher 
who coordinates the broadcast. Inforadio, in the Complutense 
University of Madrid. http://inforadioucm.blogspot.com.es/

2.	 Radio stations managed by students whose university does 
not offer communication degrees but however supports them. 
Uniradio from Huelva. http://uhu.es/uniradio/

3.	 Radio stations from the National University of Distance Ed-
ucation (UNED) through the National Radio of Spain (the 
state public radio) with its own budget and management au-
tonomy. http://portal.uned.es/portal/

4.	 Radio stations promoted by student associations and universi-
ty partnership completely independent of the university both 
in terms of budget and orientation. University College
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Inforadio: The Complutense University radio station 

The Faculty of Information Sciences continued with its university radio 
experience with the school-workshop “Radio Complutense” in 1994, a 
radio station which was coordinated by Complutense University in con-
junction with Radio Nacional de España. His broadcast on the dial 107.3 
FM ended up being cancelled due to the fact that it was interfering with 
the Moncloa Palace, seat of the Presidency of the Spanish Government 
and the official residence of the President of the Spanish Government, 
owing to its physical proximity to the faculty.

The station’s career path was interrupted in 2007, resuming its activity 
two years later, in 2009, with the support of the Faculty of Information 
Sciences with the primary objective that the current students of this Facul-
ty – Journalism, Audiovisual Communication and Advertising and Public 
Relations – have the necessary means in order to carry out their internship 
and supply them with a vehicle to transmit information, opinions and 
scientific dissemination.

After relaunching the project in an exciting scene but with several tech-
nical scarcities which hindered its first steps, this university radio started 
online emission in October 2009, its first news bulletin at 1:00 p.m. along 
with a magazine in its afternoon schedule. Later on, the equipment of the 
space was updated and the majority of its technological structure was re-
newed, which established in the end a new base of this station; moreover, 
a change in its name occurred due to a play on words, in which the terms 
“information” and “radio” were involved, leading up to the name Info-
radio. A more continuous broadcasting schedule was created from 9:00 
a.m. to 8:00 p.m. and at a night it was emitted once more. Eight-hour 
radio listings included a wide and diverse programming – altogether 28 
spaces – with entertainment, information, culture, sports, university, new 
technologies, music, films, interviews programmes and much more.

In 2011, Inforadio joined the Spanish University Radio Stations Associa-
tion/ (ARU) and its constituent assembly was celebrated at the Faculty. At 
this meeting, the statute was approved and the Management Board was 
elected, so as to coordinate its first stages throughout committees com-
posed of different radio representatives. Through these activities, segments 
related to institutional and international networking began, as well as the 
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creation of a system for the exchange of experiences, training and certain 
content associated with the origination and scientific dissemination.

On the occasion of the Faculty of Information Sciences’ 40th anniversary, 
in March 2012, Inforadio organised a public broadcast which consisted 
of a 60-hour uninterrupted programme – for two and a half days – an 
event that provided visibility with a high-flying strategy; the world’s long-
est radio with the purpose of achieving a Guinness World Record. It is a 
dynamic and fresh programme and at the same time a great experience for 
the two hundred students who got involved in its production. Two stu-
dents took part in it, a fourth-year journalism student and a blind sports 
journalist who, under the supervision of a doctor, were able to meet the 
requirements which included speaking once every minute, music not ex-
ceeding six minutes or resting no more than five minutes per hour.

Each course convenes about one hundred and fifty practical scholarships 
that allow the student to participate in 100-hour practical workshops 
to implement different aspects such as news editing, podcast, live pro-
grammes, writing techniques, production of radio programmes, comple-
tion of advertising pieces and introduction to promotional marketing. 

In order to belong to this university radio, each course scholarships and 
internships are called; for instance, during this academic year more than 
one hundred and fifty vacancies have been offered to the students. The 
Complutense University radio scholarship consists of a practical workshop 
with an estimated length of one hundred hours in which certain skills 
will be put into practice such as editing news, podcasts, fulfilment of live 
programmes, writing techniques, production of radio programmes and 
pieces of advertising and introduction to promotional marketing. The reg-
istration deadline is made in September through an online questionnaire 
which develops the application form and where a copy of the academic 
record can be submitted; students can also indicate their thematic prior-
ities in order to facilitate programme sharing. Upon completion of their 
internships, students will be able to validate these with three ECTS cred-
its, except for the first-year students, who receive a certificate that takes 
into account the hours they have spent in their respective programmes.

Inforadio is directed by the Dean’s Delegate who coordinates, supervises 
and defines programme guidelines, as well as everything related to the 
management of a station. It has a hierarchical structure of coordinating 
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students responsible for the organization and control of the correct func-
tioning of all programmes, administer studies, schedules and manage the 
programming grid. They also support the training of new students who 
join the radio to edit news, podcasts and live programmes, and supervise 
and propose new projects promoted by both the coordinators and the stu-
dents themselves who prepare the radio content. 

The proposal will be taken to a pilot programme and the coordination 
crew together with the Dean’s Delegate will evaluate it according to sever-
al quality criteria of the given content; once a programme is approved, this 
pilot programme can be broadcasted within the InfoRadio’s programming 
or even without being programmed in a schedule it can be put on the air 
in the channel.

This radio is “the radio of the students and for the students” with a quota 
of three hundred students per year and which was created with the aim 
of enabling students of Journalism, Audiovisual Communications and 
Advertising and Public Relations to acquire knowledge of the radio and 
become familiar with it; moreover, it is expected to inform the university 
community about various research and extracurricular activities such as 
cultural, sports, environmental and solidary ones, which are developed 
whitin this educational institution.

The most important question about Inforadio is characterised of the ap-
proach that Complutense University provides to its environment: it is a 
pedagogical mission to prepare and train students, be competent to trans-
fer the theoretical content learned in class to a similar situation that the 
graduates will face in the labour market. Thereby, InfoRadio is an in-
termediate step between the classroom and the job. Working in a team, 
getting used to the radio station, knowing precisely how to elaborate a 
radio programme or learning skills and concepts of broadcasting, both live 
and deferred, are some of the abilities that students will have to develop 
and foster during their respective radio career. The university radio offers 
students the opportunity to experience first-hand the feeling of the mi-
crophone. A once-in-a-lifetime internship opportunity has enabled thou-
sands of students of this Faculty to go through the studios of this radio, 
and many of them turned into communication professionals. In addition 
to being used as a learning for the students, it is as well a platform for 
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researching radio formats and expressing the knowledge and opinion of 
the Complutense community.

InfoRadio is an online platform that enables the progress of the university 
students who take part in it in order to explore, be informed, have room 
for their opinions, get used to the radio and its broad ways of working in it 
and expand their knowledge. In short, it allows the students to be in touch 
with what can be one of their career opportunities when they finish their 
university education at the Faculty of Information Science. 

The programmes are mostly in a magazine format, but as it has been al-
ready mentioned, this radio was born with the purpose of encouraging 
research and testing new radio formats so that hybrid radio genres have 
been generated. This independence encourages initiative, freedom of ex-
pression/freedom of speech and the Faculty of Information Sciences.

Currently the Complutense University’s radio, InfoRadio, is distinguished 
for its varied programming and it is considered one of the most important 
and influential in Spain, since hundreds of communication students go 
through its microphones either as an academic requirement in subjects 
dedicated to the radio information or as a professional experience in radio.

Inforadio Programming Identity

The broadcasts of this university radio start at 11:00 a.m. on the daily 
schedule, Monday through Friday and end up at 1:15, while on the week-
ends they start at 10:00 a.m. and end at 24 p.m. The broadcasting of this 
radio channel follows a linear programming, a certain amount of shows 
are emitted live from studio 101 primarily equipped for this aim; however, 
there are others which are pre-recorded and are ready to be broadcasted at 
the scheduled time of the programme any day of the week, even if it does 
not belong to a school day, both the radiocast through its website infora-
dioucm.es and its audioblog inforadioucm.blogsport.com or even the use 
of podcasting platforms such as iVoox and iTunes.

The morning programme that lasts from 11:00 a.m. to 1:00 p.m. is “The 
Other Morning” (“La Otra Mañana”), a morning magazine in which all 
the national and international, music, cinema, television, series, history 
science and odd sports hot news are highlighted.
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Regarding InfoRadio’s information service, we can find in the morning 
schedule the “Bulletins” (“Boletines”) at 10:00 a.m., 11:00 a.m. and 12:00 
a.m. and the half an hour lasting programme “13 hours” (“13 Horas”), 
and “6:00’s Feature” (“Crónica de las 6”) within the afternoon schedule. 
Tuesdays at 06:30 p.m. in “Something Else” (“Algo Más”) we would be 
able to find the room for international issues/affairs.

We can find sports programmes in “The Grandstands” (“El Graderío”) 
from 1:30 p.m. to 2:00 p.m., setting aside one weekly show on the world 
Tuesdays at 8:00 p.m. in “The Grandstands Motor” (“El Graderío Mo-
tor”). Likewise, in the guide/schedule/programming we find sports half-
an-hour microspaces at 6:30 p.m. except on Tuesdays.

The music broadcast is localised in two shows with the same timetable (at 
2:30 p.m.) but in two different days, Tuesdays and Thursdays; “Rapper’s 
Delight” (Hip Hop) and “InfoHits” (best hits). With a one hour lasting 
and in the same day, Fridays, we can find “Indiependízate” (emerging mu-
sic bands) from 9:00p.m. o 10:00 p.m. and “Ihard Radio” the electronic 
music magazine (Hard Dance) from 11:00 p.m. to 00:00 a.m.

Entertaining and humour programmes are found in “There is someone 
there” (“Hay alguien ahí”) from 3:00 p.m. to 5:00 p.m., “Creatures 2.0” 
(“Criaturas 2.0”) at 5:00 p.m. and with a weekly broadcasting “I think, 
Therefore radio” (“Pienso, Luego Radio”) on Wednesdays from 8:00 p.m. 
to 9:00 p.m. and “You know” (“Que Lo Sepas”) on Thursdays from 8:30 
p.m. to 9:30 p.m., National Award for the Best University Radio Pro-
gramme 2018 awarded by the Spanish University Radio Stations Associa-
tion (ARU) in the category of best radio editing.

The space dedicated to interviews to the main Spanish journalists is locat-
ed every Thursday at 7:00 p.m. in “The Fourth Programme” (“El Cuarto 
Programa”).

The information about the university is taking part in several shows, 
“Complutenses around the world” (“Complutenses x el mundo”), self-pro-
duced and giving voice to former students of Complutense University, 
on Mondays from 8:00 p.m. to 9:00 p.m. The Spanish University Radio 
Stations Association (ARU) “ARU news bulletin” (“Informativos ARU”), 
to which InfoRadio belongs to, is weekly broadcasted on Fridays at 11:00 
p.m.
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“Infogender” is a weekly show on Thursdays from 9:30 p.m. to 10:00 p.m. 
which offers the information from a gender prism which favours/boosts 
multiple visions of the same event. With a European topical theme, the 
programme “Europe at night” (“Europa de noche”) is held on Mondays 
at 10:00 p.m. “Relatable” is the magazine with informative debates on 
Wednesdays from 00:00 a.m. to 01:15 a.m.

Regarding TV spots and the seventh art, one can list film programmes 
“Phi Effect” (“Efecto Phi”), Tuesdays from 10:00 p.m. to 00:00 a.m. and 
“Moments of Cinema” (“Momentos de Cine”), which also deals with TV 
series themes, closing Wednesday’s programming from 10:30 p.m. to 
00:00 a.m.

Table 1. Daily InfoRadio programming 
Source: Own compilation

Time Monday Tuesday Wednesday Thursday Friday

10:45 First hour First hour First hour First hour First hour

11:00
The other 
morning (la otra 
mañana)

The other 
morning (la otra 
mañana)

The other 
morning (la otra 
mañana)

The other 
morning (la otra 
mañana)

The other 
morning (la otra 
mañana)

13:00 13 Hours 13 Hours 13 Hours 13 Hours 13 Hours

13:30
The 
grandstands (el 
graderío)

The 
grandstands (el 
graderío)

The 
grandstands (el 
graderío)

The 
grandstands (el 
graderío)

The 
grandstands (el 
graderío)

14:30 Rapper´s delight Infohits Rapper´s delight Infohits Rapper´s delight 

15:00

There is 
someone the 
(hay alguien 
hay)

There is 
someone the 
(hay alguien 
hay)

There is 
someone the 
(hay alguien 
hay)

There is 
someone the 
(hay alguien 
hay)

There is 
someone the 
(hay alguien 
hay)

17:00 Creatures 2.0 Creatures 2.0 Creatures 2.0 Creatures 2.0 Creatures 2.0

18:00
6:00 Feature 
(crónica de 
las 6)

6:00 Feature 
(crónica de 
las 6)

6:00 Feature 
(crónica de 
las 6)

6:00 Feature 
(crónica de 
las 6)

6:00 Feature 
(crónica de 
las 6)
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18:30 Sports Something else 
(algo

Más)

Sports Sports Sports

19:00
The 4th 
programme 
(el 4º

Programa)
19:30  
20:00 Complutense 

around the 
world (complu x

El mundo)

The granstands 
motor (e.G. 
Motor)

I think, therefore 
radio (pienso,

Luego radio)

 

20:30
What you know 
(que lo

Sepas)

 

21:00    
Indiependízate

21:30   Infogénero
22:00 Europe at night 

(europa de 
noche) Phi effect 

(efecto phi)

 
Ihard radio

22:30  Cinema 
moments 
(momentos

De cine)
23:00 Aru news 

bulletin 
(informativo aru)23:30

00:00

Relatable
00:30
01:00
01:15

On the weekend, this radio stays awake and gets up a little earlier, starting 
an hour earlier (at 10:00 a.m.). The evening programmes which are in 
charge of closing these two days, Saturday and Sunday, do not exceed the 
day time, ending their radio broadcasts at 00:00 a.m., thus they cover all 
the areas of reality that may be relevant, specially to university students. 
The online broadcast which is recorded and carried out by the students 
during the school days is pre-recorded, leaving the programmes ready to 
be broadcast at the scheduled time on the programming using streaming. 
All these shows generate a weekly podcast which is uploaded to iVoox and 
iTunes.

Within its broadcast, several programmes from the catalogue are also 
present during the programming/schedule from Monday to Friday; the 
length is between an hour and a half and two hours. On Saturday, the 
broadcast starts with “Complutenses around the world” (“Complutenses x 
por el mundo”) from 10:00 a.m. to 11:00 a.m. The cultural, entertainment 
and humour programmes are present in “The Trendys” (“Las Trendys”) at 
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11:00 a.m. and in “I Think, therefore radio” (“Pienso, luego radio”) from 
2:00 p.m. to 4:00 p.m. In the night time slot, “Menudo Quilombo” takes 
place at 9:30 p.m. with current issues/affairs through report.

Media issues – radio, television and newspapers – are featured in “Media 
War” (“La Guerra de los Medios”) at 12:00/midday. The space for TV, 
shows and cinema is held in “Curtain and Start from Scratch/Clean Slate” 
(“Telón y Cuenta Nueva”) at 8:00 p.m. The one and only gastronomic/
food show in which culinary secrets are uncovered is “Eat and Count” 
(“Comer y Contar”) at 2:00 p.m. on Saturday.

The InfoRadio’s musical catalogue on Saturdays are “Infohits weekend 
edition” (weekly hits) at 3:00 p.m. and “Ihard Radio” (Hard dance) which 
closes the day’s broadcast at 00:00 a.m. The international news appears in 
“Something else” (“Algo Más”) at 4:00 p.m. and “Euroconection” (“Eu-
roconexion”), the retransmission of programmes carried out by students 
from university radio stations, organized by the Spanish Information Of-
fice in the European Parliament from 2:00 p.m. to 3:00 p.m.

On Sunday, “The Clapperboard” (“La Claqueta”) opens at 11:00 a.m., 
each programme has a specific topic related to the cinema with different 
sections depending on the genre. The styling world in “My Fashion” (“My 
Moda”) presents the latest programme on catwalks, collections, signatures 
and influencers at 12:00/midday and touristic journalism from 1:00 p.m. 
to 2:00 p.m. in “Ways of Travelling” (“Maneras de viajar”) where the 
hosts speak about the city and the country, in order to get to know the 
culture from all over the world. With the same two-hour duration, the 
“Infohits weekend Edition” airs at 3:00 p.m. and an interview conducted 
in “The Fourth Programme” (“El Cuarto Programa”) at 5:00 p.m. The 
show dedicated to the information on the scientific dissemination of the 
Complutense University on this day is “Schrödinger’s zoo” (“El Zoo de 
Schrödinger”) from 7:00 p.m. to 8:00 p.m., which is followed by “Mo-
ments of Cinema (“Momentos de cine”) from 8:00 p.m. to 9:00 p.m. The 
broadcast continues with “Rock without manners” (“Rock sin maneras”), 
Sunday’s music space of an hour and a half and “Relatable” at 11:00 p.m. 
with closures of the weekend schedule/programming on InfoRadio.
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Table 2. Weekend radio programming 
Source: Own compilation

Time Saturday Sunday
10:00

Complutense around the world 
(complu x El mundo) The clapperboard (la claqueta)

10:30
11:00
11:30

The trendys (las trendys)
12:00
12: 30

Media war (la guerra De los medios)
My fashion (my moda)

13:00
13:30 Ways of travelling (maneras de 

viajar)14:00
14:30

Eat and sing (comer y contar)
15:00
15:30

Infohits weekend edition
Infohits weekend

Edition16:00

16:30
Something else (algo mas)

17:00
17:30

Euroconnection (euroconexión)
The 4th programme (el 4º 
Programa)18:00

18:30
19:00
19:30 I think, therefore radio (pienso,

Luego radio)

Schrodinger’s zoo (el zoo de 
Schrodinger)20:00

20:30
Curtain and start from scratch/clean 
slate (telón y Cuenta nueva)

Cinema moments (momentos De 
cine)21:00

21:30
22:00

What a quilombo (menudo quilombo)
Rock sin maneras

(Mdv)22:30

23:00
Ihard radio Relatable

23:30

In the weekly ranking of the most listened podcasts, according to the 
activity generated by all the audios during the previous week of iVoox, the 
programmes of this university radio, obtain the following results:
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Picture 1. Weekly ranking of the most listened to podcasts

Analysis of Broadcast Programming

Due to the vast and diverse InfoRadio’s broadcast programming, being 
it the reservoir of programmes in which university students acquire their 
professional skills, the real scenario in which they will develop profes-
sionally on the radio is being reproduced; meeting the information needs 
of the university community and the scientific dissemination needs of 
researchers in research departments and centres from the Complutense 
University and other universities.

Some of the broadcasts describing the highlights during the randomly 
selected week of March 2019 have been selected for the analysis, in par-
ticular the programming of the school days held from Monday 25 March 
to Friday 29 March 2019.

The methodology used for this research has been empirical work. In the 
process of data collection, the technique of individual, simple and direct 
observation of the broadcast programming of the station that composes 
the sample has been used for the purpose of determining the development 
of the programmes. In the first stage, an approximation of each of the 
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programmes collected in the sample was performed in order to determine 
the type of format, length, periodicity, and theme.

Monday 03/25/2019

In Monday’s sport section of the “The Granstands” highlights were Euro 
2020, 1/2/3, Endesa and NBA Leagues.

The 1:00 p.m. information sheet dealt with the national political news 
about the possible deal between PP, Cs and Vox for the general election. 
As for the international sphere, the main news was the alleged conspiracy 
between Donald Trump and Russia, Brexit and Theresa May’s promise of 
resignation and in the sports section, Spain will face the second commit-
ment in the 2020 World Cup ranking.

In the programme “The Is Someone There” (“Hay alguien ahí”), a trip to 
Seoul on a World Tour was started, a new section on philosophy “Lives in 
Black” (“Vidas en negro”) was presented, and in the second hour, the can-
didate for the rector of the Complutense University of Madrid, Joaquín 
Goyache, was interviewed.

“The Grandstands Motor” (“El Graderío Motor”) is only broadcast four 
times a month, that is to say, every Monday. Being this the last programme 
in March, they opened it with the Supersport 300 race of the Andalusian 
Motorcycle Championship. Other highlights included the victory of Efrén 
Llarena and Sara Fernández in the European Junior and the Sierra Morena 
Rally. Adding to those more current sports issues regarding Moto GP, 
formula 1 and Formula E.

Tuesday 03/26/2019

Tuesday’s news bulletin at 1:00 p.m. covered national affairs such as the 
Spanish rejection to Mexico’s request about its conquest and the Francisco 
Franco Foundation’s (Fundación Francisco Franco) use of media to boost 
the image of the polica party Vox. As for the international high points 
addressed in Europe and South America: six German cities are in possible 
terrorist trhreat and the new energy blackout in Venezuela. The sports 
section reviewed the NBA.

In this Tuesday’s “There is Someone There” (“Hay alguien ahí”) the 
main issue were the Rector’s Elections, interviewing the candidate Carlos 
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Andradas, current Rector of the University, during the second hour. 
Throughout the first one, cultural topics were discussed with the pres-
entation of several books in its “Good Ink” (“De Buena Tinta”) section; it 
continued with trends in cultural and leisure activities in the city.

This Tuesday the interview with Miss Cafeín was broadcast on the pro-
gram “Infohits”, in addition to giving the best summary of the hits of the 
previous week.

Wednesday 03/27/2019

In “The Grandstands”’ sports section, we could find topics like Euroleague 
and NBA.

At 1:00 p.m., the news was related to the upcoming elections of the Com-
plutense University Rector, together with the outstanding presentation of 
the candidacy of Carlos Andradas in the Orange Room of the Faculty of 
Information Sciences. From the rest of the news regarding the national 
section with political relevance the following stands out: PP demands the 
presidency before the proposal of Ciudadanos for a coalition government 
and in terms of the international sphere, there are seven options the Brit-
ish Parliament will vote on before the Brexit. The bulletin closes with the 
sports section, the considerable victory of Spain against Malta making our 
team the leader of the group.

The show “There is Someone There” (“Hay Alguien Ahí”), due to the 
World Theatre Day, closed its space immersing the listeners in a walk 
through his story full of anecdotes. The director of “El Barracón”, César 
Gil, was interviewed and 1984 songs were discussed in the Curiosities 
section. Finally, a proposal for the alternative series “Stranger Things” and 
“Dark”, both on the digital platform Netflix, was discussed.

Thursday 03/28/2019

On Thursday, “The Granstands” (“El Graderío”) opened with the high-
lights of Miami Masters 1000, a review of the main European Leagues 
and moreover, features of the Euroleague and NBA were broadcasted.

At 13:00 p.m. the hosts dealt with several national pieces of news: Pab-
lo Casado assures that Pedro Sánchez is at ease with the supposed frag-
mentation of the Spanish right, Minister Josep Borrell ends abruptly the 
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interview in a German public television for considering the questions 
about Catalan Procés inappropriate. In the international sphere, the pos-
sible causes of Brexit in Germany and the shortage of medicines in April 
were discussed.

On Thursday, “There is Someone There” (“Hay Alguien Ahí”) talked 
about transsexuals in its LGBT section. In the second half of the pro-
gramme, the special section of the day was carried out, “Nothing is in 
position” (“Nada está en su sitio”), where the hosts tried to explain what 
depression consists of, and the show ended with the current news about 
comics.

Friday 03/29/2019

This week’s latest “The Granstands” (“El Graderío”) programme dealt 
with Santander League and 1/2/3 League; there were features about Euro-
league and NBA and Moto GP and Formula 1.

The 1:00 p.m. information sheet, highlighted the national information 
about the third-grade prison of Oriol Pujol, and two topics in terms of 
international affairs: The British Parliament voted on the Brexit agreement 
for the last time and the Chavista regime suspends Juan Guaidó for 15 
years. Finally, the highlights of the football derby in the sports section are: 
Barça- Espanyol and Getafe-Leganés.

On Friday, “There is someone there” (“Hay Alguien Ahí”) ended their 
weekly programming talking about the depopulation in Spain with an 
interview with the Coordinator of the Integral Development of the North-
east of Segovia. The second part of the programme, its cultural agenda, 
deals with the music of Federico García Lorca.

This Friday one of the programmes of Project Lyceum has been broadcast-
ed – the initiative of the Achalay Association – which trains intellectualy 
disabled people, in collaboration with the Faculty of Education and Info-
radio, where every two weeks they put into practice everything that they 
have learned in class.
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The Importance of Social Networks

In regard to the InfoRadio’s official website www.inforadioucm.es, get to 
know us, listen to InfoRadio, and contact us. InfoRadio’s webpage has 
direct links to its social networks – Twitter, Instagram and Facebook

Picture 2. Webpage

•	 Facebook https://www.facebook.com/inforadiocomplutense/ 
•	 Twitter https://twitter.com/Inforadioinfo 
•	 Instagram https://www.instagram.com/inforadio_ucm/ 

In Facebook, @inforadiocomplutense, the information is carried out by 
the faculty students and members of the radio crew in an accessible and 
impeccable way. The webpage contains publications and facilitates the de-
livery of messages, comments and chats, with a total of 9,658 followers 
who are up-to-date with the news and events held on the university radio. 
This profile has 2,880 likes.

Its Twitter profile has more than 3,000 followers, being thus far the uni-
versity radio account with the most followers. The account @Inforadio-
info, since its creation in November 2012, has made a total of more than 
9,658 tweets. It has a lot of activity; the university students receive tweets 
answering them almost immediately and it is also synchronized with the 
rest of the accounts of the Complutense University of Madrid. This Twit-
ter profile acts as a strong background for the radio and acts as a positive 
force that adds value in terms of the information they provide to their 
listeners and the possibility of exchanging ideas in real time.
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The young university students of this radio are 24/7 browsing on Insta-
gram, @Inforadio_ucm. This Instagram profile was born with the aim of 
giving freedom to the InfoRadio crew to post photos of their everyday life, 
of the studios and their different spaces, events and recordings. It has only 
1,035 followers and 161 posts in which the likes (519) are not very high.

Conclusion

The university radio, InfoRadio, is a form of communication which makes 
communication students involved in their broadcast environment, pro-
vides information, raises awareness about the problems of the university 
community in which it developed, and generates interactivity with the 
audience through its programming and social networks.

1.	 Taking into account the content analysis regarding its pro-
gramming/schedule, the themes cover a wide range which 
include educational, scientific, informative, sports and social 
programmes, all related to the university environment.

2.	 The university radio has an impact on listeners. It is aimed at 
a large university community in which a part of it participates 
directly on the elaboration of its contents and social media. 
University radios would not succeed if it was not for the stu-
dents and teachers’ participation.

3.	 This public university radio is non-profit, its purposes are ex-
clusively cultural and educational. It is financed by its univer-
sity. University radios would not succeed if it was not for the 
students and teachers’ participation.

4.	 The possibility of online transmission and by podcast is cer-
tainly an initiative that allows access to a larger audience. 
The web pages and social media of the university radio are 
constantly evolving, by uploading content and interacting di-
rectly with the listeners. There is definitely no doubt that the 
digital world, in which we nowadays live, favours university 
radio and has revolutionised this sector.
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BY USING OPEN-SOURCE SOFTWARE
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Summary

The speed and scope of information, as well as the social and economic impact of 
technology, are exponentially increasing. Experts predict that, in the near future, 
almost 90% of the global population will have access to the Internet at home. With 
such developments, the digital and physical world can soon be expected to merge 
into one. These changes herald an exciting future, but they also bring uncertainty 
and increasing division among those who have opportunities to use them and those 
who do not have access to modern technologies. The digital divide is a phenomenon 
that shows the separation in the digital world into the rich and the poor. The latter is 
a predicament where individuals have little to no access to information and commu-
nication technologies (ICTs), especially the Internet, which prevents them from using 
the benefits of the modern information society. It is for these reasons that it is neces-
sary to define the digital divide as the difference between those who have and those 
who do not have access to modern technologies that have already had a significant 
impact on much of our lives. It is indisputable that many authors have tackled the 
digital divide, relying on the context of the complete paradigm, but few suggest ways 
to reduce or completely bridge the gap. The aim of this paper is to offer a potential 
solution for reducing the digital divide in education through the use of open-source 
software. This is a very important topic and as such should be studied extensively, in 
order to promptly eliminate the inequality that technology has brought to society.

Keywords: digital divide, digital world, information society, education, open-source 
software.
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Introduction

In the 21st century, digital skills are considered to be a key factor in future 
socio-economic and educational scenarios. Information society essentially 
means that different types of information play an important role in eco-
nomic, social, political and cultural life. Information and communication 
technologies – ICT, which serve as the information highway of our time 
offer new, faster and better ways of creating, storing and distributing in-
formation to all parts of the world. There is hardly a contemporary society 
that has not, in one way or another, experienced the changes associated 
with the information society. (Bornman, 2014) These changes in society 
are especially visible in education, where there is a noticeable division be-
tween those who can use modern technologies and those to whom they 
are not available. It is specifically in education that it is possible to reduce 
those differences, also called the digital divide or the digital gap. In lit-
erature, these terms are often associated with the inability to access the 
Internet and all the benefits it provides, but there is also a direct link 
to information literacy. This is especially evident in the online education 
domain, which provides numerous learning opportunities through open 
educational resources. (Surian and Sciandra, 2019) As such, it obliges our 
society to address the socio-economic disparities in education and beyond.

Inclusion of technologies in education represents a significant problem for 
families of lower socio-economic status. Therefore, scientists and experts 
are tasked with making learning and professional development possible 
for all students, regardless of the socio-economic status of their families. 
(Byrne, 2015) The Internet as a term for the implementation of advanced 
digital technologies is highly developed in the world today, but there also 
exist visible regional differences, as well as between countries, and are 
directly related to the level of development of a country or region. (Bijelić, 
2001; Radivojević, 2015)

The basis for the division of the world into economically developed 
countries, developing countries and underdeveloped countries, or core, 
semi-periphery and periphery countries, is the degree of their technologi-
cal development. The ability to download technical knowledge from devel-
oped countries has opened up opportunities for accelerated development 
of developing countries and narrowing the technological gap. Information 
technology has created the technical basis to make knowledge universally 
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accessible to anyone who wants to adopt existing or create new knowledge. 
However, these expecations turned out to be overly optimistic, having 
been based on numerous requirements that the underdeveloped countries 
have not yet reached. The most significant impact of information technol-
ogy on the education system efficiency is the creation of technical prereq-
uisites for creating new knowledge. (Radivojević, 2015) The increasing use 
of technology at all times has provided access to digital networks, thereby 
transforming everyday activities into business, political, social and any 
other aspect, thus further emphasizing the need to master digital skills. 
(Surian and Sciandra, 2019) It is precisely the ability to access digital net-
works that creates digital inequality, the digital divide, or the digital gap. 
People are divided into those who have this access and those who do not. 
When it comes to overcoming the gap, it is not just about overcoming the 
fear of the unknown, but also all the other factors that come with new 
technologies. (Krištofić, 2007)

Mastering new technologies is mainly hindered by expensive equipment, 
but also very expensive software. Free and open-source software (FOSS) 
could be one of the cheapest hardware and software solutions. It is essen-
tially free to use, distribute and modify, and to redistribute the modifica-
tions made to it. Some authors argue that FOSS has the ability to improve 
the education sector, but that it is often the case that new ideas are not 
put into practice, despite their obvious advantage over existing solutions. 
(Thankachan and Moore, 2017)

The Digital Divide

At the beginning of this paper, it is important to define digital inequality 
and its impact on society. In addition to the term digital inequality, the lit-
erature also uses the terms digital divide and digital gap, which are defined 
as a consequence of digital inequality. There are many definitions of digi-
tal inequality, all quite similar, and all authors generally agree that digital 
inequality is the difference between those who have and who do not have 
access to new technologies, so the basic premise of digital inequality is 
network inclusion or exclusion. It is also important to emphasize that the 
factors that determine digital inequality are not purely material in nature 
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and are visible not only in the possession of information and communi-
cation technologies, but also in the knowledge and skills of using them.

The terms digital divide and digital gap exist in the sociological vocabu-
lary. The term digital gap emphasizes the gap between older and younger 
people, which arises because older people have a harder time keeping up 
with technological change. Also, the differences between men and wom-
en are mentioned due to the fact that women are less likely to use new 
technologies. The most important divisions highlight the difference in re-
sources, i.e. the difference between those who have the money to buy new 
technologies, and the skills to use them, and those who do not. (Uskok 
Breulj, 2016)

The term digital divide originated in the United States in mid-1999, and 
was first officially published by the country’s foreign ministry. (Dijk, 2017) 
The initial concept of digital divide was narrowly focused on the gap be-
tween those who have access to a computer and Internet services and those 
who do not. Bridging the digital divide, especially in education, remains a 
challenge for the entire society. (Thapa and Sein, 2018)

A currently major challenge is to not deepen the inequalities between 
countries, especially between the developed and the developing ones, and 
to prevent the development of ICT from skipping some stages of coun-
tries’ development. (Bornman, 2014) New technologies require the user 
to have the skills of using them, which results in the need to change the 
entire education system. Internet and networking are the cornerstones of 
human interaction, but the use of ICT should not represent any privilege 
in terms of societal functioning, but a necessity and right of every individ-
ual. (Uskok Breulj, 2016)

Previous Research

Most researchers agree that everything is based on the link between low 
economic status and inability to access technology (the Internet). In its be-
ginnings, research was focused on purchasing hardware and software and 
connecting to the Internet. But there were concerns early on that academic 
literacy and technology were interconnected. This meant that students in 
schools need to learn to use modern technologies, which directly places 
the school in the leadership position in reducing the digital divide. Most 
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research deals with digital content as a type of literacy, not the technol-
ogies that enable and cause it. (Rowsell, Morrell and Alvermann, 2017)

More thorough research of the digital divide began at the end of the last 
and beginning of this century, primarily through communications, sociol-
ogy, psychology, economics and education. This meant that communica-
tions focused on the use of digital networks, sociology focused on inequal-
ity in society, psychology dealt with attitudes and motivation, economics 
focused on innovation, and education emphasized digital literacy.

Van Dijk used the term “deepening divide” to emphasize that the prob-
lem of digital inequality does not cease after gaining physical access to 
the global network, but it in fact being just the beginning. From 2005 
to 2015, the second-tier divide became the focus of most digital divide 
research. All research considered cause to be known, but neglected the 
consequences. Later, numerous scholars noted the effects of access and use 
ICT on social behaviour and relationships in society. (Dijk, 2017.)

International Initiative for Overcoming the Digital Divide

At the summit of eight most developed countries held in Japan in 2000 
on the Kyushu and Okinawa islands, it was concluded that the fruits of 
good development should also be enjoyed by developing countries. Four 
documents were adopted and are included in the Okinawa Charter for the 
World Information Society, which defines ICT as one of the most pow-
erful forces shaping the 21st century. This charter also addresses two very 
important issues in this area – bridging the digital divide and freedom of 
access to information.

Another gathering was at the World Summit on the Information Society 
(WSIS) organized by the United Nations and the International Telecom-
munication Union. This gathering took place in two stages, the first in 
Geneva in 2003 and the second in Tunisia in 2005. By gathering all the 
relevant players in the world, the aim was to achieve a high degree of com-
munity and develop a better understanding of the information society. 
These gatherings addressed three challenges, namely: the digital divide, 
the free flow of information and the international consensus on norms 
and principles.
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The World Summit on the Information Society defined internet govern-
ance as “the development and application by governments, the private sec-
tor and civil society, in their specific roles, of common principles, norms, 
rules, decision-making procedures and programs that shape the evolution 
and use of the Internet.” The Digital Solidarity Fund was set up in Geneva 
with the support of the city, and the membership in the fund, as well as its 
funding, remain on a voluntary basis.

At the summit, the idea of establishing an Internet Governance Fo-
rum (IGF) resulted as the compromise between the governmental and 
non-governmental concept of Internet governance. Today, it is the main 
global body for public policy issues on the Internet. At the first Internet 
Governance Forum, held in 2006, the European Union representatives 
emphasised that “the benefits of the Internet must be accessible to all citi-
zens of the world, not just those in Northern Europe, North America and 
Southeast Asia. In other words, the digital divide must be bridged. Much 
of this will boil down to improving access to essential equipment, software 
and connectivity in developing countries. Much more remains to be done 
to make the knowledge society fully inclusive and universal.” (Vuksan and 
Ninković, 2016)

Open-Source Software

For the average computer user, open-source software is something that is 
free, but not good enough and not of high quality to use as commercial 
software. Open-source software (OSS) or Free software are often defined 
together as free software. The basic philosophy behind open-source soft-
ware is extremely simple. When developers are allowed to freely work on 
the source code of a program, it will inevitably improve, as collabora-
tion helps correct bugs and allows for customization to different needs 
and hardware platforms. (Bonaccorsi and Rossi, 2003) Lately, this is an 
increasingly popular type of computer software, which differs from oth-
er software solutions in how it is made and its cost. In the information 
world, there is software that is free and free of charge, but only in terms of 
free use. (Singh and Seehan, 2012) Open-source is a set of methods and 
technologies used in the development of computer software, the results of 
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whose development are available to the general public without significant 
restrictions. (Viduka, 2017)

The main advantage of open-source software is its availability and possi-
bility of its modification and improvement. It is important to note that 
this software is considered to be highly optimized, allowing it to start and 
run on weaker or older computer configurations. In fact, there are numer-
ous studies that identify factors that can lead individuals to participate 
in OSS projects. (Ke and Zhang 2010) The typical developer of open-
source software is a programmer of a younger age, but naturally there are 
also older users who make a living from their knowledge and effort on 
the computer, and in their spare time, develop free software as a hobby, 
challenge, or pure prestige. Despite the view that individuals cannot out-
perform software development firms, open-source is increasingly breaking 
into the “mainstream” area of widespread use.

Discussion

The cost of introducing ICT to schools is extremely high, but it is never-
theless necessary to invest in the implementation of modern technologies 
in education. Bearing this in mind, and taking into consideration the 
limitations of operating such software, one can clearly see the benefits of 
OSS. It is often in schools that students are divided into rich and poor. 
This, of course, has always been evident, but with technology in constant 
use and its indirect impact on information and knowledge, this division 
has become even more significant. The main task is to make technology 
available to all students, and this is only possible through good strategic 
planning.

In this paper, we refer to OSS as one of the potential solutions for reducing 
the digital divide between students. OSS affects the equipment of schools 
(Viduka, 2017), wih the same technology being available to students at 
much lower prices. (Oreški and Šimović, 2012) With OSS implementa-
tion, schools can use older hardware or cheaper new hardware, as well as 
free software, with lower investment. An example of cheap software could 
be the Ubuntu GNU / Linux operating system, which could install Libre 
Office, Open Office, and similar software packages that can be used effec-
tively in teaching. The use of OSS in schools also influences the software 
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used by students at home, as they have become familiar with and accus-
tomed to the available free software and much cheaper equipment. When 
you enable students to use similar or the same technology at home, you 
can expect a higher level of knowledge from them. This is certainly only 
one aspect, but very important for developing knowledge and reducing the 
digital divide among students. (Oreški and Šimović, 2012)

Open-source software manages to establish itself as a good alternative to 
well-known and very expensive software packages, and their implementa-
tion is visible at almost every level, from internet infrastructure to mobile 
devices and computer desktops. Open-source software can play a signifi-
cant role in improving the quality of the educational process, as they pro-
vide the opportunity to use a variety of tools whose value in the education 
process can be extremely high for free.

Mobile phones have become a status symbol as a wristwatch used to be, 
with most mobile phones using the Android OS. The implementation of 
Android on mobile devices has led to a decrease of their price and, con-
sequently, to their greater user accessibility. When it comes to the imple-
mentation of the OSS Android operating system on mobile devices, it 
is necessary to mention a large number of free applications that can be 
installed and used on these devices, and can be very useful in teaching.

With the rise in popularity of open-source software and trends related to 
it, a culture of openness is advancing from the edge to the core of society. 
(Wiley, 2006) The possibilities of using new media, the Internet, (Oreški 
and Šimović, 2012) multimedia learning, projected educational contents, 
experiences, will lead to the creation of new models of teaching whose 
effects will be increasingly noticeable. With the Internet, students acquire 
technical and motor skills and enter a virtual world now increasingly be-
coming intertwined with the real world.

Despite the continuing technical challenges, online education shows great 
potential, and OSS offers one approach to solving technical problems in 
ensuring that online learning is optimally delivered. Essentially, open-
source refers to the concept and practice of making program code publicly 
available. Users and developers have access to basic design and function-
alities that allow them to modify or add source code features and then 
further redistribute that code. (Lakhan and Jhunjhunwala, 2008)
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Open-source software (OSS) can aid and facilitate work, and it is good 
to know that it is adequate enough to be considered as an alternative to 
expensive software. An example is the Microsoft Office suite where the 
user learns to use a variety of tools (word processing, spreadsheets, content 
presentation, etc.), which can also be done with Libre Office or Open 
Office, which are free of charge. The main objective is to learn how to use 
tools and how to create, record, print, insert charts, figures, tables, etc. 
The adoption of FOSS programs by institutions is increasing every day, as 
is the participation of engineers and other professionals in the activities of 
open source communities. (Alami and Wasowski, 2019)

The popularization of open-source software in the public also began to 
reflect on education. There are more and more open-source software ap-
plications available to educational institutions and instructors.

Conclusion

This paper showcases the significance of the problem and task of reduc-
ing the digital divide around the world, especially when it comes to de-
veloping countries. Many authors are tackling this topic, and more and 
more international organizations are showing initiative in tackling this 
challenge of the modern society. The phenomenon of the digital divide 
is particularly visible between generations that have grown up with tech-
nology and those who have not had that opportunity. Experts around the 
world agree that the digital divide should be narrowed to the best of our 
ability, but politics and the implementation of education reforms have a 
particularly large influence.

The proposal outlined in this paper is, in theory, viable, but it is also nec-
essary to create specific open models of education that would apply OSS 
in teaching and thus contribute to reducing the digital divide and lead to 
a higher level of information literacy. Higher levels of IT literacy would 
further have a direct impact on reducing the digital divide, but also on 
the overall development of the country and region where it was observed.

It is assumed that the digital divide will widen further in the future, mak-
ing it crucial that all possible models of action that can potentially reduce 
it are tested in a timely manner. Technological development is progress-
ing very quickly, making it increasingly difficult to comprehensively keep 
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track of it, and in the future it will certainly accelerate further. Attempts 
to mitigate this problem, if not resolve it, have existed for at least two dec-
ades, but present effects are very weak. Therefore, it is necessary to try out 
all models that, at least in theory, show potential, as is the case with the 
use of OSS in education.

Acknowledgments: The work is part of a scientific research project: “In-
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References

Alami A. and Wasowski A. (2019). Affiliated Participation in Open Source Commu-
nities. PeerJ Preprints. URL: https://doi.org/10.7287/peerj.preprints.27827v1 
[accessed: 27th June 2019]

Bijelić V. (2001). Digitalni jaz. Savezno ministarstvo saobraćaja i telekomunikacija.

Bornman E. (2014). Information society and digital divide in South Africa: results 
of longitudinal surveys.

Bonaccorsi A. and Rossi C. (2003). Why Open Source software can succeed: Elsevier 
Science B.V.

Byrne J. (2015). Defeating the digital divide. Mount Royal Undergraduate Education 
Review, Volume 1(3).

Dijk J. V. D. (2017). Digital Divide: Impact of Access, The International Encyclope-
dia of Media Effects. John Wiley & Sons, Inc.

Ke and Zhang (2010). Extrinsic Motivations and Satisfaction in OSS Development. 
Journal of the Association for Information Systems, 11, 784-808.

Krištof ić B. (2007). Digitalna nejednakost. Sociologija i prostor. UDK 
681.3.06/.07:316.344

Lakhan S. E. and Jhunjhunwala K. (2008). Academia has adopted open source soft-
ware for some online learning initiatives because it addresses persistent tech-
nical challenges. Educause Quarterly, 2.

Oreški P. and Šimović V. (2012). Reasons for and against the use of free and open 
source software in the primary education in Croatia. Croatian Journal of Ed-
ucation, 14(1), 11-23.

Oreški P. and Šimović V. (2012). New Technologies and Media Education in the 
Republic of Croatia. Croatian Journal of Education, 14(1), 129-134.



M
O

V
E

M
E

N
T

S
 |

 E
U

R
O

P
E

A
N

 R
E

A
LI

T
IE

S
 |

 4
th
 In

te
rn

at
io

n
al

 S
ci

en
ce

 C
o

n
fe

re
n

ce
 „

E
u

ro
p

ea
n 

R
ea

lit
ie

s 
– 

M
o

ve
m

en
ts

“ 
| 

C
o

n
fe

re
n

ce
 P

ro
ce

ed
in

g
s

196

Radivojević R. (2015). Saznajno inovativne karakteristike intelektualnog potencijala 
i digitalno ekonomski jaz, XXI Skup Trendov razvoja: “Univerzitet u prom-
enama...”, Zlatibor, 23rd- 26th February 2015.

Rowsell J., Morrell E. and Alvermann D. E. (2017). Confronting the Digital Di-
vide: Debunking Brave New World Discourses. The Reading Teacher, 71(2), 
157–165, doi:10.1002/trtr.1603

Singh H. and Seehan D. (2012). Open Source vs. Proprietary Solutions: Case Study 
of Windows and Linux, A Consumer Perspective. International Journal of 
Advanced Technology & Engineering Research (IJATER).

Surian A. and Sciandra A. (2019). Digital divide: addressing Internet skills. Educa-
tional implications in the validation of a scale. Research in Learning Technol-
ogy, 27.

Thankachan B. and Moore D. R. (2017). Challenges of Implementing Free and Open 
Source Software (FOSS): Evidence from the Indian Educational Setting. In-
ternational Review of Research in Open and Distributed Learning, 18(6).

Thapa D. and Sein M. G. (2018). An ecological model of bridging the digital divide 
in education: A case study of OLPC deployment in Nepal, The Electronic 
Journal of Information Systems in Developing Countries. 2018;84:e12018., 
https://doi.org/10.1002/isd2.12018

Uskok Breulj I. (2016). Digitalna nejednakost u ruralnim sredinama. Master’s Thesis. 
Zadar: Sveučilište u Zadru, Odjel za informacijske znanosti.

Viduka D. (2017). Model interoperabilnosti informacionog sistema zasnovanog na open 
source softveru u obrazovanju. PhD Thesis. Beograd: Univerzitet Singidunum.

Vuksan V. and Ninković M. (2016). Međunarodni informacioni odnosi: digitalni jaz 
i inicijative za njegovo premošćavanje. Čitalište, 28.

Wiley D. (2006). Open Source, Openness, and Higher Education. Innovate Journal 
of Online Education 3(1).



M
O

V
E

M
E

N
T

S
 | E

U
R

O
P

E
A

N
 R

E
A

LIT
IE

S
 | 4

th In
tern

atio
n

al S
cien

ce C
o

n
feren

ce „E
u

ro
p

ean R
ealities – M

o
vem

en
ts“ | C

o
n

feren
ce P

ro
ceed

in
g

s

197

Ján Višňovský40 
Magdaléna Ungerová41 
Karina Kubíková42

HOW HAS JOURNALISTIC CONTENT BEEN 
CHANGING ON THE INTERNET? DIFFERENCES 	
IN PRESENTATION OF JOURNALISTIC OUTPUTS 	
IN THE PRESS AND ON THE WEB 

Preliminary communication

Abstract

Online journalism and its overlap with other distribution channels (mobile phones, 
social networks, podcasts, etc.) has once again raised the question of whether print 
journalism will be able to face economic and technological changes and remain com-
petitive in the media market. The content of journalistic units on the web began to 
be much faster updated due to flexibility, but on the other hand, according to many, 
also of lower quality. The aim of the paper is to point out, through the results of 
qualitative analysis, the changes in the process of constructing and presenting jour-
nalistic units and outputs in online media by comparing them with printed versions. 
The research should point to the differences in the production and presentation of 
journalistic outputs in the print versions of the Slovak dailies SME and Pravda and 
on their websites www.sme.sk and www.pravda.sk. The intention of the authors is 
to identify differences in the publications in print and on the web, focusing on the 
structure of journalistic content, headlines, lead paragraphs and the presence of ac-
companying materials.
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Introduction: Journalism in Digital Era

Online journalism and its evolution into other distribution channels has 
raised the question whether print journalism will be able to face economic 
and technological changes and keep up with the competition of this ex-
tremely fast-developing media segment. Weaker titles of periodicals ceased 
to exist, readers across generations have started to use notebooks, tablets, 
and smartphones to read the news (Višňovský, 2015). Social networks have 
become new distribution channels and several news-reporting editorial 
newsrooms of foreign media have started to implement specialized soft-
ware or artificial intelligence to produce simple news items, for example, 
in sports reports or in reporting on the election results (Bučková, 2016). 
Numerous Slovak and foreign authors have stated that journalism is mul-
tiplatform in nature (Hudíková, Pravdová, Gažicová, 2020; Moravec at 
al., 2020; Deuze, 2020, Hanitzsch, 2019). This means that one content is 
published on different platforms and requires a certain form of depiction. 

Under the influence of flexibility and variability, the contents of journal-
istic units have turned to be faster, more updated and, according to many 
also of lower quality. Readers need to acquire information right here and 
right now, and the faster one is the leader on the market. The journalists, 
who used to work for several days on one topic, have grown to be mul-
timedia reporters, and their task is to elaborate several issues in a short 
time, while using video, audio, and text (Radošinská, 2016). Work pace 
in current editorial offices is extremely high at the moment. In the field of 
news coverage, we often come across hoaxes and disinformation, which re-
cipients find difficult to detect. While on the one hand, online journalism 
offers them a fast access to information and other services, on the other 
hand, there are a lot of risks. These include dissemination of unverified 
and scaremongering news, namely disinformation content. Other authors 
point out insufficient quality of journalistic outputs that appear under 
considerable stress due to time limits (Hudíková, Tušer, 2018; Greguš, 
Mičová, 2019). 

However, even in today’s theoretical discourse, or in media practice, the 
usage of the term “online journalism” in not unanimous. H. Pravdová, 
for instance, does not use the term “online journalism” to denote all jour-
nalistic units on the Internet, but she also uses the term “web-based jour-
nalism” and points to the differences between these technical expressions. 
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According to her, it is vital to distinguish between web-based and online 
journalisms in terms of organizational, productional, and content form 
(Pravdová, 2010).

Online reporting is a modern type of digital journalism, which reflects 
technological progress and its implementation in the editorial practice. In 
a broader sense, T. Harcup explains that online journalism is the future of 
the newspaper business. He even says that in this sense the adjective “on-
line” will eventually disappear and we will consider it as journalism (Har-
cup, 2014). Contemporary practice of online news coverage applies more 
advanced and functional features than it used to be in the past. It provides 
greater comfort, simple design and navigation, interesting content, high 
visual appeal, interactivity, and many tools for the users. 

Current state of journalism is determined by several factors and circum-
stances operating in social environment. Recipients have access to a large 
number of information, use smartphones, TV sets connected to the In-
ternet, whereas new information and communication technologies have 
started to be a common part of every-day reality not only for young peo-
ple, but also for middle-aged people (Švecová, 2017). The decrease in cir-
culation and readership of the daily periodical press shows that people 
read newspapers in a much smaller extent than in the past. Information 
they would read in the newspapers are now available on the Internet. In-
stead of relevant facts, readers are keen on tabloid reporting and entertain-
ment prevails over information value. And last but not least, in general, 
the interest in what is commonly referred to as “hard news” has been 
falling and the contents elaborated in an easy-going, entertaining forms 
that are not demanding for the recipient are preferred. In this regard, the 
authors point to tabloidization of serious opinion-forming media (Pred-
merská, 2017, Rončáková, 2019).

Another distinctive sign of online journalism against traditional one is 
the promptness, or in other words, topicality. Due to their nature, online 
media must be the first to provide the information among all mass media 
and publish the details in real time and within several minutes from their 
creation. After publishing the story, it is crucial to monitor it and in case 
of a change to update it. J. Mináriková mentions another specific feature 
related to information and communication technologies. She defines in-
teractivity as one of the communication processes that flows in more than 
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only one direction. In the digital direction, journalism has a tendency to 
be more interactive, which means providing available feedback to the au-
dience, audio-visual content created by users, opportunities to participate 
in information graphics or other messages, whereby users are their own 
authors (Hurajová, Mináriková, 2018).

D. McQuail pointed to the trend of the so-called pack journalism, whose 
result is, according to him, reduced diversity of media attention and too 
much emphasis put on too few events. He also points out the tendency 
to cover one basic story in an exhaustive way, while media create an au-
tomatically spinning spiral of attention and strengthening of the given 
event. He uses the term media circus for this phenomenon. Additionally, 
D. McQuail mentions moral panic that we can observe mostly in case 
of criminal events. Such news items dominate in the reporting up to the 
moment they reach their peak and then they are replaced by similar events 
of a negative character (McQuail, 2009).

Contemporary changes in journalism on the Internet determine a need 
for deeper research on this issue. The trends of online reporting come 
under short-term changes. Along with technological, social, or cultural 
challenges, online journalism is also facing competition, challenges and 
opportunities in the media practice itself. J. Višňovský and J. Radošinská 
list innovations as a decisive tool for social and economic development 
of the society. They say that as far as innovations are concerned, they are 
most fundamentally reflected in online journalism. According to them, on 
the one hand, they are related to the use of the Internet and other digital 
media in the process of production, distribution and accepting of journal-
istic contents, and on the other hand, they concern organizing the jour-
nalistic work, management of human resources and new business models 
of publishing houses (Višňovský, Radošinská, 2017). This can involve, for 
example, an interactive design, responsive website and adjusting the con-
tent to the equipment on which we read it, mobile applications and forms 
of news-service websites, when a user reads in the shape of the letter “F”. 
This reading strategy means that users first scan the content in the upper 
part, then focus on the middle part and finally glance over in the vertical 
movement from the top downwards (Nielsen, 2013).

Over the last years, it was digitization that had a significant impact on 
news reporting and journalistic profession. This progress led to the arrival 
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of innovations and a significant influence on the perception of a jour-
nalistic profession, including personal and professional competences of a 
reporter (Hudíková, Habiňáková, 2018). Editorial offices in large foreign 
news-reporting media experiment with artificial intelligence, applying 
drones to gather data and a wide variety of software to produce interac-
tive content. Journalism has also been affected by the regulation of the 
European Commission on protecting personal data (GDPR), which came 
into force on May 25th, 2018. As a result, media and publishers have to 
repeatedly ask for consent related to, for instance, sending e-mails, news-
letters and obtaining information about customers and their passing to 
third parties. Naturally, the purpose is to reach the conformity of the right 
to protect personal data with the right to freedom of information. Social 
media started to be criticized, as well. The scandal with misuse of personal 
data broke out in March 2018, when The New York Times, The Guardian 
and Channel 4 News published a testimony of a former employee of the 
company Cambridge Analytica Ltd, whistleblower Christopher Wylie, 
which revealed the relations among Facebook, a consulting firm and poli-
ticians, who hired its services with the intention to influence election-re-
lated decision-making process (Confessore, 2018). Despite the fact that 
M. Zuckerberg apologized for the malpractice of Facebook on CNN, the 
scandal raised questions related to the ethical standards of social media, 
political advisory organizations and ethical conducts of politicians. Many 
international institutions called upon better protection of consumers in 
the online environment and protection of their right to privacy. 

Research Methodology

Objectives and methodological approach

Journalism is a dynamic field that to a larger extent reflects progress in 
information and communication technologies. Present-day situation in 
journalistic practice is typical of a high level of digitization, both in the 
process of the production of journalistic units, as well as in their present-
ing and disseminating.

The paper deals with the definition of the differences in depiction and 
presentation of journalistic units in the print versions of the newspapers 
and on their online portals, namely in the Slovak environment. The aim 
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of the paper is, based on the results of the research comparing the printed 
editions of the Slovak national dailies SME and Pravda and their por-
tals www.sme.sk and www.pravda.sk, to define changes in depiction and 
presentation of journalistic units (edition of a newspaper, website) and 
journalistic outputs (articles, posts) in these two platforms. The intention 
of the authors is to find differences in publishing in the print edition and 
on the website, while focusing on the structure of a journalistic content, 
headlines, ledes, and presence of accompanying materials. 

Research questions:

Main research question: What are the most important differences in the 
production and publication of journalistic contents in the print edition 
and on the website?

Partial research questions: 

1.	 What are the most important differences in the structure 
of the content of journalistic news in the press and on the 
Internet?

2.	 How do the headlines of journalistic outputs – given the same 
content – differ in the press and on the Internet?

3.	 To what extent are ledes in printed and online journalistic 
outputs identical?

4.	 What accompanying materials do newsrooms circulate in 
addition to the textual contributions published in the press 
and on the Internet?

In order to define differences, we applied the method of quantitative-qual-
itative content analysis. We analysed the research material on the basis of 
these units of research. 

Analytical categories of research:

•	 classification and structure of newspaper text – number of cross-
headings and layout of the journalistic text in print and on the 
Internet;

•	 headline – number of words in the heading of a journalistic out-
put published in print and online;

•	 lede – presence of a lead and its size (number of words);
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•	 visual and accompanying materials – photographs, photo galler-
ies, videos, podcasts, infographics and visualisations, their place-
ment and number. 

The research sample consisted of 48 editions of the dailies SME and Prav-
da, which were published in 2017 and 2018 and their online portals www.
sme.sk and www.pravda.sk. This was a purposeful available choice, since 
we selected one edition from every month of one calendar year and one 
journalistic output from domestic and foreign news coverage or economy 
from the same day. In online versions the number was the same – 48 re-
search units, while content structure of the newspaper text was identical so 
that we could make a relevant comparison on the basis of the set analytical 
categories. 

Daily SME: year 2017 – 12 printed editions, year 2018 – 12 newspaper 
editions. 

Portal www.sme.sk: year 2017 – 12 digital texts, year 2018 – 12 online 
texts.

Daily Pravda: year 2017 – 12 newspaper editions, year 2018 – 12 printed 
editions.

Portal www.pravda.sk: year 2017 – 12 digital texts, year 2018 – 12 online 
texts.

Characteristics of the sample 

Daily Pravda, established in 1920, is the longest published daily in Slo-
vakia. From other periodicals, it differs through typical graphics, intense 
yellow-red colour that is characteristic not only for its printed version, 
but also for the digital one. In the left upper part of the front page in the 
printed periodical, it briefly summarizes the latest news of the day, whose 
content is provided inside the newspaper. The inner structure of the title 
includes the following thematic units: News, Economy, World, Health, Sci-
ence, Relax, Programmes, Opinions, Correspondence, Culture, and Sports. 

Online version of the medium, www.pravda.sk, offers its readers an updat-
ed proposal of the information throughout the whole day. On its portal, 
the daily www.pravda.sk indicates high traffic, the largest one was no-
ticed in December 2019, precisely 513, 521 of users. On average, it has a 
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monthly standard of around 1, 350, 000 users (IAB Monitor, 2019). The 
printed daily has a circulation of more than 31, 000 copies. 

Daily SME, which was founded in 1993, is currently the most widely 
read opinion-forming daily. It comes out six times a week in the size 
of approximately 20 pages. SME uses a dense red colour and just like 
the daily Pravda, SME provides its readers with topical news coverage, 
economy, national and international information, culture, sports, and 
entertainment. Advertising possibilities are accomplished by specialized 
supplements, which are bound to concrete events and thus create various 
communication campaigns. In addition, the newspaper offers specialized 
thematic supplements. Currently the daily SME has a circulation of more 
than 21,000 copies and the site www.sme.sk is monthly visited by more 
than 2 million users (IAB Monitor, 2019).

Results Interpretation	
Differences in the Structure and Classification 	
of Journalistic Units in Print and Online 

It is the editor who is responsible for the placement of the contributions 
both in the print editions of the newspaper, and on the Internet. Usu-
ally, it is true that the texts are placed into appropriate thematic blocks, 
with regard to the topic they deal with. If they mention a socially relevant 
event, they can be placed on a prominent place in order to attract the 
reader’s attention. An advantage of the Internet is that regardless of the 
focus and type of the topic, the editorial staff can pay attention to the 
issue in a basically unlimited way. In the printed periodical, the number 
of characters and the space provided for the topics is limited. Within the 
analysis, we evaluated the size of the text published in journalistic units 
in the press and on the Internet. Several journalistic contents published in 
the newspaper had to be wrapped around into columns due to capacity, 
whereas their scope and size of the text was made shorter. In 2018, we no-
ticed a difference in online journalism, when both digital portals started 
to use more often audio-visual material, including videos of their own 
production, in case of the portal www.sme.sk also regular podcasts, as a 
new genre of audio-journalism. The user could choose if they wanted to 
read the text or listen to the story. 



M
O

V
E

M
E

N
T

S
 | E

U
R

O
P

E
A

N
 R

E
A

LIT
IE

S
 | 4

th In
tern

atio
n

al S
cien

ce C
o

n
feren

ce „E
u

ro
p

ean R
ealities – M

o
vem

en
ts“ | C

o
n

feren
ce P

ro
ceed

in
g

s

205

As far as the structure of the journalistic text is concerned, citations in 
the middle of the texts dominate in the printed editions. Subheadings 
are placed into the text at the size bigger than 50 % of a newspaper page. 
In 2018, the print edition began to publish static forms of visualisations, 
which were in online journalism replaced by data journalism. They in-
cluded, for example, diagrams, information graphics, or publicly available 
sources. Hyperlinks, which were implemented by online editorial staff 
members in nearly every journalistic content, were applied in newspaper 
contents mainly due to their analytical perspective. Newsrooms of SME 
and Pravda use interactive hyperlinks and after clicking on them in a new 
window, a link to a new article opens. In majority of the cases these are 
thematically similar or related content. With the help of hyperlinks, the 
number of hits on individual contributions that do not have to be nec-
essarily attractive, grows anyway (Kubinyi, 2019). Neither the editorial 
office or the reader of the printed version has this possibility available. In 
the press, the editorial staff use a link to their website.

In 2018, newsrooms started to replace to a much larger extent their jour-
nalistic outputs with clear visualisations that minimized the amount of 
the text and did not enlarge the number of subheadings. We noticed a 
growth in the quantity of accompanying materials, that is in varied forms, 
from photo galleries, through videos, links to social networks, podcasts, 
up to data journalism (interactive graphs, charts, maps, and so on). The 
year 2018 turned to be minimalistic for journalism from the perspective 
of the “text”, and multimedia components began to prevail. The authors 
started to replace the text by the video, audio, or visual material. This fact 
was reflected in the printed newspapers by shortening of the text or refer-
ring to their web portal. The majority of the journalistic contents appeared 
in the upper part of the double page, in other words the editorial staff pay 
to an issue – regarding to its significance and relevance – one page or the 
whole double spread in the newspaper. If the newsroom give space to an-
other topic, the journalistic content is moved into a column. In the printed 
media, this trend is significant and long-term, in the online environment 
a journalistic output either becomes a part of another journalistic output, 
or it is completed by graphics, video, or podcasts. It is never presented on 
the Internet in such a short extent, as it is in the case of a column in the 
printed version.
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Visualisations are an effective and clear way of presenting information. In 
newspaper outputs, they involve charts, organisational schemes, well-ar-
ranged maps, or interactive diagrams. Moreover, they can be used to ex-
press relations among people or organisations, their interconnections or 
other different bounds. 

Headlines of the Articles in the Press and on the Internet

Within the research sample, we examined together 96 headlines. On the 
site www.sme.sk, they consisted on average from 8 to 12 words. The head-
line length on the Internet depended on the way the newsroom had ad-
justed the website interface. In terms of the content of the headlines, daily 
Pravda had in majority of research materials in 2017 and also in 2018 the 
same headings in the printed and online versions, regardless the size and 
extent of the text or website interface. The average extent of a headline in 
the years 2017 and 2018 was eight words. 

Ledes in the Press and on the Internet

Within another analytical category, we examined the differences in the 
size of leads in the printed and digital versions of the dailies SME and 
Pravda in 2017 and 2018. By means of a qualitative analysis, we found 
out that in 2017 the daily SME had a lede in average length from 7 up 
to 16 words and in 2018 it was from 6 up to 14 words. In 2017, on the 
portal www.sme.sk a lead had 6 to 23 words and in 2018 it was from 4 to 
20 words. On the basis of these results, we may assume that the editors 
make ledes shorter, complete the content with photographs or audio-visual 
materials and the text is getting limited. Generally speaking, leads are 
longer on the Internet, in approximately 7 words. In 2017, a lede in online 
contributions in SME was longer on average in 5 words if compared with 
the printed version.

In 2017, the website www.pravda.sk had a lede consisting of 10 to 53 
words, in 2018 it was from 15 to 72 words. Based on these results, it may 
be assumed that a lead paragraph in the printed versions is replaced by 
text, however, in digital version it is of unlimited characters. We found out 
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that ledes are present both in the printed version and online portal www.
pravda.sk, they are identical, excluding the number of words.

Visuals and Accompanying Materials, Their Placement and 
Frequency of Occurrence

We consider as accompanying material photographs, audio recordings, 
and audio-visual material, used by the editors to supplement the textual 
part of the article. In 2017, fewer number of photographs dominated in 
the newspapers SME and Pravda (on average 3); in digital versions, the 
number was even smaller (on average 1). In 2018, print newsrooms started 
to replace visual accompanying material from the printed copies in fol-
lowing ways: 

•	 by a video – mostly from the production of the newsroom itself, 
or created by recipients; 

•	 by podcasts – thus texts could not only be read, but also listened 
to; 

•	 by a photo gallery – a series of photographs, which complemented 
or replaced the text.

In 2018, the share of photographs in both printed periodicals were in 50% 
lower than in 2017, whereby several journalistic outputs did not have any 
photograph in the text at all. In the digital environment, photographs 
were replaced by videos, podcasts, or sets of photographs. 

We found out that on the Internet, the editors place photographs usually 
right under the headline or under lede. The first photograph was depicted 
as a preview photograph of a journalistic output. Right in the text, the au-
thors used other accompanying material according to the layout, which is 
enabled by the website interface (placing videos, podcasts, photo gallery). 
Accompanying materials were usually placed in a way to make user con-
centrate on the text, and at the same time, on the audio-visual material. 

While in the printed edition, supplementary material is normally repre-
sented by a photograph and information graphics, in cyberspace it is re-
placed by different forms of data journalism. In this context, we may talk 
about complementary types of multimedia, such as, videos, audios, 2D 
and 3D animations, podcasts, interconnecting virtual reality with online 
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journalism, and so on. We did not notice virtual reality and forms of 
innovations in the journalistic outputs; forms of 3D, 4D and full-circle 
videos are implemented by editorial staffs only on their social networks. A 
frequent application of multimedia formats was proven also in the analysis 
of other research materials. Editorial staffs used on average three photo-
graphs for one journalistic output published in the printed edition. In 
early 2018, both newsrooms started to use potential of multi-mediality 
of digital media and support photographic material (instead of one pho-
tograph from the printed edition, they supplemented with a photo gallery 
on the Internet), reduced the amount of the text and completed it into 
accompanying visualisations and infographics, which are for the reader 
more comprehensible or information was elaborated into a podcast in the 
length of maximally 15 minutes. The use of photographs dropped in 2018 
compared to 2017 in case of the websites SME and Pravda up to 50%. 

Main Outcomes of the Research

The structure of a journalistic unit depends on the type of a medium, and 
it is also determined by a whole range of factors, such as, for instance, sig-
nificance of a topic, relevance of the issue in comparison to other themes 
of the day, availability of visual material, potential to attract the reader, 
etc. In contributions published in the printed editions, the editors are lim-
ited by the size of the newspaper. Online portals in this context offer a 
larger space that does not limit journalists in terms of the size of the text 
and in posting related materials and links. In this sense, we may perceive 
a higher level of topicality of the digital news coverage. Within a couple 
of minutes, the user has the option to read anther text, if the journalist 
had edited it; in print journalism they can read only the final form, which 
is unchangeable after the publishing of the edition. In our analysis, we 
found out that the interest of newsrooms to impose a charge on news con-
tent on the Internet started to grow in significantly. It is one of the tools 
how to prevent hoaxes and disinformation and at the same time to bring 
higher quality to the digital news content. 

Newsrooms use hyperlinks in online journalistic outputs. According to 
our findings, on average there are 3 up to 5 of them in one journalistic 
output. These are interactive links that allow the user to switch to a text 
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with a similar topic, however, in print edition they do not have such an 
option. At the same time, it is true that to a user a journalistic output is 
opened in a new window, so that they do not have to leave the post they 
are just reading. In order to keep the reader’s attention and the clarity of 
the text for reading, editors use subheadings in their journalistic outputs. 
In 90% of cases they are identical on the Internet and in the printed 
editions. Depending on the size of the text or its wrapping, they may be 
shorter in the print on average in 1-2 words.

The analysis proved the trend of shortening headlines in online journalistic 
outputs. Newsrooms limit the extent of headlines mainly from the reason 
of the website interface and also to make them fit the Internet graphics in 
terms of content and graphics. The length of headlines in digital journal-
istic outputs is from 8 to 12 words, while the average length of a headline 
is 8 words. The headline is adjusted to the structure of the website together 
with graphic visualisation, content, advertising, and banners; in print edi-
tions the headline meets the criteria of typography. In online journalistic 
outputs, we may see the trend of tabloidization of headlines. This means, 
for example, making use of emotional vocabulary (Škvareninová, 2014).

Within analysis of individual ledes on the Internet, we found out that 
their average extent is from 6 to 23 words. Along with a headline, a lead 
belongs to framework requisites of a journalistic output that a recipient 
reads as the first one. Editorial staffs make them shorter, update them and 
change the content. A news lead should answer the basic questions: who? 
what? when? where? how? why? By means of a lede, newsrooms also seek 
to attract the user. The reason is the distribution of an article into other 
platforms (e.g., social networks), where the user sees only a headline with a 
lede and after having read them they must have reason to click on the link. 
In the printed edition of Pravda, a lede does not appear at all, editors place 
it directly into the journalistic unit and it is graphically distinguished 
in the text, in which it loses its appealing function. As we have already 
mentioned, a lead is an attribute of the first contact of the reader and the 
journalistic output. Its omission can be purposeful, while the editors want 
the recipient to start reading the text.

Headlines and ledes on the Internet can be changed and updated. This 
function is used by newsrooms at the topics that develop and where re-
cipients expect new findings and information. These are mostly political 



M
O

V
E

M
E

N
T

S
 |

 E
U

R
O

P
E

A
N

 R
E

A
LI

T
IE

S
 |

 4
th
 In

te
rn

at
io

n
al

 S
ci

en
ce

 C
o

n
fe

re
n

ce
 „

E
u

ro
p

ea
n 

R
ea

lit
ie

s 
– 

M
o

ve
m

en
ts

“ 
| 

C
o

n
fe

re
n

ce
 P

ro
ce

ed
in

g
s

210

issues, live broadcastings, criminal connections, tragedies, natural disas-
ters or regional news. Crossheadings are distinguished from the journal-
istic text by a different font, which increases the clarity of the text and 
makes its reading easier. 

Visual presentation of information items on the Internet can be more grip-
ping and less demanding for a recipient. It is a result of fast and digitized 
times, and that is why the text and photographs are replaced by audios 
and videos. These two platforms can be considered as one of the trends in 
the development of online journalism in the oncoming years. Podcast has 
become an important part of the content of online portals. The research 
has shown that static photographs are replaced by videos which have an 
emotion and arouse emotion in a reader further on and a new type in 
journalistic production is the already mentioned podcast, which has been 
existing for long, however Slovak dailies started to implement it at the 
beginning of the year 2018 and its popularity has been instantly growing.

Digital accompanying materials were represented mostly by photo gal-
leries. In the printed editions, there were no photo galleries, there mostly 
dominated distinctive visual means. Reducing the size of the text has been 
in progress and in online journalism multimedia, videos and podcasts 
started to prevail in a more pronounced way. This trend may be related to 
the struggle to hold the reader’s attention and with the fact that there is a 
different typology of reading. Newsrooms increasingly use more multime-
dia, visualisations, 3D, 4D animations and graphics. The future of digital 
journalism tends to audial and visual alternatives. In terms of sound, not 
only will the popularity of podcasts grow, but also of music books, spoken 
recipes or news-reporting newsletters. 

Conclusion

At present, both print and online journalisms are liable to numerous 
short-time changes, whose common denominator is the ability to keep 
the existing audience. It has its economic reasons, since the press loses a 
considerable part of its advertising revenue due to the Internet. Changes 
are noticeable especially in the production, depiction and distribution of 
the journalistic content. The emphasis is put on catchy newscasting, which 
attracts through a captivating headline, video or a podcast. The research 
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resulted in interesting findings, which to a large extent predict the devel-
opment of both segments of journalism, print and digital. Newsrooms 
put emphasis on the structure of journalistic outputs, their clarity, while 
presenting information through interactive information graphics, videos 
or podcasts. Headlines are shorter (on average they consist of 12 words), 
often with an emotional trace in order to attract the reader. Maintaining 
the recipient’s attention is at the same time a decisive aspect of advertising 
efficiency, both in the print and online editions. A lede as a framework 
part of the text includes the summary of core information. Photographs 
ceased to be as interesting for editors, as they used to be in the past. Grad-
ually, they are being replaced by videos, animations and other graphic 
tools, which are supported also by smartphones. It seems that the future 
of journalism tends to gravitate from texts to visual, audio and graphic al-
ternatives, where specific journalistic genres are formed. Thus, the success 
of the editorial staff, or the publishing house, will depend not only on the 
ability to implement innovations into editorial practice and use them in 
an effective way, but also on flexibly to react to the changes in other fields. 
In our times, we already know that the importance of platforms such as 
Facebook or Snapchat is decreasing and on the contrary, the popularity of 
the social network Instagram is growing. Charging a toll for the digital 
or certain part of the news content represents one of opportunities how 
to ensure a rather stable revenue from the digital environment. Last but 
not least, editorial staffs experiment with artificial intelligence or software 
using natural language, which contributes to the decreasing of costs on 
human work.

Acknowledgement: The study was developed within the national research 
project supported by the Grant Agency of the Ministry of Education, Sci-
ence, Research and Sport of the Slovak Republic and the Slovak Academy 
of Sciences (VEGA) No. 1/0283/20, titled “Synergy of the Media Indus-
try Segments in the Context of Critical Political Economy of Media”.
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Abstract

Just as many other Millennial traits, media consumption habits of Generations Y 
(and Z) are widely examined and partially blamed for the decline of traditional me-
dia. In this paper, based on uses and generation research perspective, authors provide 
data of video viewing and news consuming habits of the tech savvy and digitally 
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to see if there are any differences in content consummation of Gen Y and Gen Z co-
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concerning the respondents’ gender identity, but that there is a significant difference 
in gender-oriented appeal of consumed content. 
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Introduction

Number of papers and reports in the past few years examined the changes 
in media landscape that were caused by technological advances of the in-
ternet-based applications and rise of social networks as a tool of everyday 
communication and consumption of media content. Audience research, 
as noted by McQuail (2012, 404), tends to “emphasize the ‘rediscovery’ 
of people, in the sense of recognizing that the initiative for choice, in-
terpretation and response lies primarily much more with receivers than 
with sender”, and following that assertion, any discussion of the role that 
digital media play in everyday life – from creating an image of oneself 
to creating social reality in all its aspects – should at least try to under-
stand changes, if there are any, in audience behavior. One of the key is-
sues in researching audience behavior in the last few years was related to 
the transfer of audience from traditional to digital media channels, and 
Newman et al. (2016) note that the process is accelerating not only in 
the transfer from traditional to digital media, but also from web sites to 
social media and mobile internet. Reports that followed detected the same 
trends year after year (e.g. Newman, 2020; Newman et al., 2019). The 
same trends presented in that research at a global level were to some extent 
confirmed at local levels, such as in the case of Croatia (e.g. Čerepinko and 
Gamberožić, 2019; Čerepinko, Bagarić and Dujić 2019; Ipsos Connect, 
2017), which is relevant for the research results presented in this paper. 
Interestingly, Newman et al. (2016) also found that women prefer social 
media as their main information channel more than men, and Perrin and 
Anderson (2019) show that this trend is still present as their findings show 
that women are more active on Social Network Sites such as Facebook, 
Instagram and Pinterest.

Although early research in media usage and motivation among different 
generations showed no striking differences between generations (e.g. Pitta 
et al., 2012; Bondad-Brown, Rice and Pearce, 2012), new generations are 
to some extent more prone to consume content on digital platforms on 
a greater scale compared to generations that preceded them. For exam-
ple, Mitchel (2016) finds that, although the percentage of US adults aged 
between 18 and 29 prefer reading the news (42%) to watching (38%) 
or listening (19%), majority of respondents in a given cohort prefer to 
do it online (81% reading, 37% watching and 30% listening), which is 
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significantly higher than in other age cohorts presented in the report. 
Even more striking trends are observed regarding the overall online video 
consumption with services as Netflix or Amazon Prime, which have seen 
an unprecedented increase in the past few years (The infinite Dial, 2019; 
Nielsen Podcast Insight, 2018). 

Another problem observed in relation to the technological shift from tra-
ditional mass media to digital platforms is the growing lack of trust in 
news sources which could, in turn, become major problems in the func-
tioning of liberal democracies, as several authors have already noted (e.g. 
Hameleers, Bos and de Vreese, 2017; Taggart, 2004; Brants, 2013; Allcott 
and Gentzkow, 2017).

Given the mentioned changes of the audience behavior, the aim of this 
paper is to detect if gender plays any role in possible changes in audience 
trends and acceptance of new technological solutions.

Gender and Digital Content

From its beginnings, among other things, uses and gratification research 
tends to understand how different audiences use mass media, with what 
motivation and with what purpose, if any, thus providing several useful 
perspectives on different types of audiences, most notably view of audi-
ence as a gratification set (McQuail, 2012, 410), which define the au-
dience as a shifty aggregate of individuals formed on the basis of their 
common interest, needs or preferences. Gans (1957) refers to this type 
of audience formation as the “taste culture” where the audience is, more 
than anything, characterized by their common media content preferenc-
es. Although the idea of the fluctuating audience based on the individual 
choices is somewhat in contrast with gender-specific media use based on 
the view of the audience as a group sharing at least one significant social 
or cultural identifier, number of researchers have shown distinctive traits 
in both content production and reception based on gender identities that, 
as McQuail points out, “is a complex outcome of a certain kind of media 
content, typical everyday routines and the wider structure of […] society” 
(2012, 433). Content gendering is not a new practice, as showed by Ross 
and Nightingale (2003, 65) and others, and in the light of McQuail’s 
above cited observation, it would be reasonable to expect it also in a new 
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digital environment. However, it should be noted that content gendering 
is to some extent criticized mostly by feminist theorists (e.g. Gallagher, 
2003) for various negative effects both in content production and con-
struction of meaning.

Another theoretical perspective needed to be addressed is the Technology 
Acceptance Theory and Technology Acceptance Model (TAM), according 
to which users asses technological novelty with regard to perceived use-
fulness and ease of use (Davis, 1989). Venkatesh, Morris and Ackerman 
(2000, 33) concluded in a widely cited article that “sustained technology 
usage behavior was driven by early usage behavior, thus fortifying the 
lasting influence of gender-based early evaluations of the new technology”. 
Research conducted in the early days of the Internet and social networks 
showed a difference in the usage of mentioned platforms regarding gender 
identity of respondents. Althaus and Tewksbury (2000) found in their re-
search that women expressed greater level of computer anxiety than men, 
but Gefen and Straub (1997) concluded after examining the use of e-mail 
that differences emerge not in the usage, but in the perception of e-mail. 
Muscanell and Guadagno (2012), for instance, found that there was a 
difference in motivation to use Social Network Sites between men and 
women in which, in general, men used SNS to form new connections and 
women used it to maintain existing relationships. Also, men were more 
prone to use SNS for task specific activities such as seeking information 
and attaining achievements. Similar is found to be true for gender-specific 
behavior on YouTube (Khan, 2017), where men were more likely than 
women to comment or dislike other users’ uploaded content, but were 
less likely to share content of their own. However, although Technology 
Acceptance Theory to a certain extent offers a way of understanding gen-
der differences, certain authors (e.g. Trauth, 2017) warn against uncritical 
embracing of the theoretical framework while outlining number of oth-
er factors that influence women and their use of (especially) information 
technologies in the broadest sense.
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Examples of Previous Research 	
on the Media Habits of Young Audience

As mentioned in the introduction of this paper, changes in media con-
sumption habits regarding age cohorts are already well documented (see 
also Van Damme, 2015; Westlund and Färdigh, 2015). Generations Y and 
Z are more prone to digital sources of news and other media content, 
while they also use smartphones as the main devices to connect to the 
Internet more than previous generations. 

Čerepinko, Bagarić and Dujić (2019, 7) suggested that the majority of Gen 
Y and Gen Z respondents “use social networks sites as a preferred source of 
the news about the world”, but “respondents in Gen Z cohort (...) choose 
internet portals as their main source of information (41,46%) which is a 
bit lower than in Gen X (46,15%) but higher than Gen Y (22,58). Accord-
ingly, percentage of SNS’s as a main source of news drops from 61,29% in 
Gen Y to 51,21% in Gen Z” and the authors hypothesize that the reason 
for the shift “could be the nature of the preferred social networks” within 
the generations, especially because of the Gen Z’s inclinations towards im-
age-based social media such as Instagram or Tik-Tok. The aforementioned 
research also found that YouTube exceeds all other channels for video 
consumption, including streaming services and torrents. Key findings of 
the paper are presented in Tables 1 and 2.

Since in the mentioned paper the influence of the respondents’ gender 
identity was not taken into account while analyzing the data, the differ-
ences in the consumption of media content regarding gender identity of 
the respondents from the same sample shall be presented in the following 
paragraphs.
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Table 1 
from: Čerepinko, Bagarić and Dujić (2019)

Age vs. Preferred Information Channel 

Internet portals Preferred Information Channel Total

N

(%)

Social 
networks

TV Radio Print Nothing Something 
else

Age 
cohort

N 

(%)

< 24
34

(41,46)

42

(51,22)

2

(2,44)

2

(2,44)

0

(0)

0

(0)

2

(2,44)

82

(65,08)

25 – 42
7

(22,58)

19

(61,29)

0

(0)

0

(0)

0

(0)

5

(16,13)

0

(0)

31

(24,6)

>43
6

(46,15)

3

(23,08)

4

(30,77)

0

(0)

0

(0)

0

(0)

0

(0)

13

(10,32)

Total
47

(37,3)

64

(50,79)

6

(4,76)

2

(1,59)

0

(0)

5

(3,97)

2

(1,59)

126

(100)

Table 2 
from: Čerepinko, Bagarić and Dujić (2019)

Age vs. Preferred Channel for Video Content
TV Preferred Channel Total

N

(%)

YouTube Streaming Torrents SNS

Age 
cohort

N 

(%)

< 24
4

(4,88)

65

(79,27)

9

(10,97)

4

(4,88)

0

(0)

82

(65,08)

25 – 42
0

(0)

17

(54,84)

0

(0)

7

(22,58)

7

(22,58)

31

(24,6)

>43
0

(0)

1

(7,69)

0

(0)

4

(30,77)

8

(61,54)

13

(10,32)

Total
4

(3,17)

83

(65,87)

9

(7,14)

15

(11,91)

15

(11,91)

126

(100)
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Research Methods

As presented in Čerepinko, Bagarić and Dujić (2019), an online survey 
containing 11 questions was distributed through a list of student e-mail 
addresses and social media group pages among University North students 
studying programs in Multimedia and related fields. 126 responds were 
collected and analyzed. The sample was chosen purposely to include more 
technologically knowledgeable and oriented respondents. Age cohorts 
were defined as Generation X (1963-1977), Generation Y or Millennials 
(1978-1986) and Generation Z (1986 and after).

Results and Discussion

In order to check the gender-based differences in terms of uses and grati-
fication perspective, the data were cross tabulated to show distinctions in 
preferred channels for information obtaining and preferred channel for 
video content consumption, as shown in Tables 3 and 5.

Table 3

Gender vs. Preferred Information Channel

Internet portals

Preferred Information Channel Total

N

(%)

Social 
networks

TV Radio Print Nothing
Something 
else

Gender

N

(%)

M
24

(34,78)

37

(53,62)

4

(5,8)

2

(2,9)

0

(0)

0

(0)

2

(2,9)

69

(100)

F
23

(40,35)

27

(47,37)

2

(3,5)

0

(0)

0

(0)

5

(8,8)

0

(0)

57

(100)
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Statistical analysis of the data set showed no significant statistical differ-
ence between the groups, as shown in Table 4, and the findings are in 
accordance with the presented theoretical background and other similar 
research results. Information seeking is considered to be goal-oriented task 
and higher percentage of male respondents using SNS for information 
gathering is expected, as presented in Muscanell and Guadagno (2012). 
Also, higher percentage of female respondents search for news in social 
media environment, a finding that complies with Newman et al. (2016).

Table 4

Chi-Square Tests Gender vs. Preferred Information Channel
Value df Asymp. Sig. (2-sided)

Pearson Chi-Square 10,200a 5 ,070
Likelihood Ratio 13,602 5 ,018
Linear-by-Linear Association ,099 1 ,753
N of Valid Cases 126
a. 8 cells (66,7%) have expected count less than 5. The minimum expected count is ,90.

Although it could have been expected from the perspective of the Tech-
nology Acceptance Theory, the data show that female respondents accept 
different technological applications for video content watching in a higher 
percentage than their male counterparts (Table 6). Statistical analysis of 
the data set, however, showed no significant differences between groups, 
which to a certain extent contradicts to Althaus and Tewksbury (2000) 
and similar assumptions (Table 6).

Table 5

Gender vs. Preferred Channel for Video Content

TV

Preferred Channel Total

N

(%)
YouTube Streaming Torrents SNS

Gender

N

(%)

M
0

(0)

53

(76,81)

5

(7,24)

6

(8,71)

5

(7,24)

69

(100)

F
4

(7,02)

30

(52,63)

4

(7,02)

9

(15,79)

10

(17,54)

57

(100)
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Table 6

Chi-Square Tests Gender vs. Preferred Channel for Video Content
Value df Asymp. Sig. (2-sided)

Pearson Chi-Square 11,715a 4 ,020
Likelihood Ratio 13,273 4 ,010
Linear-by-Linear Association 3,553 1 ,059
N of Valid Cases 126
a. 4 cells (40,0%) have expected count less than 5. The minimum expected count is 1,81.

On the other hand, gender identity plays a role in the choice of programs 
that respondents consume, as presented in Table 7. Content is important 
and, as shown in Table 8, there is a significant difference in content choic-
es regarding gender, which means that gendering as a phenomenon is to a 
certain extent still present, even in digital environment.

Table 7

Gender

Gender vs. Content watched in the last month (N, %)

News Movie/Series
Documentary/

Education

Show/

Entertainment
Sport Didn’t watch

Yes No Yes No Yes No Yes No Yes No Yes No

M

N

(%)

47

(68,11)

22

(31,89)

40

(57,97)

29

(42,03)

38

(55,07)

31

(44,93)

26

(37,68)

43

(62,32)

41

(59,42)

28

(40,58)

8

(11,59)

61

(88,41)

F

N

(%)

39

(68,42)

18

(31,58)

48

(84,21)

9

(15,79)

45

(78,95)

12

(21,05)

39

(68,42)

18

(31,58)

15

(21,74)

42

(78,26)

9

(15,79)

48

(84,21)

While both gender groups consume almost similar percentage of news 
content and both groups experience almost similar amount of restrain-
ing from consuming any video content, a significantly different interest is 
showed regarding other examined type of content. Female respondents in 
a higher percentage watched movies and series, documentary and educa-
tional program as well as entertainment shows and male respondents in 
a significantly higher percentage watched sport-related content. Presented 



M
O

V
E

M
E

N
T

S
 |

 E
U

R
O

P
E

A
N

 R
E

A
LI

T
IE

S
 |

 4
th
 In

te
rn

at
io

n
al

 S
ci

en
ce

 C
o

n
fe

re
n

ce
 „

E
u

ro
p

ea
n 

R
ea

lit
ie

s 
– 

M
o

ve
m

en
ts

“ 
| 

C
o

n
fe

re
n

ce
 P

ro
ce

ed
in

g
s

224

findings, therefore, are in accordance with theoretical assumptions stem-
ming from uses and gratification tradition of research. 

Table 8

Chi-Square Tests
 Movie/Series Documentary/Education

Value df Asymp. 
Sig. 
(2-sided)

Exact 
Sig. 
(2-sided)

Exact 
Sig. 
(1-sided)

Value df Asymp. 
Sig. 
(2-sided)

Exact 
Sig. 
(2-sided)

Exact 
Sig. 
(1-sided)

Pearson 
Chi-Square 10,203a 1 0,001

  

7,915a 1 0,005

  

Continuity 
Correctionb 8,996 1 0,003

  

6,888 1 0,009

  

Likelihood 
Ratio 10,66 1 0,001

  
8,139 1 0,004

  

Fisher’s 
Exact Test

   
0,002 0,001

   
0,008 0,004

Linear-
by-Linear 
Association 10,122 1 0,001

  

7,852 1 0,005

  

N of Valid 
Cases 126

    
126

    

 

 

a. 0 cells (0,0%) have expected count less than 5. 
The minimum expected count is 17,19.

a. 0 cells (0,0%) have expected count less than 5. 
The minimum expected count is 19,45.

b. Computed only for a 2x2 table b. Computed only for a 2x2 table
 Show/Entertainment Sport

Value df Asymp. 
Sig. 
(2-sided)

Exact 
Sig. 
(2-sided)

Exact 
Sig. 
(1-sided)

Value df Asymp. 
Sig. 
(2-sided)

Exact 
Sig. 
(2-sided)

Exact 
Sig. 
(1-sided)

Pearson 
Chi-Square 11,810a 1 0,001

  

13,854a 1 0

  

Continuity 
Correctionb 10,611 1 0,001

  

12,55 1 0

  

Likelihood 
Ratio 12,027 1 0,001

  
14,22 1 0

  

Fisher’s 
Exact Test

   
0,001 0,001

   
0 0
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Linear-
by-Linear 
Association 11,716 1 0,001

  

13,74 1 0

  

N of Valid 
Cases 126

    
126

    

 a. 0 cells (0,0%) have expected count less than 5. 
The minimum expected count is 27,60.

a. 0 cells (0,0%) have expected count less than 5. 
The minimum expected count is 25,33.

b. Computed only for a 2x2 table b. Computed only for a 2x2 table

Conclusion

The sole purpose of this paper was to examine possible regularities in 
changes of media consumption habits within a purposely chosen sample 
of tech savvy respondents regarding their gender identity. Although the re-
sults cannot be generalized and applied to the entire population, they can 
provide useful direction for further larger scale research. Theoretically, it is 
based on the research of audience behavior and functioning with the aim 
of indicating possible changes in audience behavior of the latest generation 
cohort, those who are becoming (or will soon become) the backbone of 
the societies of the future. In obtaining that goal, we also rely on theoret-
ical assumptions not thoroughly explained in the theoretical background 
section of the paper. In particular, we were guided by one of the proposals 
introduced by Horst and Miller (2012, 3) who suggest “that humanity is 
not one iota more mediated by the rise of the digital” and our broader un-
derstanding of that principle in a sense that environment can change but 
human nature shall remain the same. Regarding the research of audience 
behavior, we were expecting to find more or less the same modes of behav-
ior reported in countless papers dealing with research of traditional mass 
media audience. Therefore, we decided to check for gender differences in 
media consumption habits of Generations Y and Z with a closer look at 
Technology Acceptance Model assumptions concerning same issues.

Results and conclusions presented in this paper are a continuation of our 
observations on the broader topic of new generation media consumption 
habits already presented in Čerepinko, Bagarić and Dujić (2019). What 
we found within our sample of respondents suggests that – although the 
media environment changed considerably in the last several years, with 
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the rise of social media, new web-based services and applications – the 
use of media and gratifications derived from it could be understood as 
constant and intrinsic to human nature. Many of the results presented and 
discussed in preceding paragraphs confirmed what is already known from 
years of audience research. It also confirmed that in adoption of relatively 
new digital technologies new generations, those born into the digital envi-
ronment and with similar interest into technology, are equally capable of 
using it regardless of their gender. Therefore, if our findings are confirmed 
in a larger scale research, earlier findings from technology acceptance per-
spective deeming women less capable in innovative technology adoption 
could be entirely rejected when applied to members of Gen Y and Gen Z.

Finally, if genderization of media content is conditioned by a certain kind 
of media content, typical everyday routines and the wider structure of so-
ciety, as McQuail noted, change of the media environment could induce 
changes in media content production practices that will be more inclusive 
and gender neutral. Maybe that will be an irrefutable proof that Marshal 
McLuhan was right after all.
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READING HABITS AND DIGITAL MEDIA USE 	
AMONG CROATIAN STUDENTS AND ITS RELATION 
TO LONELINESS AND PREFFERED SOLITUDE

Original scientific paper

Abstract

It is hard to imagine contemporary life without digital technology. Digital media are 
present in almost all aspects of life of all generations, particularly in lives of students. 
We lack research on how student life is changing in relation to the use of digital 
media, and how students adapt to these changes, especially in terms of reading and 
studying, since today they can choose media to read and study – be it paper or screen.

The aim of this paper is to describe habit of using digital media (computers, tablets, 
smartphones and television) during working week and during weekend, as well as 
reading and studying habits in the context of digital media use and traditional media 
use. We are further interested in relations of these habits to loneliness, namely we 
want to explore whether those students who frequently use digital media or those 
who read more are more socially isolated.

The research was conducted on 132 participants, students from J. J. Strossmayer 
University (83 female and 49 male participants with the average age of 21 years) who 
agreed to fill out a questionnaire prepared specifically for this study. The question-
naire consisted of question regarding socio-demographic data, question regarding 
habits of digital media use, as well as questions regarding preferences of digital or 
paper media for leisure and study reading. It also contained a short form of UCLA 
Loneliness scale (Lacković-Grgin, Penezić, and Nekić, 2002) and a scale of preferred 
solitude (Lacković-Grgin and Nekić, 2002).

Results show that students mostly prefer reading from paper, during both leisure and 
study reading. Correlational analyses show a significant negative relation between 
reading and television watching during weekend. Furthermore, there is a significant 
positive correlation between reading and preferred solitude. In other words, students 
who read more watch less television during weekends and prefer solitude more than 

46   Institute of Social Sciences Ivo Pilar, Šamačka 9, 31000 Osijek, marina.kotrla.topic@pilar.hr
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those who read less. Also, there is a significant negative correlation between the use 
of smartphones during week and weekends with loneliness. 

Keywords: digital media, loneliness, reading habits, preferred solitude

Introduction

It is hard to imagine contemporary life without digital technology. Digital 
media are present in almost all aspects of life of all generations, particular-
ly in the lives of students. 

The relationship of digital media use and reading can be studied in more 
than one way. The first one is in the context of opposing activities which 
then fight for the limited time available. The first question would then be 
whether digital media are taking away the time that would otherwise be 
spent reading. But what complicates this relationship is that reading can 
be done using digital media, and in fact research has shown that although 
in general people prefer reading from print compared to digital media, 
younger population (aged between 18 and 34) is equally likely to pay for 
printed or digital newspapers (American Press Institute, 2017). In this 
regard, we need to explore for what purposes, and not just for how long 
students use different digital media in their everyday life. 

There are different ideas of how both digital media use and reading can 
be related to different aspect of social functioning, such as loneliness and 
preferred solitude. 

In terms of digital media, there is a concern that the time that young 
people spend in front of screens replaces the time spent in face-to-face 
interactions, which affects their well-being. One aspect of well-being is 
perceived loneliness. Loneliness is defined as a negative emotional and mo-
tivational state caused by the inability to fulfill the needs for intimacy, love 
and belonging (Lacković-Grgin, 2008). Russell (1980) defines loneliness 
as a difference between our desires for social relationships and what those 
social relationships are really like. 

There are studies that indicate significant positive relations between lone-
liness and some negative outcomes of digital media use, especially Internet 
use (Morahan-Martin and Schumacher, 2003; Caplan, 2002). However, 
digital media can be used for communication as well, and there are also 
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studies showing that communication mediated by digital media can be 
very appealing to people who experience difficulties in face-to-face inter-
personal communication (Kraut et al., 2002). On-line communication 
offers greater anonymity (Caplan, 2005) and less perceived social risk (van 
den Eijnden et al., 2008). Still, some studies show that online conversa-
tions lead to greater loneliness than face-to-face conversations (Hu, 2009). 
Furthermore, research suggests that problems such as loneliness and de-
pression can be seen as leading to more problematic Internet use (Davis, 
2001). Finally, some studies show that loneliness could be both the cause 
and effect of problematic Internet use (Kim, LaRose, and Peng, 2009).

A psychological construct that is similar, and yet very different from lone-
liness, is preferred solitude. Preferred solitude is a voluntary withdrawal 
from the company of others, without the feelings of isolation or loneli-
ness (Lacković-Grgin, 2008). Unlike with loneliness, people who prefer 
solitude do not feel bad. Rather, they choose solitude in order to relax, 
get some rest, and recover from stressful events, or for any other reason. 
Researches on solitude and digital media use focus mostly on exploring 
how different types of technology, when used in solitude, affect people’s 
perception of how lonely they feel (Watanbe, 2019). This means that the 
research on digital media use by those people who prefer solitude is some-
what neglected. 

As for the relationship of loneliness and reading, it is often thought that 
people who read a lot are lonelier than others, which is something that is 
conceptualized as the “bookworm” stereotype. But research in fact shows 
that people who read for pleasure are less lonely than those who do not 
read (Rane-Szostak and Herth, 1995). In fact, Mar, Oatley and Peter-
son (2009) showed that exposure to fiction is positively related to social 
support. Billington (2005) showed that compared to non-readers, readers 
report feeling closer to their friends and community. The logic behind 
this finding is that due to the relationship between reading fiction and 
empathy, people who read more are more likely to have a larger social 
network and feel less lonely. Additionally, research shows that reading can 
be viewed as an intervention tool for decreasing symptoms of some men-
tal health disorders, such as depression (Dowrick, Billington, Robinson, 
Hamer, Williams, 2012). Again, research on preferred solitude and read-
ing relationship is much scarcer. 
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In order to measure how much a person reads in general, researcher of-
ten use the measure of lifetime exposure to fiction. Lifetime exposure to 
fiction is usually measured using the Author Recognition Test (Stanovich 
and West, 1989) which lists real authors’ names and compelling foils. The 
participants who recognize more authors are considered to be more ex-
posed to fiction and therefore also read more books. However, there is 
no Croatian version of the ART, so that other methods for measuring life 
time exposure to fiction had to be found. Acheson, Wells and MacDonald 
(2008) suggest asking participants to assess their reading habits in com-
parison to their peers or colleagues on five levels, since previous research 
showed that making comparative judgements yields more accurate data 
compared to self-report without the comparison (Bandura, 1997). The 
results obtained from using Comparative Reading Habits (CRH) meth-
od correlate well with other more objective measures of reading, which 
indicates that this is a valid measure in populations in which participants 
know each other rather well, such as students of the same year or pupils 
from the same grade, etc. (Acheson, Wells, and MacDonald, 2008).

The aim of this research, in addition to exploring digital media use and 
reading habits of Croatian university students, is to find out whether and 
in what way these habits are related to loneliness and preferred solitude. 

Methods

Participants

The research was conducted on 132 participants (83 female and 49 male), 
undergraduate and graduate students at the University of Osijek, Croatia. 
They were presented with the research outline and offered to participate if 
they chose to do so. The average age was 21 (ranging between 19 and 33).

Procedure

The data presented here are a part of a larger research project on reading 
and empathy. Participants who volunteered to participate filled out a ques-
tionnaire containing different measures. The questionnaires were complet-
ed in small groups of up to 25 participants, under equal conditions. 
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Measures

Socio-demographic data

Participants stated their age and gender.

Digital media use

After noting which of the following devices they owned in the first place, 
participants rated how often they use computers, tablets and smartphones, 
and how often they watch television, separately for a typical day during 
working week (when they are considered to have more obligations at the 
university) and during weekend. In order to assess the frequency of use 
of digital media, participants used a scale with predefined time ranges 
(less than one hour, one to three hours, three to five hours, more than five 
hours). 

Reading habits

Participants stated their preference of media for leisure reading and study 
reading. They were instructed to choose whether they prefer paper, screen 
or have no preference between the two media. 

Lifetime exposure to fiction

Lifetime exposure to fiction was measured using three questions about 
assessing reading in comparison to colleagues at the University. More pre-
cisely, participants were asked to rate how much they enjoy reading in 
comparison to their colleagues, how complicated their reading material 
is and how many books per year they read. They answered each question 
using a 5-point scale (1 – significantly less to 5 – significantly more. The 
final result was calculated as a sum of responses to the three items and it 
pointed to greater exposure to fiction. Reliability measured with Cronbach 
alpha was .764.

Loneliness 

Loneliness was measured using the Croatian version of the short UCLA 
Loneliness scale (Lacković-Grgin, Penezić, and Nekić, 2002). The scale 
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consists of 7 items describing different aspects of dissatisfaction with social 
relationships (e.g. “No one really knows me well”). The participant’s task 
was to determine the extent to which each of the statements described 
them, using a 5-point scale (1 – “I never feel this way” to 5 – “I often feel 
this way”). Reliability measured with Cronbach alpha was .823 which is 
very good considering the small number of items.

Preferred solitude

Preferred solitude was measured using the Croatian adaptation of the pre-
ferred solitude scale (Lacković-Grgin and Nekić, 2002). The scale consists 
of 7 items describing positive feelings related to solitude (e.g. “I like my 
own company”). Participants needed to determine the extent to which 
each of the statements described them, using a 5-point scale (1 – “I never 
feel this way” to 5 – “I often feel this way”). Reliability measured with 
Cronbach alpha was .805.

Results

Descriptive data for the variables in the study are shown in Table 1.

Table 1. Descriptive data for variables in the study

Variable Min Max M SD
Reading 6 23 14.89 3.042
Loneliness 7 28 12.88 5.085
Preferred solitude 9 35 22.12 5.508

Digital media use and reading habits 

In order to explore the habits of using digital media, we analyzed which 
time interval of use was most frequently chosen in relation to different 
devices (Table 2). In our analyses we focus only on participants who pro-
vided answers on their use, and we disregard those who do not own a 
specific device or who reported that they do not know for how long they 
use it. These results show us that the device that the students use the least 
is a tablet, for which nearly one third of the participants reported that they 
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either do not have the device or cannot report the time of its use. Other re-
sults show that during a working week on a typical day, most participants 
watch less than one hour of television (56.2%) and spend up to one hour 
using a tablet (32.9%). About one third of them spends from one to three 
hours a day using a computer (32.9%), but also more than five hours using 
mobile phones (32.2%). 

During a typical day over the weekend, most participants watch television 
for one to three hours (38.4%), which means that they watch television 
more during the weekend. Also, a little less than one third of participants 
(28.8%) use computer for more than five hours during the weekend. The 
most participants use smartphones for five and more hours a day (34.2%), 
as well as during the working week. Also, the use of tablets remains the 
same as during the working week with most participants using them up 
to one hour (30.8%).

Table 2. Frequencies of participants engaging with different devices 
for different time intervals, during typical day in the working week or 

weekend (WD=working day, WE=weekend)

Television Computer Tablet Smartphone

WD WE WD WE WD WE WD WE

Less than 1 hour 82 39 6 19 46 45 7 14

From 1 to 3 hours 23 56 48 36 4 5 27 26

From 3 to 5 hours 10 18 46 34 3 4 42 37

5 or more hours 0 6 30 42 0 2 47 50

Don’t own the device / 
Don’t know

31 27 16 15 90 90 23 19

Statistical analyses show that the only significant difference in the time 
spent using a device during the working week and weekend is related to 
watching television, which is something that participants do significantly 
longer during te hweekend (Wilcoxon Z=-6.802, p=0.000). 

Our results show that students prefer paper over screen, or the combina-
tion of the two, for both leisure and study reading (Table 3).
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Table 3. Number and percentage of participants citing different media 
preference for leisure and study reading

Media preference  
for study reading

Media preference  
for leisure reading

Reading from paper 101 (69.2%) 80 (54.8%)

Reading from digital media 10 (6.8%) 35 (24.0%)

No preference 21 (14.4%) 16 (11%)

Correlational analyses

Since the data on the use of digital media are collected using an ordinal 
scale, we use non-parametric Spearman rho correlation. 

First, there is a significant negative correlation between reading fiction 
and watching television during the weekend (Spearman rho=-.270, p<.01), 
which shows us that the students who read more, also watch less television 
during weekend.

There is no significant correlation between reading and loneliness, but 
there is a significant positive correlation between reading fiction and pre-
ferred solitude (Spearman rho=.204, p<.05). This means that the students 
who read more often do not feel lonelier, but they do prefer solitude more 
than those students who read less. 

Regarding the use of digital media, the results show that there is a signif-
icant negative relation between use of smartphones during the working 
week as well as weekend and loneliness (Spearman rho=-.186, p<.05 and 
Spearman rho=-.216, p<.05 respectively). In other words, students who 
use smartphones more are less lonely. Furthermore, there is a positive cor-
relation between the use of computer during the weekend and preferred 
solitude (Spearman rho=.282, p<.01), which shows us that the students 
who prefer solitude more also use computers for longer periods during the 
weekend. 

Discussion

Results of this research show that Croatian students prefer reading from 
paper rather than reading from the screen for both leisure and study. 
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Previous research also points to a similar finding, showing that only 2% 
of citizens buy e-books while 86% never buy or read digital books in the 
Republic of Croatia (Kvaka, 2019). 

As for correlational analyses, the results show that people who read more 
watch less television during the weekend, but also feel a greater need to be 
alone. At the same time, they do not feel lonelier than people who read 
less. These results could be used to describe a frequent reader as a person 
who is not so interested in watching television, which is considered a so-
cial activity. Compared to other types of digital media a person can use, 
watching television includes a bigger screen compared to the screen of a 
computer, tablet and smartphone, which allows people to watch television 
in company. In addition, our results show that frequent readers have a 
more pronounced preferred solitude, which would also explain well the 
above-mentioned link between reading and television watching. There 
was no significant correlation between reading fiction and loneliness, al-
though previous research shows that reading fiction is negatively related to 
loneliness (Rane-Szostak and Herth, 1995) and that it can even can help 
alleviate loneliness (Gabriel and Young, 2011). In general, research shows 
that reading books affects empathy (Bal and Veltkamp, 2013) and theory 
of mind (Kidd and Castano 2013), and thus helps people improve their 
social skills which leads to them feeling less depressive (Billington, 2015). 
In this way, reading more fiction is considered a way to improve mental 
health and well-being. 

Our results also show that students who use smartphones more, both dur-
ing working week and during weekend, feel lonelier than those who use it 
less. The missing information is the purpose for which these students use 
their smartphones, e.g. to communicate with others through phone calls 
or messages, visit social media, play games, etc. Previous studies show that 
more intensive use of social media is positively related to loneliness (Pri-
mack et al., 2017; Hunt, Marx, Lipson and Young, 2018). In fact, Hunt 
et al. (2018) showed that students who limited their use of social media to 
approximately 30 minutes per day, showed significant reduction in loneli-
ness and depression compared to the control group. 

The results of this study also show that computer use during the weekend 
is positively related to preferred loneliness, showing that people who prefer 
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to be alone more also use computer during the weekend more. Again, we 
lack information regarding the purpose of use. 

Finally, this research is not without deficiencies. Our results cannot be 
generalized to other populations since they were obtained on a sample of 
student participants. Also, further research should focus on the purpose 
for which students use digital media, not just the amount of time they 
spend using specific devices. 

In conclusion, results from this study show that the use of digital media 
does not interfere with reading, and in fact those students who read more 
also watch less television. This means that digital technology is not to be 
regarded as a harmful entity and that the time spent using it is an impor-
tant factor to be considered. Furthermore, only the use of a smartphone 
and a computer can be considered an important factor in considering the 
social functioning of the students, since they were associated with more 
feelings of loneliness and preferred solitude. Reading was also positively 
related to preferred solitude. But while preferred solitude is mostly regard-
ed as a voluntary withdrawal from the company of others, without bad 
feelings, loneliness is often related to lower well-being. Therefore, what 
the result of this study suggest is that attempts to achieve higher levels 
of well-being in students should also focus on the use of smartphones by 
students. 
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CULTURAL CAPITAL ON ETHNOCENTRISM
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Abstract

As a follow-up of the previous research undertaken by Mark Elchardus and Jessy 
Siongers, in this paper the authors aimed to test two theories designed to explain 
the causes of ethnocentrism – deprivation theory and cultural theory. Given that 
cultural theory proposes that ethnocentrism is a type of cultural work that consists of 
boundary making arising from the existing social groupings, while deprivation theo-
ry claims ethnocentrism to be only a reflection of one’s own social position, hypoth-
eses related to connections between family background, type of schooling, cultural 
capital/cultural tastes and ethnocentrism were proposed. Robustness of the results 
was checked with liberalism as an alternative criterion variable. The hypotheses were 
tested using hierarchical regression analyses based on data obtained from a sample 
of 500 students from five secondary schools in Slavonia and Baranja. The measures 
used in the field survey conducted in schools comprised scales of ethnocentrism, 
liberalism, general cultural capital and media (television) cultural capital, as well as 
demographic information relevant for the hypotheses testing. The results tentative-
ly confirmed cultural theory, while deprivation theory was rejected, thus implying 
usefulness of cultural approach to research on ethnocentrism and similar constructs.

Keywords: cultural capital, ethnocentrism, media, deprivation, cultural taste
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Introduction

The starting point of the paper represented Elchardus and Siongers’ 
(2007) study on competing theories aiming at explaining ethnocentrism.50 
Namely, they tested four theories – deprivation, social capital, detradi-
tionalization and cultural theory – on a study sample of Dutch pupils. In 
short, deprivation theory posits that ethnocentrism will follow from the 
feelings of deprivation based on a low-status social position. Social capital 
theory hypothesizes that stronger social integration of an individual (more 
social capital) decreases the likelihood of ethnocentrism, having in mind 
that ethnocentrism is not a socially acceptable value. Detraditionalization 
theory hinges on the mass society theory, i.e. it assumes that weaker influ-
ence of traditional social institutions (family, religion, etc.) will make an 
individual more susceptible to radical ideas, such as ethnocentrism. Lastly, 
according to Elchardus and Siongers (2007), cultural theory posits that 
ethnocentrism is interwoven with cultural taste and boundary making. In 
other words, cultural tastes arise from social categorization and boundary 
making, while ethnocentrism is accepted or rejected in order to integrate 
different elements of identity. For instance, higher social strata should do 
the boundary making by expressing highbrow cultural taste and rejecting 
ethnocentrism as a marginal and socially unacceptable idea. For lower 
social strata, both lowbrow (popular) taste and ethnocentrism will be a 
part of boundary making that consists of the rejection of the dominant 
social values. Thus, embracing ethnocentrism represents just an attempt 
to build an integrated worldview based on the high-low categorization 
that permeates various social phenomena. In both cases, cultural taste is 
embodied as the habitus that directs cultural preferences and practises 
that are taken for granted, becoming a cultural air that we breathe without 
awareness (Bourdieu, 1984). Elchardus and Siongers (2007) found that 
cultural theory is more supported by the data in their study than any of 
the competing theories. Additionally, their data did support detraditional-
ization theory to a degree, while social capital and deprivation theory did 
not fit the data at all.

50   In this paper, we employ classic definition of ethnocentrism first used by William G. Sumner 
in his book Folkways (1906). He defined the term as comprising all attitudes and behaviours that 
assume that our own culture and its values, norms and practises are inherently superior to those of 
other cultures.
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Overall, research generally shows that lower-class individuals are more 
likely to exhibit various ethnocentric attitudes and behaviors, such as con-
sumer ethnocentrism (Caruana, 1996) or general ethnocentrism (Heydari 
et al., 2014; Meeusen, de Vroome and Hooghe, 2013; Scheepers, Felling 
and Peters, 1990). When it comes to other studies that have employed, 
more implicitly than explicitly, the aforementioned general theoretical 
framework, we can conclude that they are very scarce. Slootmaeckers and 
Lievens (2014) found an impact of lifestyles and cultural tastes on ho-
monegativity (i.e. negative attitudes toward homosexuals). Namely, people 
with higher level of cultural capital (preference for performing arts and 
cultural heritage, and preference toward cultural eclecticism) expressed 
lower homonegativity than people with lower cultural capital (people who 
watch TV exclusively and people who prefer only cinema and libraries), 
even when controlling socio-demographic variables such as age, gender, re-
ligion and education. Kottasz and Bennett (2006) found that both among 
Hungarian and British arts consumers those with ethnocentric views in 
the arts field are more likely to be found among lower educated and finan-
cially worse-off respondents, even though ethnocentric arts preferences 
are significantly present in all social strata. Jarness (2015) used symbolic 
boundary approach (SBA) to study horizontal boundary-drawing within 
the middle class. Analysis detected two fractions of middle class: cultural 
and economic, and there is a mutual antagonism between the two. The 
participants with high cultural and low economic capital see “the rich” 
as people with aesthetic and moral character imperfections, while partic-
ipants with low cultural and high economic capital see cultural elite and 
their cultural consumption as “trying too hard”. Jarness observed that 
interviewees do not seem to be aware of their own strategies for making 
symbolic boundaries.

Given the above, in the current study we made an effort to employ the 
aforementioned theoretical framework and to test two of the competing 
hypotheses regarding ethnocentrism. For that purpose, we used the data 
from a survey study which comprised some of the measurements needed 
for the discussion of our research questions. We decided to include two 
different types of cultural capital. The first one is the usual distinction be-
tween highbrow and lowbrow, or between high and popular culture. This 
distinction mainly relates to aesthetic preferences in the field of arts. How-
ever, in our study, media cultural capital in the form of television viewing 
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preferences is included as well. Even though television is probably less and 
less important for younger generations given the possibilities of meeting 
information and cultural interests on the Internet (Van Steen, Vlegels and 
Lievens, 2015), its importance might still be present. In addition, the so-
called functional equivalence thesis, which argues that the Internet will 
replace those activities that fullfill the same needs that the Internet can 
now fulfill, is not yet proven (Robinson and Martin, 2009). And finally, 
the structure and content of television viewing is much easier to define 
and measure in comparison to the Internet habits and their measurement. 
Furthermore, Bennet (2006) showed that there is a strong distinction be-
tween genres of high and low legitimacy in television broadcasting field, 
and that those genres are connected to social stratification variables, such 
as occupation and level of education. Namely, Bennet demonstrated that 
genres of low legitimacy, such as soap operas and quizzes, are more often 
preferred by lower classes, whilst genres of higher legitimacy, such as news 
reports, arts programmes and documentaries, are more often preferred by 
more educated television viewers and by those belonging to higher occu-
pational categories. As for the other research, Lizardo and Skiles (2009) 
confirmed that television broadcasting space is stratified along class lines, 
even though the stratification is contingent upon the specificities of public 
and private television systems in different countries, i.e. it depends on the 
level of commercialization of the television programming. A significant 
portion of research studies (e.g. Friedman and Kuipers, 2013; Friedman, 
2011) revealed that differences in cultural capital are highly operative in 
the field of television comedy. On the other hand, Gayo-Cal, Savage i 
Warde (2006) found higher level of cultural omnivorousness among high-
er social classes, given that they showed higher level of tolerance towards 
popular television forms.

Research Questions, Methods and Sampling

Based on the above-mentioned theoretical reasons, the following two re-
search questions were posed in the current study:

RQ 1: Which of the competing hypotheses/theories, cultural theory or 
deprivation theory, can better explain ethnocentrism?
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RQ 2: Within the framework of cultural theory, is there a difference be-
tween the strength and direction of influence of classical cultural capital 
(highbrow culture vs. popular culture preference) and cultural capital ac-
quired through the media (television)?

As already noted, we used a part of the data from the research project 
“Cultural Capital and Educational Outcomes”, conducted in 2014 and 
funded by Josip Juraj Strossmayer University of Osijek. Total of 500 stu-
dents participated in the survey. Among them, 152 students attended 
grammar schools, 220 students technical and related schools, 93 students 
industrial and crafts (vocational) schools, and 35 students came from arts 
schools. All other sample details can be found in Pavić and Đukić (2016).

Highbrow culture preference was measured with five-item scale (Mean 
= 14.60; SD = 4.45; Cronbach’s alpha = 0.73), whereas popular culture 
preference scale was measured with three-item scale (Mean = 10.05; SD = 
2.72; Cronbach’s alpha = 0.71). In both scales, the respondents indicated 
their preference for various cultural activities on a 1-5-point scale. A sam-
ple item comprising highbrow cultural preference scale is as follows: I like 
visiting museums and galleries, whereas a sample item for popular culture 
preference scale is as follows: Popular music is much better than classical 
music. Here we must note that the preference and not the actual behaviors 
was measured, since we had assumed that the low level of cultural activites 
in some of the areas where the survey had been conducted would act as a 
barrier of the intended cultural consumption for some of the secondary 
school students. 

Items related to television consumption were factor-analysed with prin-
cipal component analysis (Kaiser normalisation, varimax rotation of the 
initial solution). Four factors were obtained – (1) preference for highbrow 
content (documentaries, arts and culture shows), (2) preference for films 
and television series, (3) preference for drama shows (domestic and foreign) 
and (4) preference for information broadcasting (news and sports). All de-
tails regarding the factor analysis can be found in Pavić and Đukić (2014). 
Items that were heavily loaded on the factor/dimension were summed up 
in order to obtain a measurement scale of the aforementioned constructs.

Items related to attitudes towards ethnocentrism were also factor-ana-
lysed in a similar vein. Kaiser-Meyer-Olkin measure of sampling adequa-
cy amounted to 0.68, while Bartlett’s test of sphericity was statistically 
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significant, thus confirming that the items were suitable for a factor anal-
ysis. Two dimensions were extracted, with a total of 35.13% of variance 
explained. Rotated factor matrix with item loadings is shown in Table 
1 below. As can be concluded, the firs, three-item, dimension pertains 
to ethnocentrism (Mean = 7.92; SD = 2.67; Cronbach’s alpha = 0.61), 
while the content of the second, four-item, encompasses liberalism (Mean 
= 15.53; SD = 2.71; Cronbach’s alpha = 0.63).

Table 1. Factor analysis of items related to ethnocentrism and liberalism 
Note: Only factor loadings higher than 0.3 are shown.

Item Ethnocentrism Liberalism
National minorities are overprotected in our society 0.66
There are better and worse nations/cultures 0.65
You can very rarely learn something good from members of 
other nations and religions

0.44

Majority should not determine how minority lives 0.53
All persons should freely choose their lifestyles 0.81
Liberal democracy is the best political system 0.41
I respect the opinions of others even if I do not agree with them 0.45

Results

In order to test the aforementioned research questions, series of hierar-
chical regression analyses were conducted. First, ethnocentrism was en-
tered as the criterion variable. In the first model, only demographic var-
iables – GPA, gender, father’s education, and school type. In the second 
model, variables related to cultural tastes were entered into regression. 
Durbin-Watson statistic was 1.83, thus showing no presence of auto-re-
gression. The residuals were normally distributed with no apparent signs 
of heteroscedascity.

The data from Model 1 shows that gender is significantly associated with 
ethnocentrism, i.e. that male students have 0.58 points higher results than 
female students. GPA is not significantly associated with ethnocentrism, 
and the same goes for father’s education, when all other variables are en-
tered into the model. However, we should add here that father’s education 
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is negatively correlated with ethnocentrism when school type is not en-
tered into the regression model. And finally, school type is significantly 
associated with ethnocentrism. Namely, students from art schools have on 
average 1.71 points lower results on the ethnocentrism scale when com-
pared to students from industrial and crafts schools (the reference group), 
whereas this difference amounts to 1.42 points for students from grammar 
schools and 0.74 points for students from technical and related schools 
(Table 2).

Table 2. Hierarchical regression with ethnocentrism  
as the criterion variable 

Notes: * p≤0,05; ** p≤0,01; *** Elementary school was the reference 
category; **** Industrial and crafts schools were the reference category

Model 1 Model 2
B β B β

Intercept 8.39 - 8.00 -
Gender 0.58* 0.11* 0.37 0.07
GPA 0.04 0.01 0.14 0.04
Father’s education***
University -0.56 -0.09 -0.42 -0.07
Secondary school -0.71 -0.13 -0.67 -0.12
School type****
Technical and related schools -0.74* -0.14* -0.53 -0.10
Grammar school -1.42** -0.25** -0.95* -0.17*
Art school -1.71** -0.17** -1.00 -0.10
Preference for highbrow culture -0.08* -0.13*
Preference for popular culture 0.07 0.08
Highbrow TV content -0.02 -0.02
Films and TV series -0,08 -0,07
Drama TV shows 0.04 0.04
Information TV broadcasting 0.18** 0.13**

R=0.27

R2=0.07

Adjusted R2=0.07

R=0.34

R2=0.11

Adjusted R2=0.09

ΔR2=0.04**
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However, when cultural taste variables are entered into the model, regres-
sion coefficients for school types significantly drop and stay statistically 
significant only in the case of grammar schools. Among the cultural taste 
variables, preference for highbrow culture and preference for information 
TV broadcasting are significantly associated with ethnocentrism, albeit in 
different directions. To be precise, one-point increase on the preference for 
highbrow culture scale decreases ethnocentrism by 0.08 points, while one-
point increase on the information TV broadcasting preference increases 
ethnocentrism by 0.18 points. 

In order to check the robustness of the finding, a hierarchical regression 
with liberalism as the criterion variable was conducted. In this case as 
well, in the first model there are only demographic variables – GPA, gen-
der, father’s education, and school type. In the second model, variables 
related to cultural tastes were entered into regression. Durbin-Watson 
statistic equaled 1.92, thus showing no presence of auto-regression. The 
residuals were normally distributed here as well, with no apparent signs of 
heteroscedascity.

The results point to the same conclusions as the ones with ethnocentrism 
as the criterion variables. Namely, male gender is associated with lower 
liberalism (the difference is 0.65 points on average), which is also the case 
for school type. Grammar school students have on average 1.27 points 
higher result on the liberalism scale than the students of industrial and 
crafts schools, while the same goes for the students of technical and related 
schools (1.09 points difference).

However, there are a couple of possible caveats that should be mentioned. 
First, in this case the impact of father’s education remains significant in 
both models, with students with father with elementary school education 
having higher results on the liberalism scale than those with fathers with 
completed secondary education. Second, in addition to the preference for 
highbrow culture, film and TV series preference is associated with higher 
liberalism, which is slightly different when compared to the model with 
ethnocentrism as the criterion variable, where this role was taken by infor-
mation TV broadcasting.
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Table 3. Hierarchical regression with liberalism as the criterion variable 
Notes: * p≤0,05; ** p≤0,01; *** Elementary school was the reference 
category; **** Industrial and crafts schools were the reference category

Model 1 Model 2
B β B β

Intercept 8.39 - 8.00 -
Gender -0.65** -0.13** -0.36 -0.07
GPA 0.01 0.00 -0.09 -0.02
Father’s education***
University -0.92 -0.14 -0.85 -0.14
Secondary school -1.02* -0.19* -0.98* -0.18*
School type****
Technical and related schools 1.09** 0.21** 0.89** 0.17**
Grammar school 1.27** 0.23** 0.80* 0.14*
Art school 0.65 0.07 0.12 0.01
Preference for highbrow culture 0.09*** 0.15*
Preference for popular culture -0.03 -0.04
Highbrow TV content 0.08 0.06
Films and TV series 0.21** 0.19**
Drama TVshows 0.05 0.06
Information TV broadcasting -0.06 -0.05

R=0.23

R2=0.06

Adjusted R2=0.05

R=0.37

R2=0.14

Adjusted R2=0.11

ΔR2=0.08**

Discussion and Conclusion

Overall, our study tentatively confirms the value of “homology” argu-
ments (Chan and Goldthorpe, 2010) which point to the overlap between 
social and cultural stratification. In other words, cultural consumption 
represents an element of social stratification since social classes differ in 
their cultural tastes and behavior, and this difference is not neutral in 
terms of social power and existing social hierarchies. Our study repre-
sents a type of validation of the aforementioned arguments through the 
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employment of cultural capital theory in a seemingly distinct domain 
such as ethnocentrism research and theories. It seems that both ethno-
centrism and cultural tastes represent a coherent pattern of class-relat-
ed values and behaviors with origins in the fundamental class divisions 
that are reproduced in the cultural domain. However, a word of caution 
is warranted here since our data cannot clearly distinguish between the 
two competing theories – aforementioned cultural capital theory and om-
nivore-univore theory developed by Richard Peterson and his associates 
(Peterson, 2005; Peterson and Kern, 1996; Peterson, 1992; Peterson and 
Simkus, 1992;). Namely, omnivore-univore theory posits that cultural 
consumption is related to social stratification, but in a little more complex 
way than cultural capital theory would suggest. In other words, higher 
classes are omnivorous in their cultural tastes, consuming both highbrow 
and lowbrow culture, whereas lower classes tend to consume only lowbrow 
culture. It is reasonable to assume that univore cultural taste is connected 
to more rigid systems of cultural classification, even though the reasons 
behind this assumption are very complex and probably not uniform by 
being related to cultural differences (Sokolov and Sokolova, 2019). There-
fore, it can also be hypothesized that univore taste would be correlated 
with ethnocentrism as a symptom of the aforementioned cultural rigidness 
in the domain of out-group relations. Here we can note that our results 
demonstrate that popular culture preference is not connected neither to 
ethnocentrism nor liberalism, which is quite consistent with hypothesized 
connection between omnivorous cultural tastes and lower ethnocentrism. 
Cultural capital theory would suggest that both highbrow and lowbrow 
tastes are related to ethnocentrism, but that was not the case in our study. 
Thus, we can conclude that our study does confirm stratified nature of 
cultural consumption and its implication on other social phenomena, such 
as ethnocentrism, but cannot decide between different mechanisms that 
connect these phenomena, since this goes beyond of the scope of our hy-
potheses and the data analysis plan.

In case of ethnocentrism as a criterion variable, our results fully confirm 
the results from Elchardus and Siongers (2007). That is, culture theory 
is confirmed in the current study as well, bearing in mind that both the 
impact of father’s education and, especially, school type become much 
weaker when cultural taste variables enter the picture. The results can 
be interpreted within the framework of the so-called symbolic society 



M
O

V
E

M
E

N
T

S
 | E

U
R

O
P

E
A

N
 R

E
A

LIT
IE

S
 | 4

th In
tern

atio
n

al S
cien

ce C
o

n
feren

ce „E
u

ro
p

ean R
ealities – M

o
vem

en
ts“ | C

o
n

feren
ce P

ro
ceed

in
g

s

251

(Elchardus, 2009). Namely, Elchardus emphasizes that symbolic socie-
ty seemingly allows individuals to freely choose their values, tastes and 
lifestyles. However, different latent social processes and pressures direct 
individuals into patterned choices which are connected either to their or-
igin or destination classes. In this way, older theories of class society can 
be joined together with theories that posit pervasiveness of postmodern 
(late modern) individualism. The growing reflexivity of identity (Giddens, 
1991) and individualization (Beck and Beck-Gernsheim, 2002) within the 
network society (Castells, 1996) does not imply that all choices are equally 
probable and that the choices are not patterned by social forces that might 
not be visible to an individual. The homology between social class and cul-
tural tastes might be weakening, but it still might impact everyday choices 
in cultural fields in various subtle ways.

The study results also indicate that the “destination hypothesis” regarding 
the connection between social mobility and cultural taste has more merits 
than the “origin hypothesis” (Daenekindt and Roose, 2013). It seems that 
the connection with the father’s education (original class position) ceas-
es to exert an effect on ethnocentrism after the school type (destination 
class position) had been taken into account. In other words, the corre-
lation between father’s education and ethnocentrism, which is negative, 
can be fully explained by the fact that children with lower class social 
background more often attend vocational schools, i.e. schools with lower 
academic status. Therefore, boundary making that forms a part of primary 
socialization within family does not have an independent influence on 
ethnocentrism, while secondary socialization taking place in school does 
have such an effect. However, here we should also note that generational 
differentiation effects (Lizardo and Skiles, 2015) in the cultural field limit 
our conclusions on this specific case, i.e. we are not able to reliably gener-
alize beyond the scope of our sample comprising only the youth.

As a major limitation of the current study, we should acknowledge a very 
crude nature of our measurement of social class. Namely, we measured 
only the father’s education as an indicator of social class, even though it 
can be argued (for instance, see Chan and Goldthorpe, 2010, 18-21) that 
social class should be clearly distinguished from social status, and from 
education and income as related but still different dimensions of social po-
sitions. As Chan and Goldthorpe (2010) argue, social class is based upon 
labour market conditions, social status upon honour and esteem, while 
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education and income can be conceived as supplementary variables whose 
impact should be tested against social class and social status impacts. In 
other words, the causal paths of all these social position measurements 
could be quite distinct and they cannot be used as mutually exchangea-
ble. Therefore, it is advisable that in the future research all these distinct 
dimensions of social stratification should be examined separately, both 
empirically and theoretically.
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Abstract

As we get older, we have to face many significant changes in our lives, which is never 
easy. Oftentimes, elderly people (referred to as “seniors”) deal with many life chang-
es. The gap between them and the younger generations even grows with new digital 
technologies. Nevertheless, it is necessary for seniors to master new technology since 
it can be a benefit to their everyday life in many ways. Seniors even show interest 
in learning, however their fear and negative attitude interfere with their will. Our 
research aims to find out how seniors perceive digital technology, taking into consid-
eration the level of their technical skills, by the means of a research method “focus 
group”. There were 13 participants divided into three groups focusing on two devices, 
i.e. smartphone and smartwatch. We have discussed functions and possibilities of 
these gadgets with seniors for several hours and we came to understand that they are 
aware of all the undeniable advantages the devices and their functions offer, yet they 
fear it eats up our time and disrupts our relationships. Further findings and overall 
conclusions of the research are attached in the text of the study. Patient and continu-
ous formation of seniors would go a long way in the effort to improve their attitude, 
e.g. a form of a service available to seniors whenever they have technical issues. 

Keywords: digital skills, digital technology, seniors, smartphone, smartwatch
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Introduction 

Seniors can be referred to as digital immigrants in the world consumed by 
technology. Prensky (2001) explains that they are strangers to new tech-
nology and they need a certain level of education in the field. The digital 
immigrants fear digital technology or their body issues arising gradually 
and causing them difficulties to operate any technology. According to J. 
Palfrey and U. Gasser (2008) digital immigrants are very similar to real 
immigrants but in the world of digitialization. They need more time to 
adapt to the language of digital technologies because they have to learn 
how to use them in the same way as immigrants have to learn a new lan-
guage in a new country. 

The process of aging is a natural process which includes a weaker ability 
of the body to adapt or a decrease in functional reserves (Štilec, 2004). 
According to I. Stuart-Hamilton (1999) and genetic theory, ageing causes 
a weakening of the senses as well as the functioning of the muscular, di-
gestive, nervous system or others. Aging is characterised by a decrease in 
external and internal energy, slower body processes and a gradual suscepti-
bility to diseases (Balogová, 2009). Old age is the last step in a human life 
and it is the age which ends the circle of life (Ondrušová, 2011). Sojáková 
and Pavelková (2018) mentioned that preparation for this period was until 
recently a concept that the seniors did not consider but it can be a positive 
experience for a person, as he/she might avoid potential negative emotions 
such as sadness, boredom or acrimony.

The older generation is placed at a disadvantage in many ways as opposed 
to the younger one and it can be perceived best through the digital gap 
growing between the two generations. The innovations in the field of dig-
ital technology count on certain habits and skills of its users. That is why 
its operation comes naturally to youngsters. However, seniors do not have 
such skills thus the operation of technology is difficult to them. Nonethe-
less, it is important for seniors to be included in society and nowadays we 
live in an information society which is why the continuous improvement 
is essential. The process of socialization of seniors would be much easier if 
the digital gap was reduced and the education in digital technology was 
provided. Digital literacy aims to help people become more active and in-
formed (Rivoltella, 2006). Our society is seens as a flow of information in 
which it is difficult to navigate. British Computer Society confirms these 
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opinions. In 2013, it launched the program called Digital Literacy for 
Life which showed that digital literacy refers to the ability of individuals 
to use technology to participate in the modern social, cultural, political 
and economic life of a country. Digital literacy became the predisposition 
for creativity, innovation and business according to the European Com-
mission (Department of eLearning: Digital Literacy, 2015). The lack of 
digital literacy causes the citizens to fail at their social inclusion and skill-
set acquisition necessary for life in the 21st century. It is true that not only 
Slovak seniors avoid anything close to digital. The fear however does not 
solve any of the issues they face every day, neither does it help in terms of 
important social questions. Thus we have decided to find out through our 
research the source of the fear of using digital technology and whether the 
education is the way to overcome the fear. We gained experience in edu-
cating seniors in ICT as a part of international project LoGaSET, during 
which we helped them to work with a smartphone.54

Objectives and Methodology 

The research aims to find out what knowledge and attitude seniors have 
when it comes to new technology and modern digital technology in gen-
eral. We would like to come up with the approach to seniors’ formation in 
the field. One partial objective is to learn if seniors change their attitude 
towards a selected device once they become profoundly familiar with it. 
The other partial objective is to learn how their attitudes vary towards 
known and less known digital devices. 

We have opted for two devices in order to learn the above-mentioned. The 
one device that is commonly used even among seniors is a smartphone. 
We showed them the following applications: Whatsapp, the app of their 
favourite supermarket, and CP.sk which offers schedules of trains, buses 
and public transport. The other device is a smartwatch with its specific 
functions best fitted for seniors. In addition to making and receiving a 
call or checking weather it provides monitoring of health functions such 
as calories burned, sleep cycles, heartbeat, stress level, etc. 

54   For more information see: Jurczyk-Romanowska, E. et al. (2019). Location-Based Games as 
a Contemporary, Original and Innovative Method of Seniors’ Teaching and Learning. URL: http://
logaset.eu/book/
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We used the method of focus group to meet our objective. There were 13 
female seniors at the age varying from 64 to 78 in our focus group. They 
were further divided into three groups in order to acquire the answers in 
more detail. 

jobsOur focus group had four stages. It has been inspired by the focus 
group of the University in Edinburgh.55 

1. The attitude of seniors towards technology: The aim was to 
learn what attitude our respondents have towards the technology 
they use in everyday life and which technology could improve 
their quality of life. 

a) Which types of technology do you use in daily life? 

b) Where do you encounter new technology? 

c) What do you imagine when you hear the term technology? 

d) What issues seniors address in their everyday lives? 

e) Which types of technology do you find helpful in that re-
gard (in your opinion)? 

2. The next step was to show seniors the device which was turned 
off in order to find out the level of their knowledge and perception 
of the device. We asked the following: 

a) Have you ever seen such a device? 

b) What is it for? 

a. What are the reasons why you haven’t used it yet? (or 
what motivated you to start using it?) 

b. What are the advantages of using it? 

c. What are the disadvantages of using it? 

3. Next, we gave the seniors the device so they could have a look 
at it while taking turns. The aim was to see if their impressions 
had changed in the second phase. 

Subsequently, we asked respondents: 

55   Vaportzis, E., Clausen M., G. and Gow, A. J. (2017,) O lder Adults Perceptions of Technology 
and Barriers to Interacting with Tablet Computers: A Focus Group Study. URL: https://www.ncbi.
nlm.nih.gov/pmc/articles/PMC5649151/ 
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a) What are your first impressions of this device – what did 
you think of it at first? 

b) What for could you use this device in everyday life? 

4. In the last phase, the seniors were free to try out the various 
functions of the device for us to verify how their views and per-
ceptions of the technology changed after seeing its pros and cons. 
We also wanted to know what would help them learn how to op-
erate the device or get better in it. 

c) What are your impressions of using this technology? (fear, 
tension, insecurity, excitement, joy, confidence, uncertainty, 
frustration, sadness, failure, disinterest, adventure) 

d) What could help you with using this device? (training, 
family). 

Based on the set goals and methodology, we assume that seniors generally 
have a negative attitude towards new technologies. We also expect that 
once respondents recognize a wide range of functions of a smartphone 
and smartwatch, they will want to use them as they will realize how useful 
these might be. It is also assumed that seniors will have a more positive 
attitude towards smartphones than smartwatch. 

Attitudes of Seniors Towards Technology

Smartphone

As mentioned above, the focus group consisted of a total of 13 partici-
pants. All female participants know about the smartphone device, 8 par-
ticipants own and actively use it, the remaining 5 participants do not 
own it, while two of them own a mobile phone for seniors. Two of the 
participants have two mobile phones at the same time (1 smartphone + 1 
“classic” button phone). Ladies who do not own a smartphone know about 
its (or some of its) functions and possibilities primarily indirectly – from 
their children and grandchildren. So, when we showed this device to the 
participants, they all knew what it was used for and its basic functions (i.e. 
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they knew that it could make calls, send and receive SMS, MMS, it could 
be used instead of a camera). 

In the first group, 3 out of 4 participants own a smartphone. One partici-
pant has both a smartphone and a push-button telephone. She has the but-
ton telephone because she is already accustomed to it. Now, she is learning 
how to use a smartphone that her children bought her. The motivation 
for these participants to have a smartphone is primarily their children or 
grandchildren (since children can send photos and videos of grandchil-
dren). On the one hand, they acknowledged the benefits of these devices 
(primarily the fact that you may be in contact with their loved ones), on 
the other, they agreed that this technology (and technology overall) ad-
versely affected family life. Three participants noted that grandchildren 
used their phones when visiting. They also pointed out that their children 
were not communicating with their partners, as they once were as a result 
of their work duties (2 participants said that their children spend a lot of 
time during their visits on the phone or checking their e-mails). 

After showing the selected applications and options that can be used on 
smartphones, participants were pleasantly surprised. Three participants at-
tended a course on smartphone use, where they also learned how to work 
with WhatsApp, so all 3 had it installed and actually used it (primarily 
for chatting, sending photos and videos; device location option and device 
location data sending was not used by them). 2 of the smartphone owners 
also knew about other applications (CP, IMHD, LIDL) and their advan-
tages, but were not really using them – because they needed more time to 
comprehend them (and unfortunately their children do not have neither 
time nor patience). The rest said that these applications are certainly ben-
eficial for young people, but they no longer need them for their lives as so 
far, they have been able to live comfortably without them. A participant 
who does not own a smartphone has experience with it as her children 
and grandchildren own it. Although she perceives and acknowledges its 
benefits, she resists the idea of having to own it. She is horrified by the 
possibility of erasing or messing up something (sending a message to the 
wrong person, etc.), as well as the speed with which people are working 
with these devices (she fears that she is slow and the society would not be 
patient with her). 
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In the second group, 3 out of 5 participants own a smartphone. The group, 
much like the other two groups, agreed that while mobiles are helpful in 
many respects, they also carry a number of negatives. Today’s “techno-
logical” generation of young people gets more stupid under the influence 
of smartphones. One of the participants summed up several ideas of the 
participants as follows: “With the advent of new technologies, the way 
of thinking changes as well technologies lead us to simple, short, concise 
thinking. They don’t make us think.” The second lady added that children 
visibly cease to communicate as they solve everything over the phone. 
Often, they sit together in a restaurant and chat with each other over the 
phone instead of leading proper verbal communication. Unfortunately, 
such behavior is being instilled into them since a young age – both within 
the family and in schools (homework must already be done on a PC). All 
of them were outraged at the level of grammar of today’s young people. 
One of the participants added that “schools are the ones that should teach 
us the things we need for life, technology and its use are secondary”. 

After introducing the two applications, 2 participants said they would 
install some applications because they seem to be really practical; the third 
participant did not show any interest, as she said she can live comfortably 
without them. Participants are afraid of new things, primarily because of 
rapid changes – they are afraid to invest energy and time into understand-
ing something which then gets “improved and changed”. Overall, the fe-
male participants noted that current technologies (not just smartphones) 
are evolving too quickly and older people are not able to follow them, not 
speaking about owning them or using them. 

In the second group, 2 out of 4 participants own a smartphone, while one 
participant owns both a smartphone and a button telephone. She pre-
fers to have 2 phone numbers, one she uses to pay her bills and handle 
routine errands, the other number is for friends with whom she spends 
free time. As in the previous group, the participants have also agreed on 
the many benefits that smartphones bring (the ability to connect with 
almost anyone at any time, to call emergency, to be quickly informed, 
etc.). They also perceive the fact that today’s people “cannot relax”. By hav-
ing a smartphone with the Internet, they constantly check and deal with 
work affairs (e-mails, etc.), so work also absorbs most of their free time, 
which, again, adversely affects the psyche of the individual as well as the 
overall well-being and interpersonal relationships. The overall tone of the 
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discussion could be summed up in the words of one of the participants as 
follows: “Technology takes us away from nature, from a normal pleasant 
life.” They worry about today’s young people who, in their opinion, are 
unable to draw a line between one’s work and personal life, as the two 
overlap, and they often do not realize that this fact is very destructive to 
themselves. 

After browsing the mentioned applications (one of the participants is ac-
tively using WhatsApp, the others did not know this application) one 
of the participants installed several of the applications directly (working 
timetables, Lidl) and plans to use them in everyday life. Others have 
agreed that these options are fine, but they will not use them for their 
needs yet. One of the participants shook her head in a disbelief, not un-
derstanding why it is good to make shopping lists when we have our heads 
and we should remember things, since we know what we need. By simpli-
fying everything, we lose memory, we do not train it, and unnecessarily 
increase our health risks of developing various diseases. 

Overall, female participants who have been willing to participate in the 
focus groups are aware of the benefits that new technologies bring (includ-
ing smartphones) – they positively appreciate mainly the operational pos-
sibilities to quickly solve everything. In case of multiple participants eg. 
they mentioned that thanks to smartphones, they have improved signifi-
cantly in foreign languages (because they have downloaded applications 
where languages can be learned in a playful way). Likewise, Facebook is 
also popular, thanks to which participants have an overview of the news 
about others. On the other hand, however, they devoted more space to the 
disastrous consequences of using smartphones. They are primarily afraid 
of their grandchildren, who live under the influence of technology and 
forget (or do not know) the classic life – walking outside, running in na-
ture, achieving knowledge about the trees, herbs, mushrooms, long walks 
and conversations with friends, stronger and deeper family relationships 
and so on. Instead, today’s youth “taps on the phone” and does not be-
have adequately. They also negatively perceive the impact of these facilities 
on their children (about 40 years old), who always carry their work with 
them, and even during weekends, holidays and evenings or early morning 
hours they cannot stop working – thinking that the sooner they get things 
done, the sooner they will have peace. They do not realize that the sooner 
they get things done, the faster they will get more – other duties and that 
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is an endless cycle, which often ends tragically – with health problems, 
family problems, relationships, interpersonal misunderstandings. Under 
the influence of technology, according to all participants, gradually dis-
appearing “humanity”, people are starting to act more like a “machine”, 
changing their priorities. At the same time, they expressed concerns about 
loss of privacy, unnecessary spending of time, 2 of the participants men-
tioned an unusual smartphone problem – insensitivity to the touch (eg. 
they cannot pick up the phone when it rings, unlock their phone, etc. – 
which makes them feel helpless and angry). In 2 out of 3 realized groups 
the same motto was: “Good servant, bad master.”

Smartwatch 

The first group estimated that the subject we were showing them was a 
smartwatch. The respondents heard that this watch measures both steps 
and temperature. None of the respondents owns this watch. The reason 
is that they do not need them. Also, two of them do not want to be con-
trolled by the device. This group also highlighted the format of the watch 
and the fact that it does not need to be pulled out of the handbag, but it 
is still on the hand. On the other hand, they do not like the size of the 
watch due to their weak eyesight. One of the respondents raised the issue 
of transmitting wave radiation from this device and she worried that it 
is not healthy to keep it on the hand. Another recalled that the watch 
would disturb her and annoy her with notifications. Subsequently, mem-
bers of the third group palpated the watch. They were surprised that the 
watch unlocked itself. “It looks like in the car,” one of them described the 
design. There were also arguments such as that the watch is small, nice, 
ugly, strange. In everyday life, seniors would not wear such a watch, one 
of them noted that only if she wanted to show that she owns it. When 
testing the watch, seniors were particularly interested in health functions 
such as measuring pulse or sleep cycles. However, they did not like the 
fact that they had to wear it constantly. Despite the benefits of the watches 
that seniors in this group noticed, they would not want to own it. They 
agreed, that they are more suitable for the younger people and that they 
do not need them as they live a different, real life, which technology, in 
many cases, deprives of time and communication, for example. But they 
said they would learn to control them. However, one of them said, “If I 
don’t need it, I won’t even learn about it.” Other seniors would apply for 
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an education course in this field, if needed. “Whoever wants it, will learn 
about it,” they concluded the discussion. 

In the second sample of focus group respondents, four of five seniors had 
already seen a smartwatch, even though one in four considered it a normal 
watch. They attributed the following functions: pulse and pressure meas-
urement, small computer, watch phone, SMS sending. One of the seniors 
owns a similar watch in the form of a fit bracelet, and therefore she knows 
to control their functionality very well. The reason for buying such a de-
vice is her efforts to reduce weight and focus more on the movement. Oth-
er seniors agreed on the duplication of functions, eg. certain similarity to 
the smartphone, the problem is also a small screen. One of the seniors con-
sidered the touch phone itself annoying, so smartwatch would also bother. 
Seniors highlighted the potential compactness of smartwatch – all features 
are close to the hand and will not be easily lost. The women also agreed on 
their elegance and were interested in the price of the watch. The watches 
are too small compared to the laptops or smartphones they use. They also 
decided that this device would not be the cheapest one. On this point, 
they asked if there was a time and how to charge the smartwatch. In the 
next stage, their touch sensitivity of the screen introduces various func-
tions. However, the user interface was unknown to them at first glance. 
One respondent was afraid of erasing something by seeing the trash can 
icon. At this point, the watch caught the eye of the lady, who was already 
wearing the bracelet and she was fascinated by the advanced features that 
her device did not have. Other seniors have made sure that smartwatches 
are more suitable for managers and young people. They blamed the watch 
for the same thing as at the beginning. On the other hand, one of the sen-
ior women considered the watch too big. However, the other two assessed 
that they were highly usable and practical. Most seniors agreed not to use 
this watch in real life, except for health-related features. After trying out 
the features, the seniors again agreed that the watch was definitely useful, 
but they no longer needed it (except for a senior woman who already has 
a similar bracelet). “If I had them, I would use them”, one of the respond-
ents said. According to their words, constant health control is not good. 
One of the questions asked by them is important to mention, namely if 
the watch could be blocked. Children and family could of course learn 
them to control their smartwatch. 
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When we showed a smartwatch to the third group, the senior women did 
not know what it was. Later, one of them guessed it had something to do 
with the weather. Another guessed it was an improved, multifunctional 
watch. Another shouted that she wanted it because it measures footsteps 
and pulse. Neither of the respondents owns the watch, three of them due 
to the financial reasons, the fourth stated that there are similar functions 
as on the smartphone. They also agreed that this type of watch is more 
suitable for younger active people e.g. managers, as well as for athletes. 
On the other hand, a senior woman who has a serious heart disease would 
welcome them and evaluate them positively. The elders can call for help. 
Among the disadvantages they included the price, in connection with ex-
pensive repair in the case of failure. In the second part of the experiment 
their attitudes coincided with the first part. As they tested the watch, their 
feelings from the first part of the experiment intensified. After trying 
health features, a respondent with cardio disease stressed that she would 
definitely want such a watch. Another respondent just confirmed, that 
according to her opinion it is the same as a smartphone. The other two 
seniors were worried that they would be controlled by their watches, and 
that they would be forced to watch them frequently, which they consider 
as negative. 

Conclusion 

The participants held a strong negative attitude against technology and 
outlined several reasons for having such an opinion. In particular, they 
pointed out that this kind of technology is changing family life – family 
members use their smartphone constantly, communicate less, spend less 
time together because they cannot separate themselves from the phone and 
need to stay online. Participants also pointed out the fact that if one does 
not master technology, it limits his place in todayps world. As technology 
advances so quickly, seniors do not manage to keep up, and feel that so-
ciety condemns them for that or excludes them altogether. They also said 
that technology has a detrimental effect on health. It seems to them that 
technology (primary mobile phones) is sucking out energy of people and 
have detrimental effects on health (eye strain, prolonged focus). 
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As far as smartwatch is concerned, our respondents in most cases knew 
what a smartwatch is. They correctly assumed that smartwatch has also 
different health functions and that it was the extended hand of the smart-
phone. Although the respondents have seen rich functionalities of a smart-
watch and noticed its usefulness, they cannot imagine using it (except 
the respondent who uses a smartwatch and the other respondent with a 
serious heart disease who likes its heart rate function). In general, they 
think this device is designed for younger and busy people. Although re-
spondents have no problem learning how to operate a smartwatch, they 
just do not need it. Not only there is an issue of a small size of the display, 
but respondents also pointed out the price and the fact that the watch 
would constantly check them and annoy them. Although respondents felt 
positive about their relationship to modern technology, they do not want 
a smartwatch because they do not think it is okay to be still connected to 
the virtual world and that people “need time to be with themselves,” as 
one of the respondents pointed out. 

It follows that the desire of older women to learn how to use a smartphone 
is greater than the desire to learn how to use a smartwatch. This is due to 
the widespread use of smartphones, which are much more implemented 
in seniors’ lives than smartwatches, as well as duplication of functions. We 
can say that even though seniors tried out smartwatches and smartphones 
on their own, only five seniors were positive about the continued use of 
these devices (these seniors were more advanced users of the devices). 

Overall, however, respondents have no other life issues besides health 
problems, so they could not define what device could be useful in their 
normal, everyday life. Technology is secondary to them, and since they 
have managed to live most of their lives without it, they do not need it 
today. In addition, the respondents mentioned that fear is a major factor 
in their perception of technology (e.g., that they erase something, break 
down the device etc.). 

When asked what would make it easier for them to use their smartphones 
or smartwatches, the participants agreed on greater willingness and pa-
tience of children and grandchildren. At the same time, the participants 
said that if there was a study program – e.g. informatics for active sen-
iors (or “computer-photography”) at the University of the Third Age, 
they would definitely apply. They were primarily interested in the use of 
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smartphones, computers, photo editing and photo sorting software, but 
also internet banking and online shopping. In addition, it would be advis-
able to set up a service for seniors where they could address their problems 
regarding new technologies. As their short-term memory deteriorates with 
age, some functionalities are forgotten, and any one-off course may not be 
as effective as continuous contact with people who can explain them any 
issues related to the use of modern digital devices. 
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Abstract

Proverbs are considered as basic elements when discussing different cultures, and 
some proverbs are even considered to carry the hallmark of universality. Originating 
from the oral tradition, they are nowadays present in both traditional and radical 
forms, in all spheres of human culture, namely in the written text, media and the 
Internet. This paper discusses the universality of the notion of proverbs and prov-
erb transformations, as well as their presence in the digital age by comparing the 
mechanisms of transforming proverbs into anti-proverbs in several European lan-
guages with the mechanisms present in transforming proverbs to postproverbials 
in African languages. Apart from comparing acts of transformation among mostly 
younger generations of speakers or users of specific languages, the issue of preserv-
ing their transformations addressed and exemplified through the presentation of the 
PACE Research Network (Postproverbials in African Cultural Expressions) will be 
addressed. The questions raised through the present paper are: Do proverb transfor-
mations reflect a universal global tendency in cultural changes? Can we actually state 
that proverb transformations are the cause or merely the reaction to changes on the 
local, regional or even global level? Are transformations of canonical proverbs regard-
ed as a new subculture in the digital age, and what is their significance? Should they 
be preserved and nourished further?

Keywords: Africa, anti-proverbs, Europe, PACE Research Network, proverbs, 
postproverbials
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Introduction

Proverbs are considered universal linguistic units that exist in all cultures 
in the world, and therefore can be labelled as “traditional, pithy, often 
formulaic and/or figurative, fairly stable and generally recognizable units” 
(Norrick, 2015, 7). They are typically used to form a complete utterance, 
make a complete conversational contribution and/or to perform a speech 
act in a speech event. (Norrick, 2015, 7). There are different definitions 
of proverbs and proverbiality, and we can also find different perspectives 
studying these linguistic units, highlighting their most important features 
like polysemy, pun, hyperbole, irony, tautology, paradox, connotation, and 
imagery. There have been lots of discussions on proverbs and their syn-
tactic and discourse features across languages from folkloristic, linguistic 
and lexicographic perspectives with different methods and goals, resulting 
in diverse terminologies, that are sometimes overlapping and sometimes 
complementary (see Norrick, 2015, 17-25). One of the important features 
of proverbs that needs to be further discussed in the course of this paper 
is the universality of their origin, since proverbs and proverbial elements 
have arisen from the oral tradition and spread across cultures, nations 
through literacy and literature. Wolfgang Mieder namely concludes that 

the origin of proverbs lies somehow in the soul of the folk. Their 
birth is veiled in mystery and obscurity (Trench, 1853: 42), and 
their parentage is enveloped in mystery (Hulme, 1902: 18). In 
fact, it was “loosely imagined that proverbs are a kind of mystic 
accretion of wisdom; that they have crystallized out of the expe-
rience of the past ages without the precise effort of individuals, 
almost without the intervention of human agency” (Firth, 1927: 
262). As can be imagined, it remains an especially vexing problem 
to ascertain the origin and age of proverbs from oral societies, but 
proverbs from literary traditions might in fact also have been in 
anonymous oral use prior to their first historically recorded refer-
ence. (Schneider, 1981: 33-41) (Mieder, 2015, 29)

One of the basic definition of proverbs therefore is the one provided by 
Hrisztova-Gotthardt who stated that proverbs were

relatively short, firmly shaped, completed sentences, which are 
often based on certain syntactic models, use different figures and 
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usually express their message in metaphorical form. They express 
wisdom, rules and opinions and, in contrast to earlier times, ful-
fill numerous pragmatic functions in addition to their dominant 
didactic function. Proverbs are generally known utterances in a 
linguistic or cultural community, but are not considered absolute 
truths. (Hrisztova-Gotthardt, 2010, 25)58

The recent paremiological studies account for the modern and universal 
feature of proverbs that has been spreading around all languages and cul-
tures through the globalization via Internet, the proverb transformations. 
Anna T. Litovkina states that proverbs have never been considered sacro-
sanct but they have frequently been used as satirical, ironic or humorous 
comments on a given situation, providing a framework for endless trans-
formation. In the last few decades, they have been perverted and parodied 
so extensively that their variations have been sometimes heard more often 
than their original forms (T. Litovkina, 2015, 326). In her magisterial 
book on oral literature in Africa, however, Ruth Finnegan made the pop-
ular statement that proverbs have the quality of “terseness and relative 
fixity” (Finnegan, 2012, 393) with sacrosanct structure and therefore she 
argued that the idea of transformation was strange to them. Out of several 
available definitions given by African scholars, the one provided by Oye-
kan Owomoyela in his Yoruba Proverbs is most considerably functional:

Proverbs, often incisive in their propositions and terse in their 
formulation, are deduced from close observation of life, life forms 
and their characteristics and habits, the environment and natural 
phenomena, and sober reflection on all these. Because proverbs 
are held to express unexceptionable truths, albeit with some quali-
fication, their use in a discussion or argument is tantamount to an 
appeal to established authority. (Owomoyela, 2005, 12)

Given the present time, and access to the global network and corpus of 
different linguistic material on the Internet regardless of the language, we 
can see that there are many proverb transformations arising daily. Some 
are being preserved in different media, some vanish due to the instability 
of the platform they are being recorded on. However, the main feature of 
proverb transformations that can be considered universal and common 
to all cultures is their creation as a reaction to changes both on local, 

58   Translated from German by MAV
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national and global levels, and their goal of evoking a certain reaction. 
The present paper therefore discusses the notion of proverb transforma-
tions in European and African language studies, with special focus on 
two specific languages – Croatian and Yoruba. The reason for choosing 
these two languages lies in the seemingly distant cultures, social, linguis-
tic and cultural values. By accounting for the proverbs altering tendency 
in these two cultures one can draw conclusions and lay ground to future 
researches in the topic. The main question that were asked in the course of 
the present paper is whether these proverbs transformations be considered 
as a reaction of a new subculture regardless of their geographic position. 
The present paper will also try to suggest ways of accessing and preserving 
proverb transformations in the contemporary digital age.

Proverb Transformations

The feature of proverb transformations has been studied from the 1980s, 
when Professor Wolfgang Mieder coined the term Antisprichwort (an-
ti-proverb) for such deliberate proverb innovations (also known in English 
as alterations, mutations, parodies, transformations, variations, wisecracks, 
deliberate proverb innovations, or fractured proverbs) (T. Litovkina, 2015, 
326-327). However, apart from this term there are also other terms that 
exist in different European languages, such as:

German: verballhornte Parömien, Sprichwortparodien, verdrehte 
Weisheiten, “entstellte” Sprichwörter, sprichwörtliche Verfremdungen.

French: faux proverbe, perverbe, proverbe déformé, proverbe dérivé, 
proverbe détourné, proverbe modifié, proverbe perverti, proverbe tor-
du, pseudo-proverbe.

Russian: трансформa, пословичная ”переделка”, прикол. 

Hungarian: szokásmondás-közhely, közmondás-paródia, közmondás 
tréfás ferdítése, (el)ferdített közmondás, közmondás-persziflázs, kvá-
zi-közmondás. (T. Litovkina 2015, 327)

About the same time that Wolfgang Mieder came up with the term an-
ti-proverb, Aderemi Raji-Oyelade coined the term postproverbial to refer to 
the linguistic act and art of transformation in the structure and delivery 
of proverbs in Yoruba culture. The term was first used in a 1995 public 
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seminar at the University of Ibadan, Nigeria but it was first published to 
international acclaim in volume one of the 1999 issue of Research in Afri-
can Literatures.

The idea of radicalizing or changing the proverb form was rampant among 
elementary school pupils whose staple exercise was to memorise sets of 
traditional proverbs in formal settings and under examination as part of 
continuous assessment or as part of testing at the end of the academic 
term. Students always ended up with fabrications in cases of their inabil-
ity to provide the completing part of the given proverb. Also, in informal 
settings and social interactions, the radicalization of the proverb among 
the Yoruba was essentially a playful act. Apparently, the phenomenon has 
always accompanied the verbal art, either as a deliberate or inadvertent 
practice without a name, label or term. The employment of the term post-
proverbial was meant to contain the seemingly immemorial act.

Anti-Proverbs

Anti-proverbs, being “deliberate proverb innovations (alternations, paro-
dies, transformations, variations, wisecracks, fractured proverbs)” (T. Li-
tovkina and Mieder, 2006, 5) have already become parts of not only our 
everyday lives, but syllabi as well. According to T. Litovkina and Mieder 
(2006, 7), their occurrence can be accounted for in several literary genres 
and mass media. However, regardless of being involved in the linguistic 
study of anti–proverbs or their application in foreign language classes, 
there are large and diverse collections of anti-proverbs to be compiled or 
used. Similar to traditional gems of wisdom, anti–proverbs appear in a 
broad range of generic contexts, from personal letters to philosophical 
journals, from public lectures and sermons to songs, from science fiction 
to comics and cartoons. Anti-proverbs can also be found in great abun-
dance on the Internet, “in the titles of books and articles, and in magazine 
and newspaper headlines” (T. Litovkina and Mieder 2006, 7). Very often, 
these are actually “humorous statements”, which in the meantime have 
become proverbial in themselves (Mieder and Tóthné Litovkina, 1999, 1). 
Many of these humorous proverb parodies are based on puns and word-
play, but there also numerous satirical anti-proverbs that contain revealing 
social comments (Mieder and Tóthné Litovkina, 1999, 3), however they 
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may very often be just a product generated solely for the goal of deriving 
play forms (T. Litovkina and Mieder, 2006, 5). 

Some examples of the most common English (Hrisztova-Gotthardt et al. 
2018, 18) and Croatian anti-proverbs are59 

1.	 To err is human – to totally muck things up one needs a comput-
er {To err is human}

2.	 Don’t do today what you can put off until tomorrow; Never do 
today what can be done tomorrow. {Never (Don’t) put off till 
(until) tomorrow what you can do today.}

3.	 Tko rano rani, cijeli dan je pospan {Tko rano rani, dvije sreće 
grabi}[He who wake sup early is sleepy all day long.]

4.	 Šutnja je spas. {U radu je spas.}[Being silent is a salvation.]

5.	 Djela vrijede više od riječi. {Slika govori više od riječi.}[Deeds 
are worth more than words.]

Anti-proverbs frequently use elements of irony and satire, and are also 
based on a play on words, thus raising a humorous effect (see Mieder and 
Tóthné Litovkina, 1999, 1-6; T. Litovkina and Mieder, 2005, 156-157), 
which has been accepted differently in different cultures. Regarding the 
topics, we can find mostly proverb alterations targeting sexuality, women, 
professions and occupations, money, love, marriage, divorce, friendship, 
education and learning, alcohol and drugs, children and parents, taxes, 
God and religion, telephones, cars and computers (T. Litovkina 2015, 
338). Mieder stated that antiproverbs are a reaction to everything in our 
surrounding, and give opinion about our everyday life, situations, and 
events (Hrisztova-Gotthardt et al. 2018, 17). Their reception, however, is 
not always positive. Based on one anti-proverb study conducted in Ger-
man speaking area, it was concluded that anti-proverbs dealing with mar-
ginal groups and women are considered less funny than the similar topics 
for instance in Croatia, as is the case with the obscene and rude anti-prov-
erbs (Aleksa, T. Litovkina, Hrisztova-Gotthardt 2009).

59   The curly brackets account for the canonical proverb, whereas the translation of the anti-
proverb or postproverbial is supplied in the square brackets.
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Postproverbials

Postproverbials have been defined as alternate creations derived from and 
which stand against traditional proverbs (Raji-Oyelade 1999, 75). By their 
very nature, they are extensions, reactions or even departures from the 
sets of conventional proverbs which have become part of the essential 
and indigenous philosophy of the Yoruba people. They are “modernist 
recreations that are derived from and exist side-by-side in rather equal 
phonocentric status with traditional proverbs” (Raji-Oyelade 1999, 76). 
An example of a postproverbial drawn from Swahili culture (East Africa) 
is “Bila pesa, utu si kitu” (Without money, man is nothing) which is the 
re-rendering of the original proverb “Bila utu, pesa si kitu” (Without hu-
manity, money is nothing).60

The discourse of postproverbials in Yoruba language is a significant and 
representative one for the study of proverb transformations in most Afri-
can languages. Yoruba is one of the three widely spoken languages in the 
continent, the others being Hausa and Swahili.61 The earliest critical works 
which turned attention to the possibility of change and transformation in 
Yoruba proverbs included the essay by Olugboyega Alaba – “Agbeyewo 
Awon Ode Iwoyi” (1986) – and Oyekan Owomoyela’s book – A ki i: 
Yoruba Proscriptive and Prescriptive Proverbs (1988). The phenomenon of 
transformation has been noted to be a significant result of the interaction 
of traditional thought with the influence of modern and postcolonial ex-
perience, including industrialisation, urbanisation, technology and migra-
tion. In other words, the interconnections of tradition and modernity are 
the main agency for the creation of radical proverbs in Yoruba culture.

Raji-Oyelade has attempted to identify the forms of transformation in 
Yoruba proverbs with special focus on the structure rather than the mean-
ing of the radical, invented proverb. Drawing upon the ideas of G. B. 
Milner (1969), Alan Dundes (1975) and Matti Kuusi (Lauhakangas 2001), 
he established four main types with other sub-forms of Yoruba postprover-
bials. These include the ‘simple’, the ‘complex’, the ‘parallel’, the ‘phrase in 
signal clause’, the ‘keyword’, the pun, and the ‘additive’ sub-types of the 

60   Example is provided and curated by Dr. Ahmad Kipacha, and is available at https://
postproverbial.com/postproverbials/kiswahili-east-africa?combine=pesa&items_per_page=10 
61   Yoruba is spoken in various dialectical forms along the coast of West Africa and also outside 
the African continent in Brazil, South America. 
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postproverbial text. (Raji-Oyelade, 2008, 146-155). In addition, there is a 
unique type of the verbal act that is usually attributed or ascribed to par-
ticular producers including politicians, entertainers, orators, artists, poets, 
and even fictional characters created by authors. These sets of postprover-
bials with identifiable authors are referred to as “eponymous postproverbi-
als” (Raji-Oyelade, 2012, 73-86). 

In Yoruba language, the character and the operation of the postproverbial 
is similar to what is known in the language as “asakasa”, that is, deviant 
culture, a cultural sign or act that is not conventional. (Raji-Oyelade 2012, 
69). The postproverbial is therefore understood as blasphemous (to tradi-
tional sense and philosophy of the old and puritan generation), and playful 
(to the radical imagination of the subversive youth). The dual quality of 
playfulness and blasphemy has always been a quality of the production 
and presence of the Yoruba postproverbial utterance. This observation is as 
well valid for most African cultural and linguistic communities.

Some examples of Yoruba proverbs (p1) with their postproverbials (p2) are 
provided below:

1.

p1: Agboju l’ogun, fi ara re f ’osi ta: [He who depends on the in-
heritance, condemns himself to poverty].

p2: Agboju l’ogun, o fe je n’be ni: [He who depends on the inher-
itance, surely desires to partake of it].

2.

p1: Aitete m’ole, ole n’ moloko: [In the hesitation to catch the 
thief, the thief arrests the owner of farm].

p2: Aitete m’ole, ole n’sa lo: [ In the hesitation to catch the thief, 
the thief runs away].

p2: Aitete m’ole, ole n’gbon si: [In the hesitation to catch the thief, 
the thief gets wiser].

3.

p1: Ori la fi n’meran l’awo: [With [head] luck, we pick the good 
meat in the stew].

p2: Oju la fi n’meran l’awo: [With [eye] sight, we pick the good 
meat in the stew].
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p2: Owo la fi n’meran l’awo: [With [hand] touch, we pick the 
good meat in the stew].

In the second and third illustrations above, there is the example of more 
than one postproverbial creation for any given conventional proverb.

As noted earlier, postproverbials occur both in formal and informal set-
tings. Their practice or creation predominates among younger speakers of 
the language who are exposed more to modernist cultural thoughts and 
are likely to produce radical or transgressive expressions beyond the tradi-
tional. In the digital age, traditional Yoruba proverbs continue to attract 
playful transformation in the manner of their usage in daily conversations, 
as media resources and as products of a new generation of speakers who 
are receptive to change and re-formations. As noted in Playful Blasphe-
mies: Postproverbials as Archetypes of Modernity in Yoruba Culture (2012) 
“the alternate radical, p2, is a new ‘translation’ of an old text in the same 
language; it becomes the new version, an amendment and as yet a critical 
reception and re-writing of the original, conventional text, p1. (Raji-Oye-
lade, 2012, 52).

Why Croats and Yoruba People 	
Create Anti-Proverbs and Postproverbials?

In order to attempt to answer this question one must take a look at the 
Croatian and Yoruba culture. In order to briefly describe Croats, it can be 
said that they are considered a witty, South-Slavic nation that cherishes 
the traditional values of family and mostly Christian religion. One of the 
key factors in a life of a typical Croat is to socialize and have a large circle 
of friends and acquaintances with whom they communicate on a daily 
basis. A typical Croat resents the current political situation, but is also not 
proactive. There are lots of fierce social media discussion and riots going 
on virtually, but a lot less is actually performed in a daily life. However, 
Croats tend to make humour out of all currently difficult situations and 
topics. If something unacceptable occurs, there are lots of memes generat-
ed, witty statements regarding the topic in a matter of few hours. One of 
the current news headlines concerning the corona-virus generated dozens 
of memes depicting Croats making rakija (brandy) with a caption stat-
ing that there is a Croatian team of scientists producing anti-corona-virus 
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remedy. So, it is quite probable to assume that anti-proverbs will be gen-
erated in Croatian language to account for different changes as a reaction 
to the current situation a typical Croat finds himself in. By creating an-
ti-proverbs people are exiting the situation and finding it easier to cope 
with it. Since anti-proverbs occur mainly on social media platforms and 
are shared through these, it can be assumed that the creators of anti-prov-
erbs, funny memes and gifs form actually a (virtual) subculture that is a 
part of the global netizenship. 

The Yoruba language, just as the culture, is a syncretic one borrowing from 
other languages and cultures in contact, especially Arabic and Hausa. It is 
also a highly tonal language which allows for multiple meanings derivable 
from a single word of same spelling but different pronunciations. It is thus 
a language that thrives on pun, an integral element of the creation of post-
proverbials. Whereas the culture of the people favours deep philosophising 
in which wisdom is weighed by the acquisition and display of traditional 
proverbs as communicative strategies, there has always been the decon-
structive spirit among the people to create not only a parallel to the given 
proverb, but to offer the alternate text as evidence of balancing perspec-
tives, proving that at least there are always two sides to one single story. 
In the postcolonial period which witnessed the rise of Western-educated 
Yoruba elite and in the digital age that saw the arrival of the grandchildren 
of these elites, more alternate creations of proverbs have become more ir-
reverent and iconoclastic than they are parallel. In practical instances on 
social media, in hip-hop lyrics, in radio talk-shows and in Yoruba movies, 
postproverbials emerge as subcultural creative elements of the radical, the 
comical and the irreverent response to the proverbial text.

It can therefore be concluded that in a world that is globalised and digi-
tized, the instances of witty statements, retorts and rebuffs to traditional 
proverbs across cultures have become a common but inventive staple of 
creative users of the languages. In literature, music and film texts, and 
in daily conversations, anti-proverbs and postproverbials are evident so 
that the transgressive response to the conventional proverb in the digital 
age has assumed the function of proverbial retweets. Raji-Oyelade (2012) 
has noted that the consonance or convergence of the anti-proverb and 
the postproverbial as definitions for proverb transformations is very in-
structive of the radical phenomenon across cultural and contemporary 
practices; as he noted, “the question of the difference of terminologies is 
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really minimal” (Raji-Oyelade 2012, 123). As linguistic and verbal acts 
of changes, they constitute and reveal the performance of contradiction, 
extension and parody.

Proverbs, Anti-Proverbs and 	
Postproverbials in the Digital Age

Until the present digital age proverbial expressions have mostly been re-
corded and gathered in proverb collections and dictionaries so as to pre-
serve the tradition originating from the oral culture. Unlike the paremio-
logical history of some other nations and languages, which already have an 
up-to-date or even several paremiological compilations and dictionaries of 
proverbs either in print, e.g. American English (Mieder/Kingsbury/Hard-
er, 1996, and Doyle/Mieder/Shapiro, 2012), Bulgarian (Stojkova, 2007); 
German (Wander, 1867-1880), Hungarian (Litovkina, 2005), etc. or on-
line form, e.g. the paremiological portal SprichWort-Plattform62, which 
contains the frequently used proverbs in the German corpus DeReKo 
and their equivalents in the Czech, German, Hungarian, Slovak and Slo-
vene languages, most of the Croatian proverbs have been documented in 
the collections of sayings and idioms in the 19th and 20th century (more 
precisely from 1846 to 1987 (Aleksa Varga, Hrisztova-Gotthardt 2019), 
we do not have a published Dictionary of Croatian Proverbs. In Yoruba 
scholarship, the earliest collections of proverbs starting with Samuel Ajayi 
Crowther’s A Vocabulary of the Yoruba Language (1843), to the most com-
prehensive compilation in Oyekan Owomoyela’s Yoruba Proverbs (2005) 
have been devoted to the documentation of both traditional and modern 
examples of the conventional form of the proverb. 

Considering the contemporary proverb material, i.e. proverb transforma-
tions, it is a fact that these have been documented on the Internet and new 
media, therefore some scholars do not tend to consider them a permanent 
language source. However, there is an example of a Humboldt Fellow-
ship-funded project dedicated to the documentation and preservation of 
postproverbials, namely the PACE Research Network (Postproverbials in 
African Cultural Expressions) project.

62   http://www.sprichwort-plattform.org/ [accessed: 12th February 2020]
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PACE Research Network:  
Developing a Database of African Postproverbials

The primary purpose of the PACE project was to build and extend on 
earlier research in the area of African transgresssive paremiology, and to 
inspire the collection and analysis of available postproverbial sayings in 
particular African language(s) spoken in Africa and in other parts of the 
African diaspora, beyond previous efforts in Yoruba proverb scholarship. 

The Pan-African Postproverbial Database63 includes the collection of a rep-
resentative number of pairs (or multiples) of conventional proverbs and 
postproverbial texts currently and popularly used in specific or particular 
languages across the regions of the African continent. As a collaborative 
work, a developing number of scholars drawn from various fields in lin-
guistics, literature, history, anthropology, sociology, philosophy and the 
social sciences are invited to serve as curators of their respective language 
panels. It was launched in February 2019.

The PACE website is configured to provide both sets of proverbs and post-
proverbials in African national/language groups including Gikuyu (Ken-
ya), Kiswahili (Tanzania), Shona (Zimbabwe), Akan and Kasena (Ghana), 
and Hausa, Igbo, Yoruba, Ful’be and Mwaghavul (Nigeria), at the present 
time. Curators are vested with the duty of conducting random but pur-
posive interviees, as well as collating sets of proverbs and postproverbials 
in current usage from publications and other media for further processing 
and inclusion in the database. The typical postproverbial is linked to the 
parent proverb so that the change in structure is evident in comparison 
of the p1 with the p2. For each proverb entry, there is a corresponding 
set of translations. An entry will contain at least a pair, of conventional 
and radical proverbs. The radical proverb, that is, postproverbial, may be 
more than one, with versions, so that an entry may therefore be made up 
of two or more proverb statements. Given the variety of the languages, 
the English language is employed as the default translation for cross intel-
ligibility. Also, sets of keywords or labels are provided in the database to 
aid cross-checks and specific searches. At the end of each proverb entry, 
a short commentary, which is optional, is provided to aid understanding 
and interpretation (Figures 1 and 2).

63   https://postproverbial.com [accessed: 12th February 2020]
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Figure 1: Screenshot from the PACE network postproverbial database

Figure 2: Example of postproverbial from Kiswahili (East Africa).
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Conclusion

It is clear from the available resource materials that proverb transforma-
tions reflect a universal global tendency in cultural changes. The act of 
transformation is an evidence of both linguistic and cultural revolution 
to the conventional form, as much as the creation of those transformed 
proverbs stands to influence ways of cognition and expression among new 
generations of the speakers of the typical language. In the examples of the 
Croatian anti-proverb and the Yoruba postproverbial, there are emerging 
patterns of challenge and rewriting as part of a new subculture of inven-
tion and creativity to which the canonical proverb text is subjected.
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THE RECOGNITION OF THE BLACK 	
SLAVONIAN PIG AS A GASTRONOMIC 	
BRAND ON CROATIAN WEB PORTALS

Preliminary communication

Abstract

At the end of the 20th century Croatian autochtonous pig breed, the Black Slavonian 
Pig was on the verge of extintion. The advantages of this breed were recognized at the 
last moment, by (mostly small) producers of cured meat and by state authorities, so 
that its breeding and branding has started, but the process does not go as planned. 
The authors of this paper have conducted a research which will indicate how far the 
making of recognition of the Black Slavonian Pig has come and how much do the 
web portals contribute to its recognition. This media has been chosen due to the fact 
that the Internet is the fastest and the most accessible way of spreading the informa-
tion. Recognition of the Black Slavonian Pig was questioned by a method of an anon-
ymous survey through Google forms. The contribution of the Black Slavonian Pig 
in Croatian web portals was measured by typing the chosen key words, that describe 
the specific groups of Croatian as well as regional products which the Black Slavonian 
Pig belong to, in the search engine and the amount of texts which mention the Black 
Slavonian Pig was determined. The results of the survey show that the recognition of 
the Black Slavonian Pig among Croatian population is very high, but the information 
about the Black Slavonian Pig are rarely found in the web portals. The results of the 
web portals’ search show that the Black Slavonian Pig is metioned in only a few or 
none parts of the texts. 

Key words: the Black Slavonian Pig, branding, Croatian web portals, market, 
recognition.
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The Black Slavonian Pig breeding 	
in the past and in the present

The Black Slavonian Pig, a Croatian autochtonous pig breed, originates 
from the second part of the 19th century. It was created on the Orlovnjak 
estate near Osijek, when Baron Dragutin (Karl) Leopold Pfeiffer tried to 
cross a black Mangalitsa sow with a Berkshire boar and then he thereafter 
improved the crossbreed by crossing it with a Poland China boar. The 
Black Slavonian Pig is also colloquially called fajferica, after the name of 
its creator. Pig farming played a major role in the economy of that time 
and the new-crossed breed was soon to become the breed most widely 
spread in the Slavonian area.

The Black Slavonian Pig meat is of light pink colour and it is very tasty. It 
differs a lot from the meat of other noble pig breeds because of the intra-
muscular lard content, which through its amount and content considerably 
defines the tastefulness and the technological meat characteristics (Marge-
ta, 2013). Its meat does not drain water (Karolyi and Kovačić, 2008) and 
is thus suitable for production of lard and other traditional cured meat 
such as ham, bacon, cracklings, sausages and kulen. These products are 
the synonyms for the gastronomy of this region and its cultural heritage. 
Consumers, in general, have a positive opinion of traditional products and 
claim that the most prefered advantages are the quality, originality, natu-
ralness and taste (Lončarić et al., 2015). The Black Slavonian Pig is quite 
being resilient, its farming, in difference to conventional, has ten times 
lower costs of food and accomodation; the breeding technology is simplier 
and it satisfies the criteria of health and well being of pigs, it has a positive 
effect on the environment and it favours the rural development (Margeta, 
2013). Since the 1950s the population of Black Pigs has started to decrease 
due to import and spread of white meat breed so that the existance of 
this breed had been endangered until the middle of 1990s. Because of 
that, 1994 it was included in the FAO programme of preserving the au-
tochtonous breed in Eastern and Central Europe (Uremović, 1995). 1996, 
when it was noticed that there had been only 46 sows and 5 boars remain-
ing in the whole state, the programme of preserving the Black Pig breed 
was launched. However, the progress was noticed only after new Opera-
tive programme of pig farming production in the Republic of Croatia for 
the period from 2014 to 2020 (Gvozdanović, 2017). The achievements so 
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far do not guarantee the half of the goals set (Godišnje izvješće, 2018). 
In October 2011, the Association of Black Pig Farmers in Osijek-Baranja 
county was established, today under the name The Association of Black Pig 
Farmers “Fajferica“, with headquarters in Đakovo. This association is the 
head organisation of Black Pig farmers on the state level (Fajferica, 2020). 
One of the goals of the Association is to strengthen the position of Black 
Pig meat products on the market. The web page of the Association does 
not state precisely, that the Black Pig does not have its market yet, e.g. that 
there are certain difficulties with the launching of the products, and that 
the farming in the whole Croatia has not been going on at the intensity 
level wished for. Nevertheless, the published text (about the Association 
“Mission and vision”) refers extactly to that. Branding being the process to 
define what the Black Pig meat is, what its products are, what makes them 
different from similar products and what this means for the buyer (prod-
uct status, identity, recognition) has just begun by the specification of the 
product in the process of searching the designation of origin March 2019. 
V. Margeta warns about the non-function/ non-existance of the market 
for domestic pork (in general) and the breeding programmes not giving 
the expected results (Margeta, 2013). He is the manager of the cooperative 
“LETA” which started the request for designation of origin of Black Pig 
meat. What evades the result analysis for Black Pig farming (in the sense 
of quantity, e.g. a small market share) is disregarding the fact that there 
are only small producers who do Black Pig farming and run it as family 
business (Ministry of Agriculture, 2019), who have to, as well as big pro-
ducers (big farms), not only produce their product but also launch it on 
the market. However, the market niche for the Black Slavonian Pig does 
not exist, e.g. it is being created rather circumstantially and each producer 
deals with it the way one can. The Black Slavonian Pig as a brand still does 
not exist eventhough there is a potential for it (Budimir et al., 2014). The 
process of branding has its duration, but after reminding ourselves that 
the programme of preserving this breed started in the mid 1990s and that 
it still has not made progress, that both, producers and buyers would feel. 
Because of that the product is still not easily available. “Fajferica meat is a 
delicacy and a high quality gourmet treat that is hard to find at the butch-
er’s, not to mention in a retail chain” (Fajferica* gastroshow, 2019). Due to 
the lack of availability to the consumer and the fact that it is not branded, 
many questions are being raised, for example; how much is it recognizable 
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to the buyer; therefore another question arises: how much do the web por-
tals contribute to it. 74% of the data subjects use the Internet to search for 
information about products and services (Gujić, Kraljević, Milun, 2016, 
165). It is proven, namely, that Internet is of significant importance when 
deciding what to buy, especially in the phase when searching information 
and evaluating the alternatives. Buyers prefer to search for products on-
line, even when buying a product in a traditional store (Uvodić, 2017, 41). 
The Internet primarily developed from a medium communication into 
a sales and distribution channel and finally into a platform for custom-
er relationship management and virtual communities (Škare, 2006). It is 
expected that the information about the Croatian autochtonous product, 
behind which mainly small producers stand, will be found in the Croa-
tian web portals and then in the commercials respectively in other media, 
whose space is much more expensive. 

The Aim of the Research

“It is almost impossible for small family farms to do business 
online. To reach the final consumer, each manufacturer must be 
visible, because as the saying goes “if you’re not online you do not 
exist”.” (Pavičić Rešetar, Tolušuć, Rešetar, 2018, 160).

When searching through the Croatian web pages for the term the Black 
Slavonian Pig, it is easy to find different information about this term, from 
a scientific to gastronomic one, in Croatian as well as in English. It is of 
key importance when starting the search, that the person searching for 
this term is truly interested in the topic, that they want to find informa-
tion about this term and the assumption is that they are already familiar 
with and interested in the term the Black Slavonian Pig.

This somewhat answers the question of the demand but it leaves the 
question open regarding the offer and the promotion. These questions, 
namely, refer to potential buyers who do not know the Black Slavonian 
Pig products or have only heard about them, yet do not know enough to 
make them interested in it. Will they encounter the term when searching 
through the gastronomic offer, Croatian delicacies, traditional charcuterie, 
tourist destinations of Slavonia and Baranja, regional dishes or similar 
content? These are, namely, occasions in which a person does not aim at 
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a specific term but the specific term must aim at the person searching, 
usually as a marketing, but also educational or any other context. While 
the oldest population generation still remembers the Black Slavonian Pig 
meat as a taste of their childhood, the generation of young employees, as 
well as new generations who are coming on, do not have that experience. 
It is only these young generations that communicate and inform them-
selves mostly through the Internet. It is a media that should suggest the 
Black Slavonian Pig meat, but it is not easily available in the market. Since 
it is produced by mainly small producers, who can not afford any kind of 
advertising, a question of recognition of the Black Slavonian Pig among 
the Croatian population is imposed and how much Croatian web portals 
contribute to the recognition, e.g. how much interest they arouse among 
some potential buyers. The aim of this research is to answer these two 
questions. These answers are also guidelines for further branding of the 
Black Slavonian Pig.

Methodology

Starting from the fact that the Black Slavonian Pig not so long ago was a 
breed in the area of eastern Croatia and that the state potentiates its breed-
ing today and that the buyers turn more to home made food, the authors 
set the hypothesis of recognition of the Black Slavonian Pig among the 
population in the Republic of Croatia H1: Nowadays, the Black Slavonian 
Pig is recognized for its name and the quality of products.

Taking into account that the Black Slavonian Pig is not advertised, as a 
product it is not simply available to buyers, authors have assumed that the 
media poorly contribute to its population; that refers specially to Internet, 
whose influence is on the rise and on which buyers spend most of the time, 
wheather when communicating or searching the content. That is why they 
have set H2: Social networks and web portals contribute poorly to the popu-
larization of the Black Slavonian Pig. 
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A Survey on the Recognition of the  
Black Slavonian Pig among the Population 

Hyopthesis H1 and H2 were verified by an anonymous survey which the 
authors conducted on a random sample of 450 respondents. A Short Survey 
on the Black Slavonian Pig as a native Croatian breed and its potential in 
gastrotourism was conducted during ten days in the first half of December 
2019 through a Google form and social network Facebook. The survey 
was anoymous.

It contained these questions and given answers:

1.	 Your age? Given answers put the respondents into age groups 
(under 18, 18 to 29, 30 to 39, 40 to 49 and 50 and more years 
old).

2.	 Have you ever heard of the Black Slavonian Pig? Given an-
swers were “yes” and “no”. 

3.	 Do you think that there is a difference between the meat of 
the Black Slavonian Pig and the meat of other pig breeds? 
Given answers were “yes” and “no”. 

4.	 Have you ever had a chance to consume any product from the 
Black Slavonian Pig? Given answers were “yes” and “no”. 

5.	 I have found out about the Black Slavonian Pig’s prod-
ucts: (given answers follow) from TV, from Internet portal, 
through social networks, from other media (newspapers, ra-
dio, billboards, other), from other people, I haven’t found out.

Here is the first part of the research included which reffered to potential 
buyers. The respondents by language (Croatian) and age (all adult groups 
with a slight accent to those under 30 years old) project to adult citizens 
of the Republic of Croatia who decide about their consumation of food 
that includes shopping independently. Among respondents were 5 minors 
(1,1%) whose share is also visible in the graph, but that number is in rela-
tion to adults almost negligible.

The distibution of the respondents by age is visible in Graph 1. 
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Graph 1: Age profile of respondents

Examination of Croatian web portals regarding the contribution 
to the recognition and popularization of the Black Slavonian Pig 

The portal is defined as a web centre that represents the starting point 
towards other targets and activities on the Internet and a point where 
information can be accessed, compiled by several different, logical and 
related applications shared by a larger number of users (Ružić, Biloš, Tur-
kalj, 2014). It can be of general orientation (news, theme columns, city 
guides) as well as special orientation (scientific, educational, encyclopedic 
and other portals) (Encyclopedia.hr, 2020). 

Having seen the results of the survey conducted, the authors assumed 
that, when it comes to the Black Slavonian Pig, Croatian web portals 
would contribute poorly to its recognition and popularization due to a 
small share in the texts in which this term is mentioned. They set the 
hypothesis H3: In relevant Croatian web portals, the Black Slavonian Pig 
occurs too rarely to influence the rise of its popularization or recognition. 

In the research the authors raised a question to which extent, by searching 
through the Croatian web portals, one would come across the term of the 
Black Slavonian Pig. For the sake of reviewing the frequency of the con-
tent connected to the term the Black Slavonian Pig, the authors searched 
through 7 portals downloaded from the list of the Croatian web portals 
(Hr portali, 2010). By typing in the wide terms as key words, the authors 
connected them contentwise to the term the Black Slavonian Pig, noting 
down how many texts (articles) had really mentioned the term of the Black 
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Slavonian Pig. They tried to reach this term, on each searched portal, by 
typing in these words: gastronomy of Slavonia, food products of Slavonia, 
gastronomy of Baranja, gastronomy of Slavonia and Baranja, food products of 
Baranja, food products of Slavonia and Baranja, pork products, cured meat 
products, bacon, kulen, ham, delicacies of Slavonia, delicacies of Baranja, 
delicacies of Slavonia and Baranja, delicacies of Croatia. With these key 
words on some portals more than hundred results (articles) were offered. 
In those examples first 100 results gained were reviewed.

Results 

Results of the survey on the recognizability of the Black 
Slavonian Pig

Hypothesis H1: Nowadays, the Black Slavonian Pig is recognized for its 
name and the quality of products, it was checked in the questions 2, 3 and 
4. To question 2, “Have you ever heard of the Black Slwonian Pig?” 95% 
of respondents answered positively (428 respondents), while 22 of them 
answered negatively (4,9%). The results are shown in the Graph 2.

Graph 2. Recognition of the term the Black Slavonian Pig

The third question “Do you think that there is a difference between the 
meat of the Black Slavonian Pig and the meat of other pig breeds?” 87,6% 
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of respondents answered positively (394 of them), while a negative answer 
was given by 56 of them (12,4%). The answers are shown in Graph 3. 

Graph 3. Attitude towards the meat of the Black Slavonian Pig 

Answers to question 4, “Have you ever had a chance to consume any prod-
uct from the Black Slavonian Pig?” were almost 2/3 positive (64,2% or 
289 respondents) and a bit over 1/3 (35,8% or 161 respondents) negative. 
The answers are shown in Graph 4.

Graph 4. Consumption of the meat of the Black Slavonian Pig

Hypothesis H2: Social networks and web portals contribute poorly to 
the popularization of the Black Slavonian Pig, it was checked in the next 
(5th) question. The answers to the fifth question, “I have found out about 
the Black Slavonian Pig’s products: (given answers follow) from TV, from 
Internet portal, through social networks, from other media (newspapaers, 
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radio, billboards, other), from other people, I haven’t found out” show 
that the information of the Black Slavonian Pig respondents got in all 
shares, equally from TV 14,4% as well as from other media (newspapers, 
radio, billboards, other), also 14,4% (65 respondents); to a lesser extent 
from web portals (5,1%, 23 respondents) and social networks (8,9% or 
40 respondents); and to the greatest extent from other people (51,1%, 230 
respondents). The results are shown in Graph 5.

Graph 5. Sources of recognition of the Black Slavonian Pig products

Results of research on the frequency of texts on  
Croatian web portals that mention the Black Slavonian Pig

Hypothesis H3: In relevant Croatian web portals, the Black Slavonian 
Pig occurs too rarely to influence the rise of its popularization or recog-
nition, the authors checked by following the frequency of the texts in 
which the Black Slavonian Pig term is mentioned, to which one may come 
across accidentally with the help of wider terms. Those are the wider terms 
which should also contain texts about the Black Slavonian Pig, if there 
are any. For the purposes of this research, the authors selected 7 Croa-
tian web portals. The portals were not picked out randomly but those 
ones, which would have the biggest probability of mentioning the term 
the Black Slavonian Pig, according to direction and content. Those are 
two agricultural portals (Agroklub.com, Agroportal.hr), one gastronomic 
(Gastro.hr), one gastro-tourist (Punkufer.hr), one tourist (Like Croatia.
hr), one business (Business journal) and one regional portal (SiB.hr), by 
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which they tried to include portals of different interests and again close to 
the searched term the Black Slavonian Pig.

Agroklub.com

Agroklub.com is a portal about agriculture and food product industry. 
For the searched terms the portal offers different number of articles and 
results (Table 1.).

For individual terms searched, the portal offers more than a hundred ar-
ticles, in those examples first 100 given results have been reviewed. For 
the terms gastronomy of Slavonia the portal offers 20 articles, gastronomy 
of Baranja 12, gastronomy of Slavonia and Baranja 10, food products of 
Baranja 32, food products of Slavonia and Baranja 9, delicacies of Baranja 
24, delicacies of Slavonia nad Baranja 13, in which the Black Slavonian 
Pig is not mentioned. For the term food products of Slavonia Agroklub.com 
offers 56 articles and in 2 the Black Slavonian Pig is mentioned. Term 
pork products open 55 results, in 6 articles the Black Slavonian Pig is men-
tioned. Under the term cured meat products portal gives 235 results, from 
100 overviewed in 14 the Black Slavonian Pig is mentioned, some give 
under other searched terms. Term bacon opens 91 articles, in 18 the Black 
Slavonian Pig is mentioned, one repeated. Kulen opens 528 results, from 
100 overviewed in 10 the Black Slavonian Pig is mentioned, 4 repeated. 
Ham offers 56 articles, in 9 the Black Slavonian Pig is mentioned, most 
of them repeated. Delicacies of Slavonia offer 50 articles, in one repeated 
the Black Slavonian Pig is mentioned. For Delicacies of Croatia 176 results 
open, under 100 overviewed in 3 the Black Slavonian Pig is mentioned. 
Portal has in total offered 1367 articles for all searched terms, from 728 
reviewed in 63 the term the Black Slavonian Pig is mentioned.

Agroportal.hr

Agroportal.hr is an agricultural portal which offers news and educational 
content about agricultural production. For the searched terms the portal 
offers diverse number of articles and results (Table 1.).

For the terms gastronomy of Baranja, gastronomy of Slavonia and Baranja, 
food products of Baranja, as well as for delicacies of Baranja, delicacies of 
Slavonia and Baranja Agroportal.hr does not offer a single result. Typing 
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the terms gastronomy of Slavonia Agroportal.hr offers 1 article, food prod-
ucts of Slavonia 5, food products of Slavonia and Baranja 2, pork products 
6, cured meat products 12, bacon 11, delicacies of Slavonia 3, delicacies of 
Croatia 16 in which the Black Slavonian Pig is not mentioned. The term 
kulen opens 49 results and in 5 articles the Black Slavonian Pig is men-
tioned. The term ham opens 5 articles and in one the Black Slavonian Pig 
is mentioned, repeated article. The portal has in total offered 110 articles 
for all the searched terms and in 6 of them the Black Slavonian Pig occurs.

Gastro.hr (missgastro)

Missgastro on the Gastro.hr portal, a portal for diet culture, brings a se-
ries of interesting articles about recipes, gastro happenings and restaurants 
which as a supply use the Black Slavonian Pig. For the searched terms the 
portal offers a diverse number of articles and results (Table 1.).

For the terms food products of Slavonia, food products of Baranja and food 
products of Slavonia and Baranja the portal does not offer anything. Term 
pork products opens 7 articles, ham 304, overviewed 100 in which the 
Black Slavonian Pig is not mentioned. For the terms gastronomy of Slavo-
nia portal offers 9 articles, gastronomy of Baranja 7, gastronomy of Slavonia 
and Baranja 4, cured meat products 19, delicacies of Slavonia and Baranja 6. 
With all the given terms one article occurs in which the Black Slavonian 
Pig is mentioned, with some terms the article is repeated. Term bacon 
offers 496 articles, from 100 overviewed in 5 the term the Black Slavo-
nian Pig is mentioned, one repeated. Term kulen offers 79 articles from 
which in 5 the Black Slavonian Pig is mentioned, one repeated. Delicacies 
of Slavonia open 24 articles from which in 3 the Black Slavonian Pig is 
mentioned, repeated. Delicacies of Baranja open 15 articles, in 3 the Black 
Slavonian Pig is mentioned. Delicacies of Croatia open 120 articles, over-
viewed 100, in 4 articles the Black Slavonian Pig is mentioned, 3 repeated. 
Portal has in total offered 1090 articles for all the searched terms, from 
470 reviewed in 25 occurs the term the Black Slavonian Pig.

Punkufer.hr

Punkufer.hr is Nova TV’s portal for food and travel. For the searched 
terms the portal offers diverse number of articles and results (Table 1.). 
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Punkufer.hr for terms gastronomy of Slavonia and Baranja and food prod-
ucts of Slavonia and Baranja gives 12106 articles, and for delicacies of Slavo-
nia and Baranja 12112 terms, out of 100 overviewed for each term, the 
term the Black Slavonian Pig is not mentioned. Terms food products of 
Slavonia open 544 articles, gastronomy of Baranja 165, food products of 
Baranja 534, pork products 537, cured meat products 491, kulen 46, from 
which for each term one article that mentiones the Black Slavonian Pig, 
some are repeated. Gastronomy of Slavonia gives 214 articles, ham 58, from 
which for every term in 2 articles the Black Slavonian Pig is mentioned. 
Term bacon opens 109 articles, 100 overviewed, in 3 the Black Slavoni-
an Pig is mentioned. For delicacies of Slavonia 413 articles are offered, 
and for delicacies of Baranja 340, 100 overviewed, for each term, in 6 the 
Black Slavonian Pig is mentioned, some repeated. Delicacies of Croatia 
open 1705 articles, 100 overviewed, in 7 the Black Slavonian Pig is men-
tioned, some repeated. The portal has in total offered 41480 articles for all 
searched terms, out of 1404 overviewed in 32 ocurrs the term the Black 
Slavonian Pig.

Like Croatia (Croatia Times)

Like Croatia is a Croatian tourist web magazine in English, (Croatia 
Times). For the searched terms the portal offers diverse number of articles 
and results (Table 1.).

For terms gastronomy of Slavonia and Baranja, food products of Baranja, 
food products of Slavonia and Baranja and delicacies of Slavonia and Baranja 
do not open any results. Like Croatia for terms gastronomy of Slavonia, 
food products of Slavonia, gastronomy of Baranja and cured meat products 
give one article for each term and in the papers the Black Slavonian Pig 
is not mentioned. Pork products give 5 articles in which the Black Slavo-
nian Pig is not mentioned. Term bacon opens 15 articles, kulen 21, ham 
1 (in the search the term Slavonian ham was typed because the term ham 
opends a lot of articles which are not connected to gastronomy), delicacies 
of Slavonia 2 and all the terms in their results have only one article that 
talks about the Black Slavonian Pig, with all the terms it is the same. Del-
icacies of Baranja open 3 articles in which the Black Slavonian Pig is not 
mentioned. Delicacies of Croatia open 90 articles from which in one the 
Black Slavonian Pig is mentioned, repeated. Portal has in total 141 articles 
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for all searched terms, in 5 of them occurs the term the Black Slavonian 
Pig.

Poslovni dnevnik

Portal Poslovni dnevnik, poslovni.hr, is a journal portal of Croatian busi-
ness daily newspaper. For the searched terms the portal offers a diverse 
number of articles and results (Table 1.).

The portal for term gastronomy of Slavonia opens 10 articles, food products 
of Slavonia 6, gastronomy of Slavonia and Baranja 2, food products of Baran-
ja 3, food products of Slavonia and Baranja 1, ham 26, delicacies of Baranja 
5, delicacies of Slavonia and Baranja 3, in which the Black Slavonian Pig is 
not mentioned. Term gastronomy of Baranja offers 5 articles, pork products 
8, cured meat products 32, bacon 31, out of which, for each term, in one 
article talks about the Black Slavonian Pig, some repeated. Delicacies of 
Slavonia open 15 articles, and delicacies of Croatia 116, in 2 articles the 
Black Slavonian Pig is mentioned, some repeated. Term kulen opens 145 
results, 100 overviewed, in 4 the Black Slavonian Pig is mentioned, some 
repeated. Portal has in total offered 408 articles for all searched terms, out 
of 347 overviewed in 12 occurs the term the Black Slavonian Pig.

SiB.hr

SiB.hr is a portal of Association for promotion of Slavonia and Baranja’s 
plain. For the searched terms the portal offers diverse number of articles 
and results (Table 1.).

For term pork products the portal does not offer anything. Portal for terms 
gastronomy of Slavonia gives 14 articles, food products of Slavonia 1, gas-
tronomy of Baranja 9, gastronomy of Slavonia and Baranja 9, food products 
of Baranja 7, food products of Slavonia and Baranja 6, ham 15, delicacies 
of Slavonia 35, delicacies of Baranja 19, delicacies of Slavonia and Baranja 
47, delicacies of Croatia 35, not in one of the offered papers is the Black 
Slavonian Pig mentioned. Cured meat products open 15 articles, bacon 38, 
in one, for each term, is the Black Slavonian Pig mentioned. Kulen offers 
78 articles and in 2 the Black Slavonian Pig is mentioned, one repeated. 
The portal has in total offered 328 articles for all the searched terms and 
in 4 of them occurs the term the Black Slavonian Pig.
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Below is the table of frequency of texts which mention the Black Slavonian 
Pig in the first 100 (or less) texts which occur when the specific key word 
is entered. Visible and comparative results can be seen in it. 

Table 1. The frequency of the term the Black Slavonian Pig  
on Croatian web portals

web portal /  
key word

Agroklub.com Agroportal.hr Gastro.hr Punkufer.hr
Like 
Croatia

Poslovni 
dnevnik

SiB.hr

Gastronomy of 
Slavonia

Gastronomija 
Slavonije

20

0

1

0

9

1

100/214

2

1

0

10

0

14

0

Food products 
of Slavonia

Prehrambeni 
slavonski 
proizvodi

56

2

5

0

0

0

100/544

1

1

0

6

0

1

0

Gastronomy of 
Baranja

Gastronomija 
Baranje

12

0

0

0

7

1

100/165

1

1

0

5

1

9

0

Gastronomy of 
Slavonia and 
Baranja

Gastronomija 
Slavonije i 
Baranje

10

0

0

0

4

1

100/12106

0

0

0

2

0

9

0

Food products 
of Baranja

Prehrambeni 
proizvodi 
Baranje

32

0

0

0

0

0

100/534

1

0

0

3

0

7

0

Food products 
of Slavonia and 
Baranja

Prehrambeni 
proizvodi 
Slavonije i 
Baranje

9

0

2

0

0

0

100/12106

0

0

0

1

0

6

0
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Pork products

Svinjski 
proizvodi

55

6

6

0

7

0

100/537

1

5

0

8

1

0

0

Cured meat 
products

Suhomesnati 
proizvodi

100/235

14

12

0

19

1

100/491

1

1

0

32

1

15

1

Bacon

Slanina

91

18

11

0

100/496

5

100/109

3

15

1

31

1

38

1
Kulen

Kulen

100/528

10

49

5

79

5

46

1

21

1

100/145

4

78

2
Ham

Šunka

56

9

5

1

100/304

0

58

2

1

1

26

0

15

0
Delicacies of 
Slavonia

Delicije 
Slavonije

50

1

3

0

24

3

100/413

6

2

1

15

2

35

0

Delicacies of 
Baranja

Delicije Baranje

24

0

0

0

15

3

100/340

6

3

0

5

0

19

0

Delicacies of 
Slavonia and 
Baranja

Delicije 
Slavonije i 
Baranje

13

0

0

0

6

1

100/12112

0

0

0

3

0

47

0

Delicacies of 
Croatia

Delicije 
Hrvatske

100/176

3

16

0

100/120

4

100/1705

7

90

1

100/116

2

35

0

The frequency of the term the Black Slavonian Pig on Croatian web por-
tals gives a list of all the overviewed portals and searched key words. The 
table shows the overall result of the research, from which can be seen that 
7 Croatian web portals had been searched which should refer (among 
other things) to the term the Black Slavonian Pig, according to their con-
tent through 15 key words. In total, according to given key words, 3.528 
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articles were searched through, out of which 147 of them (4,17%) lead to 
the term the Black Slavonian Pig (in any way mentioned).

The search according to the key word gastronomy of Slavonia, among 155 
given texts the Black Slavonian Pig is mentioned in 3 (1,93%). The search 
according to the key word food products of Slavonia, gives 169 texts where 
the Black Slavonian Pig is mentioned in 3 (1,77%). The search according 
to the key word gastronomy of Baranja, in 134 given texts the Black Slavo-
nian Pig is mentioned in 3 (2,24%). According to the key word gastron-
omy of Slavonia and Baranja, among 125 given texts the Black Slavonian 
Pig is mentioned in 1 (0,8%) as well as the search according to the key 
word food products of Baranja, gives 142 texts where the Black Slavonian 
Pig is mentioned in 1 (0,7%). The search according to the key word food 
products of Slavonia and Baranja, in 118 texts the Black Slavonian Pig is 
not mentioned at all. According to the key word pork products among 181 
given texts the Black Slavonian Pig is mentioned in 8 (4,42%). According 
to the key word cured meat product, the search offers 279 texts, the Black 
Slavonian Pig is mentioned in 18 (6,45%). The search according to the key 
word bacon offers 386 texts, from which in 29 (7,51%) the Black Slavonian 
Pig is mentioned, while the key word kulen offers 473 texts in which 28 
(5,91%) mention the Black Slavonian Pig. According to the key word ham 
the search offers 261 texts and the Black Slavonian Pig is mentioned in 13 
(4,98%) and the key word delicacies of Slavonia gives 229 texts in which 
the Black Slavonian Pig is mentioned in 13 (5,68%). According to the key 
word delicacies of Baranja the search offers 166 texts and the Black Slavo-
nian Pig is mentioned in 9 (5,59%) and the key word delicacies of Slavonia 
and Baranja gives 169 texts in which the Black Slavonian Pig is mentioned 
in 1 (0,59%) while the key word delicacies of Croatia gives 541 texts, from 
which in 17 (3,14%) the Black Slavonian Pig is mentioned.

Discussions

The result obtained by answering the second question, “Have you ever 
heard of the Black Slavonian Pig?” (Graph 2), shows how the Black Slavo-
nian Pig has a high recognition according to its name. If this data would 
be used in the process of branding, one could conclude that this product 
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has been heard of by almost everybody in the Republic of Croatia, which 
represents a huge step made towards the branding process.

The answers to the third question: “Do you think that there is a difference 
between the meat of the Black Slavonian Pig and the meat of other pig 
breeds” (Graph 3) show that a vast majority of respondents finds the meat 
of the Black Slavonian Pig special, which indicates a high recognition of 
quality of this meat. By combining this result with the previous one, one 
may conclude that most of the respondents, who have heard of the Black 
Slavonian Pig, find its meat special. These answers greatly confirm Hy-
pothesis H1, that the Black Slavonian Pig is highly recognized for its name 
and quality, disregarding the fact that the definition of quality has not 
been given so far. Defining the quality, description of the product, promo-
tion and popularization would have been the next steps in the branding 
process. Defining the quality through the certificate is in process and the 
answers to questions 2 and 3 promise a wide base of buyers, which give a 
guideline for the brand devolopment, e.g. the brand orientation. 

Two thirds of positive answers about personal experience regarding the 
consumption of the Black Slavonian Pig, confirm a high interest for this 
product and its price affordability to a wide circle of consumers, thus it 
is becoming a landmark towards the target group of potential buyers and 
that is, according to the previous question, a wide base of buyers. The fact 
that in an interesting way connects answers to questions 3 and 4 is that 
35,8% of respondents have never tasted the meat of the Black Slavonian 
Pig, yet 23,4% of respondents, who have never tasted the meat of the 
Black Slavonian Pig, think that is special, hence only based on indirect ex-
perience or information that they came across somewhere. That is almost 
a quarter of respondents, who are still waiting for their own attitude about 
the Black Slavonian Pig to confirm or deny, but they should be induced. 
According to all visible results it is recognizable that there is a wide poten-
tial market for the Black Slavonian Pig and that it has a high recognition. 

Inasmuch as two thirds of the respondents had a chance to consume the 
meat of the Black Slavonian Pig, it means that the buyers knew how to get 
to the product. It seems that the opposite direction is much harder. The 
product, as well as the information about the product finds the way to the 
buyer very hard, that is a way to a big number of buyers. The products of 
the Black Slavonian Pig buy only those who make an effort to find it by 
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themselves. As the Internet reaches to the widest layers of the population 
and the information about the Black Slavonian Pig does not outreach, the 
authors have checked the Hypothesis H2 with the next, fifth, question: 
Do social networks and web portals contribute poorly to the populariza-
tion of the Black Slavonian Pig?

Due to the fact that more than a half of the respondents were informed 
about the products of the Black Slavonian Pig by some other people as a 
source of information, the same way it had been before the invention of 
the printing machine, one may conclude that the representation of the 
Black Slavonian Pig is in all media and especially on the Internet (the 
share of Internet in informing the population about the Black Slavonian 
Pig is 14%: 8,9% is the share of the information through the social net-
works + 5,1 % through web portals) is far beyond the level of the poten-
tial of this media. This confirms Hypothesis H2. Besides that, the results 
show that the information about the Black Slavonian Pig from all media 
together reach to a less than a half of the respondents. If these results 
would be projected on a potential market, one may say that it would be 
covered poorly with information in the media and that the information 
about the Black Slavonian Pig through web portals is still at its beginning.

Based on the results given, one can see that the representation of the arti-
cles in which the Black Slavonian Pig is mentioned is relatively low. This 
term gets drowned in the mass of other texts which are about specific 
groups of food (food from a certain area; types of food products; food 
according to their origin; type of meat). 4.17% of all texts on the 7 web 
portals surveyed mention the Black Slavonian Pig, and information about 
the Black Slavonian Pig managed to reach only 5.1% of respondents via 
the web portal. This confirms Hypothesis H3 but it gives some more data. 
The frequency of texts which mention the Black Slavonian Pig enlarges a 
lot when searching according a key word that marks cured meat products 
rather than searching through regional gastronomy, which means that it 
is getting a certain attention among similar products, but that it is still 
invisible (or barely noticeable) in the area of regional gastronomy, where it 
should be pointed out.
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Research limitation

The survey on the recognizability of the Black Slavonian Pig was conduct-
ed on the social network Facebook because it is the most popular among 
adults, and includes a large part of the middle-aged population, ie actu-
al and potential buyers of the Black Slavonian Pig products. The survey 
was discontinued when the number of responses began to decline, which 
limited the sample to 450 respondents from all over Croatia, representing 
0.000.11% (0.11 ‰) of the population. Considering that this is a random 
sample, the size of the sample is not satisfactory in order to show an accu-
rate picture of the recognizability of the Black Slavonian Pig. 

In researching the frequency of texts mentioning the Black Slavonian Pig 
on web portals, a sample of 7 portals was investigated thematically broadly 
related to the placement of the Black Slavonian Pig products. They are, 
however, differently oriented, so the results would be more accurate on a 
larger sample.

Finally, this research is limited by the fact that similar research in the ter-
ritory of the Republic of Croatia has not been conducted before, and the 
results obtained have nothing to compare with.

Suggestions for future research

In future research, the focus could be put on social networks as a conven-
ient media for the promotion, popularization and recognition of the Black 
Slavonian Pig. Not only because they are not included in this research but 
because of the current situation, suggesting that some favourable chang-
es and a better affirmation of all domestic products, including the Black 
Slavonian Pig, could happen on the market. This research was however 
conducted shortly before the pandemic of COVID-19 virus, which caused 
enormous changes to the overall economy, as well as to the attitude of 
the consumers. For small food producers, including also the breeders of 
the Black Slavonian Pig, the temporary ban of farmer’s markets and fairs 
was of crucial importance, causing buyers to turn to online marketing. 
There is a possibility, when the market reopens to its full extent, that the 
online markets would remain abreast and that the new habits of buyers 
and offerers would be established. Here the small breeders of the Black 
Slavonian Pig might find their virtual place and acquire a greater visibility 
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and recognition, spreading from the social networks to web portals. That 
is why it would be useful to conduct a similar research after the end of the 
pandemic.

Conclusion

The Black Slavonian Pig, Croatian autochtonous breed reared by small 
producers only, got stuck in the rift between the state subsidies and the 
incapability to develop as a brand. Since the beginning of the 1990s, when 
there were first state subsidies given for the breeding in order to prevent 
the extinction of the Black Slavonian Pig, until nowadays, this pig breed 
has achieved a certain recognition among the buyers and potential buyers. 
According to the results of the survey in the Google form, conducted on 
a social network Facebook during the first part of December 2019, in-
cluding 450 respondents, the Black Slavonian Pig has an extremely high 
recognition for its name and is less recognized for its quality. This recog-
nition is noticeable (almost a quarter of the respondents) even with the 
respondents who do not have a personal experience of consumption of 
the Black Slavonian Pig meat. This confirms the hypothesis about a good 
recognition of the Black Slavonian Pig. This recognition has not brought 
popularity which would influence the growth of the production and eas-
ier availability, so the authors set a second hypothesis according which 
social media and web portals (as the most accessible media to the buyer) 
contribute poorly to the popularization of the Black Slavonian Pig. The 
results of the survey confirm this second hypothesis and show that the 
information about the Black Slavonian Pig reaches to buyers from web 
portals to a minimum. The authors set the third hypothesis that the Black 
Slavonian Pig in relevant Croatian web portals occurs too rare to reflect 
its increase of popularity and recognition. The research of 7 relevant Cro-
atian web portals was conducted through series of keywords which lead 
to texts where the Black Slavonian Pig is mentioned, if there were any. In 
that way was tested, how much information about the Black Slavonian Pig 
web portals offer to potential buyers who are not directly interested in it. 
The research included 3528 texts which referred to regional food namely 
specific pork products. Among them in total 147 texts were counted which 
mention the Black Slavonian Pig or 4,17%, what is not enough to point it 
out among other products, bearing in mind that the Black Slavonian Pig 
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is not one product but a common denominator for a series of products. 
The results of this research confirm the third hypothesis and indicate the 
underutilization of the web portals as a media for branding the Black 
Slavonian Pig.

Even though a large number of researches has been conducted about the 
breeding and the quality of the Black Slavonian Pig, there is no scientific 
interest, when it comes to placing it on the market, branding or its rec-
ognition. This research, being the first of its kind, helps to determine the 
current recognizability of the Black Slavonian Pig and should serve as a 
guideline for further branding. The recognizability of the Black Slavoni-
an Pig itself is exceptional, but when it comes to producers and product 
availability, the potential buyer is left on his own, because one receives too 
little information about the Black Slavonian Pig. This applies in particular 
to the Internet, expecially to web portals, and indicates their minimal use 
in the promotion of the mentioned products, which is primarily the task 
of the association of producers. Producers and their associations, as well as 
anyone whose activity is related or could be related to the Black Slavoni-
an Pig (gastronomy, catering, tourism, marketing, local or other interest 
groups, etc.) can use this research as a platform for organizing further 
activities related to the Black Slavonian Pig products. A wide media space 
is open for them, then the basic recognizability of the product has already 
been created.
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