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Par slov na zaver roka a na uvod dalSieho Cisla
Global Media Journal

Mili ¢itatelia,

blizi sa koniec kalendarneho roka, prichadza vianocny ¢as a s nim nové cislo Global
Media Journal. Casopis je maly darcek pre nas pedagdgov a $tudentov Fakulty masmé-
dii Paneuropskej vysokej Skoly v Bratislave, ktord ho vydava, pre Zdruzenie vydavatelov
periodickej tlace na Slovensku, ktoré sa podiela na vydavani, ale predovSetkym pre
Citatelom - odbornikom i laikov, ktori sa zaujimaju o oblast médii.

Doposial vysli na Slovensku dve Cisla medzinarodného ¢asopisu Global Media Journal. Zostavovatelia Caso-
pisu z Fakulty masmédii Paneurdpskej vysokej Skoly si pri jeho vzniku neur€ili Ziadne tematické obmedzenia, ale
rozhodli sa ponuknut SirSi pohlad na oblast médii. Tretie Cislo asopisu v nastolenom trende pokracuje a obsah
tohto &isla je najlepsim dokazom dalgieho smerovania. Casopis teda zatial zostava v nezmenenej forme.

Na sklonku roka vSak doSlo k zasadnym zmenam na Paneurdpskej vysokej Skole, ktord je hlavnym ga-
rantom vydavania ¢asopisu. Pévodnych majitefov Paneurdpskej vysokej Skoly a spravnu radu nahradili novi
majitelia, ktori sa ambicidzne pustili do rieSenia rokmi nakopenych problémov. Zmena sa ¢asopisu Global
Media Journal nedotkla a nové vedenie podporuje Usilie Fakulty masmédi PEVS vydavat kvalitny medzinarod-
ny Gasopis. Ciich o kvalite Gasopisu v budtcnosti presvedtime, zalezi iba na nas, tvorcoch a prispievateloch.

Vedenie Fakulty masmédii PEVS od tohto Gisla zverilo ¢asopis novej $éfredaktorke Zuzane Ihnatovej, kto-
ra po riadnom vyberovom konani nahradila byvalého Séfredaktora Branislava Ondrasika. V tejto stvislosti sa
patri podakovat byvalym majitelom Skoly, ktori zaloZili fakultu masmédii a osem rokov ju podporovali. Rovnako
sa patri podakovat predo$lému Séfredaktorovi, ktory sa pred par rokmi so zapalom pustil do vydavania prvych
&isel Sasopisu. Dalsie kreovanie Gasopisu mé uZ v rukach nové $éfredaktorka, nasa byvald Studentka a teraz
kolegyna pedagogicka, ktora sa osvedcila pri zalozeni a vydavani Studentského ¢asopisu Like. Napomocna jej
bude redakéna rada, ktorej takisto zalezi na dobrych spolupracovnikoch a kvalitnych prispevkoch.

Global Media Journal méa doleZité poslanie v dneSnom svete, ktory sa zmieta v hospodarskej i morainej
krize. Na mnohé problémy moZe upozornit, ukazat cestu rieSenia. Zamerom tvorcov ¢asopisu je zamyslat sa
nad médiami komplexnejSie z odborného i vedeckého hladiska. A to je pre autorov prispevkov velka vyzva.
Doteraz vydané Cisla Global Media Journal naznacuju, Ze pracovnici fakulty maju potencial odviest kvalitnt
pracu, nechyba im odvaha a elan. Na fakulte maju zazemie, v ktorom sa prelinaju skusenosti starsich, ostrie-
lanejSich s entuziazmom a zapalom mladsich.

Prihovor zamerne nezameriavam na jednotlivé prispevky a neupozorfiujem na ich Specifika. Prenechavam
to Citatelovi, ktory najlepSie posudi, &i je material dobry. Ak sa mu niektory prispevok nepozdava, neznamena,
Ze iného nezaujme. Na ¢asopis sa vZdy treba pozerat ako na celok a nezabldat, Ze kazdy prispevok je vizitkou
autora, ktory svojimi myslienkami a nazormi predstupuje pred Siroku verejnost.

Na kvalitu treba dbat o to vacsSmi, Ze ¢asopis je medzinarodny a vychadza v spolocnosti devétnastich
nezavislych svetovych vydani. Tesi nas a sme obzvlast hrdi na to, Ze slovenské vydanie je porovnatelné s kto-
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rymkolvek zahraniénym vydanim. Zavdzuje nas to robit ¢asopis aj nadalej ¢o najlepSie. Mnohému sa mézeme
poducit od zahrani¢nych kolegov, ale boli by sme radi, keby sa aj oni v nie€om poucili od nas. Slovenska Ci
Cesko-slovenska novinoveda bola do roku 1989 sice ideologicky zafarbend, ale prinasala uz vtedy mnohé
zaujimavé poznatky. Dnes, ked mame slobodu a volnost, mame nové moznosti a prilezitost necenzurovane
vyjadrit nazor, ale zaroveri si musime zodpovedne za nim stat. Mali by sme sa pri¢init o to, aby sti¢asni teoretici
z oblasti médii mali seriozne informécie a kvalitné vedomosti. Dne$na doba je nielen rychla, ale ¢asto dost
povrchnd. Pritom prave dnesny svet potrebuje mudrych, vzdelanych fudi, ktori st zaroven citlivi, empaticki
a skromni, ved velkost ¢loveka sa meria najma tymito vlastnostami.

Vianoce, ktoré pravom maju privlastok najkrajSie sviatky v roku (aspon v nasich zemepisnych Sirkach),
rychlo pominu ako vSetko pekné a prijemné. Po nich pridu bezné pracovné dni, ale kazdy den, kazda hodina,
moZe byt rovnako peknd a prijemna. Zalezi len od nas, ako a ¢im vSedné i sviatocné dni ozvlastnime, sebe
anajmé ostatnym. Zelam vietkym tvorcom a Gitatefom ¢asopisu Global Media Journal vela peknych a prijem-
nych dni, pou¢né ¢itanie a radost z tvorivého pisania.

prof. PhDr. Jozef Leikert, PhD., Litt.D.
dekan Fakulty masmédii Paneurdpske vysokej Skoly
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Russian Mass Media: Changes in Structure,

Audience and Ownership
(The view of media experts)

SERGEY G. KORKONOSENKO
School of Journalism and Mass Communication, Saint Petersburg State University,
Saint Petersburg, Russia

ABSTRACT

The paper describes results of interviews in-depth with media experts in Russia. Primarily the interview ques-
tions relate to dynamics in media structure, audience, regulation, and ownership in St. Petersburg and country
in a whole. Experts evaluate the past decades changes both in positive and negative ways. They underline
a contradictory character of the mass media development and analyse professional, political, economic and
moral aspects of the process.

KEYWORDS
mass media - changes - Russia - expert interview - contradictions

Introduction

tity and Democracy” (2011 - 2012) which was organised by Sédertérn University College (Sweden)

in cooperation with St. Petersburg State University and financed by the Foundation for Baltic and East
European Studies. The programme (finished in 2011) included both theoretical and empirical components
that complement, intensify and mutually verify each other. In this way, different data of objective and subjec-
tive nature have been supplemented with a glance from within, i.e., with the judgments of professionals who
run the media or exist in regular business collaboration with mass media.

The primary reason for interviewing experts was to provide their estimations of dynamics in Russian
media sphere. However, interview in-depth procedure also has another purpose. Participants did the work
of self-reflection on behalf of the media community. During the interviewing, the experts typically acknowl-
edged that they did not often have to think about complicated questions regarding relationships between
the media, journalists, society and the individual. They seldom needed to express their detailed thoughts on
this subject, in particular in public. Consequently, the professional community does not pay great attention
to the formulation and discussion of the problems of the socio-cultural existence of the mass media which
were stressed within the interview.

According to the special selection model, a set of 16 experts was composed. It included representatives
from different kinds of mass media (printed, audio-visual, and virtual) and of different professional styles (in-

The article represents a special section of the complex research programme “The Role of Media for Iden-
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formation, analytical, entertaining). Along with State mass media, private companies are represented. Some
interview participants are staff members of media in radical opposition to the powers. Two experts were
researchers who combine scientific activity and practical work in the mass media.

In this article two thematic sections of the interview content are presented: 1) Main changes in the struc-
ture, regulation and content of the mass media during last decades and 2) The role of mass media in the
development of pluralism and democratic liberties.

All the interviews were conducted by Peter Petrov (from Swedish side) with participation of Sergey
Korkonosenko or Dmitry Ruschin (from Russian side), be standard list of questions. The average length of
each interview was approximately 1 hour and a half.

1. Changes in mass media structure and content

The media experts’ opinions about changes in the structure, regulation and content of the mass media
constitute the largest theme designated in the interview. The interviewees strived to make generalizations,
estimating the general results over the past twenty years.

All experts noted the changes as a matter of fact. Moreover, as a rule it was emphasized that the changes
were of a radical character and had essentially transformed the whole media sphere. The changes are enor-
mous; we have lived through a whole epoch, as one of our interviewees said.

Anything else could hardly have been expected, as changes in the media sphere accompanied the
profound breakdown of the entire socio-political system in Russia. Besides, all over the world, mass in-
formation practices have undergone a boom of development and modernization, which had to affect the
Russian reality. It was also easy to anticipate that the experts would directly connect the abrupt changes in
the socio-political context of media practices with the processes of democratization, and with the dynamics
of State participation in social life, among which the experts mentioned privatization of the mass media
as the most important basic structural change. More precisely speaking, the State has ceased to be a mo-
nopolist in the media sphere.

It is another matter that the experts have different ideas about the importance and the value of such
changes. But this question deserves a special analysis, which we undertake below. In the abrupt change
of the situation in the media sphere, several directions are seen clearly. Here we mention them not in the
order of priority given by the experts, but neutrally in an enumerative list. First of all, there is the extraordinary
progress that has been made the material base of the information exchange.

Several satellite channels, such as BBC, Euro News, Animal Planet, and Discovery, have become acces-
sible in Russia, as has the rapidly expanding domestic telecasting (consisting of just three or four channels
during the Soviet era) which currently includes a number of profiled channels, such as Kultura, Sport, the
non-stop news channel Vesti, and separate channels for children’s animated cartoons, etc. The FM radio com-
prises 25 channels only in St. Petersburg, while some observers consider that the Internet has become the
main information source for many people (for reading newspapers, watching movies, etc.). In addition, a great
number of printed magazines with various profiles have appeared (about cars, health, animals, and specific
soap operas, such as Sex & the City, etc.).
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These are just some indications of the organizational and technical transformation of the media
sphere. In this respect, it seems that Russia does not stand out significantly against the background of
global tendencies.

However, the differences do not only consist of quantitative indicators, but also concern the interrelation
between their growth and changes in the political-ideological climate in the country. This is the second direc-
tion of change mentioned by the experts, and it is characterized by, among other things, the independent and
even partly oppositional mass media as a new phenomenon that followed the disintegration of the former
media system. In the broadcasting sphere, the State controlled the distribution of financial, creative, techno-
logical and personnel resources through the State TV and Radio Committee. According to one expert, the new
situation also mean, that the State today has almost no control over the print media.

The third direction is the commercialization of the media industry, where the State monopoly has primar-
ily been replaced by the strong control of big business, which means, as one expert put it, that the media have
to survive by earning money in all possible ways. Ninety per cent of the TV channels are now private or with
very insignificant State shares, as another interviewee pointed out.

Finally, a number of experts allocate in a special the juridical legitimization of information work and the
creation of a corresponding normative base, implying the abolishment of censorship, on the one hand, and
new legislation related to mass media, TV and radio production, licensing, and copyright and similar rights, on
the other. There is also a new law on advertising, in which tougher requirements for outdoor advertising have
been adopted, and separate kinds of advertising concerning narcotics and psychotropic substances, etc.,
have been adjusted, as one expert reported.

Thus, in light of the expert statements, changes in the media sphere appear to be an integrated phenom-
enon, connected with the most essential parts of mass media activities in the social world. Simply speaking,
we are dealing with different media in a different country. This conclusion was so obvious to the media experts
that some of them did not bother to provide a detailed description of the picture of changes at all, but at once
focused on a qualitative evaluation of the results of the long period of reforms.

The attitude towards these results differs sometimes depending on the public and the professional status
of the expert, and also - we will not close our eyes to this - on the level of their intellectuality. However, we
can also trace a general tendency. Irrespectively to the position of the expert, we can designate an opposi-
tion along the line plurality of sources - variety. It is normal thing that plurality is perceived by experts
positively, as something that can serve the society and the individual, because it is considered as a way to
promotion of additional sources of knowledge, not least for children.

One opinion is that pluralism becomes a real fact because it is predetermined by the conditions of
competition in a market economy, where the basic law “Distinction or death!” automatically brings diversity
in the mass media.

Other experts refused to evaluate positively a simple increase in the quantity of media output if such an
increase is not accompanied by increased diversity of the contents and stylistics. The diagnosis resulting from
a “consultation” with these experts does not testify to the normal state of the “patient’s” health. The content
of the printed output is defined by the word “yellowness”, while the triviality is regarded as a characteristic
feature of today’s television. Five or ten years ago, TV was much more interesting.
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In certain statements, this general conclusion is developed into an analysis of technology of conveyor
production of programmes. These experts related the one-sidedness of the current TV output primarily to the
prevalence on all TV channels of entertainment blocks (as a rule copies of licensed Western productions, not
so original), which have the unconditional “property” of facilitating advertising. Politics and public problems
are seldom the object of attention on Russian TV channels, or they are subjected to standardization and sim-
plification. Only satellite and cable subscription television looks as exclusion.

Here it is pertinent to recall the image offered by the American professor Monroe Price, who studied
the information reality in the global world: “Five hundred channels... could be like five hundred models of
automobiles or flavors of chewing gum; it could provide either actual diversity or the illusion of choice”
(Price, 1995, p. 65).

The subsequent areas of emphasis are differentiated in line with the personal priorities of the ex-
perts. It seems that those experts who possess rich editorial experience are inclined to specify anoma-
lies in the media economy. For example, one media expert reported that all current newspapers have
private owners which situation negatively affects media development in general and the printed media
in particular, because newspapers are often used by owners to create public opinion on themselves
and thereby promote their own political career. The owner and the press have yet not understood each
other in full.

According to certain experts, the intervention of the owner, with his egoistic interests and incompetence
in the business of journalism, results in a decrease in the professional level of the mass media and to one-
sidedness in their content and form. In many cases, industry uses the mass media in their competitive struggle
and for resolving specific economic problems, thereby keeping professionals from practicing good journalism
and destroying the diversity of the genre, as one expert put it.

Some experts did not limit themselves to ascertaining the fact of standardization of media contents, but
directed their critical view to the socio-cultural and political consequences of this metamorphosis. The total
simplification of “all and everything” is characteristic of the modern media, and this leads to a general state
of ignorance (of the population), which in a way is considered to be intentional, because “the more limited
people’s views are, the easier it is to govern them”.

The last statement (as well as many other critical opinions) was made by a representative of a State
company. The level of criticism found in the estimations does not correlate significantly with the different
forms of media ownership. However, the political-ideological determinants of standardization were empha-
sized particularly by professionals who associate themselves with the oppositional press or who, at least,
defend the primacy of professional values which collide with political interests. The uniformity of the media
is, thus, considered to be a result of a specific State policy, aimed at the elimination of oppositional media.
Such a view stimulates one expert to characterize the present situation as “leaving the principles of good
journalism and returning to the principles of political propaganda, and partly even of political censorship of
the mass media”. This authoritative policy, which was rather inconsequential during the Yeltsin era, has in
this view reached its logical fulfilment during the rule of Putin, and is exercised with particular force as re-
gards television, where nothing is possible that has not been coordinated 100 per cent with the President’s
press service, as one expert reported.
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We feel obliged to underline the great intensity with which such statements were made, as a sign of
these experts’ dissatisfaction with the political monotony that, in their opinion, has been established. At the
same time, we have to mention the fairly wide divergence of opinions on similar questions, for example on
the influence on the press that is exerted by regional authorities in St. Petersburg. Thus, according to one
viewpoint, censorship in St. Petersburg has been flourishing last years. Other experts stressed that cases
in which pressure has been put on media owners by regional authorities or situations of direct conflict
should be considered as exceptions. Among such exceptions they remember the beating of journalists
of State TV during the suppression of the March of the Non-consents. According to some experts, the
absence of direct conflicts depends on the fact that “the mass media understand up to what limits they can
afford to quarrel with authorities”. According to others, however, the absence of conflict is a consequence
of a “division of the media market” between the State-controlled sector and other media, within the limits
of which criticism is allowed and only false information severely punished.

Most likely, the opinion of each expert on the administration’s information policy is defined in many re-
spects by already established relations to the authorities both their own personal relations and those of their
editorial board. In this situation, it is difficult to meet objectivity. Thus, it is necessary to recognize that every-
one has, as the saying goes, his own truth. However, it is also impossible to overlook the basic fact that real
democracy should be built on an equitable interaction between all participants in civil life, and that in a social
partnership there are neither privileged elites nor pariahs.

Russian journalists have special reasons for showing their discontentment with the pressure from
authorities, analogies of which are not to be found in Western countries. Those professionals who have
working experience from the period of perestroika and earlier constantly compare the present situation
with the former, and this comparison, as a rule, does not show the contemporary state of affairs in a fa-
vourable light. It is clear that the experts critically judge the transformation of the functions of the press,
a transformation which are typical for domestic journalism and, more broadly, the national culture. As
regards cultural dimensions, the experts referred to a deeper history, not at all to the most recent decades.
The experts are especially alarmed by the fact that the media, having adopted the overall objective to
entertain, in many respects have lost their critical and educational functions.

Comparisons regarding the political dimensions are made using even sharper contrasts, concerning the
capability of print media to carry on a dialogue with the authorities and society. Here, the journalists called
to mind recent times, especially the late 1980s - 1990s, the so-called thaw period of the media, which de-
veloped particularly impetuously on Leningrad television. Having the right to broadcast all over the country,
Leningrad TV was at the same time free from the “dosing” to which Moscow television (stands closely to the
authorities) was subjected. “There was a tremendous euphoria when suddenly we understood that it was
possible to learn about our life not in the kitchen, not whispering, but from a newspaper, from a TV channel”,
i.e., freedom of information was a prominent feature of that period. That was a unique time, according to one
viewpoint, when strong critique of the authorities was published in newspapers funded by the State.

The comparatively recent personal sensation of almost boundless freedom of speech and the great clout
of the journalist have, naturally, generated a certain ideal of democracy, in the structure of which the press has
played the role of an independent and extremely authoritative institute.
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2. Audience changes

A special interview guestion concerned changes in the audience, primarily from the viewpoint of its
preferences in usage of different information channels. All experts agreed that the formerly monolithic audi-
ence has been differentiated. “The audience has been divided. In the end of the 80s, the worker, the kolkhoz
[collective farm, socialistic form of cooperation in agriculture] woman and the university teacher read one
newspaper because their interests were similar. In reality, the society was not homogeneous. But some spe-
cial life areas did not exist, to which the mass media are now devoted, for example, hobbies. Now the university
teacher reads one newspaper (or magazine), the worker another, the farmer a third one. This is a simple
consequence of a market development.”

However, the reduced use of mass media, particularly printed media, is also pointed out as a statistical
fact. “If earlier each family of three persons subscribed to at least 2-3 central newspapers, 2-3 regional ones,
2-3 and even 4 magazines, today a family subscribes to one newspaper. And the newspaper has, as a rule,
a general profile; besides, it must include the TV schedules.”

Even the audiovisual media are experiencing a narrowing circle of consumers. “For example, the rating
of the Leningrad TV programme 600 seconds used to reach 80 per cent, all the country used to watch
it, while now the news programme Vesti on the Russia channel gets 8 per cent, and it is considered to be
a big-big victory.”

The differentiation process is seen as an objective phenomenon, directly correlated with the variety of
offers in the mass information market. It is described in different ways that, nevertheless, are based in one
way or another on the fact of audience stratification - not only on the basis of thematic interests, but also on
the basis of prosperity and cultural development, as well as on mental characteristics.

Forinstance, the Internet holds the third place after television and radio, something that is connected with
“expenses”. At the same time, the sharp decrease in newspaper subscriptions is explained by the fact that the
print media “lag behind radio and TV, the following ranking of popularity of the media resources is suggested:
by speed”, and also because they publish “long articles”; “there is simply no time” to read them. As a positive
phenomenon, the distribution of free-of-charge newspapers is mentioned, because they satisfy “the needs of
people of a low level of prosperity”.

Thus, the choice appears not to be individual as it might seem at first glance. The experts also specified
the determinants of mass media choice. A significant role is played by the age factor. Young people are more
active in using the Internet; the audience of newspapers and television “has grown old in this sense”. These
kinds of media consumers - who do not use the Internet - belong to the “inert strata of the population”.

Close to the aforesaid is the view of one expert who feels that the media audience is divided into two
categories. The first category is the so-called “doers”, or representatives of the previous generation, who were
formed by a mass media that did not “give opportunities of choice”. The expert contrasted these users (who
have “not learned to choose and are used to living in accordance with a built-in scheme” and consequently to
feeling “inadequate” in the contemporary media situation) to people who possess an “internal freedom” that
allows them “to feel better in the new system”. In the latter group, we should certainly include the business-
men who have “gone over to the Internet”.
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Let us consider the quoted utterances against a statistical background. According to official sources
(Roskomnadzor Committee), by October, 2014 in Russia there were 87 197 registered mass media (Perechen’,
2014). More than 65 000 of them are printed media, approximately 16 000 are electronic (audio-visual) more
than 1000 are Internet periodicals, etc. (Kolichestvo, 2012).

Even if one does not fully agree with the experts’ appraisals of the situation, it is clear that we are dealing
with a socio-cultural problem of vital importance. Actually, the discourse concerns an on-going deep split in
society: first regarding access to information resources, and second concerning the possibility to join the
social sphere and to arrange equal interaction of all stratums via media resources.

The Federal Agency for the Press and Mass Communications writes in its annual report: “The audience of
mass media ... was divided on two unequal parts: the young consumers going in step with changes (essentially
smaller part), and the senior generation, traditionally accustomed to read printed press and reluctantly chang-
ing the habits... Russian publishers today give much greater attention to the first group. So they put in the
shade interests of practically half of adult population of Russia - people of 45 + which number... is 58,6 mil-
lion person... We think that it is more than a vital topic for reflections about strategy and tactics of the further
development of publishing in Russia” (Grigor'ev, 2014, p. 7).

Thus, segments of the younger population, businessmen and most educated citizens enter a rather
small group of people upon whom fate has smiled. The rest - the majority of Russians - should be satis-
fied with passive consumption of easily assimilated mass production, which leads to a general state of
ignorance, as one expert pointed out. Among the interview participants, there are apologists for the given
thesis. In our opinion, it is a meaningful coincidence that younger journalists, engaged in entertainment
telecasting, are reasoning in this way. The character of one’s professional work implies a certain way of
thinking on a profession. In this vein, the assertion is postulated that all people are marked by the desire
not only to learn about, but also to peek at the ordinary life of other individuals - and there is nothing
shameful about this, according to this point of view. Especially attractive to the spectator is the ability to
observe the life of the “rich and famous”, “as through a keyhole”.

Meanwhile, the experts have already felt the negative consequences of the mass trivialization of
people’s interests. The “dulling” influence of the mass media on the population is said to be visible
even in the “news information”, which basically fails to presuppose the necessity of the receiver’s
interpretation.

In this way, the experts place on the media employees the responsibility for encouraging bad tastes and
passive behaviour through media information. For some experts, it is clear that media owners are purposefully
conducting an aggressive policy of taste formation. “They create an impression in the public, that it wants only
what is shown on television and what is printed in the glossy magazines.” According to them, the situation is
especially sad because the bulk of viewers, readers and listeners say that the media products are disgusting,
but nevertheless consume such products. The essential point of these experts is that the use of the infotain-
ment format is convenient, not only as an easy way to win an audience, but also as a means to avoid discussion
of “serious” problems, which would displease powerful bodies.

Most experts are worried about the qualitative dynamics of the audience and the ways in which the mass
media keep track of them. They feel anxious about the fact that the media do not so much contribute to the de-
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velopment of the audience’s self-consciousness, as they exploit, for their own gain, the basic and sometimes
lowly instincts peculiar to humankind.

In this respect, their position is described in the conclusions of academicians, who make rather sharp
statements: “...Today one observes quite often a full absence of sense in the information work of the media”
(Chevozerova, 2007, p. 104).

3. Economy and market

The experts direct special and extremely sharp attention to the dependence of media information produc-
tion on the economy and the market. In essence, nobody challenges the categorical statement of one
expert: “The business function has become primary and predetermines, thus, all the rest.”

However, economic problems in their pure form do not interest the interviewees; the conversation inevita-
bly developed along the line market - independence of mass media - value orientations. This is most likely
because, according to a widespread belief, the media business is not developing so successfully. “Such kinds
of business as TV channels and radio are non-profitable in St. Petersburg.” One expert remarks that “in the
country it is difficult to find even one mass medium that pays its way” and emphasized that such a state of
affairs characterize not only the media sphere. “In our country, there is no satisfactory private property, notin
the oil business, or in the field of small business, or in the mass media.” “Actually, if real market mechanisms
were to be applied, many newspapers would simply die.”

Let us add some objective data. For example, according to official statistics, domestic newspaper market
in 2013 has fallen in a deep stagnation. Only a few leading newspapers have got a rise of advertising income
while the rest have lost 10 per cent (Grigor'ev, 2014, p. 30). Certainly, this does not mean that there are no
local commercial successes or that financial resources are small in media business. A successful business-
man in the media sphere is right in saying, on the basis of his personal experience: “If anything is growing in
Russia, it is the advertising market. Concerning the volume of the TV advertising market, we came up from the
twentieth place to the sixth in five years. That is, there is a lot of advertising money. So if someone desires to
acquire full economic independence, it is not complicated to do s0.”

The experts tried to bring to light the entangled system of relations, explaining that the mass media are
owned by these or those market actors. This system is so opaque, however, that the experts differ in their as-
sessments of the current model of ownership. On the one hand, some experts asserted that the share of State
property in the St. Petersburg market is very small - 5-15 per cent. The figure increases up to 50 per cent,
only if one considers the grants that the city administration gives as support to private media. Another expert
concretized this opinion, specifying that State ownership is represented by the All-Russia State broadcasting
company (VGTRK), with its divisions in all regions, as well as by federal newspapers Rossiyskaya gazeta and
Parlamentskaya gazeta, and also some official newspapers on the municipal, regional and city level. The rest
is private property, in one way or another.

By another viewpoint, however, “nowadays, the State-owned mass media or mass media with State par-
ticipation represent the biggest block”. The authorities “needed to have a weapon”. So, the recent “national-
ization” of many mass media, which once had real chances of becoming independent, has been connected
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with the process of strengthening “the verticality of power”. The economic forces have always been “subsid-
iary in the background of political factors”.

We will refrain from resolving this dispute because, in the first place, it is based on different value criteria
and, secondly, the participants are more anxious about the mechanisms influencing the media than about the
nominal belonging of this or that channel or periodical (to private persons or to the State). Consequently, the
experts regard the process of creating huge media holdings by the “President’s friends” as a way of “impos-
ing a political will”. The fact that the State has started to spend more money on mass media than the private
sector does, however, allows one expert to talk about the so-called “politico-commercial stage” in the devel-
opment of Russian media (after a liberalization period that started during glasnost). “The mass media have
remained commercial, but politicized”. One should talk “not about suffocation of the freedom of speech, but
about the State purchasing a position in the mass media”. “Mass media speak positively about the situation in
the country not because they are afraid, but because it is favourable for them.”

In this dictatorship of economic interlaced with political interests, the experts see a serious threat to the
preservation of social, moral and professional values in journalism. Thus, according to one expert, “infor-
mation wars” have been one negative consequence of the division of the media market between the large
owners. The ownership structure, another expert asserted, does not simply influence the media content, it
is a fundamental factor. There are very few owners who do not interfere with the editorial policy. The pri-
vate channels have started to defend the interests of their shareholders, the owners. However, their interests
do not always coincide with those of common ethics and morality. The market laws have come to the forefront.
They promote what sells well; unfortunately, what sells well is usually not products of great artistic value, but
products of mass consumption.

Conclusion

In sum, the media experts agree that during the past decades there have been marked changes in the
structure and character of Russian mass media activities. The changes in themselves are evaluated posi-
tively, as a clear evidence of technical and social progress. However, the process of adopting the increasing
opportunities offered by information activities is inconsistent and contradictory, according to a majority of
the experts. First, this is expressed in terms of the zigzag character of the social movement towards a new
quality of informational, political and cultural practice. Not without nostalgic feelings, the experts recollected
the times of widespread freedom in the media sphere (during the first half of the 1990s) and observed, as
a minimum, the ongoing curtailment of freedom. Second, they spoke about the low degree of exploitation of
media resources in the interests of society and the individual, about social needs that are not in focus. Third,
the experts discussed with keen interest the declining professional and cultural level of the mass media, on
the one hand, and the declining requirements of the mass audience, on the other.
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ABSTRACT

The author introduces a concept of a digital society in order to to examine the growing complexity of the
contemporary media system characterized by the increase in production, distribution and consumption
of digital information on multiple technological platforms which influences various aspects of social and
individual lives. In a digital society, an individual becomes gradually dependent on media channels, media
content and media ecosystem which in turn transform him into a ‘homo mediatus’. In this context, media
literacy becomes a very important skill, and it contributes to the audience’s understanding of media and
mediated reality in a critical way. In parallel, through forming the agenda for the new media, an active
audience turns into a competitor of media professionals, although it cannot be compared to professional
journalists when it comes to social/editorial responsibility.

KEYWORDS
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Introduction

urrent definitions of a modern society are gradually based on the notions of post-industrialism, informa-

tion and communication technologies, knowledge, information and communication networks (Toffler,

1970; Bell, 1976; Drucker, 1969; Castells, 2000; Webster, 2004). These approaches by focusing on
some areas associated with the production, distribution, use and storage of various types of information have
linked social developments with the changes in the media sphere. Access to digital telecommunication tech-
nologies, distribution channels and information itself, the sophistication and penetration of the digital network
infrastructure, overcoming digital divides in the access of different audiences, in using new information and
communication technologies have become among the crucial problems of modern society.

In the last decades scholars have connected the idea of an “information society” though not many of
them have agreed on the use of the term, with the progress of information and communication technolo-
gies (ICT) and the growing importance of information for the modern economy and culture. The concept
of the information society derives from the theory of post-industrial society understood as society char-
acterized by an acceleration of technological progress, a decline in the role of material production, the
development of the service and information sector, changes in the motives and character of human activity
and a considerable modification of the whole social structure (Bell, 1976, Inozemtsev, 2000). Information
considered as an important production resource of the post-industrial society increasingly defines a domi-



Hlavna sekcia/Main section 17

nant type of societal production activity including its collection, following processing, distribution, storage
(as distinct from manufacturing in the industrial and mining in the pre-industrial societies) and further use
in all societal spheres. Some difference might be also found in the use of basic production technologies: in
the post-industrial society these were science-intensive, while in the preceding epochs they were capital-
and labor-intensive (Webster, 2004).

Some scholars do not consider the concept of a post-industrial society adequate enough to define the
current stage of societal development. They underline that the key feature of modern economy is the trans-
formation of a non-material resource - information - into an economic and political one, which to a great
extent determines the material welfare of society, its institutions and individual members. Information in-
creasingly acquires the features of a consumer ‘good’, and main sectors of economy integrate with ICT and
information and communication networks (Lash & Urry, 1994; Mosco, 2009). Consumption has shifted
to the sphere of digital services, digital content products and digital communication as well (Steil et. al.,
2002; Greenstein et. al., 2013; Kling et al., 2008). With the growing penetration of the fixed and especially
mobile Internet, all spheres of social life are being digitalized. The global and national economies have
moved to the virtual environment. Political activities actively shift to the interactive digital environment, also
within frameworks of e-Democracy and e-Government state services gradually acquire the properties of
digital interaction between citizens and the power. Also education, healthcare and culture find new forms
of existence in the digital world (Lupton, 2012).

Thus, modern implementations of economic and public life, new individual practices emerge in the digital
environment, which makes it possible to talk about considerable transformations of society itself. This society
is commonly referred to as the “information society”, although sometimes the terms “knowledge society” and
“digital society” are also used.

‘Digital’ society and ‘homo mediatus’

Hence, today’s citizen, user and individual is strongly dependent not only on digital information, i.e. con-
tent, but also on digital platforms, distribution networks and maobile receiving devices, i.e. media go-betweens.
This is a digital environment in which mediatized audience and individuals, ‘homo mediatus’, emerge.

‘Homo mediatus’ might be described as a person whose social and individual existence has been deter-
mined and considerably shaped by media content as a product generated by a powerful segment of modern
economy, the media industry, and consumed in the processes of mass and individual mostly digital communi-
cation, as well as by the growing importance of communication relations for an individual (Vartanova, 2009).

Users of digital networks are becoming an intrinsic part of the society based on an extensive use of ICT,
digital telecommunication networks and individual access points, and the number of virtual spaces with the
presence of man is growing: work from home, digital banking, distant education, and digital media consump-
tion. Mass media are being transformed into the integrative and rapidly developing sphere of virtual public and
individual space characterized many new phenomena. Traditional media go online and extensively use social
networks. The number of news and entertainment websites is growing thus expanding the size of audience,
which, in turn, attracts advertisers. The range of digital entertainment broadens pushing audience to go mo-
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bile and online (Doctor, 2010). This also reduces the importance of the former regulatory function of a (nation)
state and emphasizes the neoliberal global logic of the media market (Doyle, 2013).

As a result, traditional roles of journalists and media professionals are changing as well as that of
the audience as a whole and of individual users in particular. The decentralization and individualization of
media landscapes, emergence of active audiences characterized by increased interactive relations with
digital media, de-professionalization of journalism, a decline in the influence of national states on media
operations, and changes in the business models of the media industry are becoming the key trends of the
modern media systems. The emerging digital society based on digital telecommunication networks and
content leads to the withdrawal of the state from those areas in which it has traditionally been present and
determined the “rules of the game”. Mattelar pointed out, that “the freedom of communication is beyond
doubts. Any objection against this concept of freedom will be labeled as an attempt to reinstate censor-
ship. Only the sanctions proposed by consumers of the free market are able to regulate the circulation of
cultural works and information flows. The principle of self-regulation is used to de-legitimatize any attempt
to formulate national or regional public policy in this field” (Mattelar, 2004). At that rate, the issue of audi-
ence’s media education becomes vitally important.

Paralleled to changes in the nature of mass communication, both policy and research agendas include
the information literacy and more precisely media literacy of the audience as a top priority. And this is true
because of many reasons. First of all, today’s digital society might be definitely described a mediatized society,
and media select, structure, illustrate, comment, analyze and distribute a huge array of news, entertainment
and knowledge for the audience. It is this procedure of initial information processing enriching information
with new meanings and values that underlies mediatization. G. Mazzoleni and W. Schulz defined mediatization
as a process whereby the media expand their influence on the formation of modern society and individuals
(Mazzoleni & Schulz, 1999). The all-inclusiveness of mediatization may be disputable, but one can hardly
doubt its existence, and it is this process which results in the emergence of ‘homo mediatus’ who should be
considered not only a passive consumer of a completed media products but also an active participant of their
production and dissemination. And at the present stage he/she is certainly involved in the process of mediati-
zation which in its turn shapes the end user as a ‘homo mediatus’.

The complex character of mass communication, different modes and models of audience involvement in
the process of consumption and, more recently, content creation call for a new understanding of the media.
Regrettably, however, of all the complicated phenomena of modern life, where the media certainly belong, the
latter are nearly disregarded both in the course of schooling and in the course of further education. A clear
paradox arises when nowadays an average person daily allots to the media over four hours of his leisure
time that is more than to any other occupation with having no idea of their complex technological, political,
economic and cultural nature.

A need of media literacy is evident. It should be intended to make the audience to understand the
roles, performance and functioning of the media as an indispensable institution of public life, everyday
professional activity and leisure time. This is especially true of the young people who as digital natives
are the most active users and at the same time are less critical to the nature of digital content and com-
munication. Media education is not only education through the media, although these two fields must
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correlate (UNESCO, 2015). The purpose of media education - both globally and in different countries - is
to promote a critical attitude to the media among audiences and simultaneously to make them into creative
media users in their further life. Another reason why media literacy becomes crucially important is that
in a modern society there exists an obvious decline in adults’ control over children’s access to electronic
media: television, radio, the Internet, computer games. This is why the new focus emerges, and media
literacy of young people turns into a shared task of family upbringing, school education and public media
policy (Frau-Meigs, 2007).

Many international organizations - UNESCO, the Council of Europe - have repeatedly set the task of
raising awareness and education in the media. The traditional approaches to media education in the 1980s
- 1990s considered the task of protecting children to be a top priority. In Britain, for instance, the main
concern of media educators was the cultural aspect. The media were believed to represent “low” culture able
to destroy the values of “high” culture in children. In the USA, the focus was on morality: fears were voiced
that the media might foster in children the values and mode of behavior that were unacceptable for them. In
the 1970s, media education acquired another aspect - the political one. It was commonly assumed that the
media were responsible for the formation of political views. In recent decades, however, the accents in media
education have shifted to developing creative skills of an active audience being in demand in the age of digital
revolution. In Russia, the focus recently has been made on the role of parents in media education including
raising their awareness because for the most part children’s media consumption in Russian still occurs at
home in the family. Parents should discuss with their children everything they have seen, heard or read, offer
an interpretation, together build the media content into the normative system of values, warn their children
against the dangers of using the media (Roskomnadzor, 2013).

Currently, the core task of media literacy programs for children also includes measures to increase aware-
ness of an every child of the way digital media texts, signs, symbols and images are created in order to deal
with news flows, to understand where and why they are filtered and, when necessary, to deconstruct media
texts. Only under these conditions do young people have a chance to grow into diligent citizens and profession-
als. A banker, a lawyer, an actor, a manager - they all will live in a digital society, and if they fail to understand
the problems of their society they will hardly achieve professional, civic and personal success.

It should be noted that there are other possible actors in the process of media literacy. They might include
such actors as:

* teachers at schools and other educational institutions;

e tutors ininformal youth groups and various communities;

* researchers;

» volunteer groups acting for political or moral reasons;

* associations of parents;

» the Church and other religious associations;

e commercial and non-commercial media companies;

e and bodies of media regulation (UNESCO, 2015).

The motivations of these apparently diverse actors in the area of media education are different varying
from protecting children to developing their creativity. However, they all have a common aspiration to make
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children become active and conscious media users which should further result in civic activity, responsible
political participation and professionalism.

Changing roles of the audience: case of Russia

The new media development driven by the digitalization has affected all areas of life: economy, social
structure, education, and lifestyle. In addition, remarkable changes might be tackled in the dynamic of the
mass audience. Processes of its noticeable segmentation occur on different levels and foundations including
professional and individual interests, social, educational and gender criteria. The audience, which used to be
large, mass and unspecified, was split, and distinct communities attractive to advertisers of the segmented
services and goods markets started to emerge in it (Doyle, 2013: 76-80). The fragmentation of audiences
based on digitization led to a considerable reduction in advertising revenues, while the media that used to
have a mass character started to turn into individualized ones. This had an obvious impact on media econom-
ics: the prices for print media grew, whereas in audiovisual media, where the audience had hardly paid for any-
thing, a lot of paid services were introduced. All the media, even those which used to have a mass character,
went the way of magazines, which had always targeted narrow audiences.

Increased audience selectivity in the choice of content and the individualization of demand came to be the
first key trend in the dynamic of media economics, which significantly determined the economic characteristics
of the media in the postindustrial society. Another trend that increasingly formed the dynamic of the media
sphere, namely technological progress, cheapened both the production and distribution of information. In the
course of development it became clear that for the reader access to the media got more expensive, while for the
media industry content production got cheaper. The third trend represented the re-establishment and actualiza-
tion of a historically well-known model based on audience payments (Picard, 1989). It should be noted, however,
that modern media markets provide consumers not only with finished products (print media circulations, video
content on individual vehicles) but also with access to media channels as well as communication services. While
the scope of media products and services grow, a revolutionary breakthrough in media economics is at hand.

The rise of society based on digital information or/and knowledge results correspondingly in the in-
crease in the volume of digital information available to users. “Information redundancy” has become a new
blessing and a new challenge. Getting necessary news and/or knowledge has turned into is a separate oc-
cupation requiring from users special competencies. On the one hand, users have received an opportunity
to set their personalized information agendas, autonomously choose entertainment and educational infor-
mation services. On the other, the modern audience more badly needs both the skills of using complicated
technologies and the ability to evaluate the information environment, find the required media content and
cut off what is not necessary. And this, in turn, has started to influence the nature of media activities: it is
not the advertiser (by investing into the media) but the audience itself has started to determine the flows
of and demand for media information.

Digital online media are undergoing a period of emergence and rapid development of a new segment in
the content market - user-generated content, which enhances mass audience dilution and contributes to the
creation of new active audiences taking upon themselves part of journalists’ creative functions that consist
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in generating information (YouTube, Facebook, Instagram). The emergence of active audiences, which are
formed by users having elementary skills of content creation, leads to de-professionalization of the core seg-
ment of modern media ecosystem - the new media. It is the new media that represent today the most free and
creative and the least industrialized sector of the media market.

The increasing involvement of the audience in the process of content production and content mediation adds
new qualities to the audience, which make it possible to refer to modern users as prosumers (a portmanteau of
two English words producer and consumer). As a consequence, the process of interaction between journalists
and the audience is visibly changing, the latter becoming increasingly influential in the process of media produc-
tion, which allows researchers to talk about “digital redistribution of power” in the media (McKean, 2006).

A study of audience’s media consumption is an important research direction, which is rapidly develop-
ing driven by the advertising industry. Advertisers are certainly interested in more precise knowledge about
preferred channels and types of content, time of their consumption, attention span. Still existing digital divide
at the global and national level does not yet allow to conclude that the new media have become a universal
phenomenon. For instance, in Russia, sociological surveys providing information on interests and demands
of the audience confirm that the structure and volume of media consumption show that the traditional media
still dominate in Russians’ media menu.

Table 1 Average time of media use and consumption in Russia (2012)

Media Time Volume, in %
Television 4:32 66
Radio 0:53 13
Newspapers 0:08 2
Magazines 0:03 1
Computer 0:49 12
The Internet 0:30 7
Books 0:09 2
Video 0:04 1
Music 0:15 4
All media consumption 6:55 100

Source: Poluekhtova, /. (ed) Television through the Eyes of TV Audience. Moscow: Analytical Centre Video International,
2012.
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However, with 61 percent of the Internet and about 54 percent of paid digital TV penetration it is obvious
that in Russia the new media have already embedded in the daily routine of media consumption. And this
tends to have an increasing effect on it and transform it. Important characteristics of the digital environment
with regard to the consumer are the following:

e media content is almost universally digital, and this integrates all the new media (compact disks,

digital videos, web publications);

* media content is extremely compact and multimedia;

e communication on the Internet is interactive and two/many-sided, which leads to de-centralization of

sources and to a greater freedom of media consumers to choose and change digital content.

In recent years, the vectors of change in the Russian media audience have become more evident. As
early as in 2007, there began a decline in the number of Russians using only audiovisual media - television
and radio: all in all, it slightly exceeded half of the population (55 %). The number of Russians using only the
traditional media - television, radio and the press - has also been going down. And it was since 2007 that the
audience using in its daily news menu the multi-sourcing environment including press, television, radio and the
Internet has been growing: it reached 35 % (FAPMC, 2007).

Surprisingly, 5 years later, federal television lagged behind the Internet. In 2012, the size of the audi-
ence for the Russian largest search engine Yandex for the first time outperformed that for the federal Perviy
Kanal television channel (99 percent of national audience penetration). Notably, this trend became apparent
at a time when the three leading television channels - Perviy Kanal, Rossiya 1 and NTV - had just lostin 2011
as much as 6 % of their annual audiences. A marked decline was shown by such well-known entertainment
channels as originally Russian CTC (10 %) and US affiliate MTV (22 %) (FAPMC, 2012).

Undoubtedly, this is indicative of an increasing behavioral selectivity of Russian readers/viewers/listen-
ers, and in this respect Russian media reality does not differ much from the practice of many media markets
abroad. Modern audience dynamic involves certain positive expectations. If, in the context of multiplatformity
and increasing content supply, the audience is dissatisfied with the content of those media that used to attract
it, the audience will turn away from them in favor of those media that will meet its demands. As media tech-
nologies develop, new conditions for the dilution of the previously homogeneous mass audience are created.
And the processes of social transformation are starting to gain momentum due to the development of digital
information and communication technologies changing media structures and media typology.

Media agenda: from journalists to active audiences?

Atits early start the Internet was not seen as a competitor to broadcasting and even print media; however,
it has come to be both their competitor and their new extension - in the sense implied by Herbert Marshall
MclLuhan when he called the media the “extensions of man”.

However, after a few decades the Internet dramatically changes the structure and performance of me-
dia systems everywhere. Access of large audiences to media content has become wider and easier though
fragmented. The number of news delivery channels and technological platforms making it possible to access
them has increased, and the volume of journalistic news and reports available to the audience has grown.
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Through the development of independent websites, the blogosphere and social networks the Internet has
contributed to the revival of reasoning, debating journalism and to making news agenda closer to users.

On the first hand, in terms of media debate the Internet might be considered modern opinion journalism
in its most concentrated form. Opinion journalism, which is given space on particular ‘Opinion’ sections in
American newspapers, is intended to discuss and enter into controversy rather than provide news. The his-
tory of journalism shows a kind of confrontation of journalistic cultures. In the USA professional journalistic
standards do not apply to the so-called opinionated journalism, while in other countries, Russia for example,
it is opinion-based journalism produced by a reasoning, didactic, moralizing journalist that is considered to be
the pinnacle of the profession. Russian journalistic tradition is very close to a literary one, this is why it allows
for a subjective, excessively emotional attitude to facts and even their liberal interpretation.

Western media studies traditionally clearly formulated standards of dividing journalism into “facts/
news” and “comments/opinions”. In recent years, however, opinion journalism demonstrably penetrat-
ed the new media, although in a different manifestation. Although the Internet enriches the information
picture of the world with its matter-of-fact uncommented news, sharp personal comments and engaged
discussions have become a very attractive content for many civil activists, political experts and general
public. Such heterogeneous media contents coexist on websites and in social networks. Moreover, particu-
lar features of the new media (digital form of content, multimedia, interactivity, increased selectivity and
fragmentation) make it possible for users not only to pass from one to another materials but even to keep
these dissimilar materials on one screen.

[t all helps the Internet to revive the tradition of party-political, polarized journalism, and in the absence of
party press in Russia it is the Internet that presents in the public arena the positions held by adherents of het-
erogeneous political forces. Opinion journalism in Russian social media, which is often non-professional, ama-
teur civic journalism, is developing rather rapidly, and this probably causes some gaps in the public sphere
shaped by professional newsrooms, with a decrease in the sharpness and polemic nature of opinion-based
journalism. Due to the feasibility of the new media, many non-professional blogs are able to compete with
good documentaries and professionally designed websites, functioning as an alternative not only to print me-
dia but audiovisual media as well (Oushkin, 2014). At the same time, the Internet abounds with non-media and
non-communication products, which can be really confusing for a person who lacks modern media education.

On the second hand, new media inhabiting the relatively free Internet space destroy the political and
ideological monopolies of media systems. It should be borne in mind that the mass media agenda is not
truly diverse even in highly developed countries with long-established traditions of the freedom of the press
(Herman & Chomsky 1988). The audience often complains that the media provide the news about the same
politicians, the same events, thereby unifying the agenda (McQuail, 2014). The absence of critical journalism
and alternative agendas in the context of commercial market media is quite common nowadays. Agenda
setting is an extremely important function of journalism, and in democratic societies it is intended to clearly
correlate with public needs and demands (Shoemaker & Reese, 2013). Besides, the practice of commercial
media shows that agendas in different media vary depending on their type. For instance, the tabloid agenda
does not coincide with the quality press agenda. In order to adjust the general media agenda in Western
European countries, public service broadcasting was established.
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In recent years changes into media agenda setting have been brought about by the Internet, which by
definition liberates and complements traditional media agendas. It might even set parallel agendas widening
the spectrum of news available to society. Together with creating parallel agendas new media set alterna-
tive agendas. Parallel agendas do not necessarily have to be alternative ones while an alternative agenda is
more common for political non-professional media being in close relation to its audience communities. Non-
professionals tend to enrich public discourse with the issues topical for users who are ideologically, politically
and culturally aligned to them. And these alternative agendas enhanced by modern technological tools fill out
the niches occasionally disregarded by the media (Gillmor, 2004).

However, this has become both a success and a challenge for the public sphere. Professional journalism
does rest on some general standards and approaches to agenda setting, while blog journalism does not have
such standards. The second aspect of the challenge is that many pseudo-news websites are advertising ones,
which is hard to discern on the Internet. The first internet users, who created Netiquette - the Code of Conduct
for the Internet - were guided in their online behavior by only two principles: the denial of commerce and
support for freedom including freedom of speech, implying at the same time a high level of responsibility for
what is said. Today’s blogosphere, however, is devoid of even these basic principles as uniform standards. As
aresult, parallel/alternative agendas set by non-professionals cannot guarantee either accuracy or impartial-
ity in covering events (Gavrilov & Tolmach, 2014).

Thus, a lack of understanding of the mission of journalism as a public service is becoming a crucial
point with possible effects on agenda setting and, as a consequence, on the quality of social representation
in the media.

Conclusion

In many respects a modern citizen in a digital society - as a professional, consumer, citizen, or member
of a community - becomes crucially dependent on media. This is manifested in new needs and demands
without which man as a biological and social being cannot fulfill himself: a need for access to vitally important
media content, for the organization of leisure time, for communication with close ones and total strangers. The
mediality of lifestyle is directly related to leisure time - an important time resource that might be spent on self-
realization, education/enlightening or social communication. Whatever the social origin of a modern person
is, in the context of a modern - mediated and digital - society he/she gradually becomes ‘homo mediatus’.

As a result, the role of media content, its consumption and understanding/de-construction is increasing.
Therefore it is crucially important to question whether the audience understand media content. And, more-
over, does the audience understand it the way journalists, editors-in-chief, media professionals in newsrooms,
media owners, and politicians actively involved in mass media expect it to? In the context of digitization rela-
tionships between audiences and journalists are becoming more complicated. Having worked its way up from
gullible acceptance through growing criticism to disillusionment and the partial rejection first of advertising
and then of journalistic texts, the audience actively got engaged in media content production.

Nowadays active online audiences have turned into semiprofessional competitive content providers, in
whom an ordinary user trusts at times more than in media professionals. This is why a literate and even
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professionally active audience becomes a prerequisite for the successful operations of media enterprises, for
the existence of high-quality and highly professional journalism, for a good quality of life in modern society.
Orientation in the media, a critical attitude to the modern media scene and an opportunity of informational
self-realization seem to be important competencies of modern citizen, and they need to be developed in the
course of upbringing and education. These competencies should be understood today as priorities of the
state’s educational performance and orienting points of civic engagement.
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Trochu uvah o iluzii,
alebo kuzle audiovizualneho obsahu

A few reflexions on illusion,
or on the magic of audiovisual content

ANTON SZOMOLANYI
Paneurdpska vysoka skola v Bratislave

ABSTRAKT

Audiovizuélny obsah je iluzia - kazlo, ktorému divak veri len v dovtedy, dokedy ho nevyrusi technicka ¢i
tvoriva chyba. Audiovizualne dielo privadza divaka do stavu komunikacie s premietanym obrazom. Jeho
vnem je psychosenzoricky. Senzoricky vnem je v podstate len fyzikalne prijimanie obrazu a zvuku bez
emocionalnej a pamatovej invencie. Média a medialny svet tvori iliziu novej reality na ploche obrazovky.
Extrémne podoby tejto ilizie sa prejavuju aj v globalnej zurnalistike. Vlastny vyskum a poznanie zhrnuté vo
filme ,V tieni pod Hindukushom* z nakrucania v Afganistane. Vnem reality a prenos tejto reality do iluzie
medialneho obsahu ako produktu.

KLUCOVE SLOVA
lluzia - audiovizudiny obsah - Szomolanyi - Afganistan - média - Zurnalistika - kamera - senzoricky
vnem - pSychosenzoricky vnem - vojnovy dokument - vnem meédif

ABSTRACT

Audiovisual content is an illusion - a magic trick, which a spectator believes only until he is disturbed by techni-
cal or creative error. Audiovisual work brings spectator into state of communication with picture shown. His
perception is psychosensorial. Sensorial perception is fundamentally only physical receiving of picture and
sound without emotional or memory creative ability. Media and medial world create illusion of new reality on
the surface of screen. Extreme versions of this illusion are expressed in global journalism. Actual investigation
and knowledge covered up in the movie “V tine pod hindukushom” shot in Afghanistan. Perception of reality
and transfer of this reality into illusion of medial content as a product.

KEYWORDS
Ilusion - audiovisual content - Szomolanyi - Afghanistan - media - journalism - camera - sensorial
perception - psychosensorial perception - war documentary - perception of media



Hlavna sekcia/Main section 29

Uvod

udiovizualny obsah je ilizia - kuzlo, ktorému divak veri len v dovtedy, dokedy ho nevyrusi technicka

Ci tvoriva chyba. Patom sa sUstredi na nepodstatné veci a autor prehrava. llizia, ktori nam vytvara

audiovizualna technika, je prekonavana dobou, meni sa v prevratnych technickych zmenach. Audiovi-
zuélne dielo privadza divaka do stavu komunikacie s premietanym obrazom. Jeho vnem je psychosenzoricky.
Senzoricky vnem je v podstate len fyzikalne prijimanie obrazu a zvuku bez emocionalnej a pamatovej invencie.
Typickym pripadom je kamera, ktora snima len to, ¢o je schopna fyzikalne zaznamenat. Clovek viak nie je
stroj a svoju pozornost sustredi len vtedy ak mu obraz a zvuk poskytuju aj dalsi rozmer vnimania.

Dimenziu psychologického vnimania dodava tvorca s patricnym reSpektom k fyzikalnemu senzorickeé-
mu zaznamu, ktorého moznosti i nedostatky vyuZiva pre svoj tvorivy zamer. Kamera, i uz profesionalna
s maximalnymi modernymi parametrami, alebo lacnd, kazda ma nedostatky v porovnanim s fyzikalnymi
vlastnostami oka. Tu je prave priestor pre tvorcu, aby tieto technické nedostatky vyuZil pre tvorbu a to
préave v emocionalnom, tvorivom a umeleckom priestore, s ktorym sa divak stotozni v psychosenzorickom
vneme. TakZe, ak sa znovu vratime k audiovizualnemu zdznamu ako kuzlu alebo iltzii, divakovo pripodob-
nenie jeho vnemu reality k audiovizualneho priestoru sa odohrava hlavne v rozsahu jeho pamatovych obra-
zov, emocionalnych pamatovych odoziev spolu s novou informaciou, ktoru ziskava z videného diela, ktoré
vytvara novu realitu v jeho vneme. Suhra tohto vSetkého, tvorivé vcitenie sa do deja a jeho aktivne preZitie
v racionalnej a emocionalnej rovine, nastava vtedy, ak ,kuzlo iluzie nebolo odhalené. Systém, ktory autor
vytvoril, funguje, a tym aj komunikacia a odovzdavanie informéacii. Holé prirovnavanie Kk realite sa stratilo
a bolo nahradené psychosenzorickym vnemom.

Konverzia reality do obrazu nastava premenou odrazu svetla zo scény, prechodom cez objektiv, svetlo
dopada na senzor, kde dochadza premene svetla na elektrické impulzy a tie pomocou analégovo digitalneho
prevodnika na digitalne data, ktoré su po spracovani ukladané na datovy nosic, odkial vieme tieto data rozko-
dovat a previest na znovu na svetlo, vychadzajlce z elektronickej obrazovky alebo z premietacieho platna, ako
odrazené svetlo projektora, ktoré opatovne vchadza do oka divaka a je spracované prave psychosenzorickym
vnemom. Tvorba tejto iluzie je pritom Cisto technicka Ci technologicka. Spracovanie iluzie divakom a jej dove-
ryhodnost, zavisi hlavne na tvorivom potenciali autora usporiadat vSetky prvky skladajuce pribeh tak, aby im
divak ,uveril* a stotoznil sa s nimi.

Ak si predstavime transforméaciu reality na obraz, tak v ramci tejto konverzie z trojdimenzionalneho
priestoru na dvojdimenzionalnu rovinu platna, kameramani vyuzivaju tvorivé prvky obrazovej iluzie ako je li-
nedrna perspektiva, farebna a svetelna perspektiva, pohyb kamery, pohyb postavy, obrazovu a strihovu cho-
reografiu, hibku ostrosti a mnohé iné tvorivé prvky uréené pre tvorbu filmového priestoru. To som hovoril len
0 obraze, ku ktorému sa pridava zvuk s jeho vlastnymi tvorivymi kdzlami umocriujucimi iliziu videného i poCu-
tého. Tu mi neda nespomendt teraz tak moderné, alebo nanovo objavené 3D zobrazenie, alebo binokularny
vnem. Je to znowu len illzia vytvorend na ploche so vSetkymi technickymi nedostatkami a obmedzeniami,
ktoré toto zobrazenie ma.

lluzia audiovizualineho priestoru je neustale zdokonalovana tvorivymi a technickymi prostriedkami.
Re¢ audiovizie je v neustalom vyvoji a tak isto aj vnem divaka je v neustalom vyvoji. Treba mat na zreteli,
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Ze divak si uklada obrazy z platna alebo televiznej obrazovky neustale do paméte, tak isto ako realne
obrazy a zazitky. Z toho plynie aj vyhodnocovanie novej, iluzornej reality a audiovizualneho priestoru. Ide
0 to, Ze kazdy divak vyhodnoti pohlad na filmové dielo rozne, alebo ho v tom istom diele zaujmu rozne
prvky. Zaklad pribehu, ak nie je ilizia porusena technickym, alebo tvorivym nedostatkom, je pre divakov
podobny. MoZe to byt preto, Ze dana skupina divakov v danej dobe ma zéklad uloZenych obrazov a zazit-
kov velmi podobny.

Vo filme vSak Casto dokaZzeme vnimat obrazovu ,nerealitu. Typickym prikladom méZe byt sledovanie
Ciernobieleho filmu. Divak to berie akosi samozrejme. Zvéc¢Sa sa nepyta, kde su farby, ale podvedome
hlada prepojenie v emocionalnom zazitku alebo v uloZzenych pamatovych obrazoch, ktoré priklada k vyhod-
noteniu a zaraduje ich do vnemu illzie filmového diela. Ak by vSak do$lo k tomu, Ze by divak potreboval pre
racionalne zhodnotenie pribehu farby a nenachadza ich v nom, vyhodnocuije to ako chybu a jeho vnem je
dorazne naruseny.

Velmi Casto vytvaraju tvorcovia audiovizualneho diela jeho formu svetlotonalnym alebo farebnym po-
sunom, alebo odklonom od technickej reality zaznamu. PoruSuju fabricki dokonalost fyzikalnych para-
metrov zdznamu. Akonahle z tejto dokonalosti odoberaju napriklad farebné tony, ,zjednodusuji* divakovi
vnem samozrejme v spojitosti s ostatnymi prvkami diela a dostavaju ho prave na rovinu prevazujiceho
emocionalneho vnemu. Dokonalost illizie neznamena tvorivy Uspech, ale méze znamenat aj nevkus. Vela
dokonalého moze uskodit.

Zamerny nedostatok moze vyvolat zaujem divaka - obcasné rozbitie ustaleného, vracia divaka spéat
do deja, ale to vSetko by malo byt stc¢astou tvorivého systému alebo formy samotného diela.

Akceptéciou zmeny reality na audiovizualnu ,nerealitu” - konfrontacia a pripodobfiovanie s tym, ¢o
vidime a s tym ¢o uZ vieme, prepadame do illzie filmu v jeho dokonalej forme bez vnemu technickych
parametrov celej zaznamovej a prezentacnej sustavy. Ak su prvky spravne nastavené doverujeme tvorcovi
a nechavame sa uniest pribehom. Ak je technicka ilizia dokonala a pribeh plny chyb, autorovi nedoveru-
jeme a plati to aj naopak. Niekedy staci len jedna tvoriva alebo technicka chyba, ktort divak ani len nevie
definovat a dielo je pre neho stratené. UloZena skisenost, emdcia a audiovizualna nerealita sa niekde
nestretli. Kuzlo bolo nedokonalg, alebo odhalené. lluzia bola nedokonald. Na druhej strane treba povedat,
Ze technicka nedokonalost uloZena do spravnych vztahov niekedy vytvorf iliziu tak, Ze dielo je prijaté diva-
kom a ten je schopny ho precitit. Technika nie je samospasite/na. Z historie pozname vela filmov, ktoré sa
budu premietat vZdy, aj ked v porovnani s dnesnymi st technicky nedokonalé. V kazdej dobe si nachadzaju
divakov, ktori preziju pribeh a uveria iluzii filmového platna.

Vnem audiovizualneho diela zavisi ¢asto aj od prostredia, v ktorom vznika a geopolitického prostredia,
ktoré ho tvori. Tu sa da spomen0t narodna tvorba, ktora desifruje vztahy a iliziu v dosledku uloZenych obra-
zov a emacii v ramci lokalnych psychosenzorickych obrazov. Takzvané worldwide audiovizualne diela - kto-
ré su premietané po celom svete - akceptuju, ¢asto podla urcitych vytvorenych Sabldn, iluzie v globalnom
vneme v danej dobe. V tomto sa vSak film neda absolutizovat a tvorcovia nie vZdy dokazu predpovedat, a to
hlavne v nizkorozpoctovych filmoch alebo narodnych kinematografiach, Ze prave ich dielo nebude komu-
nikovat s divakmi v Sirokom spektre psychosenzorického vnemu. V tomto je audiovizuélne dielo slobodné
a tvorba iluzie nema hranice, a ak aj ma, tak ich zatial nevidime.
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Zaciatkom digitalnej éry finanéne dostupného televizneho zdznamu, niekedy jej hovoria aj ,DV éra“,
v devétdesiatych rokoch sa stalo to, Ze technoldgia pre profesionalne spracovanie videa sa stala dostupnej-
Sou, a tym sa mohla medialna tvorba rozSirit do velmi Sirokého tvorivého priestoru. Ak sa vZijeme do dav-
nejSej situacie na trhu, napriklad cez primarny zaznam - kameru, tak ta vtedy so Standardnom vybaveni,
typu betacam SP, stala okolo 100 000,- €. K tomu sa pridavala cela postprodukcia, ktoré vyZadovala
komplikované postprodukéné pracovisko s paskovymi videorekordérmi a operacnym pultom. Spracovanie
videa bolo mozné len v linedrnom smere. Kazdy jeden spatny zasah do strihu znamenal opatovny pre-
pis a tym aj zniZenie kvality. UZ len hodinova sadzba prendjmu postprodukéného Studia s operdtorom sa
pohybovala na drovni 100,- €. Spustenie vSeobecne rozsirite/nych profesionalnych formatov, akym bol
napriklad digitalny betacam, bol uzZ len krok k najprv konzumentskym kameram typu DV a alternativam
tohto formatu. Videoprofesionali oskoro zistili, Ze aj konzumentsky zaznam je pouzitelny v profesional-
nom priestore a prinasa mnoho vyhod. Jednou z hlavnych vyhod je finanéna dostupnost a hlavne moznost
tvorivej volby technoldgie ako zaznamu, tak aj spracovania, ale, a to je asi najdolezitejSie, slobodna tvorba
iluzivnych obsahov v globalnom priestore.

To bol asi zaciatok vSeobecnej digitalizacie pohyblivého obrazu, ktora spdsobila, Ze prace v médiach je
omnoho viac, ako bolo pred zhruba 20-timi rokmi. Kazda dedina, alebo mensie mesto ma svoju televiziu. Jej
prispevky informuju v globalnom smere. Televizia a medialne informécie st skutoéne vSade.

Minimalne postprodukéné pracovisko pre strih videa, v kvalite porovnatelnej s profesionalnymi formatmi,
dnes moZete zaobstarat takmer za cenu denného prenajmu vtedajsich cien. Zdanlivo by sa mohlo zdat, Ze
sme ako tvorcovia prestali byt otrokmi techniky a jej finanénej nedostupnosti a hodnotu mé len skuto¢na tvor-
ba medialneho diela a audiovizualneho obsahu. Systém ,zober kameru a to¢" je tu. Zaplava obsahov akoby
neobmedzeného priestoru internetu, ktory prerasta do klasickej televizie, dava konzumentovi osobnu volbu
ako tvorby programu, tak aj slobodu konzumovania videoobsahov.

Negativom je, Ze si vyberame prave to Sokujlce a ohurujuce. Divak sa asi rad nechava ohuro-
vat a negativizovat, pretoze sukromné média by takéto spravy nedavali ak by nemali dostatok divakov.
Pravdepodobne v minulosti nebolo menej povodni, katastrof a Sokujucich situacii ako je dnes. Len sme
z akejsi naSej potreby o nich viac informovani, aj ked takéto informécie st ¢asto pre nas zivot nepodstatné.
Z toho prameni, Ze médid su vlastne totalna iluzia a divak sa s oblubou nechava uniest kizlami obrazovej
plochy. Preco hovorim o totalnej iltzii?

Svojho ¢asu som mal moznost nakrucat v Afganistane, vo vojnovej oblasti v provincii Logar. Pobyt na za-
kladni For Shank bola pre mna Skola Zivota medialneho sveta. Byval som nedaleko heliportu a mal som
moznost vidiet najroznejSie Staby, ktoré prichadzali informovat o vojne. Moj viac ako jeden a pol mesacny
pobyt nakracania filmu ,V tieni pod Hindukushom® (vid: http://www.youtube.com/watch?v=5rYnZXMQtxU)
bol pre mna aj akymsi vyskumom. Nakrdcanie bez uz spomenutej digitalnej technologie by za také miniméalne
prostriedky, ako boli v tomto projekte, ani nebolo mozné. Predstava o tom, Ze niekto pride do takejto oblasti
a nakruti projekt podla vlastného uvazenia je tazka. Je sice mozné, Ze vystupite v Kabule z bezného doprav-
ného lietadla a vyberiete sa nakrucat ako ,turista Zurnalista“ do mesta, alebo na vidiek, pripadne do hor, ale
miera pravdepodobnosti, Ze vyviaznete z takéhoto dobrodruzstva bez ujmy na zdravi, je velmi mala a hranici
skor s hazardom. Takze, rozumny filmar sa sprava tak, aby mohol spravit a hlavne dokondit svoju pracu a v pri-
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pade novindra podat spravu. Je pravdou, Ze denne novinari vo vSetkych koncindch sveta riskuju svoje Zivoty,
aby priniesli spravu a pravdivy medialny obsah, a za to im vdaka a ¢est.

Dnes vSak ¢asto vojnu viac vytvaraju média, nez vojaci! Alebo ak chceme, tak obraz vojny, alebo jej me-
dialnu iluziu. Hovorim pritom o obraze vojny, teda o fikcii, alebo iluzii na televiznej obrazovke. Realita je ¢asto
Uplne ing, ako z jednej strany, tak aj z druhej strany konfliktov.

Ak sa vam podari niekde v dialke nakrutit vybuch bomby, na zabere sa vam zadymi, zvuk je skresle-
ny, celkovy vyznam je ,nedramaticky”. Tam, ale zomreli fudia! Suc¢asné média a hlavne globalne média
potrebuju z takejto udalosti spravit Sokujicu spravu a navySe s patricnou politicky smerovanou iliziou pri-
slusnych politickych zaujmov. Realite sa vyznamne pomaha vSetkymi vyjadrovacimi prostriedkami filmovej
reCi, aranZovanim reality a vytvorenim Ziadanej emdcie tak, aby bola tato emdcia naozaj Sokujucou spravou
s potrebnym politickym ucinkom.

Prileti na zékladriu helikoptéra, dovezie Stab s pripravenym scenarom. V bezpeci zakladne sa spravi
dramaticky stand up, pri ktorom sa v pozadi naaranZuje niekolko dramaticky sa pohybujucich vojakov,
potom konvoj vyrazi na priblizne podobné miesto nasho ,nedramatického zaberu®, zaplati sa niekolko
miestnych, spravime niekolko pyrotechnicky zvladnutych vybuchov vhodnych pre nasnimanie v uzSom
zabere a obraz reality, alebo iluzie je hotovy. Je to v poriadku, pokial je tu aj novinarska zodpovednost
povedat pravdu a nie len iluziu pravdy. Ak informujem o tom, ako skutocne situacia vyzera a hfadam v ramci
novinarskej zodpovednosti nie naplnenie bodov vopred pripraveného scendra, ale to, aka je skutoénost,
atu, aj ked nie som schopny zaznamenat, sa pokusim pomocou technicko-tvorivych prostriedkov podat ¢o
najvernejSie ,konzumentovi“. Myslim to tak, Ze veristicky, alebo realisticky zaznamenat komplex udalosti
v extrémne narocnom a nebezpecnom priestore je takmer nemozné, ale hladanie stvislosti a priblizenie
sa k pravde je mozné prave pomocou tvorby takejto illizie pomocou modernej techniky a jazyka obrazu
a zvuku. Vysledkom tohto by mal byt prave ten realisticky pohlad a odovzdanie pravdivej informécie.

Vyjadrovacie prostriedky filmovej reci by mali sluZit prave pre takdto pravdu. Samozrejme ¢est
vSetkym, ktori takuto spravu - pravdivu spravu - podavaju a nie su zavisli od svojho zadavatela alebo
objednavatela, ktory si v ramci objednavky dodal aj scenar bez kontextov na realitu, ale s predstavou
iluzornej reality.

Ak vlastnici médii predavaju ¢as, a hlavne na tom je postavené privatne TV médium, tak obsah, pokial
im za neho niekto priamo neplati a nie je v priamom vztahu s reklamou, nie je pre vlastnikov az taky pod-
statny. Jeding, ¢o ich zaujima je mnozstvo divakov. Tu je vSak aj ina zlozka, a to politicka moc. Ta chuti a je
nad vSetky peniaze a ¢asto je aj zdrojom zisku.

Co je medialna informécia a ako sa dostéva k divakovi? Krizové konflikty, a to mi date asi za prav-
du, v stcasnosti zivia hlavne média. Vidime a poCujeme v absolutne Cistom digitalnom obraze full HD
alebo 3D, ako fudia umieraju, alebo len skratka vbuchne bomba, kde zomru fudia a pre nas je to len
veCerna sprava. Stavame sa rezistentni. Autori vytvarajd iliziu Sokujucej spravy a divék ju vnima akoby
ni¢. Je to daleko a nepodstatné pre jeho zajtrajsi defi a osobné problémy, ktoré musi riesit vo svojom
okoli. Médium sa stava akymsi Unikom od reality smerom k ilzii, v ktorej je jedno, ¢i sledujeme bloc-
kbusterovy trhak, lovestory, alebo iliziu spravy z dramatického vojnového konfliktu. Toto je negativum
digitalizacie. RozSirenie informacii, ktoré st regulované trhom. Informécie, ktoré tvoria iliziu vzdialenej
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reality, bez priameho vplyvu na nasu sucasnost. Tvorba rezistentnosti na vzdialené fudské nestastie je
vlastna vyspelému svetu.

Digitalizacia sposobila zlacnenie tvorby obsahov a jej zjednoduSenie. Uz akoby zdanlivo nebolo potreb-
né mat vzdelanie, alebo technické vedomosti k tomu, ako tvorit obsah. Viyrobcovia techniky sa predbiehaju
v dokonalostiach, ktoré skutocna tvorba vobec nepotrebuje. Zaroven je vSak tomuto prikladany velky vyznam,
akoby sme bez toho ani nemohli byt. Je to jasné, forma nabera vacsi vyznam ako obsah, ten ruku v ruke akoby
mal kracat so Sokovanim prijimatela spravy alebo obsahu.

Ak sa pozrieme kusok dozadu na posledné roky, technoldgie idi akoby vo vinach, kedy mame hlavne
kupovat nové zariadenia. Posledné absurdum je takzvana 3D technoldgia. Prudkym nastupom niekedy
v roku 2008 - 2009, kedy na vystavach broadcastovych technoldgii bolo vSetko 3D a zdalo sa, Ze jedina
perspektiva tvorcov obsahov bude len tvorba 3D programov, a to nie len v hranej tvorbe, ale aj v spravo-
dajstve. Predstavovalo to pochybnu filozofiu, Ze divak bude sledovat medialne obsahy v stereoskopickych
okuliaroch a bude sa nechavat ohurovat iliziou 3D vo vzpriamenej polohe, pretoZe stereoskopia, alebo 3D,
potrebuje stabilné pozorovacie podmienky. Divak nepotrebuje ni¢ iné, ako zabudnut na svoje kazdodenné
problémy a je mu Uplne jedno, ¢i sa futbalova lopta, alebo vojak zo zbrarou riti na neho von z obrazovky.
AvSak, uz z davnej skusenosti my zainteresovani vieme, Ze pozorovanie 3D iluzie vie divak prijimat len
obmedzeny ¢as. Je to len asi 40 mindt. Potom mu uzZ efekt 3D pripada ako bezny obraz, pripadne jeho
pozorovanie ho natolko unavi, Ze sa zacne zaoberat viac samotnou technikou alebo technickou nedosta-
to¢nostou a tym je vlastne jeho vnem naruseny. Absurdita médii a reklamy v tomto pripade je v tom, Ze
v globalnom vyzname tento digitalny biznis vyrobcom technologii vySiel. Ludia vymenili televizory, broad-
casteri v Sialenstve a navale propagandy novych systémov, vyhodnotili situdciu tak, Ze nebude Ziadané nic¢
iné len 3D a chceli byt prvi a ziskat divaka, ktory tiez chcel mat prvy 3D televizor v ulici. Po Styroch rokoch,
ked ste prisli na svetovt vystavu IBC do Amsterdamu, 3D zariadenie ste uz ani nenasli. Ale ¢o uz, je tu nova
technologicka éra UHD, alebo televizia s ultra vysokym rozliS§enim. Napino sa zacinaju vystavovat kamery
ako profesionalne, tak aj amatérske, na 4K, televizory st uz na trhu a ob¢an vyspelého sveta rozhyb eko-
nomiku a vymen 3D technoldgiu za 4K UHD, pripadne si priplat a kap si 3D 4K UHD, aby si mal konecne
vSetko doma v obyvacke.

Znovu sa skusme pozriet z jednoduchého a praktického hladiska na pozorovatela, ktory sleduje me-
dialne obsahy - iluziu, v ramci ktorej ani velmi nerozliSuje ¢i Sokujuci obsah je dramaticka sprava, ale-
bo hrany trhak, v priestore svojej obyvacky v Standardnom eurdpskom byte. Eurdpania byvaju prevazne
v bytoch, ktoré nemaju velkd plosnu vymeru. Aby som mohol mat zaZitok z pozorovania 4K rozliSenia,
potrebujem mat urcity odstup od televizora, ktory, aby do dosledkov prezentoval novi technoldgiu, by mal
mat uhloprie¢ku miniméine 2 metre. Ak si chceme ako divaci tuto technoldgiu vychutnat, mala by byt nasa
vzdialenost od takéhoto 4K televizora miniméaine 2,5 nasobok jeho uhlopriecky. Co je v nagom pripade asi
5 metrov. Ak eSte k tomu priratame konstruk¢nu vzdialenost od steny priblizne pol metra (televizory 4K
v takychto rozmeroch budd musiet byt zahnuté) a pozorovaci priestor (sedacka) by mal mat tak isto mini-
malne 1 meter, po celkovom s¢itani je to minimalne 6,5 metra. TakZe pocita sa s tym, Ze by mal priemerny
Eurépan obyvacku, alebo priestor kde bude pozorovat iluzivne obsahy, s minimalinou dizkou 6,5 metra?
Asi nie. Priemernému ob¢anovi ponukne vyrobca lacnejsi televizor, alebo hovorme tomu uz monitor, alebo
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multimedialne zariadenie, s takymi Standardnymi rozmermi, aby sa mu vosiel pristroj do jeho bytu, to je
do rozmerov mozno 150 centimetrovej uhlopriecky. Pri takomto rozmere ale rozdiel v obraze nie je vyrazne
iny v porovnani dnes uz Standardnym HD televizorom v tom zmysle, aby divaka ,ohdril, alebo Sokoval®,
pretozZe to je asi zmyslom dneSnych medialnych produktov u polospiaceho a odreagovavajuceho sa divaka
od svojich dennych problémov. Ale divak si kiipi novy televizor, pretoze je to potreba. Spolo¢enska potreba,
ktoré je mu podstvana tymi istymi médiami, ktorymi sa nechd unasat dihé hodiny kazdy den, aby sa udrzal
kolobeh globalnej ekonomiky aj pomocou globalnych obsahov, ktoré tvoria absurdné iluzie reality bez kon-
textu, alebo spojitosti k divakovi ako prijimatelovi spravy.

MobZe sa zdat, Ze klasické televizne prijimacCe so svojim pevne stanovenym programom by mali zanik-
nut, ak som nazval televizor multimedialnym zariadenim, ktoré predpokladd, Ze ma moznosti napojenia
nainternet a pripojenia periférnych datovych jednotiek. V si¢asnych modernych televizoroch, alebo hovor-
me im pocitace, ma divak moznost si zostavovat svoj program sdm na zéklade priamej volby obsahov. Je to
vidno u mladych fudi, ktori neustale nieco sleduju vo svojich notebookoch. AvSak vratim sa na zacCiatok. Ak
multimedialne zariadenie, vyuZiva divak ako prostriedok akejsi pasivnej regeneracie a nechava sa unasat
iliziou alebo obsahom, ktory mu tvori tdto iluziu, chce vobec ovladat tieto obsahy a zostavovat si viastny
program? Pritomto sa skisme pozriet na emocionalne spravanie sa moderného ¢loveka, ktory sa riadi sice
racionalne, ale na emocionalnom zéklade s vyuzivanim paméatovych obrazov. Pozname situdacie, kedy na-
priklad, ak pravidelne chodime mestskym autobusom, nastupujeme vacsinou do tych istych dveri, sadame
si na to isté miesto. Sme nespokojni, ak ndm tuto kontinuitu niekto porusi. Podobné je to aj u medialnych
divakov. Cakaju si na svoj seridl, pripadne cyklickd relaciu a radi sa nechavaju riadit ¢asom programovych
manazérov s pocitom, Ze maju zariadenie, ktoré im prinasa slobodu volby, alebo vyberu programu, ale
s tym, Ze vlastnl volbu budu realizovat ,niekedy inokedy“. Je to zndme uZ z video - éry z Cias prehravacov
VHS, lebo DVD, kedy tieto u vacsiny majitelov ¢akali a ¢akaju na ich aktivne vyuzitie. NajdoleZitejSi je pocit,
Ze tieto pristroje vlastnia a su slobodni vo svojej volbe, ktora ale malokedy pride a ak aj, tak majitelia su
Casto odkazani pri takomto obc¢asnom spusteni k Studiu ovladania, teda minaniu obcasnej a nie pravidelnej
energie. Co je omnoho naméhavejsie.

Spojenie technokratov s iluzionistami je na dneSné ¢asy asi idealna kombinacia pre globalnych biznisme-
nov. Tvorba audiovizudlnych obsahov ako ilizie na obrazovke bez kontextu na realne potreby vnemu pozoro-
vatela je cesta nikam.

Pokrok tvorivych foriem a technologii daleko prevySuje pokrok v obsahoch. Vzdelanie a tvorba pozitiv-
nej emocie je asi komplikovany proces vzdeldvania v humanitnej oblasti. Zda sa, Ze kultivacia spolo¢nosti je
omnoho narocnejsi proces ako vyvoj technoldgii.

Literatura
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Medialna produkcia v kontexte vztahov s médiami
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ABSTRACT

Media relations predstavuijl jadro public relations. PR $pecialisti mdZu dosahovat svoje ciele najméa prostrednic-
tvom dobrych vztahov s médiami. V si¢asnosti sa novinari nezaobidu bez informécii z oblasti public relations.
V kontexte vztahov s médiami je dolezité, aby Zurnalisti narabali s informéciami od Specialistov public relations
ako so zdrojom informacif a nie ako s finalnym novinarskym produktom. Speciélne, ak ide o spravodajstvo.
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ABSTRACT

Media relations are the core of public relations. Public relations staff is not qualified to work without good
contacts with the media and is important for them to achieve make their product was published in the media.
Journalists cannot work without public relations specialists. In relations with the media is important for jour-
nalists to work with information from public relations as a source of information and not as the final journalistic
product. Especially when talking about the news.
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taktiky, ale aj postupov, ktoré sluzia na ovplyviiovanie verejnej mienky. Vztahy, tak ako v obycajnom
[udskom Zivote a ako aj samo slovo napoveda, nie st jednorazova zaleZitost, ale je to dlhodoby proces.
Media relations, vztahy s médiami, zaroveri znamenaju aj kreativnu pracu s informaciami.

Medidlni tvorcovia predovSetkym v oblasti spravodajstva a publicistiky, v si¢asnej dobe sa nezaobidu bez
informdcif z oblasti public relations. Na druhej strane pre Specialistov z oblasti public relations je stale vacsi
problém presadit sa v médiach. DoleZitym faktorom je skutocnost, Ze silnie konkurencia v ramci jednotlivymi
PR Specialistami, agenttrami, hovorcami a naopak, pre Zurnalistov st zavazné etické pravidla, ktoré su prijaté
v redakciach. Pritom je zrejmé, Ze PR informacie st vydatnym zdrojom informacii pre Zurnalistov. Podstatna je
skutocnost, kde v ramci redakénej préce, je hranica vyuzivania PR informacii.

P ilierom public relations su vztahy s médiami. Media relations je mix komunikac¢nych technik, informacii,
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Realnym ucelom vztahov s médiami je dosiahnut zlepSenie povesti organizacii, jej produktov a zabezpe-
Cit, aby sa tieto informacie dostali k sledovanym cielovym skupindm. PR sa vyuZivaju na:

e zlepSenie mena spolocnosti

e ZzlepSenie imidzu znacky

e zmenu postojov cielovych skupin

* zlepSovanie vlastného medialneho obrazu

*  zlepSenie vztahov s komunitou

* zvySovanie podielu na trhu a pod.

Subjekty vak tieto ciele mézu dosiahnut len za predpokladu zodpovedajliceho medialneho pokrytia.
Dobry komentar k ekonomickym vysledkom Casto spravi viac ako kvalitna vyro¢na sprava, komentar mo-
toristického novinara je viac ako brozira o novom aute. Medialne pokrytie ovplyvni aj internych zamest-
nancov firiem, ktori sa o rozvoji ich firmy dozvedia z médii. Napriek tomu, Ze komunikacia v ramci firmy
moze byt doveryhodna, zamestnanci kladt velky doraz na nazory nestrannych novinarov (Bland, Theaker,
Wragg, 2005, s. 55,56).

Je celkom legitimne, ak novinari pracujd aj s PR informaciami a narabaju s nimi ako s tipom na novinarsky
produkt, ako zdrojom informécii, pripadne ako s rozSirujucimi (backround) informaciami.

Medialny produkt je vysledok tvorivej ¢innosti zurnalistov spravidla spravodajského (informativneho) ale-
bo publicistického charakteru, pripadne beletristického charakteru, ktory je publikovany v tlacenom alebo
elektronickom médiu. Podla Brecku obsah novinarskeho produktu je zamerany a spracovany odraz skutoc-
ného javu, udalosti vo vedomi autora, doplneny a obohateny o jeho vlastné myslienky a tvahy, stanoviska
a hodnotiac Usudky. Obsah sa podla neho sklada z troch zékladnych skupin:

,vecna stranka udalosti, javu (udalost alebo jav ako celok, systém faktov, ktoré su zdakladom opisu,
argumenty, dokazy),

e problémy a tematika (témy a podtémy, odnoze, hlavny problém, ktory zahffia mnozstvo rozlicnych

tém, umelecko-technické otazky, konfliking situécia),

* jdeovd koncepcia (ideovy zamer autora, zakladna koncepcia, zavery, odporucania)” (Brecka, 2010,

s.204).

Redakcie sa pri publikovani informécii rozhoduju na zaklade spravodajskych hodnét, ktoré sa menia pod
vplyvom rozvoja medialneho prostredia a zmien medialnych systémov. Menia sa aj vstupom internetu, badat
posun ku komunikacii s publikom, jeho zaangaZovaniu do vyberu sprav, viac orientacie na marketing sprav,
sledovanie blogerov a pod. Nie je vSak mozné podliehat iba vkusu publika, v si¢asnom svete internetu je
nevyhnutné hladat tzv. pridanu zurnalistick hodnotu.

McQuail (209, s. 387) tvrdi, Ze udalosti, ktoré tvoria obsah spravodajstva by mali byt neobvyklé alebo
aspon necakané, o su kvality cenené viac, nez skutocna déleZitost. Okrem neocakavanosti st udalosti
v spravodajstve charakterizované dalSou spravodajskou hodnotou, ktora je vzdy relativna a zahfiia sub-
jektivny usudok o zaujmoch publika. Spravodajstvo sliZi najmé na orientaciu a smerovanie pozornosti
a nenahradza skutocné videnie.

Pokial sa za komunikacnym ciefom skryva snaha o dosiahnutie publicity pozitivnej alebo neutralnej, PR
pracovnik si musi osvojit Zurnalistické kritéria. Ak chce, aby sa jeho informécie dostali do médii, aby zaujali
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novindra a potom aj cielové publikum, jeho produkty musia v o najvacsej miere spifiat kritéria, podla ktorych
sa riadia Zurnalisti bez ohladu na to, o aké médium ide - televizia, rozhlas, tlac, internet, ale aj spravodajska
agentura. Pre hovorcu, ktory pred nastupom na svoju poziciu pracoval ako novinar, su spravodajské hodnoty
spravidla samozrejmostou a so znalostou veci bude svoje produkty prispdsobovat nielen konkrétnemu médiu,
ale aj kritériam spravodajskych hodnét.

Do Uvahy vSak musi vziat aj skutocnost, Ze vacsina medialnych obsahov rozprava pribehy, ktoré majd ab-
[6novité a predvidatelna formy, pricom hlavnou funkciou rozpravania je pomahat porozumiet sthrnné fakty.
Rozpravanie poméaha prostrednictvom ludskych motivov logicky spéjat zlomkovité vyjavy, ¢i uz fiktivne alebo
realistické. Takéto ponatie textov je pre pochopenie pestrosti medialnych obsahov velmi uzitoné, pretoze zak-
ladné narativne formy moéZeme ndjst nielen v dramatickych dielach a fikcii, ale aj v reklame a v spravodajskych
pribehoch (McQuail, 2009, s. 392).

Zoch a Supa (2014) skumali vo svojej Studii osem faktorov, ktoré urcuju, o je novindrska novinka alebo
¢o je hodno povazovat za tému do sprav.

Porovnanie faktorov, uréujicich novinku do sprav/Comparison of Means
of Newsworthy Factors
(1 = velmi doleZité/very important, 5 = vobec nie je doleZité/not important at all)

Novinar/Journalist PR
1. Bezprostrednost/Immediacy 2,59 2,63
2. VEasné novinky/Timely News 1,60 1,47
3. Miestne novinky/Local News 1,68 2,14
4. \lyznamné novinky/Significant News 1,98 1,76
5. Novinky o prominentoch/Prominent News 2,62 2,66
6. Ludsky zaujem/Human Interest Elements 2,28 2,07
7. Kutdrna blizkost/Cultural Proximity 1,47 1,82
8. Neocakavané informéacie/Unexpected 266 286

Information

Zdroj: Zoch a Supa, 2014

Autori Studie zistili, Ze Zurnalisti a PR pracovnici rovnako hodnotili vyznam spravodajskych hodnot, pricom
najdolezitejSim faktorom pre novinarov bola kultirna blizkost, zatial ¢o najdélezitejSim faktorom pre PR pra-
covnikov bola véasnost. Odpovede vSak vcelku boli velmi podobné.
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Spravy maju byt pravdivé, objektivne, overené najmenej z dvoch nezavislych pramenov, sprava by nemala
ironizovat, zfahGovat, ani pouzivat nadsadzku. Kazda publikovana sprava by mala uvadzat zdroj (samozrejme
okrem vynimoc¢nych pripadov).

Seriozne média spravidla uvadzaju pod ¢lankom reélne autorstvo, teda oznacuju publikované produk-
ty ako PR informacie, niektoré dokonca zriadili samostatné rubriky, v ktorych publikuju PR ¢lanky, napr.
internetova platforma dennika SME, hnonline alebo medialne.sk. Internetova platforma dennika Pravda PR
¢lanky uvadza pod spolo¢nym nazvom Inzercia a pod. Z hl'adiska etiky a objektivity je takyto postup
spravny, aj ked' mozno polemizovat o tom, ¢i plateny PR ¢lanok je este neplatena forma pub-
licity alebo je to uz reklama, hoci za iné ceny. Odpoved by mohla byt, Ze ak je reklama platend
forma publicity, tak je to reklama. Reklama sa vS8ak od PR li§i viacerymi znakmi, napriklad tym, ze
PR sa nem6zu vyhnit negativnym informaciam, pricom reklama je vzdy pozitivnym odkazom
(Dolezal, 2005, s. 37).

Marketingové oddelenia viacerych elektronickych médii odovodriuju potrebu zaplatit si za PR produkt
(Clanok, televiznu reportaz a pod.) nevyhnutnymi produkénymi nékladmi - kameraman, zvukar, strihac,
redaktor, auto a pod., €o je prijatelny argument, ale len v pripade, ak objekt takéhoto PR produkty nerozho-
duje o forme, vybere informécii, spdsobe spracovania a pod. Ak rozhoduije, tak uz ide o reklamny rozhovor,
pripadne reklamnu reportaz, ¢o spravidla elektronické média maju uvedené vo svojom cenniku. DoleZité je
uvazovat o tom, aké naklady na publikovanie takychto PR informdcii maju napriklad internetové platformy.
Aj keby sme konstatovali, Ze ziadne, pretoze informacie dostanu v elektronickej podobe, ani to by nebola
celkom pravda, pretoZe aj samotné umiestnenie na web musi niekto urobit, teda konkrétna osoba, ktora
za tak(to Cinnost dostava mzdu, honorar a pod. Pri takejto forme publicity vSak uz méZzeme hovorit aj
0 manipulacii, pretoZe recipient nevie rozpoznat, ktory z novinarskych Utvarov (produktov) je pripraveny
na zaklade zaplatenych produkénych nakladov a ktory nie. Neplati to vSak vSeobecne. Pokial re-
dakcia uzna informéciu z dielne public relations ako zodpovedajlcu zameraniu média na konkrétnu cielovu
skupinu, potom je takmer nevyhnutnostou uverejnit takuto informéciu. Pri tejto Gvahe je potrebné vziat
na zretel aj skutoc¢nost, Ze média a najma Zurnalisti pracuju pod velkym tlakom. Vlastnici zefektiviiuju ¢in-
nosti v rdmci medialnej produkcie, Zurnalisti st vytazeni ¢asto aj inymi nenovinarskymi ¢innostami, napri-
klad umiestiovanim obsahov na webovu stranku, editorskymi ¢innostami a pod., ale ¢asto pracuju ak ako
multizurnalisti. Tento tlak na novinarov v rychlosti technologického pokroku méze spdsobovat, Ze Zurnalisti
neurobia kvalitne ani jeden druh medialneho produktu alebo jeden je kvalitnej$i na tkor druhého, aj ked vo
viacerych redakciach internetovych médii posobia tréneri - Specialisti na rozhlasovy a televizny prejav, ale-
bo naopak, bezna Zurnalistick& produkcia podla niektorych medialnych manazérov ,je lepSia vdaka tomu,
Ze internet naucil novindrov ovela viac komunikovat s Citatelmi - dnes su vystaveni okamZitej reakcii
na svoje chyby, zatial Co skOr reagovali listom redakcii ovela menej ludi a navySe nejaku dobu trvalo,
neZ sa taka reakcia k novindrom dostala. NavysSe su teraz vdaka internetu mnohé fakty lepsie a rychlejSie
dostupné“ (Cutik, 2014, s. 43).

Z pohladu tlaku na Zurnalistov st informéacie z dielne public relations ¢asto vitanou pomdckou najméa
pre nizkonakladové médii a internetové portaly s malymi redakénymi kolektivmi, ale aj pre velké redakcie.
Pracovnici public relations sa snazia udrziavat dobré media relations (vztahy s médiami). Nie je to len z dévodu
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ovplyviiovania novinarov v prospech publikovania vlastnych produktov, ale najma ich lepSieho umiestiovania
do médii. V ramci media relations potrebuju svojimi produktmi vystihndt potreby médii, teda aby PR produkty
boli uzito¢né aj pre média, aby boli v stlade s ich spravodajskymi hodnaotami, so zaujmamiich cielovej skupiny,
¢i skupin. Iba tak sa da dosiahnut publicita PR informacii.

Je celkom legitimne, ak novinari pracuju s PR informéciami, avSak zurnalistickym produktom sa takéto
informacie stavaju az tym, ze zurnalisti narabaju s pévodnou informéaciou ako so zdrojom, tipom, ¢i ndmetom
na Zurnalistické spracovanie. Zurnalisticky nespracované PR informacie by mali byt oznacené, aby nevznikol
dojem, Ze ide o Zurnalistické produkty.
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The role of Mass Media in forming
tolerance in society
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ABSTRACT

The questions of the role of Mass Media in providing accord in ethno-cultural sphere and the responsibility
((hopmuposaHuu monepaHmHocmu 8 obwecmae) of corporate journalist society for the realization of objec-
tions set to the press by the Strategy of national governmental politics of the RF are being discussed in the
article.
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Introduction

in society remain acute for both Russian and foreign researchers. (30ece cHocku s y6pana) It stands

to several reasons, some of which are the country’s and the world’s being in the stage of transforma-
tion, in the state of new social order, new system of global economy, new system of international, interstate
and cross-cultural relations, and, finally, an increased process of globalization of Mass Media. Establishing
something new, however, is often accompanied by crises, which make the function of Mass Media even
more prominent, requiring of it new attributes and new functions. The most important of them is aiding
crisis solving, preventing the escalation of international hostility, stimulating tolerance in society, without
which civil peace is impossible.

To add to that the dichotomy “Mass Media and tolerance” is raising more and more questions nowa-
days and is a serious reason for contemplation about the mission and function of media in modern en-
vironment, about the position of Mass Media in preserving original cultures and unity in transforming
societies. In the situation of cross cultural and cross confessional confrontation becoming more and
more poignant, the research of both foreign (Broun, 2006; Cottle, 2000; Lazarsfeld: 17-25; White,
Newcomber, 2012: 3051-3082; Seow, 2005: 24-42). and Russian (Tishkov, 2008: 84; Asmolov, 1998;
Soldatova, 2007: 172; Garifullin, 2013: 131-134) authors are aimed at finding an answer to one of the
most burning questions of today’s society, which is what may be the basis of developing tolerance. The re-

—|_he guestion of the position of Mass Media in strengthening the intercultural dialogue and agreement
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searchers touch upon various aspects of this multifaceted issue. For instance, academician V. A. Tishkov
focuses on ethnic as well as religious diversity as the basis of stability and development of modern multi-
polar world. A distinguished scholar A. G. Asmolov places a special emphasis on historical and evolution-
ary approach to tolerance. The content and organization of training courses in tolerance, intercultural
competence, psychology of ethnic tension are the key-issues of investigations carried by G. V. Soldatova.
Our views coincide with the conclusion of .M. Dzyloshinskiy (Dzyloshinskiy, 2011:365-409), one of the
authors of the monograph research on tolerance, who underlines the urgent need for dialogue in mass-
media in shaping tolerance in society.

On regular basis there works a special division in MSU annual science ad practice conference at
the department of journalism, devoted to the research of cross-ethnical communication in multinational
society, where some acute questions of the role of Mass Media in the process of international commu-
nication are tackled. Practicing journalists who partake in this division and M. Lyange, the head of the
Cross-ethnical Journalism Guild, in particular, will underline the importance of paying attention to media
education of those who report on the issues of cross-cultural communication. Subsequently, chairs and
departments of journalism of Russian universities keep up with the tendency developing special teaching
materials for future journalist students. Thus, a humble impact has been made by the author of the article
(30eck HysxeH moyHell nepegod UCMOYHUKA UL 8 CHOCKe 00CMamoYHo-Kak el dymaeme) Savinova, 0. N.,
2013 ¢poHO 06pazogamestbHbix 3eKMPOHHbIX pecypcos HHIYpee. N°563,13. 09.).

Among the works of foreign authors, who contribute a lot to investigating the problem of shaping toler-
ance in the modern multicultural society and becoming a journalist, the works of Gunn Bjomsen (Bjomsen,
2011), the Norwegian researcher, are of special interest.

The author managed to discuss with a Norway researcher the recent events of summer, 2011 in Norway,
which made these issues more acute and burning.

[tis evident that tolerance in society cannot be imposed directively but as far as tolerance presupposes first
and foremost a dialogue one of the tasks of Mass Media in civil society is exactly the setting of such a dialogue
and making out the system of values of a tolerant type. This dialogue must always be held by government and
society, state and the institutions of civil society and by different political forces in society itself.

As far as the escalation of cross-ethnical tension is a worldwide problem, scientists and experts seek
to find efficient technologies of the optimization of inter-cultural dialogue, on the one hand, while on the
other, itis the role of the government in providing the dialogue and mutual understanding in a multinational
society that is becoming more significant. Therefore the establishing of “The Strategies of State National
Politics of Russian Federation for the period up to 2025” (12) is to be considered a very important political
and doctrine document.

The 2012 public discussion and the passage of the document basic for multinational and multi confes-
sional Russian society has become an important milestone in defining priorities to state institutions’ affairs,
the affairs of social organizations, of expert scientific society and Mass Media in the sphere of securing civil
unity and cultural diversity development. Among the basic principles of state national politics of RF are pre-
venting the attempts of national and ethnical hostility aggravation, state support and protection of RF cultures
and languages, etc. In the enacted document it is also mentioned that state national politics is socially deter-
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mined and has an inter-branch character. In the enacted document it is also mentioned that state national
politics is socially determined and has an inter-branch character.

One of the tasks of the Strategy in the sphere of culture and information is preserving unique cultures,
historical heritage and folk traditions of multinational Russia, the necessity to support activities of interna-
tional social unities, national and cultural autonomics as an important means of detecting and satisfying ethno
cultural needs of civilians, achieving stability of international relations. The importance of creating specialized
TV and radio programs, magazine and newspaper items as well as Internet projects, aimed at realization of
the State national politics tasks and organizing competitions for the best high lightening the questions of
international and cross-ethnical relations in Mass Media.

[tis also mentioned in the document that the multicultural variety of Russian population as well as saving
and developing traditions of peoples inhabiting the country are the factors to strengthen Russian statehood
and determine the positive direction of future development of international relations.

In Privolzhskiy federal region the examples of positive practice of harmonisation of international relations
may be observed, which was underlined in the final resolution of the International Conference (Volzhskiy
forum) “Intercultural dialogue and cross confessional cooperation”, which took part in Nizhniy Novgorod in
September, 2006 during Russian chairmanship in the European Council (13).

A very important role in this process is played by Mass Media. It should be pointed out that a lot of atten-
tion is paid to national minorities press-media. About 7,000 newspapers and magazines, among which 6 %
are published in 11 languages of the peoples of Russia, are issued in Privolzhskiy federal region, where all
traditional world-wide confessions can be found and where three world-wide cultures are deeply intertwined,
they being Russian culture, the culture of Turkic peoples and Finno-Ugric culture. It is also significant, that the
above mentioned languages are represented not only by those of major ethnoses but also by that part of the
inhabitants of the region who constitute ethnical minorities. Thus, in the republics of Mordovia, Mariy Al and
Udmurtia some periodicals are issued in the Tatar language. Periodicals in Tatar, Chuvash and Mordvinian
are also issued in Nizhniy Novgorod and Kirov regions. In the republics of Tatarstan, Bashkortostan and in
Permskiy territory there are some periodicals issued in Chuvash, too.

In the republic of Udmurtia 17 periodicals are published in the Udmurt language. The top of the
rating belongs to the newspaper Udmurt Dunne, which is one of the first national periodicals of Udmurt
people and has the status of an official body of the Government and State Council of the Republic. In
the republics of Mariy Al and Mordovia radio broadcasting in the Mari, Erzya and Moksha languages is
developing actively.

Inthe republic of Chuvashia the newspaper Khipar is the most popular kind of Mass Media in the Chuvash
language. In the republic of Mordovia the most popular periodicals are Chilisema (Sunrise), Moksha, Syatko
(Sparkle) and some others.

The activity of Privolzhkiy Finno-Ugric center in Saransk city and its periodicals Finno-Ugric Newspaper,
the magazine “Our Home is Tatarstan” and a radio channel Mariy All - radio are well-known not only in the
region or in Russia but also abroad.

Let us keep in mind, however, that speaking about common tendencies in Mass Media development, it
is important to mention that the coverage of international relations in it is not always “bright and sunny” but
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very often controversial. Modern journalism is a multisided phenomenon which includes political and social
press, social and cultural press, and also corporate, glamour or “yellow” press and others. In the situation of
making press more commercial-oriented a lot of periodicals have lost their cultural and educational function
over-concentrating on relaxation function.

Thus, having such a great enlightenment potential and possibilities of wide and almost immediate influ-
ence on public, press, most unfortunately, does not always use these opportunities for the welfare of people,
spreading low cultural standards, using the language of “hostility”, aggravating xenophabia. According to the
institute of ethnology and anthropology of RAS among the acute ethnical topics of Russian Media are the
problems of social and cultural development of ethnoses, cross-ethnical and cross-confessional interaction,
the problems of ethnical crime in Russia, the coverage of acute cross-ethnic conflicts and uncovering of dif-
ferent forms of ethnical extremism.

Moreover a tendency is being observed that accents and ways to cover ethno cultural and ethno
political topics in regional and federal press are rather different. That is way informational space, which
builds tolerance and intolerance, is very important to analyze. The Department of Journalism conducted
the monitoring of some federal and regional publications (issues of autumn-winter 2010/2011) by employ-
ing a content-analysis method.

The analyses of several regional and federal periodicals, published in the period of autumn and winter of
2010 - 2011, was carried out by the chair of journalism of Lobochevskiy State University.

The main objectives of content analysis were as follows:

* 1o study qualitative and quantitative markers of the representation of ethno-cultural and ethno-polit-

ical themes;

* 1o analyze genre variety, of the stylistics and contexts in which the material on the problems of har-

monization of international relations are presented;

* to evaluate editorial policy in reference to international relation problematic.

The autumn and the winter of 2010 - 2011 were remarkable for the well-known events onthe Manezhnaya
Square in Moskow and for the sharpening of migrofobia in society. We have carried out the content analyses
of the publications of this period on pages of magazines Ogonye and Our home is Tatarstan.

Ogonyek is a famous public weekly illustrated magazine. The founder of Ogonyek is a closed joint-stock
company Komersant. Its type rage is 54 and its circulation in the studied period was 62,000 copies.

Our Home is Tatarstan is a public quarterly enlightenment magazine published in Russian. The founder is
the Assembly of peoples of Tatarstan, its type rage is 90, and the circulation is 10,000 copies.

The main objectives of ethno political discourse of the magazine “Our Home is Tatarstan” are the prob-
lems of relations between nationalities that are present in Tatarstan, migration problems, relations and dia-
logue of nationalities on an intercultural level. Among the authors of this magazine are professional journalists
and ethnographers and representatives of national and cultural organizations. There is a “Current intercultural
life news” section in the magazine, which cross ethnical news are published in. Essays, reports and interview
are the most popular genres in it. The range of topics is really wide; it includes cooperation of nationali-
ties living in the region, dealing with migrants in Tatarstan, international cooperation. The chief peculiarity of
these articles is that there is no any confrontation on nationality basis. There has not yet been any problem
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with Caucasians in Tatarstan. The chief editor Natalya Vyatkina’s opinion is that those who come from North
Caucasus behave less glaringly in Tatarstan than in some other regions.

According to the magazine all problems can be solved. The most prominent titles are Tatarstan
- Azerbaijan: the New Bridge of Friendship, Extremism shall not Pass!, The History of Tatarstan is the
History of Friendship of Peoples, Migrants have become more law obedient, Guests from Vietnam (14).
The magazine does not avoid discussing acute ethno confessional subjects but does it without affectation;
sensibly trying to find what unites peoples and does not separate them. The main point here is positivism and
finding topics interesting to the readers. The author of the articles happened to personally learn about the
experience of international cooperation achieved in Tatarstan, where the Assembly of Tatarstan’s peoples
has been working for a long time, the representatives of national and cultural organizations participate in
the republic’s Ministry of Internal Affairs migration committee, public cultural events and scientific confer-
ences devoted to cross-cultural communication take place regularly and The House Peoples’ Friendship
works on a regular basis. In 2010 “Our Home is Tatarstan” magazine became the first-prize winner of the
“SMirotvorets-2010” award.

The content may sometimes seem conservation but it is certain that the magazine promotes values of
state and national order, which definitely important nowadays.

It was important to observe ethnical and cultural discourse not only in regional press but also on
federal level.

The analyses of publications in Ogonyek, however, indicates a totally different direction; the accentu-
ated attention on describing negative tendencies of “forced coexistence” of different nationalities, a proof
to that being the article by Morozov V. and Filina 0. A City without Incomers (Morozov, Filina, 2010:
30-32), devoted to the situation in Hotkov, a town near Moscow all guest workers were cast out from. In
the article the following expressions are used: “white city”, “ethnical cleaning”. Such famous journalists
and writers as Pavel Sheremet and Zahar Prilepin, whose styles are sharp and harsh, are also published in
the magazine. Speculating on the events on Manezhnaya Square in his article Common Blood Z. Prilepin
summarizes that Every organ is ready to devour another, not realizing that common blood will be spit
(Prilepin, 2010:18-19). In another article Example to catch it is said that “a lot of migrants from third world
countries have resurrected terminal diseases long passed” (Volkova, Tikhomirov, 2010:36-38). In the ar-
ticle A Mosque in Fire aggravating stereotypes is taking place: “Muslims are alien, incomprehensible, dark,
frightening” (Gubin, 2010). To the question in a survey What worries Moscow citizens?, which is supplied,
42 % of responders answered that it is traffic jams, 27 % answered that it is incomers. Most typical titles
in the magazine Ogonyek for the studied period are A Mosque in Fire, Merry Sieg Heil to you, too, Ghost
Mosques, Common Blood, The Year of Revelation.

Some hints of criticism are noticeable in the articles devoted to some leaders of Caucasus republics, as,
for instance in “Luxury in its way”, a photo report by Olga Kravets from Grozniy, about the social class of rich
people whose life’s scale is no less than in Rublevskaya street. The scope of genres is also remarkable, the
priority is given to polemic articles, interviews and photo reports.

Taking into consideration that today in the centre of attention of Mass Media are topics that never used
to be the subject of public discussion, It should be mentioned that journalistic community is working not as
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an autonomous system, it sensitively perceives any dysfunctional social processes which need correlation.
The vital role of corporate journalistic community in highlighting such a sensitive topic as ethnic relations in
modern society is preserved. And it is on “how our word will be responded to...”" that international and cross
confessional agreement in society will depend.

Therefore, it is not without a reason that among the tasks of informational sphere in the Strategy of
national policy of the Russian Federation the necessity of monitoring press and internet-media is underlined.
The purpose of it is to ban publications aimed at igniting national and confessional discord; to organize regular
educational seminars for journalists on the subjects of civil unity and integrity, international and cross confes-
sional relations, ethno cultural development of peoples of the Russian Federation; to organize and to carry
out competitions for Mass Media on the best publication devoted to the subjects of international and cross
confessional interaction.

A balanced well-thought over position of the representatives of journalist community on the questions
of international and cross confessional interaction is a very important factor of establishing international and
cross confessional accord.

Conclusions and Recommendations

1. Following the tradition of intercultural dialogue in Mass Media is a very important factor of develop-
ing tolerance in society.

2. One of the objections in the sphere of information is monitoring Press and Digital Media no to let out
publications aimed at igniting national and religious conflicts.

3. Acarefully thought over and balanced attitude of the representatives of journalist profession in cover-
ing the questions of international and intercultural reference is very acute for establishing interna-
tional and cross confessional unity.

4. The system of Mass Media is a mirror of social relations. So if dysfunctional elements appear in
society they cannot but appear in Mass Media as well. Therefore the correlation of dysfunction in
society itself is required.

5. The assistance of scientific society is required in organizing regular educational seminars for journal-
ists in questions of civil unity and integration, international and cross confessional relations, ethno
cultural development of peoples.
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1. Struktura svetového reklamného trhu

vatne skumanie si vyzaduje informacny pristup. Zakladnou tendenciou svetového rozvoja je masova

informatizacia, ktord pdsobi na vSetky odvetvia vyroby a charakter vyrobnych vztahov. Informéacia sa
stava vyrobnym zdrojom a informacny trh prevazuje nad inymi druhmi trhov. Reklama ako forma plateného
neosobného predstavovania a posuvania vyrobkov, sluzieb, napadov, aktivit je jednym zo zdrojov informécii,
ktoré su velmi ddleZité pre rozvoj svetového hospodarstva. Reklama zaclefiovana do sféry vymen ako forma
komunikéacie vyrobcu a spotrebitela vyrobkov, sluzieb a napadov tiez p6sobi na vyrobu a spotrebu, konku-
rencné prostredie a ekonomicky rozvoj. Svetovy reklamny trh je prostredie, v ktorom sa v podmienkach real-
nej konkurencie uskutoCruju reklamné podujatia napomahajlce export vyrobkov a sluzieb z jednych krajin
do druhych (Burns, 2008).

NajddlezitejSou charakteristikou svetového reklamného trhu je posilfiovanie oddanosti sluzbam jednotli-
vych reklamnych agentur. V USA viac ako polovica zo sto najvacsich monopolnych spolo¢nosti vyuZiva sluzby
rovnakych reklamnych agentur viac ako 25 rokov. Rastie siet medzinarodnych reklamnych agentar s miliono-
vymi ukazovate/mi medzinarodného rocného obratu, ktoré zamestnavaji mnohonarodny personal so znalos-
tami cudzich jazykov ako na tvorivych, tak aj na administrativnych poziciach. Svetovy trh charakterizuje Siroky
sortiment konkurujucich si vyrobkov, ich ponuka prevySuje dopyt a multinarodné marketingové komunikacie
sa stavaju ¢oraz vyznamnejSou sférou v obchodnom prostredi.

Na reklamnu ¢innost v zvySenej miere posobi cely rad faktorov: politickych, hospodarskych a socialnych,
od ktorych zavisi stav zahrani¢ného trhu. NajddleZitejSim z nich je globalizacia obchodu, teda obchodovanie
nadobuda celosvetové rozmery. (Honor of the brand, 2011)

Globalne, medzinarodné a zahrani¢né spolo¢nosti posiliuju svoju Ulohu v svetovom hospodarstve
a rozsiruju svoj vplyv v krajinach posobenia. Podla tdajov UNCTAD v roku 2012 objem priamych zahra-
niénych investicii akumulovany na svete dosiahol 23 trilionov dolarov a aktiva, ktoré kontroluju, vratane
aktiv pouzitych v zahrani¢nych pobockach tuzemskych partnerov experti ocenili na viac ako 86 trilionov
dolarov (Karpova, 2006). Mnohé nadnarodné korporacie svojim hospodarskym obratom prevySuju velké
Staty, rozhodujucim spdsobom pdsobia na formovanie medzinarodného préva a na pracu medzinarod-
nych institdtov.

V priebehu celej hospodarskej historie [udstva sa trh prejavuje ako informacna Struktura a jeho adek-

2. Formovanie reklamného trhu v Ruskej federacii

A) Zaciatok rozvoja reklamnej ¢innosti v Rusku.

ZacCiatok rozvoja reklamnej ¢innosti v Rusku sa datuje do 10. - 11. storoCia, ked ruski kupci siahali po roz-
nych spdsoboch ponuky svojich vyrobkov. ZvyCajne si najimali za urcitu platbu fudi, ktori vedla stankov hlasno
oznamovali prednosti vyrobkov. UrCity vklad do skorého obdobia formovania prostriedkov reklamnej ¢innos-
ti vniesli narodné obrazky, ktoré v dostupnej forme prinasali Sirokym masam rézne informécie o vyrobkoch
a sluzbach. Postupne sa obrazky obohacovali napismi, boli oraz podrobnejSie, presvedcivejSie a prenikali
do kazdého domu, od carskych komnat po sedliacke chalupy.
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V 19. storo¢i nadobuda popularitu tlaena reklama tovarov. RozSirilo sa umiestiovanie reklamy
na okruhle stipiky, ktoré sa nachadzali sa v mnohych mestach. Reklama sa objavila na vozoch a elektrigkach.
Chlapci na uliciach vedla obchodov rozdavali okoloidtcim letaky, kalendare, cenniky. V Niznom Novgorode
zacali vychadzat Komeréné trhové noviny. V Petrohrade sa objavili reklamné ¢asopisy: Obchod, Obchodny
biznismen a pod.

Vznikli Specializované reklamné kancelarie, reklamné agentury. Dobre prosperovala reklama patento-
vanych liekovych pripravkov. Kratko pred prvou svetovou vojnou sa v Rusku takmer kazdy druhy reklamny
inzerat venoval patentovanym liekom. Na uspesny rozvoj reklamy v Rusku posobil aj rychly rast miest s pri-
meranou koncentraciou obyvatelstva, rozvoj mestskych komunikacnych prostriedkov a priemyselna vyroba
zamerana na vsetky vrstvy obyvatelstva.

Po Oktobrovej revolucii roku 1917 sa obsah a Ulohy reklamy zmenili. Reklama nadobuda ostro ideolo-
gicku orientaciu. Jednym z prvych dekrétov sovietskej viady si reklamu monopolizoval Stat, podnikatelia stra-
tili moznost rozvijat svoju ¢innost pomocou reklamy. Publikaciu reklamy vyhlasili za vynimo¢né pravo vlady
a miestnych Sovietov pracujlcich. Reklama sa obmedzila na primitivnu agitaciu a od konca 20-tych rokov
do konca 80-tych rokov 20. storocia sa vladnucim Zanrom stava politicky plagat.

B) Formovanie reklamného trhu v rokoch 1991 - 2011

Napriek tomu, Ze v ZSSR bola centralizovana a rozvetvena sluzba reklamy, existovalo podcenenie jej
Ulohy v rozvoji obchodu. To v prvom rade stviselo s deficitom vacsiny spotrebnych tovarov, a teda zanikala
potreba reklamy tych tovarov, lebo v kazdom pripade ich obyvatelstvo kupovalo.

Do roka 1990 existovala len reklama sovietskeho Stylu Zivota, ktord nemala ni¢ spolo¢né so svetovymi
tendenciami (Katerjuk, 2001). Existoval ideologizovany pristup k podstate reklamy, ktory sa zakladal na tom,
Ze kapitalisticka reklama je prostriedok na klamanie a ohlupovanie zakaznikov, na nanucovanie zbytocnych
potrieb, propagandu kapitalistického Stylu Zivota a inych negativnych javov kapitalistického hospodarstva.
Néaklady na sovietsku reklamu sa uvolfiovali v mimoriadne nizkych rozmeroch: 0,04 - 0,05 % z maloobchod-
ného predaja. Preto celkova profesionalna troven reklamy v ZSSR bola nizka.

Vo vznikajucich obchodnych podmienkach oddvodnenych ,perestrojkou* a vstupom dovozovych tovarov
na trh reklamnd ¢innost postupne nadobuda trhovd orientaciu. Rozoberieme a zdoraznime najdéleZitejSie
etapy formovania su¢asného ruského reklamného trhu.

- Etapa vzniku ,mladej reklamy“ (1990 - 1995)

Pre tuto etapu bolo typické, Ze tvoriva zlozka reklamy sa odtrhla od tendencii vznikajiceho obchodného
trhu. Podla expertov (Komarova, 2008) sa rusky reklamny trh ako hospodarsky jav zrodil v roku 1992 a cha-
rakterizoval ho vznik mnoZstva reklamnych agentur, Casopisov, novin, elektronickych oznamovacich prostried-
kov. Reklama zacala prenikat do vSetkych sfér spolocenského Zivota, pdsobit na spoloc¢nost a zdokonalovat
sa. (Rating of advertising agencies in terms of procurement advertising, 2009).

Rast reklamného trhu vyvolal aj problémy. Vzniknuta zaciatocna skisenost u zadavatelov reklamy sfor-
movala vo vedomi vacSiny z nich, Ze reklama su ,jednoducho a elementarne len drahé reklamné nosice.
V etape reklamného rastu sa zadavatel reklamy stal zakonodarcom vo vyvoji koncepcie reklamy, v oceneni
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kreativity, o sa vZdy nezhodovalo s poziciou reklamnej agentdry a koncepciami marketingu. Problémy a ne-
porozumenie vysvetluje nevyvinutost a absencia stratégii rozvoja marketingu u zadavatela reklamy a nepocho-
penie Ulohy reklamy z marketingového hladiska.

\ tomto obdobi sa rusky reklamny trh zacal budovat podla zapadnych principov, ktoré boli aprobované
v celom civilizovanom svete. V roku 1995 bol schvaleny Zakon RF ,0 reklame®, ktory mal regulovat reklamnu
¢innost (Kopytin, 2010).

Ekonomicka kriza sa v Rusku v roku 1998 prejavila na kvalitativnej a kvantitativnej zmene reklamného
trhu. Najslabsie subjekty reklamného trhu skrachovali, doslo k reStrukturalizacii reklamného odvetvia a jej
kvalitativnemu zlep$eniu, vznikli novi trhovi G¢astnici, zadavatelia reklamy prehodnotili svoje nazory v pro-
spech marketingového pristupu k reklame, ¢o umoznilo rozvoj novych perspektivnych smerov v stlade so
svetovymi tendenciami na reklamnom trhu.

- Etapa vyspelosti reklamného trhu (od roku 2000)

Novy hospodarsky rast v roku 2000 a formovanie marketingu na novej rovni urcili aj novl etapu formova-
nia v ruskej reklamnej Cinnosti podla vzoru zahranicnej reklamy a reklamnych technoldgii (Muzykant, 2006).
K burlivému rozvoju ruského reklamného trhu doslo v dosledku fundamentalnych zmien v hospodarskych pro-
cesoch: globalizacia reklamného trhu, vybudovanie svetového reklamného priestoru prostrednictvom rozvoja
novych reklamnych prostriedkov, vyuZitie pokrokovych reklamnych technoldgii (Komarova, 2008).

3. Aktualny stav reklamného trhu v Ruskej federacii

A) reklamné agentury a spolo¢nosti

Sietové agentury posobiace v Rusku su spravidla pobockami medzinarodnych reklamnych sietovych
agentur. Na zaciatku perestrojky zahranic¢né sietové agentury prisli do Ruska spolu so svojimi medzinarodny-
mi znaCkami ako Procter & Gamble, Unilever, Mars, Johnson & Johnson a iné. Boli to zname medzindrodné
reklamné agentury Young & Rubicam, Ogilvy & Mather, DMB & B a iné (Honor of the brand, 2011).

Postupne ich poCet stupal, ale uZ preto, Ze velké ruské reklamné agentury sa pripojili k medzinarodnym
sietam. Proces prilivu velkych ruskych agentur do medzinarodnych sieti pokracuje dodnes. Velkym lokalnym
agentUram ucast v podobnej sieti ddva moznost, aby poskytli svojim klientom reklamnt podporu v mnohych
Statoch a v plnej miere vyuZili skisenosti svojich zahrani¢nych kolegov (Akopjan, 2007).

Celkovo dnes v Rusku podla tdajov TNS Media Intelligence funguje viac ako 47,3 tisic reklamnych spo-
lo¢nosti. Do tohto zoznamu patria tak giganti ruského reklamného trhu, ako aj drobné reklamné agentury.
Profesionalnych agentur medzi nimi nie je az tak vela. Prvu dvadsiatku najsilngjSich médialnych agentar
svojim reklamnym rozpoCtom zamestnava asi 300 znamych spolo¢nosti, medzi ktorymi su také ako Nestlé,
L'Oreal, Heineken, Panasonic, Megafon, Tele2, Eldorado, Unimilk, Samsung, Philips Morris, McDonald’s,
PepsiCo, Renault, Bilajn, Vimm-Bill-Dann, Euroset a iné.

TakZe najvacSou ruskou medialnou skupinou od roku 2006 podla hodnotenia novin Komersant a od-
borového portalu Adindex je skupina komunikacnych agentur VivaKi Russia, ktord sa sklada z troch neza-
vislych zloziek: medialna agentura MediaVest, Starcom a ZenithOptimedia a tieZ dve agentury MediaLink



54 Global Media Journal

a StarLink. Agentury skupin sa Specializuji na medialne planovanie, umiestiiovanie reklam a medidlne pora-
denstvo. Na svetovej drovni VivaKi spaja globalne siete Digitas, Denuo, Starcom MediaVest a ZenithOptimedia
a patri do Publicis Groupe (jeden z najvacSich reklamnych a komunika¢nych holdingov na svete). (Media
Communication Group VivaKi Russia, 2014)

Podla ocenenia RECMA lidrom v objeme zakupenej reklamy v Rusku v roku 2010 sa stala spolo¢nost
ZenithOptimedia s obratom 12,623 mld. rublov. Agentura ZenithOptimedia, ktora sa Specializuje na nakupo-
vanie reklamy, medialne planovanie a poradenstvo, pracuje na ruskom trhu od roku 1998 (do novembra roku
2004 sa nazyvala Optimedia). (Starkom, MEC and ZenithOptimedia topped the rating REGMA, 2011)

Treba podotknut, Ze v poslednom Case kreativne ruské reklamné agentiry Coraz CastejSie ziskavaju ceny
a stavaju sa vitazmi na roznych medzinarodnych reklamnych festivaloch. Napriklad, minuly reklamny festival
Canneske levy 2013 priniesol Rusku 12 medaili: 7 zlatych, 1 striebornu a 4 bronzové. Agentura Voschod zis-
kala rekordny pocet vyznamenani: 5 zlatych levov, 1 strieborného a 1 bronzového v nominéciach PR, Promo
& Activation, Media a Outdoor Liones. Na konkurze Canneskeé levy 2014 po prvy raz v historii tohto festivalu
hlavnu cenu v kategorii Inovacii ziskala ruska agentara Megafon.

B) spotreba medialnych druhov v Rusku

Televizia aj nadalej zostava najpopularnejsim médiom medzi Rusmi. Podla idajov TNS dospeli travia pred
obrazovkami televizorov priemerne 233 mindt denne, a na internete len 44 minut. AvSak za posledné tri roky
Cas straveny na internete stupol o 2,5-krat a dalej sa zvySuje. S ohladom na to dnes nadobuda mimoriadnu
aktualnost uvazend politika vydavatelov na reklamnom a informacnom trhu. Televizna reklama ako segment
reklamného priemyslu s najvy$Sou technoldgiou znacne urcuje profil, perspektivy a tendencie rozvoja ruské-
ho reklamného trhu celkovo. Dominancia zahrani¢nych reklamnych zadavatelov a slabé pozicie doméacich
vyrobcov na reklamnom trhu st dnes realitou ruského trhu a to nielen z hospodarskych pricin. Pre domaceho
vyrobcu reklama doteraz zostava nakladovou poloZkou vyrobného procesu a financuje sa podia ,zostatkové-
ho principu® (Feofanov, 2003).

Citanie novin a ¢asopisov v Rusku pomaly klesd, tliagové vydania st postupne nahradzané online verziami
novin a ¢asopisov, najma u mladeze.

NajpopuldrnejSou internetovou aktivitou v Rusku nadalej zostava vyhladavanie. Internetové vyhladava-
nie pravidelne pouziva viac ako 70 percent Rusov. Druhé miesto v zozname oblUbenych aktivit obsadzuje
elektronicka posta (62,5 %), tretie socialne siete (43,3 %). V Rusku postupne slabne uznavany lider interne-
tového vyhladavania Yandex. V novembri roku 2014 sa podiel poZiadaviek k nemu s ruskou lokalizaciou znizil
na 59,5 %, kym podiel poziadaviek ku Googlu stupol na 31,7 %. (Poiskovye poteri, 2014).

C) Statne regulovanie reklamného trhu v Ruskej federacii

Statne regulovanie reklamného trhu sa uskutogiiuje v Rusku na troch Grovniach: federalnej, subjektov
Federdcie a na trovni Uradov miestnej samospravy (Komarova, 2008).

V Rusku su zakladnymi zakonnymi opatreniami na priamu ¢innost, ktoré reguluju reklamnt ¢innost:

e Zakon o reklame;

e Z&kon o ochrane prav spotrebitela;
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e Zakon o udelovani licencii na jednotlivé druhy ¢innosti;

e Zakon o komunikdcii;

e Zakon o autorskom prave a vedlajsich pravach;
Zakon o informaciach, informatizécii a ochrane informécii; (Lectures on the discipline of «advertising», 2012)

Prvykrat Zakon RF O reklame schvalili v roku 1995. V roku 2006 bol schvéleny novy Federalny zakon
0 reklame od 13. marca roku 2006 (Federal law of the Russian Federation, 13. 3. 2006 . N 38-03).

Zé&kon o reklame sa aplikuje na vztahy v reklamnej sfére nezavisle od miesta jej vyroby, ak sa reklama
Siri na Uzemi Ruskej federacie. Zakon urCuje zakladné principy reklamnej ¢innosti v Rusku, napomaha regu-
lovanie pravnych vztahov vznikajlcich v procese vyroby, Sirenia a spotreby reklamy. Konkrétne zakon uréuje
zodpovednost za nesvedomitll a nehodnovernd reklamu, urcuje prava a povinnosti U¢astnikov reklamného
procesu a tiez mechanizmus Statneho regulovania v reklamnej sfére (Kopytina, 2010). Prakticka realizacia
zakonodarstva pri regulacii reklamnej Cinnosti je mozna v pripade pritomnosti vykonnych Struktur, ktoré sa
bezprostredne zaoberaju tymito funkciami. Statnou kontrolou dodrZiavania zakonodarstva Ruskej federécie
o reklame je povereny Federalny protimonopolny trad pre Statnu kontrolu (Kopytina, 2010).

D) Etika v reklame

Pri analyze ruskej reklamy za posledné roky, najmé televiznej a vonkajsej, treba spomendt zrejmé zvy-
Senie pocCtu klamlivej reklamy. Zaroven s tym sa v spolocnosti zase oZivila diskusia o Ulohe a vyzname etiky
v reklame. Reklama ¢oraz viac sa vzdalujuca etickym Standardom bude nielen stracat efektivitu, ale bude
aj sposobovat staly rast negativneho postoja spolocnosti k reklame celkovo (Federal law of the Russian
Federation, 13.3. 2006 . N 38-03).

Pritom znacnd Gast ruskej spolocnosti sa opiera 0 pojmy socialistického spoluZitia, ktoré boli sformované
pocas sovietskej doby, a mlada generdcia sa orientuje podla zapadnych moralnych principov, ¢o neposkytuje
pozitivny efekt v spolocnosti, lebo ruska kultdra je mnohonarodna a multikonfesionalna. Teda existuje urcité
rozvrstvenie spolocnosti ohfadom pojmov mravnosti a etiky.

Realny Zivot vyZadoval od zadavatelov reklamy urobit urcité kroky na usporiadanie etickych noriem rekla-
my. Reklamny zvéz Ruska schvalil Rusky reklamny kodex, v ktorom sa pojem ,etika reklamy* chépe ako sulad
formy a obsahu reklamnej informacie, podmienok, ¢asu a sposobov jej Sirenia podla pravidiel etiky, teda podla
suhrnu noriem spravania, tradicii a moralnych principov, ktoré sa utvorili v spolo¢nosti.

4. Progndza rozvoja reklamného trhu v Ruskej federacii

Medzinarodna komunika¢na siet ZenithOptimedia zverejnila novl progndzu rozvoja reklamného trhu.
Podra jej predpokladov v roku 2015 globalny trh vzrastie 0 4,9 %, v roku 2016 0 5,6 % a v roku 2017
05,2 %. V roku 2015 Medzinarodny menovy fond predpoveda rast HDP o 3,8 % (progndza na rok 2014
bola 3,3 %). AvSak reklamny trh po roku 2014, bohatom na udalosti (zimné olympijské hry, majstrovstva
sveta vo futbale a volby v Spojenych Statoch), v roku 2015 bude rast menej dynamicky. V roku 2016, tiez
vdaka olympiade, volbam v USA a majstrovstvu Europy vo futbale, sa reklamny trh zase oZivi, jeho rast sa
odhaduje na 5,6 %.
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Podla predpovede ZenithOptimedia v roku 2015 dynamika rastu ruského komunikacného priemyslu
bude 0,8 %. (Prognosis ZenithOptimedia, 2014). Konflikt na Ukrajine ma nadalej nicivy efekt nielen na re-
klamny trh tejto krajiny, ale aj na vychodoeurépske hospodarstvo celkove. Na rusky reklamny trh nadalej
negativne posobia politické a ekonomickeé faktory stvisiace s ozbrojenym konfliktom na Ukrajine. Sankcie EU
a USA proti Rusku, odvetné kroky Ruska, pokles cien ropy a hospodarska stagnacia viedli k znizeniu investicif
a Uprave marketingovych rozpoctov vacsiny zadavatelov reklamy.

V roku 2015 podla predpovede ZenithOptimedia sa tempo rastu ruského komunikacného trhu zniZi
do 0,8 % v pomere k ukazovatelom z roku 2014. To je optimisticka prognoza, ale bude spravna len v pripade
stabilizacie zahrani¢nopolitickej situacie a cien ropy. Jednym z najdoleZitejSich faktorov, ktoré priamo posobia
na spotrebitelsky trh, kiipyschopnost obyvatelstva a samozrejme reklamné odvetvie, zostane aj pokles kurzu
rubla voci zakladnym menam. Pokracuijuce oslabovanie rubla, eskalacia konfliktu Ruska a Zapadu, zavedenie
novych sankcii a pokracujuci tlak na reklamné odvetvie zo strany viady sa moZu stat pricinou negativnej dyna-
miky reklamného trhu v roku 2015.

AvSak podla vypoctov inych analytikov rusky reklamny trh v porovnani s rokom 2014 vzrastie 0 1,4 %
a jeho hodnota bude 332,4 mld. Rublov (Prognosis: Russian advertising market, 2014). Pred rokom tento
ukazovatel bol 327,8 mid. rublov.

Najvacsi rast trhu sa oCakava v segmente internetovej reklamy, po vysledkoch, ktoré sa o¢akavaju v roku
2015, bude jej hodnota 90,7 mid. rublov (rast 0 26,5 % v porovnani s rokom 2013).

Reklama v tlacenych médiach sa v tomto roku naopak znizi o 14,8 % z 37 mid. rublov na 31,5 mid.
(vroku 2015 na 28,3 mld. rublov). ZniZi sa aj objem trhu vonkajsej reklamy, zo 40 mid. rublov v roku 2013 na
36,7 mld. rublov v roku 2015 (minus 8,2 % za dva roky).

Reklama v televizii podla predpovedi ku koncu roku 2015 zostane bez zmien, analytici nepredpoveda-
ju rast. Analogickd situécia je aj na trhu rozhlasovej reklamy, rast podia vysledkov roku 2014 je 1,8 % (zo
16,5 mid. rublov v roku 2013 na 16,8 mid. rublov v roku 2014). Také isté Gisla analytici oakavaju podla
vysledkov v roku 2015.

Predchadzajuca prognoza rozvoja ruského reklamného trhu v roku 2014 od ZenithOptimedia Russia,
ktora vySla v septembri, bola nepatrne upravend: z rastu o 1,2 % na 1,4 % ,Korekciu od6vodnili zvySenim
investicii do internetovej reklamy, - zdoraziuje ZenithOptimedia. Odhadujeme, Ze tento druh médii zostane
medialnym lidrom ohladom tempa rastu” (Prognosis ZenithOptimedia, 2014).

5. Zamerania a trendy rozvoja reklamného priemyslu v blizkej budicnosti

a) Nové média. Momentalne podla Urovne prenikania novych médii sa Rusko nachadza na 19. mies-
te na svete. Teraz je v tomto zozname na Cele Norsko s ukazovatelmi prenikania 40 %. Za nim nasleduje
Franctzsko a Holandsko (po 35 %). K roku 2015 podla odhadov ZenithOptimedia sa lidrom trojice stane
Holandsko (so 65 %), Franctzsko zostane na druhom mieste (so 60 %) a tretie miesto bude patrit frsku
(s 50 %), ktoré sa teraz nachadza uprostred ratingu. Prenikanie novych médii v Rusku stpne zo 7,3 % v roku
2012 na 11 % v roku 2015, avSak Rusko zostane na 19. mieste rebricka (ZenithOptimedia: Forecast of deve-
lopment of new media in the 2012 - 2015 year, 2014)
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,V Rusku ocakavame od tohto nového kanala dost rychly rozvoj. V najblizSich rokoch budu nové média
rast najrychlejSie z hladiska prirastku reklamnych investicii, ako to bolo s nevysielacimi kanalmi a internetom
esSte pred niekolkymi rokmi. Predpovedame podobny bdrlivy rozvoj pre segment mobilnej reklamy aj na rus-
kom trhu. Ak v roku 2010 investicie do mobilnej reklamy boli $ 12 mil., tak v roku 2016 pod'a nasich predpo-
kladov dosiahnu $ 137 mil. Odakava sa, Ze v marketingovych stratégiach zadavatelov reklamy sa novému ko-
munika¢nému kanalu bude venovat ¢oraz vacsia pozornost”, - hovori Rupert McPetri, SEQ ZenithOptimedia
Russia CEE (Prognosis ZenithOptimedia, 2014).

b) Nestandardné a neformatové kampane na internete. Zaujimavym trendom rozvoja ruského
reklamného trhu sa stava dopyt po réznych neStandardnych a neforméatovych kampaniach nainternete. Stipa
aj segment nakladov na integrované internetové kampane Tento druh reklamy vznikol nedavno, a ak v roku
2010 na ,neStandardné* reklamné postupy v socialnych sietach bolo vyclenenych 1,5 % z celkového reklam-
ného rozpoCtu ruského internetu, tak v roku 2011 tento ukazovatel stipol na 2,2 % a podlfa predpovedi J'son
& Partners bude neustdle rast (Bacharev, 2011).

c¢) Socialne ruské média rastl od nuly a upUtavaju ¢oraz vacsiu pozornost zadavatelov reklamy. V tejto
oblasti su najaktivnejSie samostatne zarobkovo ¢inné osoby a malé spolo¢nosti zamerané na mladez. Preto
podnikatel, ktory napriklad poskytuje sluzby vo vybere auta, sa teraz registruje na automobilovych férach
avinych automobilistickych skupinach. Stava sa kamaratom a radcom a na reklamu istej automobilovej znac-
ky, 0 ktorej hovori, prihliadaju potencialni zakaznici (Kopytin, 2010).
tacia, ktora dosiahne 20 % v podiele svetovych nakladov na reklamu. Online reklama bude medzi ostatnymi
reklamnymi segmentmi aktualna ako nikdy predtym a jej popularita sa bude vSade zvySovat: rast rocnych
investicii do internetovej reklamy za rok 2013 bol 28 percent. Zakladnymi pric¢inami, preco je online orientacia
na trhu sluzieb taka Ziadana, je rozvoj videoreklamy a RTB technolagi.

Podla predpovedi J'son & Partners Consulting jednym z hlavnych stimulatorov rastu trhu celkovo v naj-
blizSich rokoch sa stane rozvoj videoreklamy online (Krylov - Panina, 2012). Mnohi zadavatelia reklamy budu
Skrtat v rozpocte na televiznu reklamu v prospech videa online, v dosledku ¢oho moZzu dokonca vzniknut
protireCenia medzi medialnymi holdingmi a reklamnymi agenturami.

Do roka 2015 J'son & Partners ocakava zvacSenie podielu videoreklamy online do 10 - 12 % celkového
objemu trhu. Bude stupat aj segment kontextovej reklamy. Ale podiel medialneho segmentu sa bude dalej
znizovat pre klesajucu efektivnost bannerov (Bacharev, 2011).

Dalsia budticnost internetovej reklamy sa zrejme bude formovat pod vplyvom denne sa zvysujiiceho pog-
tu internetovych pouzivatelov. A v désledku toho sa priamo umerne ma zvySovat pocet spolocnosti, ktoré sa
tesne integruju s klientmi prostrednictvom webu.

e) Rast trhu vonkajsej reklamy. Podla vysledkov z roku 2013 sa v Rusku o¢akava aj rast trhu vonkaj-
Sej reklamy (0 12,1 %, teda do 51,5 mid. rublov), ¢o je vo velkej miere odovodnené zvySenim cien outdoorovej
reklamy. DoleZitou zmenou pre moskovsky reklamny trh je to, Ze od 1. janudra 2013 nadobudol G¢innost
zakaz velkoploSnych reklam a luminiscencénych obrazoviek v meste Moskva.

f) Mobilna reklama pokracuje v dynamickom raste, najma prostrednictvom socialnych sieti. KlG¢ovymi
kanalmi st mobilné vyhladavanie, displejova reklama, integrované riesenia, aplikacie, SMS a MMS. V rokoch
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2014 - 2017 tento reklamny segment umozni globalnemu trhu 51 percent novych reklamnych vkladov.
Ocakava sa, Ze priemerny rocny rast tohto média v danom obdobi bude 38 %. AvSak podiel mobilnej reklamy
zatial nie je velky, asi 5 %. Najuspesnejsimi reklamnymi nosiémi v tomto segmente st socialne siete. Podiel
Facebooku a Twitteru v celkovom objemu reklamy na mobilnych zariadeniach je 33 % (Kalinovsky, 2014).

Zaver

Rastie Uloha marketingovych a medidlnych vyskumov pocas pripravy reklamnej kampane. Efektivnost
reklamnych nakladov, ich optimalnost, ako aj obchodny postup celkovo nadobudaju prvorady vyznam.
Rastie aj chapanie reklamy ako prave komunikacného procesu, ktory posobi na predaje nie priamo, ale
sprostredkovane.

Postupne prichadza pochopenie Ulohy reklamy v dihodobom vytvarani znacky. Este vzdy velmi taz-
ko dochadza k uvedomovaniu si toho, ze rychle zvySovanie predajov znaCky prostrednictvom reklamy jej
moze perspektivne uskodit. Pozitivnou tendenciou je stlpajiuca dovera k profesionalom (odbornikom zo
strategického planovania, marketoldgom, poradcom o znackach) a chapanie ich Ulohy pri ovplyviovani
osudu znacky.

Zaroven s tym pre vacSinu odbornikov skiimajucich vzdialené perspektivy reklamného obchodu v global-
nom meradle stale zostava nejasné, ako bude (aspon priblizne) vyzerat reklama 21. storocia. Ak vezmeme
do uvahy pokracujuci, hoci aj pomaly, proces zapojenia ruskej ekonomiky do svetovej, da sa s velkou pravde-
podobnostou predpovedat, Ze aj smer rozvoja domacej reklamnej ¢innosti bude orientovany na liniu rozvoja
reklamy v najrozvinutejSich priemyselnych Statoch planéty.
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ABSTRAKT

Autorka v §tdii poukazuje na zakladné atriblty osobnosti s osobitym dorazom na osobnost novinara. Zaobera sa
hodnatovou orientédciou Cloveka, pbvodom, podstatou, povahou hodn6t a ich miestom v spolocnosti a v hodnotovej
Struktare. Stotozriuje sa s nazorom, Ze hodnoty st motivované duchovnym rozmerom osobnosti, ¢im sa stavaju
cielom a predmetom potrieb, tZob i rozhodnuti osobnosti. Axidmy psycholdgie osobnosti prenaSa do prostredia
médii, konkrétne na osobnost novinara ako subjekt, ktory pini doleZitu funkciu pri tvorbe medialnej vypovede.

KILUCOVE SLOVA
0sobnost - novindr - hodnoty - média

ABSTRACT

The author of the study shows on the basic attributes of personality, with a particular emphasis on the personality
of the journalist. She deals with the human value orientations, with origin, nature, with substance of the values
and their place in society and in the value structure. She agrees with the opinion that the values are mativated
by spiritual dimension of personality, making them they become the aim and the subject of needs, desires and
decisions of personality. She transferred the axioms of psychology of personality to the environment of media,
namely of the journalist personality who has an important role at the creation of the media statement.

KEYWORDS
Personality - journalist - values - media

1. Uvod

sobnost novinara, resp. pracovnika médii je v centre pozornosti viacerych vednych disciplin. V Stadii

berieme do Gvahy niektoré psychologickeé a filozofické aspekty osobnosti, ktoré st z nasho pohladu

podstatné pre vykonavanie novinarskeho povolania. Na hodnoty sa zameriavame ako na zakladné kul-
turne a spolocenskeé kategorie, ktoré zodpovedaju vy$$im normam a idealom. Hodnotovu orientéaciu v stvis-
losti s novinarskou profesiou posudzujeme ako suhrn nazorov a postojov, ktoré predstavuji hodnoty suvisiace
s rozvojom Cloveka ako Clena SirSieho spolocenstva.
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1. Hodnoty a hodnotova orientacia

Uvahu o niektorych prvkoch $trukt(ry osobnosti novinara v modernom medidlnom prostredi, ktoré
sa tykaju jeho hodnotovej orientacie, uvedieme znamymi myslienkami modernej filozofickej antropolagie.
PredovSetkym myslienkou, ktora vnima ¢loveka v Stadiu vyvinu a je zaloZena na presvedceni, Ze o ¢lovekovi
nikdy nemdzeme povedat, Ze ,je", ale vzdy iba, Ze sa ,stava“.

Nemecky filozof Max Scheler (1874 - 1928), jeden zo zakladatelov modernej filozofickej antropoldgie
tvrdil, Ze ¢lovek ako osobnost nepodlieha tlakom vonkajSieho prostredia, ktoré ho obklopuiju, nepodlieha ani
vnutornému tlaku, ktory predstavuji pudy. Naopak, ¢lovek vystupuje otvorene voGi svetu, je otvoreny svetu. To
znamena, Ze je slobodna bytost a vztah k okolitému svetu je vztahom slobody.

Sucasna doba Schelerove myslienky v mnohom potvrdzuje, ale ¢im dalej je viac otdzok, ktoré osob-
nost vo vztahu k okolitému svetu trapia a na ktoré hfada odpovede. Jednou z nich je otdzka hodnotovej
orientacie Cloveka, na ktoru sa v prispevku pozerame z aspektu médii a profesii zurnalistu. V tejto suvislosti
pripomenieme niekolko faktov.

Hodnoty sa v psycholdgii vo vSeobecnosti definuju ako urcité principy, Standardy, ciele ¢i smernice,
ktoré Glovek povazuje za dolezité a ktorymi riadi svoj Zivot. Hodnoty a hodnotova orientacia boli predme-
tom zaujmu uz starych gréckych filozofov. Pozornost im venovali aj umelci, pri¢inenim ktorych sa stali
zakladom kultdry. Sucastou Zivota ¢loveka su hodnoty predovSetkym motivacného charakteru, ktoré pred-
stavuju zaklad zmyslu Zivota.

Pévodom, podstatou, povahou hodnét a ich miestom v spoloCnosti a hodnotovej Struktire sa zaobera
Specialna vedna disciplina - axioldgia. Tento filozoficky smer sa zrodil v druhej polovici 19. storocia, kedy uce-
nie 0 hodnotéch prvy raz rozvinul nemecky filozof Eduard von Hartmann (1842 - 1902) a pojem do filozofie
zaviedol Hermann Rudolf Lotz (1817 - 1881), filozof patriaci do novokantovskej filozofickej koly. Hodnoty
za zacCali skimat aj pod vplyvom Fridricha Nietzscheho (1844 - 1900), ktory vyslovil poziadavku prehodnote-
nia vSetkych hodnot (,kazdy ¢lovek ma byt sam sebe bohom, ma mat volu k moci).!

Podobne ako v inych modernych filozofickych smeroch, zaciatkom 20. storocia sa objavuju viaceré axio-
logické tedrie (psychologizujuce, historické, objektivistické, intuitivne, existencialne a i.).

LAutori ranych tedrii hodnot vychédzali z individudlnych diferencii v organizacii istého univerzalneho
suboru ludskych ¢ft. Jednym z prvych, ktori sa vo vyraznej miere venovali Studiu hodn6t bol filozof, pe-
dagdg a psycholdg Eduard Spranger (1882 - 1963). Nevnimal hodnoty ako docasné (prechodné), ale
celozivotné ciele. Vychadzal z mySlienky, Ze dusa je teologickou Strukturou a zmyslupiné vztahy duSevnych
funkcii st zaloZené na vztahu duse k hodnotam. Hodnoty podla neho nie su racionalne podlozené, ale vo
svojej podstate iracionalne skutocnosti. Zo zakladu duSe posobi nekone¢ny pud, neprestavajica tizba
po hodnote a ta je samotnym jadrom Zivota a jeho hnacou silou.*?

' Spracované podta: KLCOVANSKA, E. Axiologické podstata noetického procesu. Trnava, 2005. [cit. 2014-11-15]
Dostupné na internete: http.//pdweb.truni.sk/eleskripta/evsvv/sekcia2/klcovanska.pdf./

2 ISTVANIKOVA, L. - CIZMARIK, M. Hodnoty a hodnotové orientécie vo svetle dejin. [cit. 2014-11-15] Dostupné
na internete: http://www.saske.sk/cas/archiv/2-2007/cizmarik.html
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S hodnotami Uzko sUvisi noetika (grec. noein - mysliet) - zakladna filozofickd disciplina zaoberajlca
sa povodom, predmetom, povahou, rozsahom a vysledkom poznania, rovnako ako epistemoldgia - ucenie
o0 vede. Na spresnenie terminologie dodavame, Ze pojem hodnota je odvodeny z gréckeho slova timé,
¢o znamena cena, hodnota, odmena, pocta. Psycholdgovia pouzivaju prevazne noeticky pojem, ktory je
odvodeny z gréckeho slova nus alebo nus (starogr. Noug - nous - rozum, mysel). Vo filozofii tento pojem
oznacuje sthrn jestvujtcich aktov vedomia myslenia. °

Existuju roznorodé pristupy ku skimaniu, chapaniu a definovaniu hodndt, ale ani prakticky vyznam
hodnot pre ¢loveka nie je jednoznacny. Niektoré tedrie napriklad popieraju existenciu hodndt, iné ich sto-
toZnuju s potrebami. Podstatné vSak je, Ze hodnoty st nevyhnutnou sucastou nasho Zivota, zakladom Zivo-
ta, vyraznym motivaénym zdrojom, ale na druhej strane tiez korektivom Zivota. Stru¢ne povedané. hodnoty
usmernuju fudsky Zivot.

Problematike hodnot Cloveka sa na Slovensku venoval psycholdg Jan Grac, ktory sa vyskumnou
a publikacnou ¢innostou orientoval na vznik hodnoty a hodnotovy systém ovplyvriujici spravanie Cloveka.
Hodnotovu orientaciu mladého ¢loveka a jej vyznam v procese vzdeldvania rozpracovala Eva Kl¢ovanska.
Z historického aspektu tému riesili Lucia Itvanikova a Martin Cizmarik, ktorf v zavere publikovanej §tudie
konStatovali: ,Hodnoty a ich teoretické rozpracovanie bolo predmetom zaujmu takmer kazdého smeru
v psycholagii a filozofii. Intenzivne sa tymto aspektom ludského spravania zaoberali uz zakladatelia
klasickej introspektivnej psychologie, nasledovali ich psychoanalytici, behavioristi, predstavitelia tvarovej
psycholdgie, humanisti a dalsi. Spoloénym menovatelom vSetkych teorii je skutocnost, Ze sa snazili
rozpracovat a ponimat hodnoty komplexne, nie z ohrani¢eného hladiska. Vychadzali totiz z poznatku,
Ze Clovek nie je ohrani¢ena bytost, Ze kazdy jedinec sa nachadza a Zije v socialnom prostredi obklopeny
inymi fudmi.“

Z uvedeného vyplyva, Ze hodnoty st motivované duchovnym rozmerom osobnosti a tym su ciefom
i predmetom potrieb, tiZob i rozhodnuti osobnosti. Hodnoty predstavuju jeden z najdolezitejSich prvkov psy-
chického vyvinu, duSevnej zrelosti, duSevného zdravia ¢loveka a zohravaju dolezitu dlohu pri formovani osob-
nosti ¢loveka. Hodnotami sa prehlbuje Zivotné spokojnost ¢loveka, usmerfiuji postoje, vytvara vztah k Uspe-
chom i prehram a €o je najdolezitejSie, hodnoty su zakladnym pilierom zmyslu Zivota Cloveka.

2. Duchovny rozmer osobnosti

V tejto suvislosti pripominame tzv. tretiu viedenskd psychologickud Skolu, ktora nasleduje po psy-
choanalyze a individualnej psycholdgii. NajznamejSimi predstavite/mi tejto Skoly a existencialno-kogni-
tivneho smeru teérie hodnét su Viktor Emil Frankl (1905 - 1997) a jeho blizky priatel a ziak Kazimierz
Popielski (1935).

Svetoznamy rakusky psychiater V. E. Frankl prvykrat vyjadril pojem ,,duchovny rozmer osobnosti“, podla
ktorého ¢lovek prave v ,noetickom“ rozmere prekracuje svoje psychofyzické bytie a rozhoduje o sebe, teda za-

3 Podla: http://sk.wikipedia. [cit. 2014-04-01]
¢ ISTVANIKOVA, L. - CIZMARIK, M. Hodnoty a hodnotové orientécie vo svetle dejin. [cit. 2014-11-15] Dostupné
na internete: http://www.saske.sk/cas/archiv/2-2007/cizmarik.html
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ujima postoje. Jeho filozofia vychadza zo Zivota a priam bytostne sa dotyka kazdého ¢loveka. Frankl zbytocne
nefilozofuje, neSpekuluje, jeho vypovede st raciondlne, odzrkadluju sa v nich hiboké vedomosti, logika uva-
Zovania, ale najma dlhorocné praktické skusenosti lekara a osobné zazitky. ,Frankl polemizoval s Freudom,
ktory v roku 1937 v liste Marii Bonaparte uviedol, Ze ¢lovek je chory od chvile, ked sa spytuje sam seba
na zmysel a hodnotu Zivota, pretoze ani jedno objektivne neexistuje. Frankl naopak tvrdil, ze a7 vtedy, ked tuzi
po zmysle, je lovekom.“®

V. E. Frankl rozpracoval hodnoty do niekolkych kategaorii. NajvyznamnejSie z nich st tvorivé hodnoty - to
znamend, ¢o Clovek vytvori a ddva svetu. Tieto hodnoty su jedinecné, lebo aj vysledky prace kazdého Cloveka
st jedineéné, rovnako ako nas vztah k okolitému svetu je odli$ny a originalny. Dal$ou kategériu su zaZitkové
hodnoty, ktorymi ¢lovek vstupuje do vztahov a skisenosti. ZaZitkové hodnoty su teda spojené s prezivanim,
prijimanim podnetov z okolia. Pritom nie je rozhoduijlice mnozstvo zazitkov, ale hodnota prezitého. Zazitkovymi
hodnotami vyjadrujeme vztah k svetu a umeniu. Z aspektu hierarchie hodn6t st podla neho najvyssie posto-
jové hodnoty. Uskutocriuji sa v akceptacii osudnych danosti, ktoré ¢lovek neméZe zmenit. Pri posudzovani
hodnot a ich kategorizovani V. E. Frankl bral na zretel najmé fakt otvorenosti ako charakteristickej ¢rty fud-
ského bytia. Podla jeho nazoru byt ¢lovekom znamend byt uvedomelym a zodpovednym. ,Je krasne vediet,
Ze moja vlastna budtcnost a s fiou i buducnost veci a ludi okolo mna je do urcitej - hoci malej miery - zavisla
od mojich rozhodnuti,“® napisal.

V. E. Frankl je zakladatelom logoterapie - vyznamného psychoterapeutického smeru, ktory vidi v ¢loveku
bytost tiZiacu najst zmysel Zivota. Nazov je odvodny z gréckeho slova logos - slovo, pojem ale aj zmysel. V lo-
goterapii a existencialnej analyze V. E. Frankla ma vyznamné miesto aj tzv. ,vola k zmyslu®, ktoru chape ako
tazbu najst a naplnit v Zivote nejaky zmysel a hodnoty.“” Podla neho je to najvacsia motivacna sila ¢loveka.
Ako psychiater vedecky doloZil, Ze jej absencia (nedostatok zmyslu a existencialna nenaplnenost) moze byt
pricinou psychickych chordb. Aj preto Frankl chapal vytvaranie zmyslu Zivota ako proces odhalovania hodnot
a cielov v jednotlivych Zivotnych situdciach. Zivot ma zmysel v kaZdej situdcii, dlohou ¢loveka je tento zmysel
objavit a realizovat. Z vlastnej skisenosti (pobyt v koncentracnom tabore) V. E. Frankl usudzuije, Ze aj v utrpeni
a bezvychodiskovych situaciach moze ¢lovek najst zmysel pomocou fudskej schopnosti sebatranscendencie,
ktora umoZnuije prekrocit vlastné potreby a zamerat sa na hodnoty mimo seba..

Kazimierz Popielski definuje hodnotu ako nieco, ¢o ,¢loveka pritahuje, obohacuje, usmernuje, ¢o vytvara
jeho osobu vo vSetkych dimenziach, prejavoch a snahach.”

Podla obidvoch predstavitelov existencialno-kognitivneho smeru, maju hodnoty pre ¢loveka viacero vyz-
namov. Po prvé, hodnoty sa uskuto¢riuji najmé vdaka slobode, zodpovednosti, angazovanosti a schopnosti
Cloveka rozhodovat sa; zviditeltuju sa prostrednictvom ¢inov, ktoré sami evokuju. Po druhé, hodnoty pomaha-
ju clovekovi osobnostne rast a dozriet. Po tretie, prispievaju k realizacii zmysluplného Zivota a prekonévaniu
seba i vonkajsich podmienok.

Okrem toho predstavuju hodnoty v fudskom Zivote kultirne dedicstvo, ktoré sa automaticky neprenasa
z generdcie na generaciu, ale kazdy ¢lovek si ich musi nanovo osvojit, sam sa pre ne rozhodndt zaujat k nim

® RUISEL, I. 2008 Osobnost a poznavanie. Bratislava: Ikar, 2008, s. 160.

& FRANKL, V. E. 2007 Trpiaci Glovek. Bratislava: Lu¢, 2007, s. 52.
7 FRANKL, V. E. 2007 Trpiaci Glovek. Bratislava: Lu¢, 2007, s. 75 - 84.
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vlastny postoj. Iba tak mu hodnoty umoznia prekracovat seba samého a vytvarat vztah k okoliu - teda aj
k inym fudom. Dosiahnutie poznania a napifianie hodnot, najma tych vyssich, byva niekedy vysledkom celo-
Zivotného hladania.

3. Zakladné charakteristiky osobnosti novinara

Uvedené konstatovania aplikujeme do prostredia masmédii, konkrétne na osobnost novindra ako sub-
jekt, ktory pini dolezitu funkciu pri tvorbe medidlnej vypovede. Venovat sa tejto problematike ma vyznam
aj preto, Ze novinar zohrava déleZitu rolu v socializatnom procese. Pritom treba brat na zretel skutocnost,
Ze novinarska profesia je v st¢asnosti dynamickd, meni sa a obohacuje o nové Specializacie. Mozno sa
na fiu pozerat z réznych uhlov pohladu, avSak zaroven si uvedomovat, Ze Zurnalista nepdsobi v izolovanom
prostredi, ale je sucastou socialnych vztahov, niekedy pozitivnych, ale niekedy i negativnych v rozvoji jeho
0sobnosti.

V stvislosti s nadrtnutymi otazkami Struktury osobnosti sa zameriame iba na niektoré osobnostné
charakteristiky novinara. Struktdra osobnosti v psycholdgii znamena vnitorné usporiadanie osobnosti, t. j.
skladbu jej prvkov, dispozicii, poukazuje na urcity trvalejsi stav, relativne stale usporiadanie, a sucasne aj
na spravanie sa tohto usporiadaného celku. ¢ Od zaciatku existencie vedeckej psycholégie st individuaine
rozdiely v spravani osobnosti v strede pozornosti vedcov. Znamy slovensky psycholog Imrich Ruisel napi-
sal: ,Na rozdiel od fyzikalnych charakteristik osobnostné vlastnosti st abstrakcie, ktoré nemozno priamo
merat, ale len odvodzovat z komplexnych vzorov otvoreného alebo skrytého spravania.“*

Zé&kladné psychické charakteristiky osobnosti novinara su: vykonové charakteristiky, motivaéné charak-
teristiky, profilujice charakteristiky osobnosti (postoje, temperament, charakter). Kazda osobnost sa preja-
vuje inak, je v neustalom pohybe, preto presne nemozno ani na zaklade uvedenych charakteristik postdit
a charakterizovat osobnost.

Z aspektu Specialnej vedeckej discipliny - psycholdgie osobnosti, mozno zovSeobecnit zakladné vlast-
nosti osobnosti novinara. V prvom rade v8ak treba zohladnit, Ze vSetky vlastnosti osobnosti novinara st vy-
sledkom interakénej aktivity s mnohotvarnymi okolnostami Zivota, ktoré sa rozvijaju na zaklade vrodenych
dispozicii. Vlastnosti osobnosti novinara vyjadruju jeho Usilie odpovedat na vonkajSie podnety urcitymi psy-
chickymi &innostami. Dal$ie vlastnosti novinara uréuju spdsoby spravania a ciele, ktoré chce dosiahnut a z&-
roven determinuju jeho vztah k roznym javom, k inym [udom a k sebe samému.

DoleZity je fakt, Ze nestaci zaujem o novinarsku pracu a niekedy ani talent. Novinar by mal byt stale ciela-
vedomy, mal by si klast jasné ciele. Okrem zvySovania odborného vzdelania zruénosti, nadobtdania zruénosti,
by mal neustale hladat spdsoby sebarealizacie. Osobnost novindra sa prejavuje v jeho postojoch, nazoroch,
hodnotach, o sa prejavuje v charaktere. Na druhej strane ma novinar velku silu v tom, Ze svojimi vypovedami
ovplyviuje nazory Sirokého publika.

& Spracované podla: KLCOVANSKA, E. Axiologickd podstata noetického procesu. [cit. 2014-11-15] Dostupné na inter-
nete: http.//pdweb.truni.sk/eleskripta/evsvv/sekcia2/klcovanska.pdf./

°  NEKONECNY, M. 2003 Psychologie osobnosti. Praha: Academia, 2003, s. 12.

0 RUISEL, I. 2008 Osobnost a poznavanie. Bratislava: Ikar, 2008, s. 228.
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4. Mravné zasady novinara

K v&eobecnym hodnotam osobnosti patri moralka, charakter, svedomie - spontanne vznikajlice vnitorné
procesy, ktoré reflektuju mravné zasady ¢loveka a jeho nasledné spravanie a konanie. Najvyssia hodnota mo-
ralneho prezivania a spravania jednotlivca je charakter (slovo charakter pochadza z gréckeho slova a zname-
na rytina). Charakter je jadrom osobnosti a jej mravnou stabilitou, preto ho povazujeme za zaklad hodnotenia
¢loveka, ktorym mozno posudit, akym ¢lovek vlastne je, ako sa prejavuje vo svojom spravani a konani. Podla
G. W. Allportta je ,charakter zhodnotena osobnost".

\lychadzame z poznania, Ze charakter Cloveka je ur¢ovany predovSetkym jeho hodnototvornymi vztahmi
k sebe samému, k inym ludom, ku svetu a k Zivotu. Prejavuje sa vytvorenim hodnotového rebricka (axiologickej
mravnej Struktury), presvedéenim a nazormi osobnosti, emotivnym prezivanim a volovymi kvalitami. V podsta-
te sa z neho vyvodzuju mravné hodnoty, prejavujlce sa v konani, ktoré tvoria zaklad moralneho bytia v indi-
vidualnom i socialnom rozmere. Vlyspelost a charakter osobnosti mdZzeme posudzovat podla kvality a etickej
zrelosti Ci etickych noriem, ktoré stoja v pozadi idedlov, zdsad a hodn6t. ,Charakterna osobnost sa snazi
stalou reflexiou a sebareflexiou 0 poznanie svojho zaloZenia (smerovanie, povolanie) a o eticky zakotvenu
kultivaciu. Byt charakterom alebo mat charakter teda z psychologického hladiska znamend riadit sa vo svojom
Zivote urcitymi moralnymi zasadami alebo regulovat svoje chovanie a preZivanie v stlade s uréitym mravnym
principom. Uroven charakteru potom zavisi od toho, na akych norméch je regulativny princip zaloZeny, o aké
hodnoty sa opiera.“™

V' novinarskom prostredi sa charakter prejavuje korektnostou, objektivnostou, Usilim o pravdivost
v medialnych vypovediach, ale aj v pristupe k respondentom a publiku.

S charakterom Uzko suvisi svedomie, ktorého citlivost rozhoduje o tom, ¢i sme schopni vyhnut sa nepri-
jatelnému zmyslaniu a konaniu. Svedomie vymedzuje osobe hranicu medzi tym, ¢o sa mdze, smie a ¢o sa ne-
mozZe, nesmie robit, je to zvndtorneny systém zakazov a prikazov spolo¢nosti, v ktorej ¢lovek Zije. V suvislosti
so svedomim Freud hovori, Ze ¢lovek citi, Ze by rad urobil nieco, ¢o by mu mohlo spdsobit radost, ale neurobi
to s odévodnenim, Ze mu to nedovoluje svedomie. Alebo v oCakavani slasti urobi nieco, od ¢oho ho svedomie
odradza a po ¢ine ho trestd svedomie vycitkami.”” Je potrebné pripomentit, Ze novindr je ¢asto v zloZitej situd-
cii, ked je vystaveny tlaku prostredia, v ktorom pdsobi, ¢o si vyZaduje pevné moralne zasady.

Zaver

Z uvedeného vyplyva, Ze jednym zo zakladnych atribtov osobnosti novinara je hodnotova orientacia, jeho
postoje, ktoré nie su iba vysledkom vychovného procesu, ale maju aj ¢rty charakteru osobnosti. VSeobecne
treba osobnost novinara chapat ako stcast spolocnosti, v ktorej pdsobi. Osobnost novinara, napokon rovna-
ko ako ktordkolvek osobnost, je vytvarand vztahmi - v spolocnosti, v praci, k recipientovi. AvSak aj vztahmi

" SMEKAL, V. 2004 Pozvéni do psychologie osobnosti. Clovék v zrcadle védomi a jednéni. Brno: Barrister a Principal,
2004, s.363.

2 FREUD, S. Sebrané sisy Sigmunda Freuda. Nové fada prednasek dvodu do psychoanalyzy. Patnacta kniha. 1.
Vydanie. Pfelozil E. WiSnovsky a J. Pechar. Praha : Psychoanalytické nakladatelstvi J. Kocourek, 1997, s. 51 - 54
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v 0sobnom Zivote a k sebe samému. Je urovana cielmi a hodnotami, ktoré sme spominali, ale aj motivmi,
ktorymi sa riadi. Sttdiou sme okrajovo poukdzali iba na niektoré z nich, s ciefom podnietit diskusii na ttto
velmi aktualnu tému.
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ABSTRAKT

Aky je rozdiel medzi investigativnou Zurnalistikou a Zurnalistikou Gdajov? Konecny produkt je rozny. V prvom
pripade, v investigativnej zurnalistike je vyslednym produktom text, v ktorom sa (daje uvadzaju ako potvrde-
nia. V druhom pripade, v Zurnalistike udajov je vysledkom informacna graficka schéma (infografika), ktora
vznikla na zaklade databaz Gdajov a poskytuje uzivatelovi nastroj na vyrobu samostatnych zaverov.

KLUCOVE SLOVA
udaje - Zurnalistika

ABSTRACT

What is the difference between investigative journalism and journalism data? The final product is different. In the
first case, the investigative journalism is the final product of the text in which the data are presented as evidence.
In the latter case, the journalism of data resulting from information graphics scheme (infographics), which was
established on the basis of database data and provides the user with a tool for producing separate conclusions.

KEYWORDS
data - journalism

Uvod

do médif vo forme materidlov Zurnalistiky tdajov. Co je to Zurnalistika (idajov (data journalism)? Jedno-

duchou odpavedou je to to, Ze je to Zurnalistika, ktora sa robi pomocou Udajov. Podla niektorych ludi
s udaje a Zurnalistika nestvisiace pojmy. Existuju nazory, Ze Udaje to su Cisla, ktoré st najskor v tabulke. Pred
dvadsiatimi rokmi existoval nézor, Ze to su jedinymi udajmi, s ktorymi maju do Cinenia novinari. Dnes zijeme
v svete, v ktorom je vSetko mozné opisat prostrednictvom nul a jednotiek.

Q ko spolu stvisia Udaje, Zurnalistika a ekonomika? Informacie o ekonomike sa najcastejSie dostavaju

1. Komercionalizacia udajov

Historicky vyvoj viedol k tomu, Ze Zurnalistika tdajov prinaSa podnikatelské zisky. Vo Velkej Britanii
a V USA bolo spolocenstvo novinarov hybnou silou, ktord formovala koncepciu otvorenych tdajov, ktoru
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presadzoval Barack Obama. Zjavnym lidrom v tejto oblasti bol dennik The Guardian, ktory zverejiuje
blog udajov od roku 2006, teda o Styri roky skor ako sa vo Velkej Britanii zacala presadzovat koncep-
cia otvorenych tdajov (2010). Prave vtedy Velka Britania zacal zverejfiovat (idaje o ¢innosti verejnych
institucii na internetovej stranke. Okrem toho v tom istom ¢ase uz aktivne fungovala organizacia Open
Knowledge Foundation. Ta velmi rozmanitymi sposobmi presadzovala problematiku otvorenosti. Tym,
Ze sa stala popularna medzi politikmi, postupne ziskala dobré verejné financovanie. Vdaka tomu sa
venuje vzdelavacej ¢innosti. ZaloZila $kolu udajov (School of Data), ktoré zverejiuje roznorodé navody
a prirucky, organizuje programy skupinového vzdelavania v oblasti udajov Data Experdtion. Tuto tému
davno presadzoval Sir Timothy John ,Tim" Berners-Lee, ktory je britsky inZinier, po¢itacovy vyskumnik
a profesor na MIT.

Pripisuje sa mu vynajdenie World Wide Webu, ktory navrhol uz v roku 1989. Pomocou Roberta
Cailliaua a mladého Studenta v CERNe, Uspesne zrealizovali 30. decembra 1990 prva Uspesnd komunikaciu
medzi HTTP klientom a serverom cez internet.

V USA sa venuje bezplatnej a on-line vzdelavacej ¢innosti napriklad Poynter University. Vo Velkej Britanii
je tato oblast ovela viac zafarbenad obcianskymi aktivitami Samozrejme sa to netyka nadacie Sunlight
Foundation. Vzdelavanie je spojené s vacsim profesionalizmom, a teda sucasne aj podnikanim v tejto oblasti.
Ani jedna z tychto iniciativ nevychadzala priamo od Statnej inStitlcie.

Velmi velké databazy Udajov s dihymi zoznamami nepochopitelnych cisiel sami o sebe mnohych zne-
pokojuju. Na zéklade diskusif je zname, Ze verejnost pochybuije o tom, Ze dané tdaje odrazaju realitu. Z toho
vyplyva, Ze verejnost treba vzdelavat kvoli tomu, aby vedela s danymi tdajmi narabat.

Vzdelavanie novindrov je o to uzitocnejSie. Na jednej strane poznatky mozu priamo vyuZit pre pouZitie
otvorenych udajovych databaz. Na druhej strane, novinari svoje poznatky mozu poskytovat Sirokému publiku,
ktoré sa na zaklade Udajov rozhodne ako sa spravat.

Samozrejme, Ze neda sa povedat, Ze iniciativa vychadza len zo strany vlady. Téma otvorenych Gdajov
(napriklad aj ur€enych pre novinarov) je obsahom monografie Priru¢ka zurnalistiky udajov (Data Journalism
Handbook). Ak sa pozrieme na knihu prisnejsim pohladom nejde o doslednt metodicku prirucku. Je to skor
kompilacia roznych ilustrovanych prikladov toho o mame na mysli ked hovorime o Zurnalistike Udajov, ako je
to skonstruované a o je vysledkom novinarskej ¢innosti spojenej so spracovanim Udajov. Kniha obsahuije aj
niekolko rad ako pristupovat k danej problematike.

2. Matematika a informatika

Co st to otvorené tdaje? Maju dva priznaky. Prvym je Gitatenost strojom (machine-readable). Druhym
priznakom je vSeobecna dostupnost tdajov. To znamena, Ze Udaje s dekddovatelné pomocou stroja z ich
formy Uschovy (uchovavania), Citania (teda skenovania alebo vnimania) strojom alebo osobnym pocitacom
a jej interpretacie programovym, alebo strojovym vybavenim. Teoreticky stroj moZe precitat alebo vSetko, ale
nie vzdy bude informacia pochopena.

NajcastejSie ide o informacie, ktora st vhodné na spracovanie strojom, alebo osobnym pocitacom, ale
bez predbezného spracovania, ktoré st na urcitom druhu nosicov a v urcitom formate, teda pri spineni urcitych
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podmienok. Napriklad informacia na magnetickom nosici nebude Citatelna pre zariadenie, ktoré ita optické
disky, graficky subor nebude nacitany programom ur¢enym na redigovanie zvukovych stborov.

Ak by sme hovorili 0 vede o Udajoch (Data Science) a o Zurnalistike Gdajov ako jednej v jej foriem, bol by
to velmi obmedzeny pristup. Zurnalistika Gdajov mé& samozrejme do inenia s otvorenymi dajmi §tatu, ale aj
s inymi zdrojom informacil. Z hladiska Data Science vSetky informécie v Internete mézu byt predstavené ako
(daje, ktoré sa daju zhromazdit v databazach podla ur¢eného priznaku, aby sa dali tieto databazy nasledne
analyzovat. Popularnym zdrojom Udajov st socidlne siete ako napriklad Twitter a Facebook. Tie zbieraju in-
formécie o svojich mnohopoCetnych uZivateloch a udaje o nich su dostupné v anonymnej podobe. Pri pouZiti
Specialnych skriptov sa daju tieto Udaje ziskavat z jednotlivych internetovych stranok. Zhromazdovanie sa
oznacuje pojmom zoSkrabavanie (web craping) Skript je program vytvoreny v skriptovacom jazyku.

Skriptovaci jazyk je pocitacovy programovaci jazyk pévodne navrhnuty na ulahCenie (zautomatizovanie)
operécii v pocitaci. Mnohé tieto jazyky st sofitikované a pouzivaju sa na pisanie zlozitejsich programov, ktoré
sa volaju skripty, aj ked neraz prekracuju hranicu automatizovania operacii. Skriptovaci jazyk mozete najst
na takmer kazdej Urovni pocitacového systému. VyuZivajl sa napriklad v pocitacovych hrach, textovych edi-
toroch, sietovych aplikaciach a podobne. Skriptovacie jazyky su napriklad Perl, PHP, Python, Groovy, Ruby,
Scala, JavaFX Script.

Prostrednictvom procesu oznacovaného pojmom web-scraping sa dajl zhromazdovat rozmanité Udaje -
zaCinaju od toho, kolko uzivatelov ma siet, kondiac frekvenciou pouzivania slov v digitalnom prostredi.

3. Aplikacie

Existencia otvorenych Udajov je dobrym predpokladom pre skvalitfiovanie prace novinarov, ¢i ekonomic-
kych analytikov. Mnohé Udaje existuju v podobe tabuliek. Vyvoj by mohol smerovat k tomu, Ze zabudované
nastroje, ktoré umoznuju novinarom, nie hackerom dalej pracovat s idajmi. Novinari nemusia mat dostato¢né
technologické kompetencie, ale da sa pocitat s tym, Ze ich budd mat.

Internetovy vyhladava¢ Google je jednym z prvych digitalnych nastrojov, ktory by mali vyuZivat novi-
nari pracujdci s Udajmi. Google vytvara ¢oraz viac nastrojov, ktoré mozZe vyuZzivat ktokolvek ¢o sa zaobera
Udajmi, teda moZe ich vyuZivat Zurnalistika udajov. Google poskytuje Specialnu sluzbu Google Public Data.
Nastroj Public Data Explorer spolocnosti Google umoziuje jednoduché preskimanie, vizualizaciu a vysvetle-
nie velkych mnoZzin udajov.

Existuje projekt Ngrams, ktory umoZznuje hladat opakujlice sa slova a konstrukcie vo vSetkych digitali-
zovanych dielach, ktoré méa k dispozicii Google Books. Existuje aj bezplatny program Google Refine, ktory si
velmi vazia novindri a bol Specialne vytvoreny kvoli ,Cisteniu udajov*.

Cistenie Udajov je doleZitd a zIoZita pripravna etapa prace s databazami. Bez tejto ¢innosti existuje ri-
ziko toho, Ze z databazy dostaneme tazko interpretovatelny vysledok, alebo potencialne lozny vysledok.
V najjednoduch$om pripade to moze byt spojené s formatovanim, teda s tym ked' sa databaza naformatuje
v stllade s potrebami konkrétneho uZivatela z konkrétnej instittcie. Velmi rozSirenym pripadom je databaza,
ktora nema unifikovany systém oznacovania. Je to preto, lebo databaza je velmi zlozita, aby bolo mozné najst
odchylky. MoZe sa stat, Ze prvy operator vioZil pri istej polozky pomicku, druhy pridal iny znak, treti dalsi
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nepotrebny riadok, $tvrty napisal namiesto mena a priezviska skratku, piaty pouzil len inicialky, Siesty pouZil
poradové Cislo, a databaza sa stala nekonzistentnou. Znamena to, Ze existuje sedem verzii jedného Udaju,
jedného a toho istého priezviska. V tabulke sa to prejavi ako sedem roznych vyznamov. Vypocty na zaklade
danej databazy budu chybné.

Nakoniec uvedieme treti priklad, ktory je dost rozsirenym pripadom. Je to vtedy ked sa tabula formatuje
do tej podoby, Ze jej Udaje sa nedaju pouzit. John F. Raffensperger ma v svojej publikdcii kapitolu 0 37 spdso-
boch ako v tabulke ukryt udaje.

4. Zurnalistika udajov

Z databaz Udajov mozu novinari ¢erpat velmi vela informacii, ale velmi déleZita je spolupraca novinarov
s programatormi, ktori by sa mali lepSie vyznat v medialne oblasti. Z databaz Udajov by sa mali selektovat nie-
len informécie, ktoré potvrdzuju urcité udalosti, ale celé namety pre novinarske materialy rozneho zamerania.

Investigativna Zurnalistika na zaklade otvorenych Udajov ziskava pozicie v profesionalnej tlaci vo vyspe-
lych krajinach. Jednym z projektov, ktory sa Specializuje v tejto oblasti je napriklad www.propublica.org. Preto,
Ze sa Specializuje ma vacsie uspechy ako vplyvné dennika ako The New York Times. Vly vyspelych krajinach sa
analyzou Udajov zaoberaju prevazne profesionalni novinari, alebo analytici. V niektorych vychodoeurdpskych
krajinach sa danou ¢innostou zaoberaju aj blogeri a neziskové organizacie.

Preto si treba povedat aky je rozdiel medzi investigativnou Zurnalistikou a Zurnalistikou tdajov. Kone¢ny
produkt je rozny. V prvom pripade, v investigativnej Zurnalistike je vyslednym produktom text, v ktorom sa
(daje uvadzaju ako potvrdenia. V druhom pripade, v Zurnalistike udajov je vysledkom informacna graficka
schéma (infografika), ktora vznikla na zéklade databaz Udajov a poskytuje uZivatelovi nastroj na vyrobu sa-
mostatnych zaverov.

Treba poznamenat, Ze unifikovana a normativna definicia zurnalistiky Udajov neexistuje. Existuje urcita
intuitivna oblast Zurnalistiky, ktord sa zvykne oznacovat tymto pojmom. ,Co odli$uje Zurnalistiku udajov od os-
tatnej zurnalistiky? Pravdepodobne nové moznosti, ktoré sa objavuju ked spajate moznosti, ktoré sa otvaraju
spojit to omu sa hovori ,nos na spravy“ s umenim zistit vSetko ¢o sa stalo so schopnostou porozprévat putavy
a jasny pribeh s velkym dosahom a roznorodymi ¢iselnymi informéciami, ktoré su dostupné.”

Ako priklad uvedieme aj dalSiu definiciu, ktorej autorom je Troy Thibodeaux, ktory pre Poynter University
napisal niekolko Uvodnych Studii na dant tému. , V kone¢nom dosledku je tazké definovat ¢o sama o sebe
predstavuje Zurnalistika Udajov, pretoze je tazké definovat ¢o st to tdaje. Koniec koncov, vSetko ¢o sa da
spocitat st Gidaje. VSetko ¢o spracovava osobny pocitac, st tdaje. Na urditej trovni, akakolvek Zurnalistika je
Zurnalistikou udajov (ved celé funguje vdaka osobnym pocitacom [Computer Assisted]). Skuto¢na zurnalis-
tika udajov sa redukuje na dve dispozicie: k sklonu hladat to, ¢o si moZeme predstavit v podobe parametrov,
definovat kvantitativne a vyjadrit v podobe porovnania s spravodajskom pribehu; a k presvedceniu, Ze ak pri
tychto veciach spravne vyuZijeme technolégie, mdZe nam povedat o tomto pribehu nieco také, ¢o by sme mali
vediet, na druhej strane to, ¢o sa neda dozvediet inymi spdsobmi.”

Ako ilustraciu uvedieme podstatné Casti inzeratu dennika USA Today, ktora svoiho ¢asu hladala odbor-
nika v oblasti Zurnalistiky Udajov. Predstavy dennika boli nasledovné: skisenosti s zurnalistikou, schopnost
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pracovat s databazami a dokumentami a vytvarat z nich pribehy na rézne témy, novindrske vzdelanie a tri roky
praxe, skusenosti s analyzou Udajov (data analyis), skdsenosti s pouZivanim jazykov a programov SQL, a tieZ
SPSS, R, SAS a/alebo Excel, kvoli skimaniu udajov, nachadzanie udajov, trendov a ich meranie, poznanie
Statistickej regresivnej a korelacnej analyzy.

5. Velké udaje

Pre zdokonalenie riadenia obsahu v médiach je vhodné vyuZzit koncept Big Data (velké udaje).
Tentoraz to nie je zistovanie faktov vhodnych pre obsah, ale zistovania o spotrebe obsahov prostrednictvom
(dajov, ktoré su zafixované o spotrebiteloch Uidajov. Big Data v informacnych technoldgiach je séria pristupoyv,
nastrojov a metdd spracovania Strukturovanych a nestrukturovanych tdajov velkych objemov a znacne dife-
rencovanych, kvoli ziskaniu urcitych vysledkov. Tento pristup vznikol koncom minulého tisicrocia a je alterna-
tivou Kk riadeniu tradi¢nych databaz.

Medzi zakladné metady a techniky analyzy, ktoré sa pouZivaju vo vztahu k big data (velkym Udajom) pora-
denska firma McKinsey v sprave McKinsey Global Institute ,Big data: next frontier for innovation, competition
and productivity”, rozdelila na nasledovné triedy, medzi ktoré patria aj metody zaujimaveé pre vyuZitie v médiach:

e Dolovanie (fazba) udajov (Data Mining): vyucba prostrednictvom asociativnych radov (Association
rule Learning), klasifikacia, alebo kategorizacia novych udajov na zaklade principov, ktoré sa kedysi
pouZili vo vztahu k uz dostupnym tdajom, zhlukova analyza, regresna analyza;.

» Zdroje z davu (Crowdsourcing) - kategorizacia a obohatenie Udajov silami Sirokého, neurcitého okru-
hu 0s6b, ktoré sa do tohto procesu zapajaju dobrovolne na zaklade verejnej ponuky a bez odmeny;

» ZluCovanie a integrdcia Udajov (Data Fusion and Integration) - integracia Udajov a ich zdruZovanie
z rdznych zdrojov kvdli ich hibkovej analyze, medzi ktort patri digitdine spracovanie signalov a spra-
covanie prirodzeného jazyka

¢ Strojova vyucba (Machine Learning), ale aj Ensemble Learning - vyuZzitie modelov zalozenych na ana-
lyze Statistickych udajov pouzitych pre komplexné prognozy;

» Neuronové siete (Neuron Netwaorks) - siefova analyza, optimaliz&cia, genetické algoritmy;

* Rozpoznavanie znakov (Optical Character Recognition) - optické rozozn&vanie znakov alebo OCR je
metdda umozriujica preklad obrazu (grafiky) tlacenych alebo pisanych znakov do textovej, editova-
telnej formy napr. do ASCII znakov abecedy. Typickym prikladom je zoskenovany text (o je vlastne
len obrazok znazorfiujuci text) a jeho preklad do strojovej formy pouZitelnej a editovatelnej v texto-
vom editore.;

¢ Prognozujuca analyza (Forecasting Analysis) - prognoza je systematicky odvodena vypoved o budu-
om stave objektivnej reality. Na rozdiel od hypotézy je prognoza ohodnotend mierou spolahlivosti.
V porovnani s jednoduchou predpovedou, alebo tvrdenim sa progn6za opiera o vedecké poznatky;

e |mitacné modelovanie (Immitation Modeling) modelovanie je skiimanie objektov pomocou inych,
spravidla umele konstruovanych objektov, v ktorych sa vyjadrujd, charakterizuju a definuju iba vybra-
né vlastnosti, stranky a vztahy originalneho objektu. Je to reprodukcia charakteristik urcitého objektu
na inom objekte, Specialne vytvorenom na ich Stadium.
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» Priestorova analyza, priestorova Statistika Spatial Analysis, Spatial Statistics) - zahffia niektoré z for-
malnych technik, ktora skima entity pomocou ich topologickej, geometrickej alebo geografické
vlastnosti.

o Statisticka analyza (Statistical Analysis) - ja zaloZend na matematickej tatistike, ktora je vetvou apli-
kovanej matematiky. V tedrii Statistiky st nahodnost a neurcitost modelované pomocou teérie prav-
depodobnosti. Do praxe Statistiky patria planovanie, sumarizécia a analyza nepresnych pozorovani.
Cielom Statistiky ja najst ,najlepsie” informacie z dostupnych dajov, preto ju niektori autori oznacuju
za sUcast tedrie rozhodovania;

e \Vizualizicia analytickych Udajov (Visualization of Analytical Data) - prezentécia informéacii v podobe
kresieb, diagramoyv, s vyuzitim interaktivnych moznosti a animécie tak kvoli ziskaniu vysledkov, ak aj
pre vyuZzitie ako vychodiskové Udaje pre naslednu analyzu.

Pre koncept Big Data sa vyuziva framework Apache Hadoop, o je programova Struktura sluziaca na podporu
programovania zostaveného na zaklade volne Sirenych programov, ktorého podstatou je uloZenie velkého mnoz-
stva Udajov na velkom mnoZstve samostatnych pocitacov. Tento nastroj vyuZivaji Amazon, Apple, Facebook,.
Google, The New York Times Company, The Walt Disney Company, Twitter, Linkeldn, Yahoo a iné firmy.

VlySSie uvedeny koncept sa da v médiach vyuzivat kvoli jednoduchému cielu. Socialne siete optimalizuju
informacie o vlastnych uZivateloch. Redakcie mozu pouZit koncept Big data pre detailné poznanie informécii
o kazdom spotrebitelovi. Na zéklade udajov tohto typu si kazdé médium moze vytvorit publikum, ktoré je
pripravené platit za obsah. VysSie uvedeny koncept dava odpovede na jednoduché otazky. Kto je nas Citatel?
Co ¢ita a o bude Gitat zajtra?
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ABSTRACT

Freedom of information (FOI) lies at the historical centre of the United Nations. It was the theme of the organ-
isation’s first Conference. But, what was meant by that phrase was the free flow of information and not FOI in
the second, real, sense, i.e., entitling requesters to access information held by a public body. The UN source
for real FOI does not lie as is so often claimed in General Assembly Resolution 59(1), which called for the
establishment of the Conference on Freedom of Information. Instead, it can be traced to General Assembly
Resolution 13(1), concerning the Organization of the UN Secretariat and which established the information
policy for the Organisation.
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world are fully informed of its aims and activities... The United Nations should establish as a general po-
licy that the press and other existing agencies of information be given the fullest possible direct access
to the activities and official documentation of the Organization (UNGA, 1946a).

The United Nations cannot achieve the purposes for which it has been created unless the peoples of the

Introduction

‘Freedom of information’ lies at the historical centre of the United Nations and indeed, it was the topic of
the organisation’s first Conference in 1948 (United Nations Conference On Freedom Of Information, 1948).
However, promoting real FOI, i.e., access to information held by a public body, was not, conceptually, part of
that event. Its UN source does not lie in General Assembly Resolution 59(1) which arguably has become the
accepted belief and understanding. That Resolution in fact called for the establishment of a Conference on
Freedom of Information. Instead, the source should be traced to General Assembly Resolution 13(1), concern-
ing the Organization of the UN Secretariat. The key premise of the section entitled ‘Information’ of General
Assembly Resolution 13(1) is that the UN “cannot achieve its purposes unless the peoples of the world are
fully informed of its aims and activities”. To this end, it adopted a number of recommendations that would
constitute a “sound foundation” for the UN’s public information policy and activities. The recommendations
included the establishment of a Department of Public Information to assume responsibility for the organisa-
tion’s information policy and activities. Crucially, it was recommended that the UN “establish as a general
policy that the press and other existing agencies of information be given the fullest possible direct access
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to the activities and official documentation of the Organization”. However, the promise of the UN’s historical
commitment to FOI in respect of its own activities has, arguably, remained largely unfulfilled. Although the
UN does promote the objective of transparency it is mainly for others. The Organisation itself has historically
lacked - and still lacks - a rigorous internal FOI policy and implementation mechanism.

This paper (i) points out the terminological conflation bedevilling the reality of the UN’s basis for FOIA and
(ii) describes the limited development and impact of the UN’s information agenda over the years.

1. Terminological conflation

The several years following the establishment of the United Nations (UN) were pregnant with possibility
for ‘freedom of information’. But what understanding of freedom of information drove developments in those
early years? Bedevilling the issue is that the one phrase, freedom of information’, is employed to refer to two
distinct notions. The post-1945 flurry of activity by the United Nations had everything to do with promoting the
freedom of the news media to report and distribute information and ideas; for the purposes of this paper this
activity and understanding will be referred to as ‘FOI Variant A’.

It had nothing (or virtually nothing) to do with the second notion of freedom of information: the legal right
for anyone to request access to information held by a public authority or to impose on authorities a duty to pro-
actively publish classes of information. The Council of Europe’s Convention on Access to Official Documents
defines as the norm that “all official documents are in principle public and can be withheld subject only to the
protection of ather rights and legitimate interests” (Council of Europe, 2009). This, arguably, is now the core
meaning of ‘freedom of information’ and is dubbed hereinafter ‘FOI Variant B’.

Confusingly, the two phrases are often used interchangeably, as is the related phrase ‘the right to
know'. For example, Kent Cooper published The Right to Know in 1956 which was preceded by Harold
Cross’ 1953 book, The Right to Know. Cooper’s subtitle is “an exposition of the evils of news suppression
and propaganda’ and Cross’ subtitle is “Legal access to public records and proceedings”. An Editorial in
the The New York Times on 23 January 1945 (as noted by Pope, in Cross, 1953) credited Kent Cooper,
then executive director of the Associated Press, with originating the phrase, the people’s ‘right to know”:

The citizen is entitled to have access to news, fully and accurately presented. There cannot be political
freedom in one country, or in the world, without respect for ‘the right to know’ (Cooper, 2004)!

A classic use of the phrase in the first sense, which on the face of it could be mistaken for its use in the
second sense, is the title of the lecture given by Lord Radcliffe in March 1953 at the University of Glasgow:
Freedom of Information: A Human Right (Lord Radcliffe, 1953). In this lecture, Lord Radcliffe, a former
Director General of the UK Ministry of Information, outlined:

1. the difficulties in defining what the word ‘freedom’ in relation to ‘freedom of information’ means;

2. the need to delineate the contours of that principle before effective legislation can be applied;

3. thatthe multiplicity of meanings attributed the phrase are a direct cause of the lack of substantial law

or jurisprudence on the matter; and

" Cooper's campaign started in 1944 (see Cooper, 1944 and 1945).
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4. the dangers to a culture which subsumes these freedoms without due regard for the power and influ-

ence of the media outlets they are intended to emancipate.

He noted that while the UK Government gave its definition of freedom of information and the Press
as “a fundamental human right and the touchstone of all the freedoms contained in the United Nations
Charter” and “essential to the preservation of peace and the existence of democracy” (ibid., p. 6), such
bold statements make it “all the more important to know what the principle itself involves” (ibid., p.7),
because to enforce a right, one must be able to define that right. Failure to do so would result in “a phrase
of considerable emotive power but not exactly meant to be acted upon” (ibid.). Lord Radcliffe then moved
to define what in his opinion FOI does not mean:

e “[..]that we, as individuals, or even powerful newspapers, acting let us hope, on our behalf, are en-

titled to be told what we want to know, when we want to know it, by our government” (ibid., p. 18);

e northat it is a weapon against ‘Secret Diplomacy (ibid.);

* nor that “all government offices must always be at home to visitors”(ibid., p. 19);

e nor does it mean gutter journalism (ibid., p. 20). 2

For him, FOI does mean, however, “that people who want to disseminate news or to put forward
opinions ought to be free to do so without interference from the government in the form of censorship,
licensing or suppression” (ibid.). This does not mean to say that the right to express opinions freely is
“more important than any of their consequences” (ibid.), but rather that limitations on that freedom
should be “enforced only in accordance with the law” (ibid.). The problem, as evidenced in the Draft
Convention on Freedom of Information (UNGA, 1949), is that law is no longer ‘a static body of rules’
(ibid.) but tends to be a “formal expression of the will of the current government or of the party which
it represents” (ibid., p. 21). Itis, in other words, too political.

Despite clearly being a lecture about FOI Variant A, the negative characteristic - it does not mean that
‘all government offices must always be at home to visitors’ might indicate Lord Radcliffe’s general view as
to the scope of FOI Variant B.

Understandably, therefore, there is a persistent and widespread belief that the international source of
freedom of information in the second sense derives from the activity connected with the first. Key to this
misconception is the superficial and uncritical reading of UN General Assembly Resolution 59 (1). To be sure,
it does employ the phrase ‘freedom of information’. However, it does so in the context of promoting a free
press on a global basis.

This unwarranted conflation of senses has resulted in GAR 59(1) being proffered as the international root
for freedom of information. Examples of this are not hard to find.

(i) For instance, in 2003 the Commonwealth Human Rights Institute (CHRI) published Open Sesame:
Looking for the Right to Information in the Commonwealth - a Report of the International Advisory
Commission of the CHRI. The premise of the Report, and its focus, was that: “[T]he human right to access
information remains undervalued in the Commonwealth both by member states and the Secretariat. Only
a handful of member countries promote and protect this right, the institutions of the Commonwealth do not

2 He further stated: “As for the public, | believe they would gladly go without their news rather than have it extracted by
this sort of pestering or intrusion” (Lord Radcliffe, 1953).
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yet have disclosure policies. This situation needs to change as a matter of priority” (International Advisory
Commission of the Commonwealth Human Rights Initiative, 2003).

But, the frontispiece of the work, which is let it be remembered devoted to FOI Variant B, quotes GAR(59)1:
“Freedom of Information is a Fundamental Human Right and is the touchstone for all freedoms to which the
United Nations is consecrated” (ibid.).

(ii) Toby Mendel, in Freedom of Information: a Comparative Legal Survey, states

The notion of ‘freedom of information’ was recognised early on by the UN. In 1946, during its first session,
the UN General Assembly adopted Resolution 59(1), which stated: Freedom of information is a fundamental
human right and ... the touchstone of all the freedoms to which the UN is consecrated. (Mendel, 2008)

(iii) In a blog discussion about access to information under the European Convention on Human Rights,
Flinn asserts that there is “no explicit right of access to information in the ECHR”; he continues:

Yet arguably such a right is an important precursor to the effective and meaningful expression which
Convention jurisprudence prizes most highly, and indeed as far back as 1946 the General Assembly of the
United Nations passed a resolution in which it held that ‘Freedom of information is a fundamental human right
and is the touchstone of all the freedoms to which the United Nations is consecrated’. Enter section 1 of the
Freedom of Information Act 2000 (FOIA), which created a general right of access to information in England
and Wales some 50 years later. (Flinn, 2011)

(iv) More officially, UNESCO sources the right to freedom of information “as recognized by Resolution
59 of the UN General Assembly adopted in 1946...” (UNESCO, Communication and Information main page).

In this author’s opinion, this (erroneous) interconnection between FOI Variant B and GAR (59)1 has
come to serve as the ‘foundational myth’ of the global freedom of information advocacy movement. The
principal aim of this paper is rather to suggest that this is fundamentally mistaken and to argue that the
international source for FOI Variant B actually lies in a different General Assembly Resolution - GAR
13(1). But, it would be wrong to imply that GAR 13(1) offers anything like a contemporary FOI Variant B
normative regime.

GAR 59(1) refers to promoting publicity - making information and ideas public, mainly through the news
media whether by print media, cinema or radio. This sense of freedom of information, in fact, had its roots in
the League of Nations.

2. Freedom of information: the era of the League of Nations

That oft-misunderstood and much maligned body is now so often simply remembered for being a ‘fail-
ure’. ® But, in an important respect it was the League of Nations that initiated the spirit of ‘openness’ at the
multilateral institutional level. Insofar as FOI Variant B is also infused with that spirit, the first, faltering steps
internationally towards that sort of freedom of information began to see the light of day in the then revolution-
ary idea of openness as the operating principle for governing international relations and activities.

3 Susan Pedersen writes: “the relevant question now is not ‘why the League failed’ but rather the more properly histori-
cal question of ‘what it did and meant over its twenty-five-year existence™ (Pedersen, 2007).
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In their work, The League of Nations and the Mass Media: The Rediscovery of a Forgotten Story, Kaarle
Nordenstreng & Tarja Seppéa describe and analyse the evolution of information and media policy during the
era of the League of Nations. They suggest that “a closer look at the historical development shows that the
most crucial issues have their origin in the pre-war period” (Nordenstreng and Seppd, 1986).

Regarding the press and its role, a publicity-oriented strand of League activity was its support and
efforts on behalf of a pro-active, specific role for the press: namely to foster world peace and understand-
ing. Charles G. Fenwick, a US law professor, opined that Nazi Germany was, in part, able to hold sway over
its people because of its totalitarian control over the press and media of information, controlling which
voices were heard internally and excluding voices emanating from outwith the state. Reacting to this phe-
nomenon was what was known as ‘moral disarmament’, establishing a diversity of voices and a free flow
of ideas and information: “The one hope of peace lies in keeping open the channels of communication
between one country and another, and in giving to every people access to the sources of information...”
(Fenwick, 1947, p. 116).

On 25 September 1925, the Assembly of the League of Nations adopted a Resolution on the matter
(Nordenstreng and Seppéd, 1986, p. 5). In its Resolution, the Assembly stated:

Considering that the Press constitutes the most effective means of guiding public opinion towards that
moral disarmament which is a concomitant condition of material disarmament:

Invites the Council to consider the desirability of conceiving a committee of experts representing the
Press of the different continents with a view to determining methods of contributing towards the organisation
of peace, especially:

(a) By ensuring the more rapid and less costly transmission of Press news with a view to reducing risks
of international misunderstanding;

(b) And by discussing all technical problems the settlement of which would be conducive to the tranquil-
lisation of public opinion.

Nordenstreng and Seppa state that: “[I]t is the first resolution on the fundamental role of the mass media
that was adopted by the League Assembly - indeed the first overall position regarding the mass media that
has ever been taken by the international community through its multilateral organization” (ibid.).

Although the later, UN GAR 59(1) was also about the press’ role and work, the key difference is that the in-
volvement of the USA in the UN’s work meant that committing the media to some pre-ordained role (e.g., moral
disarmament or fostering international peace) was off the agenda as it was not content-neutral. Everything
became about ‘free flow of information.” The League of Nations, however, was all about:

..efforts to secure a proper status to international journalists and closer collaboration between official
and unofficial elements, and to emphasize the responsibility in the preservation of peace of all those charged
with the spreading of news...they were part of a great endeavour to strengthen the forces actively engaged in
the maintenance of peace. (Ranshofen-Wertheimer , 1945, pp. 213-4)

As regards FOI Variant B, the Preamble to the Covenant of the League refers to “...open, just and honour-
able relations between nations” [emphasis added]. Nordenstreng and Seppa argue that: “One of the leading
ideas that the League had was to work in public and to give wide publicity to its activities, marking the dawn
of open diplomacy” (Nordenstreng and Seppé, 1986, p. 3).
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Two specific examples of this can be found in Articles 8 and 18 of the Covenant of the League of Nations
(1919). The former states: “The Members of the League undertake to interchange full and frank information
as to the scale of their armaments, their military, naval and air programmes and the condition of such of their
industries as are adaptable to war-like purposes.” The latter states: “Every treaty or international engagement
entered into hereafter by any Member of the League shall be forthwith registered with the Secretariat and
shall as soon as possible be published by it. No such treaty or international engagement shall be binding until
so registered.” Thus, the international seed of the continuum between openness and FOI Variant B was sown
in the early 1920s. But, in words which were to be prophetic as to what being ‘open” meant subsequently for
the United Nations, the League explained in 1928.

From the beginning, the guiding principle of the new organisation has been to give the widest
publicity to its activities, and nowadays publicity as a rule means the Press. The League works in public
that is to say, in the presence of and with the Press. The Press and publicity are part and parcel of the
general conception of the League of Nations, and this has involved the establishment of relations which
are entirely novel as between an official organisation and the independent newspaper world. (League
of Nations, 1928, p. 7)

In other words, openness meant operating in conjunction with the news media. It did not
mean disclosing information held by the institution to requesters, or even proactively.4 The
espousal of the principle of openness to govern inter-state relations, moving away, normatively,
from secret diplomacy and treaties was radical and should be understood within the conven-
tions of the period (Reinsch, 1922).

In the chapter entitled Open Diplomacy, in his classic text, The League Of Nations At Work
(1920), Arthur Sweetser® expresses words which deserve to be quoted in full in order to savour
the radicalness of that which the member states of the League were signing up to:

WILL the League of Nations be able to destroy secret diplomacy and establish open diplomacy? Of all
the questions before the League, this is far and away the greatest. If international relations can be made an
open book for all the world to read, if the plots and machinations which have been bred in secrecy can be pre-
vented, if the vast amount of misunderstanding, distrust and even deliberate falsehood which have poisoned
the past relationships between states can be done away with, think what an advance this will mean towards
the prevention of future wars.

Of all the questions before the League, this is also far and away the closest to the man on the street. In
a sense it is the key question to the whole system of international relationships. On it will depend your knowl-
edge and mine of what is going on in the world about us. On it will depend whether you and | and our neighbors
are able to form an intelligent opinion of the big issues of the world which at any minute may sweep into our
quiet little homes and demand heavy taxes or even military service.

4 Theterm ‘openness’is used in preference to ‘transparency’ in deference to its Scandinavian root,
‘offentligshetprincipen’(see Forsskal, 1759, para. 21.).

Sweetser was a member of the American Peace Commission and the Provisional Secretariat of the League of Nations
and subsequently joined the Permanent Secretariat in the League's Public Information Section
(see <http://alumni.ecolint.net/authors/arthursweetser.html>).
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The question of League publicity is our question, the question of each and all of us. We cannot entrust it
to any body of men to settle for us; we cannot allow it to go by default; we must in our own interest watch over
it, criticise it, even force it. For it is our right to understand the forces that are operating between the peoples
of the world and to know what is being done by the League which we have created.

This is not so simple as it appears. The forces of secrecy and silence are much more powerful than
supposed. There are great interests to be served and unseen ends to be accomplished. Moreover, there
are moments of stress and emergency when secrecy seems almost essential, when men hold their breath
in the hope that some settlement may be reached short of a public outburst. Full publicity not only threat-
ens selfish interests, but also requires a moral courage and fearlessness which only the great among
men poSsess.

[t may unhesitatingly be said that the League of Nations marks the greatest stride ever made towards the
goal of open diplomacy.

3. UN information policy: the early years
General Assembly Resolution 59(1)

The conflation of FOI Variant A and FOI Variant B is, as noted, the result of the same phrase being used in
two different senses and in two different contexts. This has allowed the misconception - that the Resolution
setting up FOI Variant A is in fact the ground for FOI Variant B - to take hold and flourish. This section will
dispel the misconception by showing that the international source for FOI Variant B is actually another GAR -
and only then up to a point. It was not until the mid-2000s that FOI Variant B developments started to take off
within the UN and then only to stutter and stall.

From the time of the adoption of GAR 59(1) - December 1946 - the phrase ‘freedom of information’ was
understood as something quite other than the principle of accessing information held by a public authority (or
that authority publishing what it holds ex proprio motu). That it could have come to be understood otherwise
is probably just down to a bad case of selective quotationitis.

The context for the phrase so often quoted by FOI Variant B campaigners (‘Freedom of Information is
a Fundamental Human Right and is the touchstone for all freedoms to which the United Nations is conse-
crated’) is the proposal that a Conference on Freedom of Information should be held. That, in point of fact,
is the full title of the Resolution: ‘Calling of an International Conference on Freedom of Information’. The
Resolution proposing the meeting goes on to state, in preambular paragraph two, what, in that context,
freedom of information means, namely that “Freedom of Information implies the right to gather, transmit
and publish news anywhere and everywhere without fetters”. And, in echoes of League of Nations-speak,
the paragraph goes on to state: “As such it is an essential factor in any serious effort to promote the peace
and progress of the world” (UNGA, 1946¢).

True, this is not a general definition of freedom of information (‘the right to gather, transmit and publish
news anywhere and everywhere without fetters’). The text states that the ascribed meaning ‘implies’ this,
which means that the full right is something more and wider.® Nonetheless, as drafted, GAR 59(1) only
®  Point made by a UK QC in an email to the author.
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deals with FOI Variant A - which begs the question how it could have been taken up in the way it has by
FOI Variant B advocates and proponents. This is even more remarkable once it is realised that, initially, the
proposal was not for a Conference on ‘Freedom of Information’ but for an ‘International Press Conference’
- much simpler and less confusing terminology (UNGA, 1946b).7

This proposal was the subject of a specific GAR, 31(1), February 9" 1946, which instructed the Secretary-
General to place the matter and its organisation on the agenda of the Assembly during the second part of its
First Session (ibid.).

This author cannot account for or explain why the original terminology for the meeting was dropped in
favour of the one subsequently adopted. Presumably, if the original title had been maintained, FOI Variant B
advocates would have been searching for a different international ground for their campaign. Such are the
quirks of history.

The Conference on Freedom of Information took place in Geneva, at the European Headquarters of
the United Nations, from 23 March to 21t April, 1948. The Conference, its outcome and aftermath have
been the subject of well-researched and informed articles, inter alia by Robert Wilson (1945), John Whitton
(1949), Carroll Binder (1952), Zecheriah Chafee Jr (1949) and Erwin Canham (1949) - leading legal
scholars of their day in the US. This author can find no references or mentions regarding FOI Variant B
within those articles.

Another misconception fostered by those seeking to ground FOI Variant B in red-herring UN instruments
is the link some make with Article 19 of the Universal Declaration of Human Rights (or indeed later ICCPR
Article 19(2)).8 This is because these Articles include the word ‘seek’ - which is latched onto as a term imply-
ing the right of an individual to request information (FOI Variant B). Thus, the World Association for Christian
Communication (WACC) in its 2009 ‘The No-Nonsense Guide to the Right to Information’ (meaning ‘laws
enabling [citizens] to obtain government records and other information’) states: “A number of international
bodies responsible for promoting and protecting human rights have recognised the fundamental and legal
nature of the right to freedom of information, as well as the need for effective legislation to ensure that the
right is respected in practice” (Lee, 2009).

Not only is it almost impossible to conceive that that the drafters of Article 19 (UNGA, 1948) had FOI
Variant B in their sights, but Marc Bossuyt's analysis of the travaux préparatoires regarding the International
Covenant on Civil and Political Rights makes it clear that the context was the process of news transmission
and that word ‘seek’ was finally agreed upon as an alternative to ‘gather’:

There was considerable discussion of whether to retain the phrase ‘freedom to seek..information” and
substitute it for ‘freedom to gather...information’. Those who favoured the word ‘seek’ held that it implied the

7 The delegation of the Philippine Commonwealth submitted a draft resolution proposing that an international press
conference be called immediately to ensure the establishment, operation and movement of a free press throughout
the world (United Nations, 1946).

8 One of the most provocative interpretations of the principle of freedom of information (FOI Variant A) prior to the draft-
ing of the UDHR is René Maheu’s essay, ‘The Right to Information and the Right to Expression of Opinion’ (UNESCO,
1948, p. 225), arguing that the press had become a major industry, could not be assimilated to the expression of an
individual’s opinion, and that the task of humanising ‘this formidable mechanism’ was one of the main tasks of the
age. Maheu later became the Director-General of UNESCO (1962-1974).
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right of active inquiry while ‘gather’ had a connotation of passively accepting news from governments and
news agencies. Others argued that ‘seek’ had come to imply unrestrained and often shameless probing into
the affairs of others while gather, far from having an passive connotations, merely lacked the aggressive con-
notations of ‘seek’. (Bossuyt, 1987, p. 384)

General Assembly Resolution 13(1)

In grounding FOI Variant B internationally, the main argument of this paper is that attention should prop-
erly switch to the materials which underpin the basic principles governing UN public information policy, the
establishment of the UN Secretariat and the Department of Information. Here one will find the pertinent - if
limited - source for FOI Variant B within the UN system: GAR 13(1).

It was the outcome of a number of texts. The principal one is the ‘Recommendations of the Technical
Advisory Committee on Information concerning the Policies Function and Organization of the Department of
Public Information’. The Preparatory Commission of the United Nations® convened this Committee. A body
of 13 experts, it prepared recommendations “concerning the policies, functions and organization of the
Department of Public Information” (Mercey, 1948, p. 481). It was set up, as noted by Benjamin Cohen, the
first Assistant-Secretary General for Information, because:

The delegates to the Conference at San Francisco, who drew up the United Nations Charter, realized from
the start that the Organization could not achieve the purposes for which it was created unless the peoples of
the world were fully informed of its aims and activities. In the interest of the United Nations, the general public
as well as all existing governmental and non-governmental agencies should at all times be in a position to
receive full and correct information concerning the constitution, aims and activities of the Organization.
(Cohen, 1946, p. 145) [emphasis added]

Given the fundamental significance to the UN’s information policy, it is worth detailing the Committee’s
Recommendations which were submitted for approval to the first General Assembly and these are repro-
duced in the Appendix to this Chapter. The Recommendations were accepted wholesale by the Preparatory
Commission of the United Nations in its Report of the Preparatory Commission of the United Nations (United
Nations, 1945). That Report recommended they be adopted at the First Session of the General Assembly
(during which discussion of the Report and the proposals for Resolutions from the various Committees of the
General Assembly took place.).

The 1945 Report of the UN’s Preparatory Commission dealt with proposals regarding the Secretariat at
Chapter 8. Indeed it emphasises that “the degree in which the objects of the Charter can be realized will be
largely determined by the manner in which the Secretariat performs its task” (ibid.).

Picking up the Recommendations of the Technical Advisory Committee on Information, Section 2(iii) en-
visages the establishment of a Department of Public Information, which is the subject of further elaboration
in Section 2 (iv), para 38:

®  The purpose of the Commission (which existed between 1945 and 1946) was “to make provisional arrangements
for the first sessions of the General Assembly, the Security Council, the Economic and Social Council, and the
Trusteeship Council; to establish the Secretariat; to convene the International Court of Justice”.
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The main functions of the Department of Public Information would fall into the following categories : press,
publications, broadcasting, films, graphics and exhibitions, public liaison and, reference. Recommendations of
a Technical Advisory Committee on Information (appointed by the Preparatory Commission) concerning the
policy, organization and activities of the Department are contained in the annex to this chapter.

A small sub-committee was appointed by the Executive Secretary to study certain practical aspects of
these recommendations and to submit its report to the Secretary-General for his guidance. (ibid.)

The work of the Technical Advisory Committee, the Preparatory Commission of the United Nations, the
Fifth Committee and the Assembly itself on the topic of information policy came to a head on 13 February
1946. On that day, the Netherlands having proposed the Resolution on 1 February, the General Assembly
adopted No. 13 (GAR 13(1)), ‘Organization of the Secretariat’ (UNGA, 1946a).

The key part is General Assembly Resolution 13(1), Part 2, ‘Information” and Annex 1, Point Three: “The
United Nations should establish as a general policy that the press and other existing agencies of information
be given the fullest possible direct access to the activities and official documentation of the Organization. The
rules of procedure of the various organs of the United Nations should be applied with this end in view.”

It is this element of GAR 13(1) that in the author’s opinion should be recognised as the international
source for FOI Variant B. Note however, that it is rather circumscribed - only extending the policy of ac-
cess to “..the press and other existing agencies of information” and is described as ‘policy’ rather than being
entrenched in the normative architecture of the Organisation (albeit the policy should be given effect to by
the various organs’ rules of procedure). Stunted as it may be, this recognition of the openness about the
Organisation’s activities carries on the spirit of the League of Nations into its successor body and takes it
further by prescribing ‘fullest possible direct access’ to ‘official documentation’.

4. UN information policy today

This paper highlights the source for and explains the limited development of the UN’s information
agenda over the years. It did not set out to and does not purport to be a ‘report card’ on the whole UN
system as regard FOI Variant B. Parts of the system are very aware about being ‘transparent’, e.g., UNDP
or UNICEF Information Disclosure Policy.

The specific, limited aim of this article has been to refute the notion that FOI Variant B is grounded in-
ternationally in GAR 59(1) and to offer what seems to be the most plausible alternative, namely, GAR 13(1).
Apart from the text of the Resolution (simply carried over from the text of the Technical Advisory Committee on
Information), it connects ‘freedom of information’ to that bit of the UN where it might reasonably have thought
to have had its natural home: the Department of Public Information.

GAR 13(1) is still being relied on in the contemporary era. General Assembly Resolution A/RES/64/96
A-B reaffirms:

..its resolution 13 (1) of 13 February 1946, establishing the Department of Public Information, which
states in paragraph 2 of annex | that ‘the activities of the Department should be so organized and directed as
to promote to the greatest possible extent an informed understanding of the work and purposes of the United
Nations among the peoples of the world’. (UNGA, 2009)
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A report of the earliest period of the Organisation’s history reveals the public interest in its activities
REQUESTS FOR INFORMATION (Cohen, 1946, p. 153)

Public Inquiries and Educational Services-another section of the Public Liaison Division-deals with in-
quiries and requests for information. During the period April 5™ to May 5" 1946, one thousand and forty
such written requests were received. Almost half came from teachers and students, forty from governmental
agencies and private industry, fifty-six from different types of organizations wanting in - formation for edu-
cational purposes and three hundred and ten from persons not belonging to any specific classification. Most
of the requests are for information concerning the work, ideals, problems or organizational character of the
United Nations, which fact reveals a genuine and constructive interest which this section is organized to foster
and build upon. Stock answers are prepared and sent to answer questions of such a general nature that
they are constantly repeated. Outlines have recently been prepared dealing with the General Assembly, the
Secretariat, Refugees and Displaced Persons. Older ones on other phases of the United Nations have been
brought up to date and background material covering the formative phases of the Organization, the Charter,
its interpretations, etc. are available.

Another aspect of FOI Variant B is ‘open meetings’ and this was also a live issue within the UN:

Considerable discussion took place in the plenary sessions over the matter of open meetings of the U.N.,
with particular reference to the Military Staff Committee. Some members thought that more open meetings
should be held, while others believed that diplomatic progress can more often be made behind closed doors.
After some debate the provision was adopted recommending that U.N. bodies not now holding public meet-
ings, in particular the Military Staff Committee, open their meetings to the press wherever possible, in order
to comply with the declared U.N. policy of giving the press fullest access to activities, and in order to combat
incorrect reports based on one-sided information. (Mercey, 1948, p.485) °

Although there have been straws in the wind over the ensuing decades, nothing like a full-blown legally
enforceable FOI rule has ever been promulgated for the UN itself. In 2006, two significant developments
occurred. First, there is the Recommendation contained in the Report of the Commission of Experts on
Reforming Internal Justice at the United Nations. Paragraph 65 states:

There is an urgent need for the UN to make itself more accountable but not merely to member states
which may be influenced by domestic political agendas which can pre-dispose them either to criticise the
organisation unfairly or to cover up its failings. Governments (at least in democratic nations) may come and
go: the UN is always responsible to the people of the world. Reform of the internal justice system will certainly
enhance that accountability, in the ways indicated in this Report. But true accountability can only be achieved
by a high level of transparency. There would be less need for ‘whistleblowers’ if the foul play on which they
blow the whistle was clearly visible to the crowd. Freedom of information has become one of the defining
characteristics of good democratic governance and the UN’s Global Compact encourages greater disclosure
by trans-national corporations. We consider that the UN should promulgate its own ‘Freedomn of Information
Act’, under which its internal documents and decisions will become available in due course, upon appl-

0" It has recently been reported that the UN Convention Against Corruption has decided not to let civil society groups
observe the meetings of a key body (Freedominfo.org, 2011).
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cation by the public or the media, subject only to privacy or to international security considerations. The
Ombudsman could serve as the Freedom of Information Commissioner, reviewing Management refusals to
disclose with his decision appealable in turn by UNAT. (United Nations, 2006) [emphasis added]

Second, also in 2006, a new policy was proposed by the Secretary-General in the context of the Report
entitled, /nvesting in the United Nations. for a stronger Organization worlowide (UNGA, 2006). Addendum 4
deals specifically with ‘lmproving reporting mechanisms, including public access to United Nations documen-
tation (proposal 19 and part of proposal 18)". Paragraph 24 states:

The United Nations wishes to encourage the public to take an active interest in its activities. Accordingly,
by increasing the Secretariat’s capacity to implement information disclosure proposals, the Organization will
demonstrate good governance through enhanced transparency. The addendum addresses the current ac-
cess process as well as the proposed plan of action, which would enhance and simplify access to United
Nations documentation.

All United Nations departments and offices, including offices away from Headquarters, peacekeeping
missions, special political missions and tribunals will make available to the public any document produced or
received by the United Nations, subject to the exceptions below. (ibid., para. 24)

The exceptions include confidentiality, potential harm to an individual, endangering security of the UN,
privileged information and internal intra-or-inter-office documents, or information that would harm the finan-
cial interests of the UN or other parties involved. “The Secretariat wishes to encourage the public to take an
active interest in its activities. As such, the policy ensures that the procedure to access United Nations informa-
tion documents is as simple as possible” (ibid., para. 24).

The problem is that the promise of the UN’s historical commitment to FOI in respect of its own
activities has remained largely unfulfilled. Rather as an anti-climax, in the part of the document setting
out action proposals for the General Assembly, Proposal 19 merely requests that it: “Take note of the
policy on public access to United Nations documentation, as set out in section IV of A/60/846/Add.4”
[emphasis added].

The author thanks David A. Matheson, Pinsent Masons, for his research contribution and Tarlach McGonagle, IVIR, for his
editorial suggestions.
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APPENDIX

United Nations General Assembly Resolution 13(1) Section Il Information

The United Nations cannot achieve the purposes for which it has been created unless the peoples of the
world are fully informed of its aims and activities. Therefore The Technical Advisory Committee on Information
makes the following recommendations;

1. A Department of Public Information should be established under an Assistant Secretary-General.

2. The activities of the Department of Public Information should be so organized and directed as to
promote to the greatest possible extent an informed understanding of the work and purposes of
the United Nations among the peoples of the world. To this end the Department should primar-
ily assist and rely upon the co-operation of the established governmental and non-governmental
agencies of information to provide the public with information about the United Nations. The
Department of Public Information should not engage in ‘propaganda.’ It should on its own initiative
engage in positive informational activities that will supplement the services of existing agencies of
information to the extent that these are insufficient to realize the purpose set forth above.

3. The United Nations should establish as a general policy that the press and other existing agencies
of information be given the fullest possible direct access to the activities and official documentation
of the Organization. The rules of procedure of the various organs of the United Nations should be
applied with this end in view.

4. Subject to the general authority of the principal organs of the United Nations, responsibility for
the formulation and execution of information policy should be vested in the Secretary-General
and under him in the Assistant Secretary-General in charge of the Department of Public
Information.

5. When negotiating an agreement with a specialized agency the Economic and Social Council
should be requested to take into consideration the matter of co-ordinated information services
and of a common information policy, and to consult with the Secretary - General concerning each
individual agreement.
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6.

10.

12.

13.

14,

In order to ensure that peoples in all parts of the world receive as full information as possible about
the United Nations, the Department of Public Information should consider the establishment of
branch offices at the earliest practicable date,

. The functions of the Department of Public Information appear to fall naturally into the following cat-

egories : press, publications, radio, films; graphics and exhibitions, public liaison and reference.

. The Department should provide all the services for the daily, weekly and periodical press, both at the

headquarters of the United Nations and through its branch offices, that may be required to ensure
that the press is supplied with full information about the activities of the United Nations.

. The Department should prepare and publish pamphlets and other publications on the aims and activi-

ties of the United Nations, within the limits of the criteria set forth in Recommendation 2.

The Department should actively assist and encourage the use of radiobroadcasting for the dissemina-
tion of information about the United Nations. To this end it should, in the first instance, work in close co-
operation with radio broadcasting organizations of the Members. The United Nations should also have
its own radio broadcasting station or stations at headquarters with the necessary wavelengths, both for
communication with Members and with branch offices, and for the origination of United Nations pro-
grammes. The station might also be used as a centre for national broadcasting systems which desire to
co-operate in the international field. The scope of the radio broadcasting activities of the United Nations
should be determined after consultation with national radio broadcasting organizations.

. In addition to assisting the newsreel and photographic press agencies, the Department of Public

Information should also promote and where necessary participate in the production and noncom-
mercial distribution of documentary films, film strips, posters and other graphic exhibits on the work
of the United Nations.

The Department and its branch offices should actively assist and encourage national information
services, educational institutions and other governmental and non-governmental organizations of
all kinds interested in spreading information about the United Nations. For this and other purposes
it should operate a fully equipped reference service, brief or supply lecturers, and make available its
publications, documentary films, film strips, posters and other exhibits for use by these agencies and
organizations.

The Department and its branch offices should also be equipped to analyse trends of opinion through-
out the world about the activities of the United Nations and the extent to which an informed under-
standing of the work of the United Nations is being secured.

Consideration should be given to the setting up of an Advisory Committee to meet periodically at the
seat of the United Nations to discuss and forward to the Secretary-General observations regarding
the information policy and programme of the United Nations, This Advisory Committee would be
composed of experts appointed on the basis of broad geographical representation, personal quali-
fications and experience. They would be representative of the various media of information of the
Members, and would be in a position to reflect to the Secretary-General the needs and desires of the
general public of the Members in the matter of public information about the aims and activities of the
United Nations.
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15. In order that the Advisory Committee may be as widely representative as possible and receive the
maximum support from the information organizations of all Members, the Secretary-General might,
in consultation with the governments of the Members, communicate with the representative officers
of the leading organizations of the press, radio, film and other media and government information
services of the Members on the establishment of such an Advisory Committee.

16. Ifitis found possible to set up an Advisory Committee, then at a later stage consideration should be
given to establishing similarly composed national or regional advisory committees working in touch
with the branches of the Department of Public Information.
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Pociatky a premeny medialneho vyskumu v USA
The origins and transformation of media
research in the US
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ABSTRAKT

Studia sa zaobera pociato&nymi fazami medialneho vyskumu v Spojenych tatoch. Poukazuje na to, Ze tento
vyskum, ktory sa opravnene povazuje za najrozvinutejsi v celom svete, ma svoje korene v Europe, aj ked sa
tato skutocnost dihdi dobu nespominala. Popisuje jednotlivé vyvojové etapy tohto vyskumu, pricom pouka-
zuje na to, aky vyznam v jeho organizovani a financovani zohravali Statne institdcie a sukromné naddcie.
Z toho vyplyva, Ze tento vyskum, ktory sa dihd dobu prezentoval ako idedlne nezavisly, bol v skutoénosti zavisly
od dvoch stran, ¢o sa prejavilo aj na pristupe vyskumnikov k skimaniu zavaznych spolo¢enskych problémov
v stvislosti s ppsobenim médif - najma vo vztahu k domacej a zahranitnej propagande. Stadia kriticky hodnoti
tento vyvoj a najméa zasahovanie Statneho a stkromného sektora do jeho ¢innosti.

KLUCOVE SLOVA
medialny vyskum - medidlny vyskum v USA - prevaha empirizmu v americkom medidlnom vyskume -
vyskum v jednotlivych historickych obdobiach - financovanie vyskumu - vyskum v sluzbdch propagandy

Uvod

iba 0 americkom vyskume. Lang (1996, 1) v kapitole o eurdpskych korenoch vyskumu masovej
komunikacie priznava, Zze americki vyskumnici iny vyskum ani nepoznaju a inojazy¢né zdroje vo-
bec neuvadzaju. Napriklad v Medzinarodnej encyklopédii socialnych vied je sedem ¢lankov 0 masovych
médiach, ale iba v jednom Wilbur Schramm cituje literatdru z inych krajin. Bibliografia ostatnych Siestich
obsahuje iba jeden (!) zahrani¢ny zdroj a aj ten sa prezentuje ako ,medzinarodny*“. Spomina ho Ithiel de
Sola Pool v ¢lanku o politickej komunikacii, ked uvadza nemecku knihu Hansa Thimmea Weltkrieg ohne
Waffen (Svetova vojna bez zbrani) z roku 1932, ktord analyzuje propagandu nemeckych nepriatefov v I.
svetovej vojne.
Niektori americki vedci ako Lazarsfeld a Lang si vSak dobre uvedomovali, ze v3etko alebo takmer vSetko
z medialneho vyskumu, ¢o neskor prekvitalo v Amerike, malo svoj povod na starom kontinente. Zasluzili sa
oto jednak Nemci alebo Raku$ania, ale aj Americania, ktori Studovali v Eurdpe. Napriklad Siegfried Kracauer,
Leo Loventhal, Ernst Kris, Hans Speier, Herta Herzogova, Kurt Lewin alebo Karl Deutsch. Ti mali nemaly vplyv
na vyskumnikov po druhej svetovej vojne.

V acSina literatury, a nielen americkej, v stvislosti s historiou medialneho vyskumu hovori vacsinou
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AvSak eurdpsky a najmé nemecky vplyv ide eSte dalej do minulosti. Robert E. Park i Harold Lasswell
Studovali v Nemecku, ale aj ich Ziaci z Chicagskej Skoly mali moznost zoznamit sa s nemeckou literaturou.
Druha svetova vojna vSak sposobila, Ze po nej sa na nemecky vyskum umyselne zabudalo a americki vedci sa
k nemu vratili az po mnohych rokoch.

Lang (1996, 3) poukazuje na to, Ze rovnaké komercné a podnikatelské zaujmy, ktoré ovplyvnili medi-
alny vyskum v USA, sa prejavili aj v Europe. Videl vSak jeden doleZity rozdiel: Eurdpski vyskumnici mali bo-
haté skusenosti z novinarskej praxe. Albert Schéffle, Karl Blicher, Emil Lobl, Siegfried Kracauer, ale aj Max
Weber, mali skisenosti s novinarstvom. Takouto skisenostou sa medzi prvymi americkymi vyskumnikmi
mohol pochvalit iba Robert Park. Vo Franctzsku, Nemecku a Anglicku mali akademické osobnosti lahSi
pristup k novinarskej praxi.

Perry (2002) vo svojom prehlade vyvoja vyskumu a tedrie masovej komunikacie v USA hovori, Ze pr-
votnym filozofickym vychodiskom tohto vyskumu bol americky pragmatizmus, ktory posudzuje myslienky,
vratane vedeckych, v znacnej miere podla ich dosledkov a praktického uzitku.

Pragmatizmus sa vSeobecne chape ako metdda rieSenia filozofickych sporov porovnavanim ,praktic-
kych nasledkov” danej tedrie. Podla pragmatizmu je pravdou to, ¢o najlepSie vyhovuje Zivotu a je spojené
s celym suhrnom [udskej praxe. Pragmatizmus vychadza z radikalneho empirizmu a chape pravdu ako
nieco, ¢o je uzitocne.

Jednym z désledkov pragmatizmu je zauzivané rozliSovanie medzi zakladnym a aplikovanym vedeckym
vyskumom. Zakladny vyskum, znamy aj ako ¢isty alebo teoreticky vyskum, sa vztahuje na badania, ktoré sa
usiluju pochopit svet bez ohladu na prakticku hodnotu tohto poznania. Aplikovany vyskum sa snazi riesit
praktické problémy. Mnohi pragmatici vnimali a vnimaju ¢loveka ako sucast prirody a vedu ako prostriedok
na spojenie s prostredim a maju tendenciu stierat ostré rozdiely medzi zakladnym a aplikovanym vyskumom
s argumentom, Ze mnohé tedrie vznikli zo skiimania praktickych problémov.

1. Zrod medialneho vyskumu v USA

Spolocenské podmienky maju vplyv aj na socialny vyskum. Tak tomu bolo aj pri zrode medialneho vysku-
mu v Spojenych Statoch zaciatkom 20. rokov minulého storocia. Posobili tu niekedy aZ protichodné trendy.
Boli tu obavy verejnosti z pdsobenia médii a propagandy, snaha komercnych a politickych sil ovplyviiovat
verejnost, Usilie americkej viady mobilizovat verejn mienku pred a pocas vojny a pod.

Zasluhou priemyselnej revollcie sa z agrarnej americkej spolocnosti zaciatkom 20. storocia stala moder-
na, priemyselnd spolocnost. Prvykrat v historii sa velka vacsina obyvatelstva stala gramotnou, ¢o umoznilo
obrovsky rozmach periodickej tlace, ktora uz prestala by médiom pre elitu, ale oslovovala Siroké vrstvy oby-
vatelov. V priebehu malo rokov sa film z atraktivneho vynalezu stal popularnym médiom a tak s prichodom
rozhlasu a za masivnej podpory reklamy sa americké média stali vyznamnym ¢initelom v Zivote spolo¢nosti.
Nemozno sa preto Cudovat, Ze mnohi socialni vedci videli v médiach nastroje prospesnej, ale aj Skodlivej
manipulacie, na jednej strane mesiasa a na druhej satana.

Zaciatkom 20. storocia sa na rozhrani sociologie a psycholdgie vymedzuje socialna psychologia.
Zopar vyskumnikov a teoretikov sa zacina zaoberat problémami ako je prislusnost jedinca do socialnych
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skupin, skupinova dynamika a vplyv psycholdgie jednotlivca na organizaciu. Bolo to v obdobi prudkého
rozvoja masovych médii - filmu (kina) a telefonu. Je preto prirodzené, Ze psycholdgovia sa zacali zauji-
mat o vplyv tychto médii na jednotlivca, publikum a spolo¢nost. Ich vyskumy vytvorili zaklady vyskumu
medialnych ucinkov.

Jednym z tychto vyskumnikov a teoretikov bol socialny psycholog Charles Horton Cooly, ktory si predsa-
vzal objasnil postavenie a ulohu médii v spolo¢nosti. Vo svojom diele, najmé v knihach Human Nature and the
Sacial Order (1902) a Social Organization (1909) sa Cooley snazil vysvetlit tlohu komunikécie v spolocnosti.

V tejto suvislosti Cooly chapal nové médida ako expanziu tych predchadzajucich (podobne neskér
McLuhan). Podla neho nové média maju urcité Specifické charakteristiky, z ktorych vyplyvaju aj urcité typy
ich tcinkov. Na rozdiel od starych, sa nové média vyznacuju predovSetkym véac¢Sou rychlostou prenosu a Sire-
nia informacii v jednotlivych vrstvach spolo¢nosti. Dsledkom st dva protichodné vysledky. Na jednej strane
nové média podporuju osobitost jednotlivca tym, Ze ponukaju myslienky, ktoré zodpovedaiju jeho zaujmom;
na druhej strane odstranuju bariéry v Sireni myslienok a zvykov, o vedie k univerzalnej asimilacii a rovnakosti.
Skratka Cooly vidi média ako nastroje podporujuce zaroven individualnost i konformnost.

Cooly hovori, Ze nové média maju rovnaké typy Ucinkov ako interpersonalna komunikacia. Vychadza
z premisy, Ze prave komunikacia z nas robi [udi a Ze je potrebné odstrariovat bariéry, ktoré nas separuju ako
jednotlivcov, komunity, rasy a nérody, aby sme pochopili, Ze aj ked vyzerame, obliekame sa alebo koname
odliSne, sme stale velmi podobni. (Cooly, 1909, 184)

Moderny zivot v priemyselnej spolocnosti pre mnohych znamenal stratu tradicného spolocenstva a de-
mokracie. Pre beznych obCanov zivot v takejto spolocnosti prindSal mnozstvo problémov. Vydavatelia tlace
na tlto situdciu reagovali zmenou obsahu svojich novin, ked namiesto newspapers zacali ponukat usepapers
(Uzitkové noviny), Cize prinasali informéacie, ktoré pomahali Gitatelom zvladat problémy kazdodenného Zivota.
Vedci a politici hladali rieSenia, diskutovali o pric¢inach daného stavu. Novinar Walter Lippman ako prislugnik
Skoly pragmatizmu povazoval masy za chronicky neschopné sebaovladania. Podporoval obmedzent demok-
raciu a vladu expertov. Dewey ako obhajca priamej demokracie s nim nesuhlasil.

Perry (2002, 15) hovori, Ze Dewey a Lippmann vytvorili pre medialny vyskum razcestie. Vacsina vy-
skumnikov sa vydala po Lippmannovej ceste, aj ked niektori sa pokusali kombinovat myslienky obidvoch.
Nepreberné mnoZstvo literatlry oznacuje Lippmannovu knihu Verejna mienka z roku 1922 za z&kladnu précu
medialneho vyskumu. Naproti tomu boli Deweyho myslienky prili§ vysoko nad horizontom, aby odborna verej-
nost rozpoznala ich ¢asto nepriamy vplyv na americky vyskum médii.

V/ sticasnosti sa Dewey povazuje za jedného z prvych americkych teoretikov komunikécie. Podla Deweyho
je komunikacia zakladnym prostriedkom na vytvaranie spolo¢ného symbolického prostredia, ktoré je potreb-
né pre funkénu demokraciu, v ktorej masy dokazu udrZat politické a vedeckeé elity v kontakte s ich problé-
mami. To znamena, Ze moderna demokracia si vyZaduje slobodné média, schopné Sirit vysledky vedeckého
a spolocenského experimentovania medzi obyCajnym fudom, ktory zasa moze expertom odhalovat skryté
problémy svojho Zivota, ,redlny” Zivot. Takyto transakény dialdg moze maximalizovat praktickd aplikaciu vy-
sledkov vedy a pomahat pri vytvarani zmyslupinej demokracie (Perry, 2002,16).

V Case, ked Dewey vyjadroval svoje nadeje a Lippmann svoju skepsu, mnohi sa médii priamo obavali.
Pocas prvej svetovej vojny sa Siroko uplatriovali techniky presviedcania a propagandy. Po vojne sa o ko-
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munikaciu a propagandu zacali zaujimat aj socialni vedci, ktori propagandu v tych ¢asoch hodnotili ako
¢innost, pri ktorej moZe byt Usilie presviedcat prospesné pre presviedcajluceho, ale nemusi byt prospesné
pre presviedéaného (Perry, 2002, 17). SirSie definicie propagandy zahfiiali vietky formy presvedcova-
cej komunikacie. Medzi tymi, ¢o skumali propagandu, bol politicky vedec Harold Lasswell, odchovanec
pragmatizmu. V tom Case tento zakladatel medialneho vyskumu Cerpal z mySlienok Deweyho, Freuda,
Lippmanna a dokonca aj Marxa.

Lasswellov model komunikécie vSak nebol demokraticky v Deweyho zmysle, ale zobrazujuci komuni-
kaciu vertikalne zhora nadol. NavySe bol manipulacny. Podobne ako Lippmann, ani Lasswell sa celkom ne-
vzdaval demokracie, ale uprednostfioval politiku prevencie, v ramci ktorej terapeuticki socialni vedci radia
elitdm ako preorientovat myslenie ludi v snahe ovladat politické konflikty (Perry, 2002, 17). Hoci by stcasni
vyskumnici sotva popisovali vplyv propagandy tak dramaticky ako to urobil Lasswell, predstava, Zze medialne
obsahy prispievaji k homogenizacii myslenia publika, je dost frekventovana aj v su¢asnosti. Nasla podporu
aj v niektorych novsich teoriach, napriklad aj v Spirale mi¢anie nemeckej vyskumnicky a teoreticky Elisabeth
Noelle-Neumannovej.

2. Prvé empirické vyskumy o silnych uc¢inkoch médii

Pociatky empirického vyskumu masovej komunikacie siahaju do 20. rokov a suvisia s ¢innostou
Chicagskej Skoly, ktora rozvijala u¢enie Deweyho a Jamesa. Roberta Parka, byvalého novindra, mozno pova-
Zovat za prvého teoretika masovej komunikacie. Park teoretizoval o vztahoch média - masy - verejnd mienka
- socidlna kontrola, pricom anticipoval viaceré myslienky neskorsej tedrie masovej komunikacie ako hlavné
funkcie masovej komunikacie alebo nastolovanie agendy.

2.1. Chicagska skola

Literatura o zaciatkoch systematického vyskumu masovej komunikacie v Spojenych Statoch sa velmi
Casto sustreduje na ,otcov zakladatelov* (Lewin, Lasswell, Lasarsfeld a Hovland) a neraz nie celkom dosta-
tocne oceriuje vyznam Chicagskej Skoly. Ten spocival predovSetkym v tom, Ze tato Skola:

e poskytla fyzicky priestor (univerzitu) pre vyskum a teoretické badanie;

e mala socialny (spolo¢ensky) vyznam - zaoberala sa skimanim socialnych problémov v USA;

e mala empirickd dimenziu;

e v centre jej pozornosti bola ludska komunikacia, komunikaciu chapala ako fudsku interakciu: komu-

nikacia je vymena symbolov a ich vyznamov; ludia si uvedomuiju svoju identitu v interakcii s inymi;
[udia konstruuju vyznamy prostrednictvom interakcie s inymi;

* etnograficky pristup;

e pociatky vyskumu medialnych tcinkov;

e uplatnenie pozitivizmu (pozitivne poznanie je zaloZzené na empirickom skumani prirodze-

nych javoy, ich vlastnosti a vztahov, pricom realne pozitivne fakty mozno ziskat pozorovanim
a experimentom).
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Hlavny predstavitel tejto Skoly Robert Park sa o rozvoj vyskumu a tedrie zasluzil najma tym, Ze:

» definoval komunikaciu ako ,socialno-psychologicky proces, pomocou ktorého je jednotlivec schopny
predpokladat postoje a stanoviska inych®;

e uskutocnil prvy vyskum obsahu novin, publika a vlastnickej Struktary (1922 - Immigrant Press and

its Control - Pristahovalecka tlac a jej kontrola), v ktorej nastolil viacero doleZitych otazok:

Ako medialny obsah ovplyvriuje verejni mienku (agenda setting)?

Ako verejna mienka ovplyviiuje masové média?

M6Zu masové média sposobit spolocenski zmenu?

Ako interpersonalne vztahy ovplyviuju masovokomunikacné procesy (gatekeeping - funkcia otvara-

C¢a dveri v redakénom procese selekcie)

Chicagska Skola ma vyznam aj pre sti¢asnost, pretoze:

e predstavuje absolutne prvé pociatky systematického skimania masovych médi;

e reprezentuje Studium mestskej etnografie a ,,deviantnych® subkultar;

e je predchodcom kultirnych Studii;

* jej vedecka praca mala spolo¢ensku bazu - progresivizmus;

e stala sa vychodiskom pre interpretacné sSkoly - ako si publikum z médii konStruuje vyznamy - sub-

jektivne interpretacie - etnometodoldgiu.

Chicagska Skola bola ovplyvnena kultirnymi, spolo¢enskymi, ekonomickymi a technickymi realiami
kazdodenného Zivota, Cize rychlym rozvojom masovych médii, postupujicou urbanizaciou, prechodom od ru-
ralnej k industridlnej ekonomike, pristahovalectvom do USA a pristahovalectvom do velkych miest, novymi
socialnymi hnutiami (prva feministickd vina, reformné hnutie a pod.), expanziou na z&pad, dozrievanim prie-
myselnej kapitalizacie a pod. Nie je preto prekvapujlce, Ze vyskumy tejto Skoly boli zamerané na pochopenie
tychto spolocenskych zmien.

w2

2.2. lyskumy Payneovej nadacie

Niektoré z prvych empirickych vyskumov podla Perryho (2002, 19) potvrdzovali predpokladané silné
cinky médii. Takymi boli napriklad vyskumy Payneovej nadacie, ktoré koncom 20. a v priebehu 30. rokov
minulého storocia skimali vplyv filmov na deti. Medzi vyskumnikmi bol socioldg Chicagskej univerzity Herbert
Blumer, zastanca kvalitativnych metod a ziak Herberta Meada, popredného pragmatického filozofa tych Cias.
Pomocou kvalitativnych i kvantitativnych technik, napriklad pripadovych $tudii, Payneova nadacia poskytla
argumenty tym, ¢o sa obavali vplyvu médii. Rovnako prispeli k naslednému zavedeniu prisnejSej regulacie
filmovej produkcie, ktora pretrvala az do 60. rokov.

V roku 1928 sa Motion Picture Research Concil (Rada pre vyskum filmu) rozhodla skumat, aké ucinky
maju filmy na deti. Umoznil jej to grant Payneovej nadacie, zasluhou ktorého mohla Rada zaangazovat skupinu
najznamejsich socialnych vedcov a poverit ich sériou vyskumov zistovat rézne aspekty potencialnych tcinkov
filmov na deti. (Downing, 2004, 186)

Vacsina vyskumnikov zaujala celkom prakticky postoj a snazila sa dokumentovat ¢inky média, ktoré
sa za tridsat rokov stalo vyznamnym priemyselnym odvetvim v Spojenych Statoch, ale aj v inych regidnoch
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sveta. \yskumy ukazali, Ze deti i dospeli sa z filmov dokazu utit. Cast toho, o sa z filmov dozvedia, si dokézu
zapamatat a udrzat v pamati pomerne dlihii dobu (tyZdne i mesiace) a Ze nauc¢ené obsahy dokazu v nich
vyvolavat emocionalne reakcie. Tieto vyskumy objavili Ucinky, ktoré sa neskor nanovo objavovali v neskorsich
vyskumoch rozhlasovych posluchacov a televiznych divakov, ako napr. ,spiace U¢inky“, chybné pochopenie,
napodobnovanie pozitivnych a negativnych medialnych vzorov, vyvojové rozdiely v chapani a uceni a pod.

Konstatovanie, Ze CastejSia navstevnost filmovych predstaveni sdvisi s poklesom moralky, delikventnym
spravanim, nizSou inteligenciou a mnozstvom dalSich faktorov, nastolilo pre vyskumnikov otazku: Sposobuje
extrémna navstevnost filmov spravanie, ktoré Skodi dobrej povesti alebo deti s horSou povestou chodia ¢astej-
Sie do kina? Treba povedat, Ze tato otazka priciny a nasledku sa stala ¢ervenou nitou vyskumu Gcinkov médii
natrvalo (Charters 1933, v-vii).

Vlyskumnici v tom ¢ase (ale ani neskor) nevedeli na tito otazku odpovedat. Dospeli k zaveru, Ze tu nejde
o jednoduchy vztah priciny a nasledku, ale o vztah vzajomnej zavislosti: Filmy maju urcity (negativny) vplyv
na deti, ale deti, ktoré su najviac vystavené vplyvu zlych filmov, patria medzi problémové deti. AvSak podstat-
nym prispevkom vyskumov Payneovej nadécie bola zistenie, Ze deti i dospeli sa z filmov doké&zu ucit a Ze osvo-
jené vedomosti maju vplyv na ich Zivot. Aj ked vyskumnici nedokazali presnejSie Specifikovat Ucinky, ukazalo
sa, Ze ide 0 zloZity proces, ovplyviiovany pocetnymi faktormi.

2.3. Rozhlasova éra

V Case, ked sa publikovali zistenia z vyskumov Payneovej nadacie, uz nastupovalo na americku medialnu
scénu nové médium - rozhlas. O rychlosti Sirenia sa nového média svedci niekolko Gisel. V roku 1922 ame-
ricky Urad pre normy (Bureau of Standards) odhadoval, Ze (po dvoch rokoch vysielania) mé rozhlasové vysie-
lanie takmer milion posluchacov. V roku 1924 to uz bolo 5 miliénov, v roku 1926 20 miliénov a v roku 1927
26 milionov. Séitanie ludu v roku 1930 ukazalo, Ze rozhlasovy prijimac vlastni 12 milionov (40 %) americkych
domacnosti a o tri roky neskor 16,8 miliona domacnosti. To znamenalo, Ze trinast rokov po zacati vysielania
mal rozhlas v USA vySe 60 milionov posluchacov (Hyde, 1996, 460).

N rozdiel od tlace (novin a ¢asopisov), ktorej ¢itanost sa dala pomerne jednoducho vyvodit z predaja
(aj ked aj tu treba pocitat s tym, Ze jednotlivé exemplére novin alebo ¢asopisov mézu mat rozdielny pocCet
Citatelov), publikum rozhlasu bolo nezname. Zacali preto vznikat vyskumné agentury, ktoré zistovali rozsah
a Struktaru posluchacov jednotlivych rozhlasovych stanic, resp. urcitych konkrétnych programov, aby zada-
vatelia reklamy vedeli, kolkych potencialnych posluchacov dokazu oslovit (Downing, 2004, 187).

Zasluhou neobycajne prudkého rozvoja sa rozhlas spolu so starSimi médiami stal predmetom skimania
trendov v americkej spolocnosti, ktoré inicioval prezident Hoover. Rozsiahle skimanie sa dotykalo roznych
aspektov spolocenského Zivota a nechybalo ani skimanie médii a v ramci nich aj rozhlasu. V sprave Recent
Social Trends in the United States (Sucasné spolocenské trendy v Spojenych Statoch) z roku 1933 sa analy-
zoval spolocensky vyvoj USA v dvadsiatych rokoch a v stvislosti s vplyvom rozhlasu sa v nej hovorilo o viac
ako 150 roznych Gc¢inkoch tohto média. Aspon tak to prezentovali socioldgovia W. F. Ogburn a S. C. Gilfillan,
ktori okrem iného poukazovali na velké potencialne moznosti rozhlasu v rozvoji kultlry, vzdelanosti a spolu
s ostatnymi médiami aj vo vytvarani homogénnosti verejnosti. Rovnaka reklama, rovnaka interpretacia sprav,
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rovnaké pesnicky, rovnaky spdsob prejavu, rovnaké klisé Sirené radiovymi vinami do kazdého kuta krajiny,
mesta i vidieka - to musi zanechat nejaké stopy.

V roku 1935 vysla kniha Hadleyho Cantrila a Gordon Allporta The Psychology of Radio, ktora sa pokusala
vysvetlit niektoré ucinky rozhlasu, spominané v sprave Recent Social Trends, ale aj zhrnut dovtedajSie poznat-
ky 0 tomto novom médiu. Autori dospeli k zaveru, Ze zmes osobnych a neosobnych charakteristik tohto média
moZe vyvoldvat unikatne spolocenskeé Ucinky.

Autori hovoria, Ze viaceré trendy, vyvolané predchadzajucimi médiami, sa zasluhou rozhlasu urychlili
a rozsirili. Svet sa stal mensim. Cas, za ktory sa nejaka udalost stane znadmou verejnosti, sa skratil. Snaha
0 vySSiu Uroven Zivota narastla rozsirenim a spristupnenim poznatkov o svete. AvSak rozhlas ako nové médium
priniesol aj niektoré Specifické ucinky. V porovnani s inymi médiami dokaze zasiahnut vacsSie mnozstvo ludi
na vacsiu vzdialenost, zaroveri ich moZe oslovit okamzite a za nizsie naklady. Zasluhou zvlastnej kombinacie
osobnych a neosobnych charakteristik vytvara novy vztah ku komunikatorovi i recipientovi. Tieto okolnosti mu
dodavaju originalny charakter a vyvolavaju Gcinky, ktoré sa odliSuju od cinkov starSich prostriedkov komuni-
kacie. (Cantril - Allport, 1986, 19)

Medzi tymito Specifickymi G¢inkami autori spominaju velké moznosti rozhlasu v oblasti vzdelavania
(moznost vzdelavat aj negramotnych), hudby, dramatického umenia, nabozenstva, politiky, spravodajstva,
jazyka, vychovy deti, ale aj povolania. Pochopitelne, nevynechavaju ani negativne tcinky, ktort v spoloc-
nosti vzbudzovali obavy.

Obavy z médii podporili aj dosledky znameho vysielania rozhlasovej hry Vojna svetov H.G. Wellsa,
ktoré pre CBS reZijne pripravil herec Orson Welles, neskor znamy aj ako filmovy rezisér. Udaje o tom,
aku paniku vyvolala hra, ktora sa vysielala ako priamy prenos katastrofickej udalosti - invazie z Marsu,
sa rozchadzaju. Perry (2002, 19) uvadza, Ze hru si vypoculo asi 6 milionov posluchacov, z ktorych 1
milién pochytila panika. Iné zdroje hovoria o vdaéSom mnozstve posluchacoyv, ale iba o malom poéte ludi,
ktori spanikarili. Boli to najma ti, o premeskali zaciatok vysielania, v ktorom bolo jasne povedané, ze
ide o rozhlasovu hru.

Casta rozpornost tychto prvotnych empirickych vysledkov pramenila z nedokonalych vyskumnych metod
a technik. Ale urc€itt Ulohu tu zohrévala aj skutocnost, Ze vyskum sa neraz daval do sluzieb politiky a biznisu.
Tak to bolo najmé pocas druhej svetovej vojny, ale aj v obdobi studenej vojny, ked vyskumnici hladali nastroje
psychologickej vojny vedenej Spojenymi Statmi. Vyskum Casto financovali vojenské a Spionazne agentdry.
Napriklad pocas druhej svetovej vojny viacero vyskumov financovala CIA. Na druhej strane medialny vyskum
Zil z komerénych objednavok alebo z nadacii, ktoré financovali velké podniky alebo milionari ako John D.
Rockefeller. Dokonca aj taky velikan medialneho vyskumu ako bol Paul Lazarsfeld, prijal peniaze od tabakovej
spoloc¢nosti, aby skumal priciny, preco ludia fajcia.

2.4. Medialny vyskum pred vojnou, cez vojnu a po vojne
Kratko pred vypuknutim druhej svetovej vojny Rockefellerova nadacia zvolala viacerych vyskumnikov,

aby diskutovali o buddcom financovani vyskumu. Ale velmi rychle sa pozornost skupiny ststredila na otazku,
ako by vlada mohla vyuzit masovi komunikaciu na zvladanie problémov bliziacej sa vojny. Vzhladom na zlé
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skusenosti verejnosti s propagandou v prvej svetovej vojne a rozsireny pocit izolacionizmu sa Rooseveltova
vlada v tom ¢ase nebola ochotna tymito otazkami zaoberat (Perry, 2002, 22).

V skupine vedcov boli aj Lasswell a Lazarsfeld, ktori povazovali vytvaranie nazorovej konformity za hlavny
vyskumny problém. Treba dodat, Ze aj ked iSlo 0 vojnové obdobie, tieto nazory sa netykali iba problémov
spolo¢nosti pocas vojny, ale povaZovali sa za rovnako dolezité pre modernt spoloénost aj v rokoch relativneho
pokoja (Perry 2002, 23).

V obdobi pred druhou svetovou vojnou v Spojenych Statoch vznikli dve vyznamné centra vyskumu maso-
vej komunikécie: Indtitat pre uzité socidlne vedy na Columbijskej univerzite v New Yorku a neskor Intitut pre
vyskum komunikacie na Yalskej univerzite, vedeny Carlom Hovlandom.

Sociologicky zamerana skupina, sustredena okolo Lazarsfelda na Columbijskej univerzite, sa zamerala
najma na vyskum posobenia rozhlasu v politickych kampaniach. Vacsina tychto vyskumov sa zaoberala otaz-
kou, ¢i a za akych podmienok moZe masova komunikacia vplyvat na zmenu nézorov a postojov a ako sa tieto
zmeny daju vyjadrit a merat. Postojové zmeny z hladiska komunikacie sa prvykrat skimali v roku 1940 v Erie
County, americkom mestecku v State Ohio. (Lazarsfeld, 1948)

V tomto vyskume sa prvykrat ukazal prekvapujico maly vplyv masovych médii na rozhodovanie volicov.
Zaroven sa ovela intenzivnejSie, ako sa predpokladalo, prejavil osobny vplyv. Lazarsfeld sam o tom hovori:
Ziskali sme dojem, Ze [udia pri svojich politickych rozhodnutiach st viac ovplyviiovani osobnymi kontaktmi
s inymi ludmi - ¢lenmi rodiny, znamymi, susedmi a spolupracovnikmi - ako masovymi médiami.

Tuto domnienku potvrdilo mnozstvo dalSich vyskumov (Katz, Lazarsfeld, 1955; Katz, 1957, 61-78;
Goeke, 1961; Van den Ban, 1964, 237-249), ktoré vyrazne narusili dovtedajSiu predstavu o magickej ucin-
nosti masovych médii a ich priamom pdsobeni a svojim konceptom o dvojfazovom roku komunikacie zaroven
poukéazali na vyznam interpersonalnej komunikéacie pri ovplyviiovani nazorov a postojov a na Specialnu tlohu,
ktort v tomto procese hraju tvorcovia nazorov - ,opion leaders”.

| ked hypotéza o dvojstupfiovom toku komunikécie presla v neskorsich vyskumoch viacerymi modi-
fikaciami, zostava dodnes jednym z najvyznamnejSich teoretickych prispevkov sociologického vyskumu
masovej komunikacie.

Socialno-psychologicky orientovana skupina americkych vyskumnych pracovnikov, vedena
Hovlandom, sa zamerala na skimanie ¢inkov propagandy a vobec presvedcovacej komunikacie na zme-
nu nazorov a postojov pomocou laboratérnych experimentov, v ktorych sa snazila zistit jednotlivé faktory
vplyvu. Skimal sa jednak vplyv rozlicnych vlastnosti obsahu a formy vypovede (spdsob argumentacie,
robenie zaverov, usporiadanie vypovedi alebo prvkov vypovede, intenzita hrozby a pod.), dalej vplyv cha-
rakteristickych znakov komunikatora (hodnovernost, prestiz atd.) i vplyv osobnostnych faktorov recipienta
(inteligencia, pévodna postojova Struktira a pod.).

Vlysledkom tychto vyskumov st najmé rozne tedrie (tedria rovnovahy, teéria kongruencie, tedria kogni-
tivnej disonancie), ktoré v podstate vSetky vychadzaju z domnienky, Ze ludia sa usiluje o ,konzistentnu*,
Jrovnovaznu““ ¢i ,symetrickd” postojovu Strukturu. Preto akékolvek vonkajSie vplyvy, ktoré vyvolavajl
ujednotlivea kognitivnu alebo emotivnu disonanciu, vzbudzuiju zaroven snahu po rovnovahe. Tieto vyskumy
ukazali, Ze nie vypoved masovej komunikdacie, ale osobnostné a socialne faktory maju rozhodujuci vplyv
na ucinky masovej komunikacie.
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Pocas druhej svetovej vojny sa zintenzivnili pred vojnou zacaté experimentéalne vyskumy propagandy.
Hovland a spol. skiimali aj vplyv filmov na zlepSenie moralky vojakov a ich ochoty bojovat. ISlo o sériu siedmich
filmov ,Preco bojujeme*, ktoré na objednavku ministerstva obrany nakrdtil znamy rezisér Frank Capra.

Film sa stal tym vyvolenym médiom, ktoré malo presvedcit Americkych regritov, aby vstupovali do armé-
dy, vojakov, aby boli ochotni bojovat a verejnost, aby prekonala tradiény americky izolacionizmus. Bol to prvy
pokus masivnou kampariou ovplyvnit pomocou filmu verejnd mienku v USA. Film vybrali odbornici preto, Ze to
bolo audiovizualne médium, ktoré malo nesporné vyhody oproti rozhlasu a tlaci.

2.5. Medialny vyskum sa osamostatriuje

Formovaniu sa vedecko-vednej discipliny pomonhli aj dalSie skuto&nosti. Riaditefom Skoly novinarstva
lowskej Statnej univerzity sa stal Wilbur Schramm, ¢lovek s pestrym vedeckym pozadim. Aj on cez prvu sve-
tovl vojnu pracoval vo vladnej propagandistickej agenture a pomahal pisat niektoré z prihovorov pri krbe,
ktorymi sa prezident Roosevelt prihovéral rozhlasovym posluchacom.

Prihovory pripravoval tim pracovnikov Bieleho domu. Na priprave sa podielali Uradnici ministerstiev,
kabinetu a osobni poradcovia bez oficialnych pozicii. Kazda skupina pripravovala informacie, ktoré sa zlie-
vali k hlavnej skupine, ktora mala za dlohu skladat informécie dohromady. Cas a dévod kazdého prihovoru
bol dokladne premysleny. Nikdy sa kvéli prihovoru nemenil hlavny program a nikdy sa nepripravoval, ak
na to nebol vazny dovod. Stab po celej krajine monitoroval podmienky, ktoré by mohli ovplyvnit sledova-
nost. To si vyzadovalo poznatky o rozhlasovom publiku. Stab tiez vyuZival vysledky vyskumov verejnej mien-
ky, aby vedel, ako prisp6sobit prezidentove prihovory poZiadavkam masového publika (Ryfe, 1999, 91).

Schramm podla Perryho (2002) reprezentuje odchod vyskumu masovej komunikécie z lona ,rodnych
disciplin“ - psycholdgie, socioldgie a politologie - a vytvorenie samostatnej, autonémnej vedecko-vyskumnej
discipliny, ktora sa uz neoznacovala socioldgia alebo psychologia masovej komunikacie, ale masovokomuni-
kacny vyskum (mass communication research), pripadne medialny vyskum (media research). Schrammov
vyskumny zaber bol mimoriadne Siroky - siahal od vyskumu deti a televizie az po Ulohu médii v rozvojovych
krajinach. Preto niektori autori tvrdia, Ze urobil pre medialny vyskum a teoriu viac, ako ktorykolvek iny vy-
skumnik. Zalozil dva ustavy komunikacéného vyskumu (a pomahal zaloZit treti), napisal mnoZstvo zakladnych
knih z oblasti tedrie a vyskumu, ale aj vyucil armadu nasledovnikov, ktori sa ako prvi mohli povazovat za vy-
skumnikov masovej komunikécie na piny Gvazok (Perry, 2002, 24).

Schramm bol presvedceny, Ze tradi¢na novinarska Skola v lowe by mala vychovavat nielen praktickych
novinarov, ale aj vyskumnikov s doktoratmi. Zaviedol v USA prvy doktorandsky Studijny program s takymi pred-
metmi ako tedria masovej komunikacie alebo vyskumné metddy. Neskor sa stal Ustrednou postavou takychto
programov na lllinoiskej univerzite a Stanfordskej univerzite.

2.6. Studena vojna a propaganda

Ked sa po vojne rozvinula propagandisticka kampari proti komunizmu, Lasswel napino zapojil vyskum
do sluzieb propagandy. Praca politickych vedcov (politologov) mala dve dimenzie. Jedna sa sustredovala



102 Global Media Journal

na politické procesy a mohla posluzit napriklad priich racionalizcii. Druhd smerovala na zlepSovanie konkrét-
neho obsahu informacii a interpretécii dostupnych vykonavatelom politiky. V 50. a 60. rokoch sa z masovo-
komunika¢ného vyskumu stala podia Perryho (2002, 25) politicka veda par excellence, ktora fungovala ako
zbran v studenej vojne.

Lazarsfeld po vojne pokracoval vo svojom vyskume. V Decature (lllinois) konkretizoval a overoval hypo-
tézu o dvojstupnovom toku komunikacie. Tento vyskum sa primarne koncentroval na konzumné spravanie
sa Zien a jeho vysledky priniesla kniha Osobny vplyv (E. Katz a P. Lazarsfeld, 1955). Vyskum sa uskutocnil
na podnet jedného vydavatela Casopisu, ktory mal v imysle prildkat bohatSie Citatelky. Zaujimavym poznat-
kom vyskumu bolo zistenie, 7e vodcovstvo nazorov v jednotlivych sférach sa prekryvalo iba malo. Zeny, ktoré
boli vodkyne nazorov v oblasti médy, nemuseli byt nutne na rovnakej pozicii v oblasti politiky.

3. Prehodnotenie limitovanych ucéinkov

Myslienka o limitovanych G¢inkoch médii mala vazne dosledky pre medialnu politiku. Na jednej strane
umoziovala viac liberalny pristup k medidlnym obsahom, pretoZe ak média maju maly vplyv, netreba sa ich
obsahu obavat. Na druhej strane myslienka o slabych tcinkoch by mohla zni¢it ekonomickd bazu amerického
medialneho priemyslu. Keby ju zadavatelia reklamy brali vazne, média by si museli hladat iné zdroje financo-
vania svojej ¢innosti.

Takéto konStatovanie zéroven ohrozovalo samotnd pracu vyskumnikov, pretoze ich praca sa takto ja-
vila ako malo doleZita. Naco Studovat média, ak st malo Gcinné? Niektori to aj takto pochopili a vratane
Lazarsfelda samotného koncom patdesiatych rokov opustili medialny vyskum a presedlali na perspektivnejsie
(komercné) vyskumné oblasti.

Moderni vyskumnici zacali povazovat silné i slabé (c¢inky médii za dve krajnosti. Viaceri sa domnie-
vali, ze pravda lezi niekde v strede. Respektive, pravdivé moze byt tvrdenie, Ze média maju niekedy
silné, inokedy zasa slabé ucinky. Napriek tomu sa javi ako nevyhnutné zodpovedat otazku, preco sa
mySlienka o limitovanych ucinkoch natolko ujala. Jednou z moznosti je, ze to spdsobili U¢inky médii
na vyskumnikov.

Noelle-Neumannova (1983) svojho ¢asu napisala, Ze Lazarsfeld jej koncom 60. rokov povedal, Ze opus-
til komunikacny vyskum pre medialny tlak, ktory zasahoval do jeho préace. Publikované vysledky o vyskume
v Erie County podla nej odrazali isti mieru vedeckej samocenzury. Ini tvrdia, Ze neskorsi vyskum v Decatur
0 konzumnom spravani sa Zien bol v rozpore s hypotézou o dvojstupfiovom toku komunikacie a skor potvrdzo-
val silné Ucinky médii. V tom vSak nebol problém. Ten nastal az Klapperovou ,zasluhou®, ktory zovSeobecnil
poznatky o limitovanych ucinkoch a pri nastupe televizie predpovedal podobné Gcinky aj televizi.

Dokonca sa objavuju aj nazory, Zze samotné média podporovali tedriu limitovanych dcinkov, lebo mali
zaujem, aby sa vyhli prisnejSej Statnej regulacii. Ale ¢o potom tato téza znamenala pre zadavatelov reklamy,
pre ktorych je tato tedria malo prijatelna? Pozoruhodné na celej veci je, Ze americki vedci vobec pripustaju
moznost takéhoto zasahovania do vyskumu.

Je pravda, a potvrdilo sa to aj v mnozstve naSich domdcich vyskumov, Ze postoje a spravanie publika
ovplyviuje mnozstvo faktorov. Nie su to len zékladné socio-demografické znaky ako vek, pohlavie, vzdelanie,
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velkost bydliska, ale aj rézne vlastnosti osobnosti pocnuc inteligenciou a mierou empatie konciac. NavySe
v modernej spolo¢nosti je intenzivne vyuzivanie médii charakteristické pre vSetky vrstvy obyvatelstva, ¢o zna-
mena, Ze vyskumnici porovnavaju postoje a spravanie sa [udi, ktori vyuZivaji média takmer rovnako. Vzhladom
na to maju tendenciu ucinky média zoslabovat.

Model limitovanych tcinkov masovej komunikacie vyvolaval v mnohych pesimizmus, pretoze zasadnym
spdsobom relativizoval vplyv médii a nevedel odpovedat na naliehavé otézky laickej i odbornej verejnosti.
Velmi vyrec¢né to bolo vo vztahu k medialnemu nasiliu. Ale aj v inych vyskumnych oblastiach neprinasal vy-
skum jednoznacné odpovede, ale velké mnoZstvo neraz rozporuplnych poznatkov.

Teoria o limitovanych Gcinkoch médii zasluhou Lazarsfelda ovladla medialny vyskum na dve desatroGia.
Poznatky o Ucinkoch zovSeobecnil veduci vyskumu v CBS Joseph Klapper (1960, 5).

Klapper (1957-1958, 455) v tejto suvislosti upozoriiuje na to, Ze tazisko zdévodiovania Ucinkov sa pre-
sunulo na predispozicie publika a jeho selektivny pristup k médiam a ich obsahom. Postupne pribudali dalSie
intervenujuce premenné - rozne aspekty kontextualnej organizacie; predstava publika o zdroji; Casovy odstup
od prijatia vypovede; skupinové orientdcia recipientov a stuperi ich zhody s hodnotami skupiny; aktivita tvor-
cov nézorov, socidlne aspekty situdcie pred a po sledovani médii; osobnostné vzorce recipientov; ich prislus-
nost k socialnej triede; Uroven frustracie a mnozstvo dalSich. Takmer vSetky aspekty Zivota ¢lenov publika
akultury, v ktorej prebieha komunikacia, sa prezentovali ako faktory ovplyvriujuce ucinky médii. A to sposobilo
absolutnu relativizaciu tcinkov v stlade s tym, ¢o Berelson vyhlasil uz v roku 1948: ,UrCity druh komunikacie
na urcitt tému, puta pozornost urcitych ludi a za urcitych podmienok méa urcity druh Gcinkov.” (Berelson 1948,
172, podla Klapper 1957-1958, 455)

3. 1. Uses and gratification

Do kategorie vyskumnych pristupov, ktoré podporovali predstavu o limitovanych Gcinkov patril aj
smer, ktory sa oznacuje ,uses and gratification (uzivanie a UZitok) a ktory patri do sféry funkcionalis-
tického smeru medialneho vyskumu. Vychadzal z predstavy, Ze recipienti pristupuju k sledovaniu médi
selektivne a vyberaju si z nich predovSetkym obsahy, ktoré zodpovedaju ich potrebam. Aj ked zoznam
UZitkov, ktoré su vysledkom sledovania masovych médii, nepredstavuje funként analyzu v klasickom
slova zmysle.

Podla Klappera (1963, 517) chybou komunikacného vyskumu bolo, Ze ¢asto si kladol dichaotomické otaz-
ky typu: ,Vyvolava zobrazovanie nasilia v médiach delikvenciu mladistvych? Ano alebo nie?“ alebo ,Znizujl
masové média vkus publika? Ano alebo nie? A ak nie, zjiemiiuju vkus? Ano alebo nie?“ A vyskum priniesol iba
malo jednoznacnych odpovedi. Za to si komunikacny vyskum nevyslizil pochvalu verejnosti. Na priCine boli
evidentne zle polozené otazky.

a.  Po prvé, takto formulované otazky natili vyskumnikov pokracovat v uplatiovani paradigmy o pria-

mom posobeni (pric¢ina - Ucinok) médii, aj ked uz boli presvedceni, Ze je neadekvatny.

b.  Podruhé, vyskum tychto otazok priniesol mnozstvo odpovedi, ktoré by si vyZadovali integraciu. Podla

Klappera vyskumy uzivania a Uzitkov z médii mozu prekonat tieto tazkosti a spolahlivo urcit rolu
masovej komunikacie v zivote jeho publika.
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Vyskum uZivania a Uzitkov moze zodpovedat mnozstvo otazok na tému, na ¢o vyuzivajd fudia obsahy ma-
sovych médii. Ale ¢o s tymito odpovedami?, pyta sa Klapper. Na ¢o a komu mozu poslizit? Aku hodnotu ma
informacia, Ze rozhlas je pre Zeny v domacnosti spojivom s vonkajsim svetom? Takéto odpovede nam hovoria
viac 0 Zenach ako o rozhlase. Odpoved: toto je socialne a nie medialne orientovany vyskum. Pravda je vSak taka,
Ze ludia moZno vedia formulovat 0Zitky, ktoré im prina$aji média, ale nevedia formulovat poZiadavky na média.

Klapper (1963,520) dalej upozorfiuje, Ze je potrebné Specifikovat funkcie podla toho, ¢i ide o funkcie
médii, ur¢itych medialnych obsahov alebo funkcie komunikacie bez ohladu na obsah.

Na tento problém sme upozornili v praci Teoreticko-metodologické vychodiska vyskumu Zurnalistiky
a masovej komunikacie (Brecka, 1987), kde sme jasne zdoraznili, Ze je nutné rozliSovat medzi funkciami
komunikéacie a komunikovanej informacie.

Ked Bernard Berelson v roku 1959 hodnotil predchadzajlcich pétdesiat rokov medialneho (komunikac-
ného) vyskumu, dospel k zaveru, Ze v tomto vyskume mozno identifikovat Styri velké Skoly a Sest mensich Skol
alebo smerov. Prvé Styri reprezentovali ,otcovia zakladatelia“ medialneho vyskumu:

1. Harold Laswell zastupoval vyskum orientovany predovSetkym na politické aspekty masovej komu-
nikécie videné v SirSich politicko-historickych suvislostiach. Zaoberal sa médiami ako nastrojmi
propagandy a politickej moci. Zaciatkom tridsiatych rokov minulého storocia skimal média z pozi-
cie politickej vedy. Jeho reprezentativnymi publikaciami si World Revolutionary Propaganda a The
Language of Politics.

2. Paul Lazarsfeld sa koncom tridsiatych rokov sustredil na empiricky vyskum kratkodobych ucinkov
médii, najm na ich vplyv vo volebnych kampaniach. Uginky médii skimal z pozicie socialnej psy-
choldgie a socioldgie.

3. Kurt Lewin sa koncom tridsiatych rokov venoval neformalnej spolocenskej komunikéacii ked skumal
osobné vztahy v malych skupinach a z pozicii experimentalnej a socialnej psycholdgie skumal G¢inky
komunikacie. Jeho reprezentativnym titulom je Informal Social Communication.

4. Carl I. Hovland sa zaCiatkom Styridsiatych rokov ststredil na psychologickl analyzu medialnych
Ucinkov. Skumal vplyv propagandy resp. presvedcovacej komunikacie pomocou metod experimen-
talnej a socialnej psychologie. K jeho najznamejSim pracam patria Communication and Persuasion
a Experiments in Mass Communication.

Dalie smery alebo vyskumné orientacie &i pristupy neboli podla Berelsona natolko vplyvné, aj ked im

neupieral dolezitost:

1. Reformisticky pristup reprezentovany Komisiou pre slobodu tlace, ktora sa zaoberala organizaciou,
Struktlrou a kontrolou masovych médii najma z hladiska verejnej politiky.

2. Sirsi historicky pristup reprezentovany Davidom Rigsmanom a Haroldom Innisom.

3. Novindrsky pristup reprezentovany profesionalnymi Skolami a zaoberajuci sa otazkami kontroly (ovla-
dania) médii, charakteristikami komunikatora, ale aj etickymi problémami, ¢im sa bliZil reformistic-
kému pristupu.

4. Matematicky pristup reprezentovany Shannom a Weaverom.

5. Psycholingvisticky pristup reprezentovany Osgoodom a Millerom.

6. Psychiatricky pristup reprezentovany Rueschom a Batesonom.
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4. Hlavné paradigmy amerického medialneho vyskumu

Zhriujic mozno povedat, Ze v americkom medialnom vyskume v prvych patdesiatych rokoch jeho exis-
tencie hralo podstatnu Ulohu Sest paradigiem:

4. 1. Limitované ucinky ako dominantna paradigma a jej rivali

V rokoch 1940 az 1960, Cize od People’s Choice po Personal Influence, sa Paul Lazarsfeld a jeho kole-
govia v Urade pre aplikovany socidlny vyskum venovali sérii panelovych vyskumov roly masovej komunikécie
v rozhodovani sa fudi - volit, nakupovat, ist do kina alebo zmenit nazor.

Vyskumy dospeli k zaveru, Ze Gcinky médii su ovplyviiované procesmi selektivnej pozornosti, percepcie,
zapamatania a ze tieto st zasa vysledkom predispozinych a situacnych premennych ako su vek, rodinny
povod, politicka naklonnost a pod. Ustrednou postavou vyskumov sa stala primérna skupina, ktoré reprezen-
tovala siet informécii a socialneho tlaku.

Lazarsfeld a spol. s uspokojenim konStatovali, Ze je dobré pre demokraciu, ked [udia dokazu odolavat
vplyvu médii a Ze teda dav nemusi byt az taky osamely a zranitelny ako tvrdil David Riesman.

Dvadsatpat rokov po tom, ¢o bol publikovany posledny vyskum o rozhodovani, model limitovanych Gcin-
kov bol vyhlaseny za dominantn( paradigmu, avSak taku, ¢o priviedla vyskum na scestie a mnohych vedcov
odradila od zaujmu o média.

V tejto kritickej situdcii Klapper (1957 - 1958) kodifikoval tito oblast vyskumu a Paul Lazarsfel ju opustil.

Vedci zacali hfadat nové, alternativne paradigmy. PretoZe ich bolo mnoho, Katz ich rozdelil do troch véc-
Sich skupin, ktoré nazval ako indtitucionalna, kriticka a technologicka paradigma. Prvy model hovori, Ze média
nam hovoria o com mame premyslat, kriticka paradigma o ¢om nemame premyslat a technologicka ako
mame mysliet alebo kam sa zaradit.

4. 2. Institucionalna paradigma

Katz (18, 28) o tejto paradigme hovori, Ze by sa mohla nazyvat aj politicka alebo kognitivna, lebo zdoraz-
nuje rolu médii v Sireni informacii v ramci politického systému.

Prvym z tejto kategdrie badani bol vyskum McCombsa a Shawa o agende v prezidentskej kampani,
ktory priSiel s neskor velmi dobre znamym konceptom ,agenda setting” a jeho konstrukcionistickou tézou,
7e média su architektmi socialnej a politickej reality. To je zaroven koncept, ktory spaja institucionalnu
a kriticku paradigmu.

Zistenia inStitucionalnych teorii st v celku kompatibilné s Kapperovou Specifikaciou podmienok, za kto-
rych model limitovanych Ucinkov uvolfiuje priestor priamemu vplyvu médii. Agenda setting teda priSla za-
maskovana za informaciu, aby nahradila presviedcanie. V podstate je tato paradigma najmenej odporujlca
a kritizujuca paradigmu o limitovanych t¢inkoch médi.



106 Global Media Journal

4. 3. Kriticka paradigma

Kriticka paradigma je menej priatelska voci modelu limitovanych Gcinkov, to v8ak neznamena, Ze je
menej zaujimava. A ak sa zdalo, Ze priepast medzi tymito dvoma vyskumnymi pristupmi sa zmenSuije, tak
aj zasluhou toho, Ze viaceri kriticki teoretici za¢ali robit empiricky vyskum. Nakoniec ruku na zmierenie uz
v roku 1941 podal Lazarsfeld Adornovi, ked mu ponukol spoluticast na jeho rozhlasovom projekte. Zvlast
ocenoval zaujem kritickych teoretikov o medidlne vlastnictvo a kontrolu, proces ,otvarania dveri* (gateke-
eping) a problém kvality a hodnoty.

Najvacsia kritika sa ozvala v roku 1978, ked Todd Gitlin publikoval svoju pracu Media Sociology: The
Dominant Paradigm, ostry utok proti Katzovmu a Lazarsfeldovmu Osobnému vplyvu (Personal Influence),
v ktorom tvrdil, Ze kratkodobé zmeny (ucinky) su prili§ mikroskopické na to, aby odhalili skutocny velky vplyv
médii. Zatial ¢o inStitucionalna paradigma vyzyvala na opustenie modelu masovej spolo¢nosti, Gitlinova kritic-
ka tedria vyzyvala na jeho opatovnu instalaciu. (Katz, 1987,30)

Gitlinov kataldg silnych U¢inkov médii sa prekryval s ucinkami, o ktorych hovorila institucionalna para-
digma: vplyv médii na konStruovanie politickej a socialnej reality, na definovanie legitimnych a deviantnych
aspektov politiky, na vytvaranie obrazu o socialnych hnutiach a pod. Hegemonistické poslanie médii spociva
nie v tom, Ze nam hovoria o ¢om premyslat, ale o com nepremyslat.

Gitlin obvifuje administrativny vyskum z toho, Ze poskytuje legitimitu elitam, ktoré nastoluju agendu a [u-
bovolne ponukaji moznost vyberu tam, kde Ziaden rozdiel nie je - napriklad medzi pepsikolou a kokakolou
(dnes medzi roznymi komercnymi televiznymi stanicami s rovnakou ponukou). Okrem toho tato paradigma
vytvara iluziu slobody tym, Ze zatajuje iné mozZnosti vyberu a posilfiuje falosné vedomie. Horheimer a Adorno
vo svojom ,kultirnom priemysle” a ,dialektike osvietenstva“, ako aj Hall v ,kddovani a dekodovani, kazdy
svojim spdsobom, varovali, Ze média vytvaraju iliziu beztriednej spolo¢nosti a spolocenského konsenzu mani-
pulovanim medialnych obsahov. (Katz, 1987, 32)

Gitlin a snim mnoho inych socioldgov sa pustilo do skiimania medialnych intitcii a obsahu médii, ¢o
nebolo pre kriticky vyskum ni¢ nové, ale aj do empirického vyskumu publika. Centrom zaujmu sa stalo deko-
dovanie, Cize sposob, akym publikum interpretuje medialne obsahy.

Boom kritického vyskumu publika zatienil dve pionierske empirické prace, ktoré operacionalizovali
klasické kritické stanovisko: vyskumy Gerbnera a Grossa a Neoelle-Neumannovej, ktoré reprezento-
vali pravicu a lavicu politického spektra, ¢o znamena, Ze aj pravica moze mat kritick( tedriu. V oboch
vyskumoch sa predpokladala existencia masovej spolo¢nosti s atomizovanymi jednotlivcami, zamknu-
tymi v domacnosti zo strachu pred vonkaj$im prostredim (Gerbner) alebo uzavretymi do mi¢ania zo
strachu, Ze budu vyluceni zo spolocenstva (Noelle-Neumannova). Pre nedostatok socidlnych kontaktov
nastupuje vyrazna zavislost na médiach (Ball-Rokeachova), ktoré definuju socidlnu realitu. Pre Gerbnera
su hegemonistické obsahy médii vyzvou k zakonnosti a poriadku v nebezpe¢nom svete, zatial ¢o pre
Neoelle-Neumannovl, podia ktorej nemecku tlac ovlada lavicova mafia novinarov, svedectvom presily
lavice. Monopolistické obsahy médii a absencia referenc¢nych skupin neutralizuju selektivnost publika
a vplyv interpersonalnej komunikacie. Na tomto zaklade Noelle-Neumannova vyzvala k navratu k tedrii
o silnych Gc¢inkoch médii.
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4. 4. Technologicka paradigma

Katz (1987,33) pri hodnoteni hlavnych smerov medialneho vyskumu po Lazarsfeldovi tvrdi, Ze aj ked
McLuhanov meteorit pomerne rychle spadol, jeho myslienka, Ze podstatna vlastnost, ktora charakterizuje
urcité, v danom historickom obdobi dominantné médium, méZe mat vplyv na socialny poriadok, ma niec¢o
do seba. To by znamenalo, Ze média ndm hovoria nielen ako mysliet, ale aj ako organizovat. Napriek viacerym
McLuhanovym spornym tvrdeniam Katz priptsta, Ze komunikacné technolégie nas spajaji spdsobom, ktory
je do znacnej miery nezavisly od obsahu (The Medium is Message), ako to tvrdil nielen McLuhan, ale aj ostatni
technologicki deterministi. Staci spomenut Innisovu (1995) zmienku o tom, ako papyrus prispel k rozsireniu
egyptske;j rise, Careyho (1995) analyzu, ako telegraf vytvoril narodny trh pre americky biznis, Eisensteinovej
(1995) skumanie vplyvu tlace na Skolstvo a vedu v obdobi renesancie a jej dobre zname tvrdenie o tom, ako
tla¢ umoznila Sirenie biblie v ndrodnych jazykoch a ako prispela k protestantskej reformacii.

Vo vSetkych tychto pripadoch je pricinnym agentom technoldgia - prenosnost, simultannost, presnost,
reprodukovatelnost a efektom je organizécia - risa, trh, veda, cirkev. Je vSak zrejmé, ako tvrdi Katz, Ze techno-
|6gie na jednej strane mozno konStruuju institlcie a mocenskeé elity, ale na druhej strane su nimi definované
a ovladané. V kazdom pripade technologicka paradigma upozornila medialny vyskum, aby zvazil, preco inves-
tujeme tolko energie na skimanie vplyvu médii na nazory a ideoldgiu a tolko méalo na skimanie ich vplyvu
na organizaciu spoloc¢nosti.

4. 5. Revidovana paradigma

V dalSej Casti Studie sa Katz vracia do konca tridsiatych rokov, ked Lazarsfel robil vyskum rozhlasu
a pytal sa, preco sa robil vyskum presvied¢ania (propagandy) a nie vyskum Sirenia informécii alebo p6-
sobenie hudby. Najma preto, Ze kazdy bezny posluchac si v stvislosti s rozhlasovym vysielanim v prvom
rade predstavuje zabavu. Len politici a zadavatelia reklamy vidia aj v tomto médiu nastroj presviedcania
- propagandy a reklamy.

Zaciatkom 80. rokov nastupili dalSie zmeny najma zasluhou technologickych noviniek ako mikropo-
Citace (a nasledne internet), ktoré si zasluhovali pozornost vyskumu. Hlavny smer vyskumu sa odklonil
od starych idedlov v snahe vidiet komunikacné fenomény v SirSom kontexte. Podobne ako v inych soci-
alnych vedach sa vyskum viac zameral na dynamické, procesualne a historické javy. Takéto smerovanie
vyrazne zaznelo najméa v znamom $pecialnom vydani ¢asopisu Journal of Communication v roku 1983
s podtitulom Ferment in the Field.

5. Nova historia amerického medialneho vyskumu

Koncom osemdesiatych a zaciatkom devatdesiatych rokov sa zacinaju objavovat préce, ktoré kriticky
prehodnocovali dejiny medialneho vyskumu v Spojenych Statoch. (Tie boli dovtedy dost uhladené, viac-
-menej oslavné a schematické.) Autori tzv. novej histérie medialneho vyskumu sa opierali 0 archivne doku-
menty Rockefellerovej nadécie, ale aj osobné dokumenty a listy klti¢ovych postav tohto vyskumu - napr.
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Wilbura Schramma a Paula Lazarsfelda, ako aj o rézne materialy Narodného archivu USA a dokumenty
odtajnené na zaklade zékona o slobodnom pristupe k informaciam. Tieto nové fakty ukazali, akl doleZzitu
Ulohu v smerovani medialneho vyskumu zohravalo financovanie Rockefellera, armady, CIA a ministerstva
zahrani¢nych veci, organov, ktoré vyskumnikov masovej komunikacie zapojili do propagandistickej masi-
nérie domacej i zahranicnej.

V presadzovani ,novej histérie” zohralo podstatn( rolu Sest vedcov: Christopher Simpson, Timothy
Glander, Rohan Samarajiva, Brett Gary, William Buxton a J. Michael Sproule, ktori dokladnym archivnym sku-
manim objavovali veci, s ktorymi si predtym nikto nechcel Spinit prsty. Vypatrali, Ze hlavna tradiciu vyskumu
ucinkov formovala Rokefellerova nadacia svojim zaujmom o vzdelavacie vysielanie rozhlasu v polovici tridsia-
tych rokov a o protinacisticku propagandu po roku 1939.

5. 1. Medzivojnové obdobie: Vplyv nadacie Rockefellera

V tridsiatych rokoch sa rodi hlavna tradicia Gginkov, spojena najma s Lazarsfeldovym Uradom pre
vyskum rozhlasu (Office of Radio Research), zaloZzenom v roku 1936 z prostriedkov Rockefellerovej
nadacie.

Buxton v tejto stvislosti poukazuje na to, ako sa Rockefellerova nadacia angazovala v diskusii 0 vzdelava-
com a komer¢nom rozhlase a ako vznikol program pre vyskum rozhlasu. Hovori, Ze Rockefellerove investicie
do vyskumu rozhlasu boli vedlajSim produktom jeho angazovanosti sa vo verejnej diskusii o vzdelavacom
rozhlase, ktora sa zvykne oznacovat ako aj rozhlasova vojna v rokoch 1927 - 1934,

Z historie rozhlasu je zname, Ze anarchiu, ktoré vladla v americkom éteri v dvadsiatich rokoch, sa snazil
dostat pod kontrolu zakon o rozhlase z roku 1927 (Radio Act). Ten vSak zaroven vyvolal velku verejnd diskusiu,
pretoZe vysielatelia vzdelavacich programov nadobudli presvedcenie, Ze zakon so svojimi novymi technickymi
normami moZe vyradit z konkurencného prostredia nekomercnych vysielatelov. Sti¢astou tejto diskusie sa sta
aj vyskum rozhlasu.

ZacCiatkom roku 1937 riaditel Vyskumného a konferencného centra Rockefellerovej nadacie John
Marshall poskytol 67 tisic dolarov na ,Princeton Radio Research Project” (Princentonsky projekt vyskumu roz-
hlasu), ktorého charakter vyslovene zakazoval vyskum, ktory by spochybiioval opodstatnenost komeréného
rozhlasového vysielania. Skratka povedané, v stboji medzi vzdeldvacim a komercnym vysielanim sa vyskum
priklonil na stranu komercie.

Buxton, ale aj dalsi ,novi“ historici vo svojich pracach podrobne popisuju, ako sa medialny vyskum v na-
sledujucom obdobi zacal uberat celkom odliSnym smerom. V désledku nacistickej rozpinavosti v Europe
zorganizovala Rockefellerova nadacia v roku 1939 ,Komunikacny seminar, ktory bol predzvestou $tatnej
propagandistickej vojnovej kampane, ku ktorej sa viada z politickych dévodov eSte otvorene nehlasila. Jednym
70 zaverov seminara bol novy sémanticky pristup k propagande a komunikacii s jednoznacnym rozliSovanim
medzi (nemeckou) propagandou a (americkou) moralnou vychovou. Mnohi z Ucastnikov seminara vratane
Lazarsfelda, Cantrila a Harolda Lasswella sa postavili do veducich pozicii viadnej propagandistickej masing-
rie. Semindr definoval vyskum masovej komunikacie prevazne v kvantitativnom zmysle a za rozhodujci ciel
stanovil skimanie medialnych Gcinkov.
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Intenzivny zaujem socialnych vedcov o masové média v medzivojnovom obdobi sa prejavoval v Sirokej
Skale ideologickych hladisk. Mnohi sa v odbornych a vedeckych ¢asopisoch vyjadrovali na adresu mé-
dii a propagandy. Nové komunikacné technoldgie (najmé rozhlas) a techniky propagandy s nimi spojeng,
predstavovali vyznamné spolocenské fenomény, preto diskusie o ich spravnom vyuzivani a kontrole mali
velky vyznam.

Aj ked Skala ndzorov na propagandu bola Sirokd, v zasade iSlo o divergentné pozicie, charakterizované
otdzkami ako: MdZe sa demokraticka vlada legitimne angazovat v propagandistickych programov na ovplyv-
novanie obyvatelstva a pritom si zachovat status demokracie? Ma propaganda nahradit vzdelavanie v §ko-
lach, alebo maju si Skoly rozpracovat kriticky pristup v opozicii proti propagande? Do akej miery propaganda
neguje ideal rovnosti nazorov tym, Ze elitnej triede, ktora kontroluje komunikacné siete, poskytuje neférovu
vyhodu, kedZe prezentuje a presadzuije jej nazory a jej predstavu o realite? Takéto a podobné otazky boli podia
Glandera predmetom diskusii 0 propagande v medzivojnovom obdobi.

Z hladiska historie medialneho vyskumu je pozoruhodné, Ze viaceri predstavitelia tohto vyskumu sa zara-
dili medzi zastancov propagandy. Napriek prevazujucim kritickym nédzorom na propagandu, na opacnej strane
ideologickej bariéry bola skupina jednotlivcov, ktora bola presved¢ena o nevyhnutnosti propagandy pre riadne
fungovanie moderného, urbanizovaného a vysoko industrializovaného Statu. Zdoraznujdc vyznam efektivnosti
jeho fungovania a konformnosti jeho ob&anov, tito jednotlivci tvrdili, Ze moderné prostriedky masovej komuni-
kacie ako nastroje propagandy je potrebné vyuzit na dosiahnutie tychto cielov. (Glander, 2009, 25)

Medzi zastancov propagandy sa zaradil aj jeden z ,otcov zakladatelov® medialineho vyskumu Harold
Lasswell, ktory svoje skusenosti s propagandy pocas prvej svetovej vojny zuzitkoval vo svojej dizertacii
Propaganda Techniques in the World War (1927). Lasswellove dielo je tym typom prac o propagande, o kto-
rych je tazké povedat, Ci autor Studoval techniky propagandy s cielom, aby ich odhalil alebo aby sa ich naucil
efektivne vyuzivat. Ako postupovala Lasswellova kariéra, bolo stale jasnejSie, Ze nebol iba neutralnym pozoro-
vatelom propagandy, ale Ze sa aktivne zapojil do rozpractvania technik, ktoré by mohli zvySovat jej G¢innost.
(Glander, 2009, 26)

Ovela jednoznacdnejSie sa na stranu propagandy postavil Edward L. Bernays, zakladatel modernych ,vzta-
hov s verejnostou” (Public Relations), ktory vo svojej knihe Propaganda v roku 1928 napisal:

,Vedoma a inteligentna manipulacia organizovanych navykov a nazorov mas je doleZitym prvkom de-
mokratickej spolocnosti. Ti, o manipuluju tento skryty mechanizmus spolo¢nosti, predstavuju neviditelnt
vladu, ktord je skutocnou riadiacou silou nasej krajiny. Sme ovladani, nase myslenie je formované, nas vkus
je modelovany a naSe myslienky st podnecované ¢lovekom, o ktorom sme nikdy nepoculi. To je logicky
vysledok spdsobu organizacie naSej demokratickej spolocnosti. Velké mnozstva ludskych bytosti musia
kooperovat tymto spdsobom, ak chet Zit spolu ako bez problémov fungujica spolocnost.” (Bernays, 1928,
11, podfa Glander, 27).

Ked sa zacalo schylovat k druhej svetovej vojne zastancovia propagandy obhajovali jej opodstat-
nenost rozliSovanim medzi ,dobrou” propagandou, ktora sa spajala s americkymi idedlmi a politickymi
cielmi, a ,zlou" propagandou, ktora odporovala americkym idedlom a politickym cielom. RozSireny kri-
ticky postoj voci propagande nutil propagandistov nanovo definovat svoje poslanie. Propaganda bolo to,
¢o robili ini, menej Skrupuldzni nepriatelia. Na druhej strane oni boli obhajcovia pravdy a objektivnosti.
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Okrem toho existovala pomerne silna tendencia vylUcit termin propaganda zo slovnika a nahradit ho
takymi terminmi ako vychova, informécia, public relations, public affairs a pod. Viaceri sa priklanali
k tomu, aby bol termin propaganda jednoducho nahradeny terminom masova komunikacia. A takato
prax sa aj ujala.

5. 2. Druha svetova vojna a zaciatok studenej vojny - statom financovana ,,psychologicka vojna“

Glander a Simpson na zaklade rozsiahleho archivneho vyskumu zistili mnozstvo informécii o ma-
sivnom propagandistickom Usili Ameri¢anov pocas druhej svetovej vojny. Dospeli k poznaniu, Ze vedci
z vojnové obdobia ako Lazarsfeld, Schramm, Laswell alebo Daniel Lerner, ale aj otazky, ktoré rieSili (zvy-
Sovanie ucinnosti propagandy), presli do obdobia zacinajucej studenej vojny. Glander a Simpson objavili
rozsiahlu sériu davno zabudnutych vyskumov, financovanych armadou, ministerstvom zahrani¢nych
veci alebo CIA v patdesiatych a zaciatkom Sestdesiatych rokov a uréenych predovSetkym na podporu
propagandy.

Glander vo svojej knihe tvrdi, Ze rozvoj medialneho vyskumu pocas studenej vojny bol vysledkom
spoluprace vyskumnikov, ktori sa stali kolegami pocas druhej svetovej vojny a v nasledujucich rokoch
sa vzajomne podporovali. Tito fudia na vyskum vo velkom vyuZivali peniaze z viadnych zdrojov a nada-
cii ako Carnegie a Ford a itmyselne sa vyhybali otdzkam systematického vzdelavania verejnosti v tom
zmysle, ako to poZadoval Dewey v tridsiatych rokoch. Peniaze, ktoré mali byt pouZité na vzdelavanie
verejnosti o studenej vojne, boli namiesto toho pouzité na financovanie vyskumu ucinkov, ktorych po-
znatky mali byt podla vyuZité na hladanie moznosti ako manipulovat verejnost v zaujme cielov vladnej
elity. SluZili tieZ na pripravu propagandistickych kampani, ktorych cielom bolo ocierfiovat Sovietsky zvaz
a komunizmus a podporovat pripravy na nuklearnu vojnu. Americki vyskumnici sa v patdesiatych a Sest-
desiatych rokoch na eurdpsku tedriu médii pozerali ako na silne ovplyvnenu neo-marxistickou tedriou
a svoju pracu povazovali za objektivnu, pretoze bola postavena na empirickom vyskume. Znacna cast
z federalnych zdrojov financovanych vyskumov bola podla Glandera zamerana na populéciu rozvojovych
krajin v snahe negovat sovietsky vplyv.

Rohan Samarajiva, vyznamny medidlny vedec zo Sri Lanky a jeden z ,novych historikov" vo svojom
kratkom, ale brilantnom prispevku ,The Murky Beginnings of the Communication and Development Field”
prehodnotil klasické dielo Daniela Lernera ,The Passing of Traditional Society: Modernizing the Middle
East (1958) a odhalil, Ze kniha vznikla ako vedlajsi produkt rozsiahleho a do znacnej miery utajovaného
vyskumu publika, financovaného Hlasom Ameriky. Projekt na objednavku Lazarsfeldovho Bureau v roku
1949 mal vyslovene za Ulohu identifikovat cielové publikum americkej propagandy na Strednom Vychode.
Pocas druhej svetovej vojny Lerner pracoval spolu s Edwardom Shilsom a Morrisom Janowitzom v Divizii
psychologickej vojny Eisenhowerovho spojeneckého velenia a po vojne napisal dizertaént pracu o proti-
nacistickej propagande. Vo svojej knihe priznava, Ze vychadza z vyskumov Bureau, ale ni¢ nehovori o fi-
nancovani a pévodnych cieloch vyskumu. Podla Samarajivu, Lernerove vynechanie povodného kontextu
Studie sa da vnimat ako ,umyselné zaml¢anie" alebo ,neimyselné klamstvo* a pomaha demonstrovat, ze
,modernizacia“ je len jemnejSim nastrojom psychologickej vojny.
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Zaver

Americky medialny vyskum preSiel zloZitym vyvojom. Jeho pociatky poznamenali vplyvy filozofického
pragmatizmu, funkcionalizmu a Strukturalizmu. Bol priekopnikom empirického vyskumu, ktory bol iniciovany
Statnymi organizaciami a sukromnymi nadaciami. Napriek tomu, Ze priniesol mnozstvo novych empirickych
poznatkov a vyskumnych pristupov v oblasti sociologie i experimentalnej psycholdgie, nepodarilo sa mu tieto
poznatky integrovat do ucelenejSej teorie. Preto Merton priSiel s ndvrhom ,tedrii stredného dosahu®. Tieto
tedrie, resp. hypotézy, tvoria dodnes zéklady medialneho vyskumu nielen v USA, ale prakticky na celosvetovej
Urovni. Aj ked sa tento vyskum prezentoval ako ,nezavisly“, nové badania ukazali, Ze bol zna¢ne zavisly od fi-
nancovania Statnych i sikromnych objednavatelov, Ze sa dal do sluZieb Statnej propagandy, ¢o spochybnilo
jeho déveryhodnost.
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Doritos Crash Course: using a game as a platform
for advertising and branding
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ABSTRACT

In this paper, we seek to analyze the use of a game named Doritos Crash Course as an advertising piece for
the Doritos brand. We discuss the hybridization of a video game experience and a branded content inside the
gaming universe; also known as an advergaming strategy. Wanako Games developed the game in 2010 for
the Xbox 360 console and this ludic content starts a series of related actions using entertainment for Doritos.
As a digital downloadable content for the Xbox platform, the game could reach a great audience by the gap
of few clicks and it establishes an interesting and strategic point to highlight in the contemporary ambient of
marketing and communication. We intend to discuss the main points of Doritos Crash Course and explore
some important information from the global gaming market. We understand that, in this context, video games
could be considered a product to be sold and a media platform for advertising.

KEYWORDS
communication - marketing - advergame - consumption - video games - media - advertising

Introduction

came a privileged ambient for advertising and marketing campaigns. In this context it is also possible to

cast a message for a global brand using a ludic language through a gaming format. To understand this
part of the communication ecosystem, we will explore some data from the gaming industry, the potential for
communication/marketing efforts inside the gaming universe and some details from Doritos Crash Course
to enlighten our discussion. We also highlight the idea of advergame and some possible formats to explore
communication strategy inside this context.

Acknowledging the prominence of digital culture in today’s mediapolis (Silverstone, 2007), the large
amount of video game platforms can be considered a privileged space for communication and marke-
ting strategies of all kinds. In this complex communication environment, we want to observe the impact
of the gaming culture in the mediatic scene, how important it can be for new advertising strategies in
the contemporary world and how it can challenge the creative potential in marketing for global brands,
products and services.

-|—he contemporary multiplatform environment, with so many connections between different devices, be-
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In this context, video games are leading landmarks of contemporary culture. The new category of mass
self-communication (Castells, 2009) poses further challenges to understanding current modes of sociability
and consumption. As Castells says (2009:135) the great amount of content access by multiple platforms -
digital TV, tablets, smartphones, video games etc. - offered to the public is one essential characteristic of
global communication in the digital age. In this digital scenario many governments, citizens, business groups,
brands and entertainment companies have begun to explore advantages and have started to integrate these
multiple platforms in their everyday communication processes.

In this text we observe and discuss the game named Doritos Crash Course, created in 2010 by Wanako
Games Studio for the Xbox 360 console. This game fits the casual game category that, according to Trefay
and Kaufmann (2010, p.1), can be defined as games that are quick to play, accessible to players with different
ability levels and with simple mechanics. In this kind of game: the rules and goals must be clear; players need
to be able to quickly reach proficiency; casual game play must adapt itself to a player “s life and schedule; and
the game concepts must borrow familiar content and themes from life.

In Doritos Crash Course, the player controls his own Xbox avatar that must run in a type of fantastic
roller coaster to reach the finishing point before time runs out. With rich visual graphics, the game is a fast
and casual experience for all ages and already has downloadable expansions and even earned a sequel:
the Doritos Crash Course 2. The game is free for download and consists in a 2.5D side-scrolling platform
(essentially a 2D-like gameplay within a 3D environment) with online ranking that allows players all around
the world to share their scores.

Doritos Crash Course has two features we would like to highlight: first of all, the game is an experience
sponsored by Doritos and the brand appears in the beginning of each stage. The second important feature
is the in-game advertising possibility inside some floating outdoors in the game interface. As we can see in
the image below, the outdoor displays an ad for Crash Course 2 (the second game of the franchise) and it
supports many types of advertising for the brand.

Picture 1 Interface of the game with some branding content

™ - —

Source: print screen from the game Doritos Crash Course.
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As Poels and Herrewijn (2011, p.1) define, this kind of in-game advertising refers to the use of digital
games as a medium for the delivery of advertisements, and the authors point out that there is one player
branding experience during the gameplay.

Based on these appointments, we intend to deliberate about the construction of the in-gaming advertising
proposed inside the Doritos Crash Course’s interface by observing some relevant data from the billionaire
gaming industry. We will discuss the strategies behind the concept of a game integrated with a global brand
and some results achieved with this campaign. As an online product, Crash Course has a social strategy with
the players of the Xbox network and Doritos is investing heavily in business strategies for entertainment.
Definitely, this brand seems to have understood how to adapt itself to the ludic context of some features that
permeates our contemporary world.

Itis important to say that this kind of strategy - that uses games as an advertising piece of a campaign
- does not fit for all kinds of products, brands or services. An essential point in this context is to observe the
target public and what kind of language it is possible to use, creating a dialogue between consumers and
the brand. As Trentmann (2006, p.11) reminds us, “the bounded nature of consumers was not, of course,
fixed or static”.

For an international company like Doritos, to think about promoting its brand to the public in different
ways is fundamental in today’s competitive scenario. As Davis (2013, p.191) says, promotional culture
“has become a more central, influential part of communication and social relations, just as financialization,
globalization and new communication technologies have”; this same author (2013, p.199) also says that
today is very common for a brand or a franchising to amplify its message in multiple formats. In this sense
a “film may also be a television series, a computer or a board game, a theme-park ride, an interactive web-
site and a fanzine - all in addition to being a sequel, a prequel, a DVD, or a digital download for computers
and maobile phones”.

To achieve the desired results for our empirical research, we used some texts from the fields of
communication, consumption, games, entertainment and cyberculture. Based on academic studies on
communication and consumer culture, with special emphasis on digital social networks, our empirical
research is done by applying the virtual ethnographic approach (Hine, 2000/2005; Kozinets, 2009)
observing the digital ecosystem of the game and how the Doritos brand is placed inside this virtual
ambient full of different users. Hine (2000, p.63-64) emphasizes that cyberspace is not to be thought of
as a space detached from any connections to “real life” and face-to-face interaction. (...) The challenge
of virtual ethnography is to explore the making of boundaries and the making of connections, especially
between the “virtual” and the “real”, so one challenge for this study has been to explore the process of
making connections while crisscrossing boundaries related to online and offline media for the brand
Doritos and the game interface.

To better understand this scenario where brands and games hybridize, we need to explain some im-
portant points of the gaming industry. Nowadays, the gaming market is a huge colossus inside the field of
entertainment and some points from this area are essential for our study.
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About the gaming industry and games as media platforms

According to IQU", the game industry income was of US$ 67 billion in 2012, while another Newzoo rese-
arch shows that, in 2016, this revenue will be about US$ 86 billion. In the eyes of consumers, these numbers
may seem to have astronomical proportions, but they represent relatively little when compared to the revenue
of major industries in the world?, such as oil, banking, food, mining, weapon makers, chemical industry and re-
tail stores. For instance, Wal-Mart, a chain of retail stores, earned more than US$ 450 billion dollars® in 2013.

We know that in recent years the game industry had the fastest growth within the entertainment area. If
we observe the entertainment industry specifically, we can see many of its players investing in games. This is
quite relevant if we remember that in the first half of the 1980s game developers and publishers went through
a major crisis that became later known as “the video game crash” (Kent, 2001). Now, it is considered the
biggest opportunity of investment on the entertainment business.

However, the importance of this remarkable growth is less of economic proportions than the impact of
the growing consumption of this entertainment product in society. What the numbers really show us is that
people are increasingly using digital games as means of entertainment. This can be seen on the table below,
which shows the number of active video game players who actually paid for their games.

Graph 1 Number of active gamers and paying gamers worldwide in 2012 (in millions)
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Source: STATISTA. “Number of active video gamers and paying gamers in selected countries worldwide in 2012 (in
millions)”. In: STATISTA: The Statistics Portal, 2014. Available at <http://www.statista.com/statistics/195768/active-
video-game-players-and-payers-in-selected-countries/>. Last access on 11/4/2014.

' Global video games revenue in 2012 and 2017 (in billion U.S. dollars). Available in: <http://www.statista.com/statis-
tics/237187/globalvideo-games-revenue>. Accessed 11/4/2014.

2 Available in: CNN Money <http://money.cnn.com/magazines/fortune/global500/2009/performers/industries /
fastgrowers / >. Accessed 11/4/2014.

3 Available in: <http://services.corporate-ir.net/SEC.Enhanced/SecCapsule.aspx?c=112761&fid = 8,721,155>.
Accessed 11/4/2014.
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By “paid for their games” we understand that these numbers should be even higher if we consider all the
digital games available for free on entertainment websites, mobile applications and computer games which
don’t sell the access to the game, but rely on other monetization strategies (Perry & DeMaria, 2009). After all,
there are many ways available for the consumer to play games of all kinds. Mostly by purchasing video game
consoles, PCs, gaming web portals, mobile devices and Massive Multiplayer Online games (MMOs), which,
technically, are one kind of computer game, but with particular business models and game mechanics.

About these business models, Perry and DeMaria (2009, p.43-44) also say that we can find interisting
formats to earn money in this ecossystem: direct sales of games, advergames (with brands and products),
around-game advertising (banners around the game window), try before you buy, expansion packs, and equ-
ipments/powers for the gaming characters, just to name a few examples.

From this, we must understand that the consumption of games is significantly growing and is becoming
more relevant, socially. We can not forget to highlight an important point of this discussion: that games are
products with various business models and media platforms for sponsors, brands, products, services and
companies.

Another way to see the relevance of game consumption is to see the amount of money spent on it. Below,
we can see how much money players spent on digital games per platform per country.

Table 1 Total money spent per platform per country (in local currency)

Consoles PCgames Game Portals Mobile devices MMOs
USA $15140,000,000 $4,150,000,000 $2,780,000000  $1100,000,000 $2,120,000,000
UK  £2390,000000  £740,000,000  £270,000,000 £190,000,000 £ 190,000,000
GER €1,540,000,000 €1,320,000000  €430,000,000 €180,000,000 € 180,000,000
FR €2430,000,000 €690,000,000 € 190,000,000 €100,000,000 € 160,000,000
NL  €315000,000 € 170,000,000 € 55,000,000 €10,000,000 € 45,000,000

BE  €310,000,000 € 150,000,000 €60,000,000 €10,000,000  €40,000,000

Source: NEWZ00. Games Market Report - consumer spending on key platforms and Business Models. Gameindustry.
com: no local, 2010

[t may look obvious but, to play digital games, you must have access to an appropriate hardware. It is not
uncommon for a consumer of games to have access to different gaming platforms, owning at least one at
home and carrying it along any other devices that support games - like a portable console or a smartphone.
This became evident from the survey numbers of the Entertainment Software Association (ESA Essential
Facts 2013): 68 % of players play on videogames, 63 % on PCs, 43 % on Smartphones, 37 % on portable
consoles and 30 % on other mobile devices.
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The fact that the sum of this percentages adds up to more than 100 % shows us that players have mul-
tiple access to gaming today. People want to have different accesses to the same content through the many
digital devices that are around them. Although the data is specific about the North American market, we un-
derstand that the effect of multiplatform media consumption is already established as an important element
of contemporary culture. This point reinforces the idea of video games as media platform and a new way to
establish a dialogue with different kinds of consumers.

The amount of video game systems is impressive: there are 157 million Playstation 2's and 154 million
Nintendo DS’s sold around the world. If we only consider the platforms sold in the market today, we can sum
up to 332 million officially sold devices around the globe. This is more than the population of Russia, Germany,
United Kingdom and France, the four most populous countries in Europe, put together.

The table below shows us some impressive number from this industry and synthetizes the economic
reach of the video games. Nowadays, United States is the first country in terms of production and profitability,
followed by Japan, Canada and Brazil.

Table 2 Total sales of the gaming industry

North Rest of the

Pos. Console o Europe Japan World Global
1 PlayStation 2 (PS2) 5365 5528 2318 25,57 15768
2 Nintendo DS (DS) 5737 5207  33.01 12.43 154.88
3 Game Boy (GB) 4318 40.05 3247 299 118.69
4 PlayStation (PS) 3894  36.91 19.36 9.04 104.25
5 Wi (Wii) 4517 3375 1276 9.28 100.96
6 PlayStation 3 (PS3) 2838 3298 9.91 11.36 8263
7 Game Boy Advance (GBA) 4039  21.31 16.96 2.85 8151
8  Xbox 360 (X360) 46.36 2523 1.66 787 8112
9  PlayStation Portable (PSP) 2139 2414 19.97 1526 80.76
10 Nintendo Entertainment System (NES) 33.49 8.30 19.35 0.77 61.91
11 Super Nintendo Entertainment System (SNES) ~ 22.88 8.15 1717 0.90 491
12 Nintendo 3DS (3DS) 1325 1236 1535 274 437
13 Nintendo 64 (N64) 2011 6.35 5.54 093 3293
14 Sega Genesis (GEN) 16.98 8.39 3.58 059 2954
15 Atari 2600 (2600) 23.54 3.35 0.00 0.75 27.64
16 Xbox (XB) 15.77 77 0.53 118 24.65
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North Rest of the

Pos. Console T Europe Japan World Global
17 GameCube (GO) 12.55 4.44 4.04 0.71 21.74
18 GameGear (GG) 5.40 323 1.78 0.21 10.62
19 Sega Saturn (SAT) 1.83 112 5.80 0.07 8.82
20 Dreamcast (DO) 3.90 1.91 2.25 014 8.20
21 PlayStation Vita (PSV) 1.91 2.51 2.67 0.84 793
22 PlayStation 4 (PS4) 3.06 2.36 0.47 0.67 6.56
23 Wii U (Wiil) 2.56 1.26 1.68 042 5.92
24 Atari 7800 (7800) 4.30 0.00 0.00 0.00 4.30
25 Xbox One (XOne) 2.79 0.98 0.00 0.26 4.03

Source: VGCHARTZ. “Platform Totals”. In VGCHARTZ. Available at <http://www.vgchartz.com/analysis/platform_totals>.
Last access on 11/4/2014

By observing these data, we don’t want to show the economic significance of digital games but to em-
phasize that the games (while media) are an important consumer product in ascencion. So we can expect an
increased influence of it's structure, aesthetics and ideologies in cultures where it is marketed. Compared
with revenues of Energy, Retail or Transportation Industries, games are insignificant to the global economy.
Similarly, car radios or television sets are also not significant, but this does not mean that these devices are
not responsible for strongly influencing our contemporary culture.

The philosopher Douglas Kellner (2001) says that media productions (films, TV shows, soap operas,
songs, books...) are less related to an artistic content but are transformed into products, whose “images, so-
unds and spectacles help to weave the fabric of everyday life, dominating leisure time, shaping political views
and social behavior, and providing the material with which people forge their identity”. Although this is not the
focus of this philosopher, we see that this is a description that fits games too - because, like other media, its
symbolic universe is present in our culture, (re)producing it.

Just as an exercise, we invite the reader to think about Mario Bros., Pac Man and Space Invaders as part
of these media productions, and about the contact we have with its characters, scenery and other symbols
which are no longer limited to its presence in the game. We can find them in ringtones, tattoos, spray-painted
on city walls, used by advertisers etc. McLuhan himself (1964) has considered games as media, because they
are “situations that allow simultaneous participation of many people in a given structure of your own corporate
or social life”. Thus, we can identify games as part of media production that influences contemporary society,
cultural products that belong to our common repertoire, our daily lives.

About this multiple possibilities, it is valid to remeber also that games today even could be used in the
medical field (Araujo; Carvalho; Ferreira; Vasconcellos, 2013, p.343) to promote children’s learning (Toth;
Poplin, 2013, p.194) or ecological purposes (Mastrocola, 2013, p.330), proving, one more time, the maturity
of the industry in the contemporary business scenario.



Doktorandska sekcia/Graduate section 121

By becoming a relevant media, digital games also become a breeding ground for consumer brands. This
is what happens in the case of Advergames.

As we already discussed (Berimbau, 2010, p.61), there are many strategies in which brands can buy
advertising space in the cyberspace of the game, like in-game advertising, dynamic in game, game skinning,
pre-game and post-game, static in-game and so on. More than to try to define the ever-changing meaning of
these practices, we need only to understand that these communication strategies in video games do not differ
much from newspapers, TV programs, radio etc., in terms of the strategic usage of the media by ad makers. In
a similar way, brands buy or rent a place in between the main content of the media.

What the media consumer really wants to see is the informational/entertainment content that the edi-
torial team, producers or game designers have made available through the media, with ads appearing in
a (hopefully) pertinent way both to the media consumer and to the brand. Here, the relation of the brand
with the game content looks more distant than the strategy of the advergame, that are, as defined by I1AB4,
games created specifically for a brand, built for a product or service. Here, the brand is not placed like an ad
or a sponsor, somewhat dislocated from the experience generated through the game rules and aesthetics.

In advergames, the myriads of meanings that constitute a brand are materialized within the dynamics
and aesthetics of the game, producing experiences that are uniquely relevant to that brand. Sports games, on
the other hand, may seem as an exception, because the sponsoring brands in racing cars or the ads on the
edges of the soccer fields or tennis courts seem to give the player a better sense of reality, trying to make the
environment less fictitious by giving the experience of the consumption of the sport. In these cases, brands
can be noted as “in the game”, and maybe even making the experience better somehow

By now we can realize that games can be used to convey meaning. The main question that remains is
“how does it happen?” As consequence of that question, we can think of others: If games are different in
structure from other media, because it requires user participation (it's not optional), does that not change the
communication strategies of a brand, that needs to worry about the particularities of the media? And what
are those characteristics?

How games convey meaning

Gonzalo Frasca (2007), aresearcher in the field of digital games and a game designer, began his doctoral
thesis with an important question: “What does it mean that a game makes a point? Can a game -which, by
nature, involves multiple different scenarios - convey a lesson?”(FRASCA, 2007, p. 15). His intention through
his research is to investigate how the games convey ideologies, thus being understood as media, rethinking
the definition of what is a game and its core elements for this purpose. Although our study does not wish to go
that far, Frasca’s questions and, above all, the ways in which he gets to the answers, are very relevant when we
think of advergames in general. After all, if Frasca is correct and games can also be used as education tools,
then advergames can be an important strategy to educate consumers about products and services, or even
give them a “consumption experience”, simulating the entire symbolic territory of the brand.

4 INTERACTIVE ADVERTISING BUREAU. Game advertising platform status report: let the games begin. Available in: IAB
<http://www.iab.net/media/file/games-reportv4.pdf>. Accessed 11/4/2014.



122 Global Media Journal

This line of thought begins with Frasca studying the work of the ludologist Espen Aarseth (1997). In
his book “Cybertext: perspectives on ergodic literature”, he seeks to understand how to build a discourse
through a video game - or, more accurately, a cybertext: the mechanical organization of textualities that
requires more effort from your reader than eye movement and the arbitrary and regular turning of pages
(Aarseth, 1997, p 1). This effort, which Aarseth calls ergodic, is related to the data input made by the
player, and the machine’s answer revealed by some output. In this repeated process, the system produces
sense. This exchange with the system is not a mere reflex response made by the player, but it is a com-
munication process that produces sense on two levels: the semiotic, which involves the interpretation of
signs and where theories of semiotics and narrative and other communication studies can be useful; and
the ergodic - without the effort of the player, the production of meaning is limited. Unlike a book, painting
or a film, where all available information is evident and the production of meaning depends mostly on the
interpretation of the observer, in a game is required some “action” in order to obtain a response from the
system and, therefore, have something to be interpreted. That way, it is the ergodic level that differs games
from the other media.

In this way, we can see that both player and machine work together in the composition of the meaningful
gaming experience, although many authors (e.g. Schell, 2008; Adams, 2010) defend that it’s the set of rules
that allows ergodic literature to exist. For them, rules are the fundamental and common element of any game.
But rules alone do not produce meaning - the aesthetic experience produced through the output, like a TV
screen, is interpreted by the player.

That way, we want to introduce that digital games have particular characteristics when we compare them
to other media. Its structure contains unique elements that need to be understood so that we can use them
strategically in the production of meaning.

To Frasca (2003), every game designer is an author, managing to convey his or her paradigmatic beliefs
through games. Therefore, he calls them “simauthors”, joining the words simulation and author, as someone
who has the ability to construct meaningful situations for users through a set of rules and made sensitive
through aesthetics, which builds limited possibilities, gives players a sense of freedom and, in some level,
is related to our reality - even if it's a symbolic, abstract reality, like a brand experience. At the same time, it
differs from a narrauthor, (author and narrative) who is the player himself. After all, the game not only promo-
tes a story, but it is a machine capable of generating a multitude of stories that vary according to the actions
and reactions of the user, although constrained by the set of rules that make it possible. Frasca (2007) also
believes that there is an inseparable relationship between player and machine in production of meaning.

In this sense, a simauthor can convey ideology through four methods: 1) The game’s aesthetic characte-
ristics; 2) it's permissions, given to the player by the game rules, 3) A determination of goals or conditions of
victory and defeat, and 4) using meta-rules, or the permission given to the player for partially modify the form
three aspects (FRASCA, 2003).

Thus, an advergame should worry about conveying it's advertising message through these four elements.
The aesthetics of the game (music, setting, characters) must respect the aesthetic of the brand and its core
meaning. This does not necessarily mean that the game should use the same visual identity of the brand, but
its aesthetic elements are concerned with respecting the current perceived brand values without breaking
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a symbolic contract existing between the player/consumer and the designer/manufacturer. In other words,
a game of Doritos could treat agsthetically happiness, vitality, friendship and youthfulness, for example.

But what can the player do? Can he collect Doritos? Can he eat them? Destroy them? Throw them in
the trash? These verbs are enunciated by the player through gameplay (Schell, 2008), by pressing a button,
for example. They are programmed into the system - it's the game designer who allows these verbs to be
enunciated. These verbs don’t need to relate to the consumption situation of the product, but must respect
brand values. It may not be necessary to eat Doritos, but the other verbs listed by the player during Crash
Course (running, jumping, hanging up, sprinting) cannot go against the brand image and, if possible, should
complement it.

What is the victory condition? In Doritos Crash Course, victory happens when it reaches the end of the
course, preferably within the time limit. Despite being relevant to the game, it is unclear how “to be the fastest”
or “to be the first” is contributing to the brand proposition. Anyway, we cannot deny that “happy to have won”
or “defeating other competitors” may not be interesting to associate with Dorito’s brand values.

Inthe case of meta-rules, only games structured as open-worlds, such as Sim City, The Sims or Minecraft,
for example, could display variations in game structure made by the game player. That is not the case in
Dorito’s Crash Course. This does not mean that the player does not transform the game with his actions - for
example, if the player wants to die consecutively at the same obstacle as he finds it funny. The player’s action
is transforming the outcome of the game, the narrative supposedly intended by the game designer, but is not
transforming the rules, it’s victory conditions or it’'s aesthetics. Therefore, in the case of Doritos Crash Course,
the meta-rules do not apply.

In final analysis, we can say that a game where Coke is present is not a game about Coke - and that
applies to any brand. We understand that the brand must materialize its own semantic universe through
the constituting elements of the game, and not simply buy space (in that case, digital space) to be seen
and remembered. In this sense, the game Doritos Crash Course looks more like a pertinent advergaming
example as most constitutive elements of the game (rules and aesthetics) supposedly seek to give out
experiences to the player that promotes the symbolic consumption of the brand. Of course, to understand it
in depth, we should invest more time analyzing the rules of the game, its aesthetic elements and intentions
of the player. But this seemed unnecessary for our intentions: to demonstrate that games are a culturally
relevant media that has its own peculiarities which must be respected in order to convey strategically
constructed sense to an audience.

Brand simulators

Perhaps common sense understands that an advergame should highlight the product you intend to
promote. Using the same example as before, we invite the reader to use common sense and think: What
would be of a Coca-Cola game without focusing on someone happily drinking its icy and sweet content
from that remarkable curved bottle? If this content is in the game, does it make it a better advergame?
From this point of view, Doritos (a savory snack made of corn) and Doritos Crash Course fail to relate the
consumption of the product to the game in any way. But in terms of brand strategy, it does not fail. It por-
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trays other aspects of the symbolic universe of the brand, like the relation of the fun moments of the game
with the fun of consumption.

Andrea Semprini (2006) teaches us that brands, especially consumer brands, have the ability to build
and convey meanings. Semprini defines a brand as a set of discourses about itself, constructed through
discursive practices (supported by the brand through advertising, for example) and the reception of these
discursive practices (the discourses of the receivers of the brand message about itself). In other words, games
can strategically assist in the construction of a set of meanings if we consider it a process of communication,
simulating a brand consumption experience. Doritos Crash Course is a game that adds or strengthens certain
brand values that are associated with the moment of entertainment/ consumption.

Of course we cannot categorically state that Doritos Crash Course is a good game or a good advergame.
So that we get closer to the possibility of making these statements, we would need to delve on the consti-
tuent of the viewpoint of game design game aspects, and also to investigate deeply the socially constructed
meanings of Doritos in a given social context. However, we do not want to address these issues here - just to
make clear that the game, as a socially relevant medium in contemporary consumer society, may be a relevant
strategy to simulate the experience of symbolic consumer brands.

Final thoughts and conclusion

In this paper, we saw that the digital games industry has shown remarkable growth, which has drawn the
attention of investors and entrepreneurs. But, above all, we saw that research data shows us an increase in its
consumption, becoming more and more a culturally relevant media in many societies. Upon entering deeper
into the people’s media habits, we can find that games are also becoming interesting for communication
studies and practices in general, but especially for advertising territory. Its ludic structure can also promote
a fertile ground for brands that, in turn, can use digital games to simulate consumption of their own semantic
space - and that is what supposedly happens to Doritos Crash Course. It is interesting to observe the game
as a product in this context that operates as media for another product/brand (Doritos) and how entertainment
and new models of business are no longer worlds apart.

Much research must still be done in this field. Can digital games privilege a specific social discourse? If
so0, how? Can we promote any discourse to any audience through a game? What can we learn from the game
design theory to find appropriate strategies that promote desirable behaviors on the user - such as to buy the
product/ service in question, or generate a desirable brand recall, for instance? Which brand meanings can
or should be highlighted in this simulation of the symbolic consumption? These are questions that many rese-
archers can investigate, along with the ludologists in a probable particular position, as they conceive games
as unique simulations that are not, but can generate narratives.

Nevertheless, digital games are becoming more socially relevant and we need to think of them as new
media that deserves special attention to its particular characteristics. And, considering recent market and
industry movements, we suppose that different gaming platforms increasingly integrated and connected will
generate more and more possibilities for companies to strategically think business for their business brands,
services and products.
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Nové zanre a formy publikovania v online médiach
New genres and publishing forms in online media

JAKUB FILO
Fakulta masmeédii, Paneurdpska vysoka skola, Bratislava

ABSTRAKT

Nastup internetu a novych online médii priniesol zmeny aj vo formach publikovania obsahu a Zanroch. Inte-
raktivita, rychlost, multizanrovost a spatna vdzba, ktort ponukaju internetové média vyvijaju tlak na hladanie
novych foriem spracovania obsahu, tak aby publikované materialy spifiali vy&Sie spomenuté kritéria. Popri
tradi¢nom deleni na spravodajské a publicistické zanre dochadza k vzniku novych foriem, medzi ktoré radime
najme shortform, longform a datovu Zurnalistiku.

KLUCOVE SLOVA
Meédia - online média - Zanre - formy publikovania - web

ABSTRACT

The advent of the Internet and new online media has brought changes in the publishing forms and genres.
Interactivity, speed, multi-genre and feedback offered by internet media put pressure on the search for new
forms of content processing, so that the published materials meet the aforementioned criteria. In addition to
the traditional genres leads to the emergence of new forms, which we suggest hiring a shortform, longform
and data journalism.

KEYWORDS
Media - online media - genres - publishing forms - web

1. Uvod

je nastup internetu a novych médii, ktory zacal priblizne v polovicu 90. rokov 20. storocia. Po nastupe

internetu a postupnom rozvoji online médii dochadza k dramatickym posunom v ¢itatelskych navykoch
publika. Nové média a rozmach publikovania zurnalistickych obsahov na interne nevyhnutne vedie k vzniku
novych Zanrov a foriem publikovania medialnych obsahov. Po¢nuc vznikom blogov, cez vyrazne vyuzitie mul-
tizanrovosti, po hladanie novych sposobov ako najdéleZitejSie a najzaujimavejSie informacie dostat k publiku,
ktoré definitivne opusta tradicné printové periodika a jeho novym domovom uz nie st ani pocitaCe a note-
booky, ale stale viac a viac novinarskych obsahov sa vyhladava prostrednictvo mobilnych zariadeni ako su
tablety alebo smartfony. Tradi¢né delenie zanrov na spravodajské a publicistické zostava prevazne zachova-

_|_rh médii zaziva v poslednych dvoch dekadach zasadné zmeny. Hlavnym menovatelom tychto zmien
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né. Rozdiely medzi nimi sa vSak v mnohych situdciach stracaju a dochadza k vzniku hybridnych foriem, ktoré
v sebe kombinuju spravodajskeé aj publicistické prvky Zanrov. V kazdom pripade si musime uvedomit podstat-
nl vec ato, Ze hoci je internet multizanrovym médiom, novinarske obsahy maju najma podobu pisaného slova,
a preto aj internetové zanre vychadzaju z tych printovych.

Ak chceme popisat ako sa vyvinuli internetové Zanre v poslednych rokoch musime si uvedomit zaklad-
né charakteristiky online Zurnalistiky. Podla publikacie Internetova publicistika od Vojtecha Bednare je to
tychto pét znakov':

1. Internetova Zurnalistika je Zurnalistikou v realnom ¢ase - Informéacie sa publikuju v realnom

¢ase (tzn. s minimalnym technologickym omesSkanim) a po odpublikovani musia byt aktualizované.
Wehovi zurnalisti maju minimalny priestor pre odpocinok a pre korekciu pripadnych chyb.

2. Internetova Zurnalistika je interaktivna - Citate! je prirodzenou stgastou procesu, s jeho inte-
rakciou sa pocita. Citatelia prispievaju svojou spatnou vazbou ku kvalite obsahu a mozu ho tieZ sami
dotvarat. Stc¢asne vSak vyZaduju dohlad a moderovanie. Nepocitat s interaktivitou sa v sii¢asnosti uz
nedd, mozu si to dovolit iba niektoré servery, ktoré tento nedostatok kompenzujd enormne atraktiv-
nym obsahom a vyznamom.

3. Porovnanie s konkurenciou je bezprostredné - Na rozdiel od divaka televizie, moZe uzivatel
internetu sledovat viacero médii sticasne. Tak vznika neustale porovnavanie webovych médii medzi
sebou.

4. Informacie su previazané - Prednostou hypertextu je schopnost previazat informacie. To dava
online Zurnalistom do ruky takmer idedlny nastroj pre udrZanie Citatela, je ho totiz mozné odkazovat
na dalSie a dalSie suvisiace informacie. Sicasne ale rovnaky efekt komplikuje Zurnalistom préacu.
Nevhodne zvoleny alebo aj chybajici odkaz prezradza nepripravenost autora alebo celého média
a moze ho skompromitovat.

5. Na jednom mieste dohromady - Modernd webova Zurnalistika si nevystaci s jednym typom
obsahu. Text je kombinovany so zvukom, videom, interaktivnou infografikou a celou radou dalSich
forméatov. Pracovat iba s textom uZ nestaci a pokusy o presunutie tradiénych elektronickych médif
do webového prostredia sa ukazali ako nie velmi funkéné. Internetovi Zurnalisti musia vediet vytvéarat
rozne typy obsahov a potom ich vhodnym spdsobom kombinovat dohromady.

Netreba vSak zabuldat aj na dalSie faktory, ktoré na vyvoj novych online Zanrov vplyvaju a v buducnosti
budu ich dalSi vyvoj vyrazne ovplyviiovat. Ide najma o rychlost online sveta, ktory sa prejavuje najma rychlos-
tou spracovania a publikovania obsahov v online prostredi. Dal$im z faktorov st samotné technoldgie, ktoré
sa v poslednych dvoch dekadach rozvijaju extrémne rychlym tempom a dnes su charakterizované mobilnymi
zariadeniami, pomocou ktorych méZe mat publikum pristup k informéciam prakticky v ktoromkolvek momen-
te a na ktoromkolvek mieste.

,MozZnosti komunikacie prostrednictvom webu presli svojim vyvojom do dnesnej podoby od jednoduché-
ho chapania webového priestoru ako miesta a sebaprezentaciu cez ideu webu ako akéhosi on-line archivu
a elektronického skladiska povodného medialneho obsahu az k plnohodnotnym médiam s novymi formatmi
za extrémne kratku dobu. Zarover sa revoluénym spdsobom zmenil vztah k informéciam, ich hierarchizaci,
' BEDNAR, V. Internetova publicistika. Praha: Grada Publishing, 2011 str: 29 a 30
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produkcii a tym aj k pisaniu. Kym do vynélezu a vyuZitiu internetu boli vSetky média ¢asovo sekvencovang,
usporiadané podla pevnych, nemennych pravidiel, internet toto sekvencovanie zmenil a stal sa dokonalym
on-line médiom.“>Ako napisal Kasarda, aj internet ako médium a priestor pre Sirenie novinarskych obsahov sa
pocas svojej existencie vyvijal. A tak spolu s novym médiom a jeho novymi moznostami ruku v ruke dochadza
aj k zmenam v povahe samotnej novinarskej prace a zaroven aj v Gitatelskom spravani publika.

Stale vSak plati, ze hoci web a online média ponukaju obrovskd mieru interaktivity, publikum stale vyhla-
dava na webe prevazne printové obsahy.

Obrazok 1: Porovnanie sledovania videa na webe v porovnani s printovymi obsahmi

WEEKLY VIDEO CONSUMPTION VC TEXT BY COUNTRY

1001
81% 84% 80% 85%
80T 2% 73% 63% 65% 1%
60+ 58%

407 30% 97%

20% 9
20+ ? 18% 17% 16% 16% 15% 10% 10%

us BRA ITA FIN SPA UK GER FRA JAP DEN

[ VIDEO
[ LIST ARTICLES, BLOGS

Zdroj: Lichterman, J. More people around the world are getting news on phones, but paying for it is still rare, [cit. 15. 1. 2015].
Dostupné z http://www.niemanlab.org/2014/06/
more-people-around-the-world-are-getting-news-on-phones-but-paying-for-it-is-still-rare/

Na strane tvorcov dochadza k zasadnym zmenam v charaktere prace. Najvac¢Sou zmenou je odstranenie
dovtedy tradiCnej uzavierky, ktoré bola typicka pre vSetky dovtedajSie média i print, radio alebo televiziu.
Toto ma zasadny vplyv aj na samotnu formu publikovania textu a dochadza teda k zdynamizovaniu samot-
ného pisania. ,Mnoho textov, ktoré zacali na webovom portali ako kratka sprava, su postupne aktualizované
adopiiiané tak, Ze po ¢ase je z nich rozsirena sprava spojend s analyzou a s reportaznymi prvkami s priamymi
vypovedami Ucastnikov.“® Dochédza tak, ako sme si povedali, k stracaniu rozdielov medzi spravodajskymi
a publicistickymi Zanrami.

Zmeny sa vSak deju aj na strane publika a prichadza k zasadnej zmene Gitatelskych navykov. Ta sa pre-
javuje najma zniZzenou schopnostou publika ststredit sa*, o zakonite vedie k tomu, Ze Citatelia travia Gitanim
informacii menej ¢asu. Do toho navySe vstupuju aj zmeny na strane technologii, teda najma rozvoj mobilnych

2 Kasarda, M.: Prakticka prirucka pisania pre profesionalov, Eurokodex, Bratislava 2012, ISBN 978-80-89447-68-6,
str.158

3 Kasarda, M.: Prakticka prirucka pisania pre profesionalov, Eurokodex, Bratislava 2012, ISBN 978-80-89447-68-6,
str.158

4 BEDNAR, V. Internetové publicistika. Praha: Grada Publishing, 2011 str 113
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zariadeni, akymi su smartfony alebo tablety. Posledné prieskumy hovoria, Ze aZz 37 percent [udi sleduje spravy
na smartfonoch.

Obrazok 2: Vyuzivanie tabletov a smartfonov na Citanie sprav
SMARTPHONE USE FOR NEWS - ALL COUNTRIES

US UK GER FR DEN FIN SP IT BRA JPN

2014 31% 33% 32% 35% 52% 41% 44% 36% 35% 26%
2013 28% 29% 22% 24% 43% — 35% 25% 23% 19%

Change +3% +4% +10% +9% +9% N/A +9% +11% +12% +7%

TABLET USE FOR NEWS - ALL COUNTRIES
2014 19% 23% 15% 18% 34% 23% 21% 18% 20% 10%
2013 16% 16% 10% 1% 25% - 8% 14% 14% 6%

Change +3% +7% +5% +7% +9% N/A +8% +4% +6% +4%

Zdroj: Lichterman, J. More people around the world are getting news on phones, but paying for it is still rare, [cit.
15.1.2015]. Dostupné z http://www.niemanlab.org/2014/06/
more-people-around-the-world-are-getting-news-on-phones-but-paying-for-it-is-still-rare/

Zjednodusene povedané, Citatel nestravi pri ¢itani sprav niekolko minat ako pri novinach kedysi, ale spré-
vy ¢ita rychlo a skratkovito iba v bodoch, Gastokrat v kratkom ¢asovom Useku, ktory je ohraniceny cestou vo
vytahu, alebo ¢akanim na zastavke. Toto zjednoduSenie dokladaju aj Udaje prestizneho magazinu Time.com,
na zaklade ktorého je aZz 55 percent Gitatelov ochotnych stravit na stranke iba 15 sekund®. Za tento ¢as si
Citatel' musi vybrat text a navy$e sa rozhodnut, ¢i v jeho citani chce pokracovat.

Online média preto stoja pred zasadnou otazkou, ako poskytovat atraktivny obsah tak, aby spifial viet-
ky vySSie spomenuté atriblty a okolnosti. Po kopirovani postupov prebratych z printov na prelome tisicro¢i,
zacina v poslednych rokoch vznikat naozaj samostatna a existujica internetova Zurnalistka so samotnymi
tvorcami, ktori uz nie st len printovi novindri piSuci pre online, ale samostatni online novindri.

® Haile, T.: What You Think You Know About the Web Is Wrong, Time.com, 9. Marca 2014 [cit. 15.1.2015] Dostupné
z http://time.com/12933/what-you-think-you-know-about-the-web-is-wrong/
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2. Zakladné online zanre
Ako sme uZ napisali vysSie, online Zanre kopiruju tradi¢né delenie. Webové spravodajské portaly prevzali
delenie na publicistické, teda komentativne Zanre, a spravodajskeé Zanre, tak ako ich popisuje napriklad Andrej
TuSer v knihe Ako sa robia noviny.

Obrazok 3: Zakladne skupiny novinarskych zanrov

ZAKLADNE SKUPINY NOVINARSKYCH ZANROV

NOVINARSKE
ZANRE
| spravodajské | | publicistické |
| informacény zaner | | analyticky zaner | | informacény zaner
PUBLICISTIKA PUBLICISTIKA
SPRAVODAJSTVO RACIONALNEHO EMOCIONALNEHO
TYPU TYPU

Zdroj: TUSER, A. Ako sa robia noviny. 4. vyd. Bratislava: Eurokddex, 2010. 288 s. ISBN 987-80-89447-23-7. Str: 89

Kvoli vySSie popisanym charakteristikdm a okolnostiam prakticky okamzite vznikaju aj nové Zanre, ktoré
su ako keby odvodené od tradicného ponatia. ,V praxi ale plati, Ze konkrétny komunikéat malokedy, respektive
prakticky nikdy, nezodpoveda jednému Zanru. Preto si mdZeme dovolit hovorit 0 komunikétoch pre web ako
o ¢lankoch - je to najcastejsie pouzivané oznacenie*.

Medzi nové internetové zanre mozeme zaradit online spravodajstvo, videoclanok, fotogalériu, online re-
portaz a online interview. Prvé tri by pritom podla tradi¢ného delenia mohli spadat pod spravodajské zanre
a posledné dve pod publicistické zanre.

Online spravodajstvo - ide 0 spravodajstvo v realnom Case, ktoré je aktualizované spdsobom
mindtu po mindte, odpoveda na tradiénych Sest spravodajskych otazok kto?, ¢o?, kedy?, kde?, ako?
a preco?. Vacésinou mu predchadza Gvodny text a nasledne s nabalované informacie podla potreby a vy-
voja situacie. Online spravodajstvo je ¢astokrat dopinené fotografiami, fotogalériami, videami a dalSimi
interaktivnymi a multizanrovymi prvkami tak, aby spolu vytvarali Gitatelsky a zaujimavy obsah. Online
6 BEDNAR, V. Internetové publicistika. Praha: Grada Publishing, 2011 str 107
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spravodajstvo Cerpa z viacerych zdrojov a informac¢nych kandlov, treba mat reportérov vybavenych po-
trebnou technikou na viacerych miestach, alebo vyuzivat obgiansku Zurnalistiku zo socialnych sieti alebo
blogosféry az vznika splet informacii rovnaka naprie¢ vSetkymi médiami. Nie je vynimocné, Ze informéacia,
ktora sa objavi v jednom médiu je nasledne prebrata inymi médiami na druhom konci sveta. Online spra-
vodajstvo sa vyuziva najcastejSie pri zachytavani aktualnych a rychlo sa vyvijajucich udalostiach. Kym
tradicné média maju ¢as na spracovanie do najblizSieho vydania, webové média kvoli potrebe okamzitého
informovania prechadzaju na online spravodajstvo. Az po odozneni aktualnej udalosti vznika sthrnny
spravodajsky materidl, ktory je nasledne dalej dopifiany analytickymi a reportaznymi ¢astami. Online
spravodajstvo bolo vacsinou spravodajskych webov vyuzité napriklad pri teroristickych Utokoch v Parizi
na zaciatku januara 2015, z najvyraznejsich slovenskych udalosti méZzeme spoment strelbu v Devinvskej
Novej Vsi alebo vybuch v bani Handlova.

Samostatnou ¢astou online spravodajstva st Sportové online prenosy, kedy redakcie zachytavaju Sporto-
vé udalosti formou mindta po minute. Tato forma spravodajstva je velmi popularna, ¢o dokazuju aj Udaje o Cita-
nosti tychto formatov. Paradoxom je to, Ze publikum sa rado vracia k tymto textom az po samotnych Sportovych
zé&pasoch, ako keby v rekapituldcii toho ¢o videli napriklad v televizii. Online média Castokrat pristupujd k tejto
forme pokryvania Sportovych udalosti aj v ¢asoch, napriklad po¢as pracovného dia alebo v neskorych no¢-
nych hodinach, kedy publikum méa obmedzent moznost sledovat Sportové podujatia prostrednictvom inych
médii, napriklad televizie.

Videoclanok - je Gvodny text k spravodajskému alebo publicistickému videu publikovanom na spravo-
dajskom webe. Ide o kratku a stru¢nu informéciu, ktora ma Citatelovi pontknut zakladne Udaje obsiahnuté vo
videu ale tak, aby vzbudila dalsi zaujem Citatela webu, aby si video pozrel.

Fotogaléria - je spravodajska fotoreportdZ, ktora zachytava udalost prostrednictvom fotografii.
Zvycajne je kazda fotografia publikovana na samostatnej webovej adrese a Citatel ich postupne preklikdva.
Uvodom k fotogalérif je text, podobne ako pri videoglanku, ktory pontika zakladne tdaje o zachytenej udalosti.
Nésledne je k jednotlivym fotografiam poskytnuty doplfiujuci text, ktory dotvara kontext udalosti.

Online reportaz - jej zaklad je v podstate rovnaky ako v pripade online spravodajstva. Ide o zachytenie
aktualne prebiehajucej udalosti. V tomto pripade sa vSak neobmedzuje iba na spravodajské zodpovedanie
zé&kladnych otazok, ale zachytdva tieZ vypovede aktérov, respondentov, samotnych reportérov a prinasa sa-
motny nahlad autorov. V praxi sa Castokrat neda rozdelit, ¢i ide o online spravodajstvo alebo online reportaz,
pretoZe sa hranice medzi nimi stieraju v zaplave informécii a dochadza k vytvoreniu kompaktnej informéacie
v podobe minuta po minlte.

Online interview - Ide o formu rozhovoru, v ktorom pomocou technologickych a informacnych pros-
triedkov kladu otazky respondentovi Citatelia v redlnom Case. Webovy portal uverejni kratke avizo, kedy
sa online rozhovor uskutocni. Respondent nasledne odpoveda na otazky Citatelov Ci uz z redakcie alebo
aj z iného miesta, ak mu to technologické zazemie dovoluje. ,Hoci takyto on-line rozhovor moze byt mod-
erovany novinarom, ¢asto vlastne odpoveda osobnost priamo ,do klavesnice", takze odpovede su spontanne,
rychle, kratke, neupravované a necenzurované naslednym redakénym spracovanim®.” Novindr slizi skor

7 Kasarda, M.: Prakticka prirucka pisania pre profesionalov, Eurokodex, Bratislava 2012, ISBN 978-80-89447-68-6,
str. 169
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ako moderétor, ktory vybera zaujimavé otazky, alebo odmieta tie, ktoré uz boli zodpovedané. Ako Kasarda
uvadza dalej (2012) rozhovor nema zvac¢sa novinarsku cenu, pretoze Gitatelia sa pytaju ¢astokrat nesuvisiace
a neucelené otazky. Redakcie sa s tymto problémom vysporadivaju tak, Ze z rozhovoru nasledne vyberaju
najzaujimavejSie informdcie a prevadzaju ich do podoby samostatného ¢lanku, ktory je nasledne publikovany
spolu s rozhovorom.

Samotnym novym zanrom ,nezanrom*“ je ,Clanok". Ide v podstate o hybridnu formu, ktora kombinuje
viaceré zanre8. ,Clanok sa stal dokonaly novinarsky hybrid 21. storogia, ktory v sebe skryva spravodajské prv-
ky a publicistiku, stretavaju sa v iom analytické postupy, syntetizujice Uvahy ¢i komentativne prvky, priame
vypovede podobné ankete ¢i rozhovoru, pohlady do histérie, stvislosti.“

\lySSie spomenuté Zanre sa teda stali relativne pevnou sucastou produkcie webovych spravodajskych
portalov. Vzhladom na to, Ze svet online médii je mlady a dynamicky sa vyvijajuci, aj v ich pripade vSak docha-
dza k relativne ¢astym zmenam a ich samotna forma ale aj pravidelnost vyuZitia sa vyvija v ¢ase. Kym online
interview bolo oblubenym zanrom najmé na konci prvej dekady 21. storoCia, v st¢asnosti ho vyuziva stale
menej a menej médif. Na vSetky tieto zmeny vplyva aj vy$Sie popisand moznost spatnej vazby a tak sa média
0 nasadzovani jednatlivych Zanrov rozhoduju v redlnom Case.

3. Shortform, Longform, Datova zurnalistika

Spolu s vySSie spomenutymi Zanrami, vSak online média prichadzaju v poslednych rokoch k tplne nové-
mu ponatiu Zurnalistiky, ¢o je vynutené zmenou Citatelskych navykov a zarover podporené novymi moznosta-
mi, ktoré im ponUkaju rozvijajuce sa technoldgie. Dochddza tak k vzniku novych foriem publikovania obsahu
na webe, ktory nema obdobu v inych typoch médii, hoci urcité presahy mozu byt zachované. Ide v podstate
o trojicu novych sposobov publikovania a novych foriem pristupu k textu, pripadne informaciam.

3. 1. Shortform

V pripade Shortformu, ktory prekladame aj ako kratku formu, ide o poskytnutie podstatnych informacii
kratkou formou. Cielom tejto formy je poskytnutie zakladnych informacii Gitatelov v ¢o najzhutnenejSej forme
tak, aby sa v rychlosti dozvedel vSetko podstatné. Zakladnym vychodiskom je v tomto pripade informacia
o0 tom, Ze Citatel je ochotny stravit prijimanim novych informacii prostrednictvom pocitacov, tabletov a smart-
fonov iba obmedzeny ¢as, tych vysSie spomenutych 15 sekind. Shortform ma preto Citatelovi ponuknut moz-
nost ziskat prvotné a zakladné informacie a nasledne sa rozhodnut, i je suhrnny text pre neho tak zaujimavy,
aby na fiom stravil dihsi ¢as. Nevyhnutnostou je preto pontkanie odkazu na samostatny povodny text.

Shortform sa tym padom sklada z niekolkych zakladnych viet, ktoré v tradicnom ponimani zodpoveda-
ju ucelu spravy pisanej vo forme obratenej pyramidy. Prakticky ide o niekolko viet, ktoré autor identifikuje
ako najpodstatnejSie a najzaujimavejSie z danej témy. Shortform nenahradza uceleny text, ale vznika priamo
z neho dal$im redakénym spracovanim. Jeho forma méze byt v podobe uceleného niekolkovetového textu,

8  Kasarda, M.: Praktickd prirucka pisania pre profesionalov, Eurokodex, Bratislava 2012, ISBN 978-80-89447-68-6, str 87
9 tamtieZ
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alebo viacerych viet uvedenych v odrdzkach. Z formélneho hladiska ide o Cisto spravodajsky Zaner, kedZe
shortform odpoveda na zékladné spravodajské otazky.

Shortoform vytvara uz z vyprodukovanych materialov samostatna skupina editorov. V pripade potreby

a aktualnej situacie je mozné vytvorit shortform ako prvu verziu ¢lanku.

Z hladiska vyuzitia, v si¢asnosti online média s vyuzitim shortformu rozne experimentuju. V praxi sa da

odsledovat niekolko moZnych sposobov vyuzitia:

a. Uvod k &lanku - tato formu vo vyraznej miere vyuZiva bulvérny spravodajsky web Dailymail.com.
Na tvod kazdého ¢lanku, spracovava shortform, rozdeleny do niekolkych viet v odrazkach, v ktorych
sa Gitatel dozvie vSetko podstatné. AZ po nich nasleduje samotny text, ktory ponuka.

a.  Webovy suhrn - Z existujlcich ¢lankov, ktoré spravodajsky web publikuje, samostatni editori vytva-
raju obsah pre samostatnu sekciu zo suhrnom. Takymto spésobom funguije napriklad britsky dennik
Independent na stranke http://i100.independent.co.uk/, kde uverejiiuje v skratenej forme najzauiji-
mavejSie materialy.

b. Webovy rozcestnik - tato moznost sa ponuka webom spadajucich do SirSieho portfélia. V samo-
statnej webovej sekcii alebo v boxe umiestnenom napriec vSetkymi spolupracujicimi webmi sa uve-
rejnuju shortformy vytvarané z obsahu véetkych webov.

c.  Timeline - So zaujimavym rieSenim priSiel Dennik N. Ten na svojom webe ponuka nieco ako time-
line udalosti, skratenou formou. Netvori ich v8ak len z vlastnej produkcie, prebera aj informacie zo
zahrani¢nych ¢i konkurencnych slovenskych webov, ktoré nasledne linkuje.

d. Aplikacie - Samostatnd mobilnu platformu zaloZent na shortformoch zacal na jar 2014 prevadzko-
vat New York Times pod ndzvom NYT Now. Tato aplikdcia pondka obsah len pre mobilné zariadenia
a vo forme shortformov ponuka to najzaujimavejsie z produkcie dennika. Citatel ma naslednti moz-
nost sa preklikn(t priamo na uceleny text.

3. 2. Longform

Tak ako sa niekedy reportaz nazyva kralovskym zanrom printovej zurnalistiky, v pripade webu moze-
me tato ulohu prisudit longformu, ¢o evokuje uz jeho nazov. Hoci longform nie je vysostnym ,vynélezom*
online médii, prave v online médiach nasiel svoj domov, ked sa mu podarilo vyuZzit vSetky pontkané
moznosti. Ide o dlhé formy textu, ktoré v sebe kombinuju spravodajské, reportazne aj analytické prv-
ky, kombinované s vyuzitim dalSich technickych moznosti ako su videa, fotogalérie, grafy, interaktivne
grafiky a podobne. Prave nové online média ako Buzzfeed alebo Upworthy dali longformu novy zmysel
existencie.

Longform ma po formalnej stranke niekolko tisic slov a svojim charakterom leZi niekde medzi normal-
nym ¢lankom a esejou. Zvolend tému ¢i problém rozoberd do hibky a jeho menovatelom je najmé kvalita
textu. Longform je na webovych strankach zvy¢ajne zalomeny v samostatnej sekcii, Castokrat na samostat-
nej doméne, a jeho tvorba vyZaduje Specialnu grafickd a technolgicku dpravu.

Jeden z najznamejSich webovych longformov je Snaw Fall - Avalanche at Tunnel Creek (http://www.
nytimes.com/projects/2012/snow-fall/#/?part=tunnel-creek) od Johna Brancha, ktory v decembri 2012
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publikoval New York Times a v nasledujucom roku za tento pocin ziskal Pulitzerovd cenu. Aj tu sa vSak
ukazalo, Ze iSlo 0 samostatny a technologicky narocny projekt. New York Times si v roku 2014 nechal
vypracovat stostranovu Stadiu Innovation, v ramci ktorej nezavisli auditori v spoluprdaci s internymi pracov-
nikmi hodnotili to, ako sa médium vyrovnalo s nastupom internetovej éry a aké su moznosti jeho dalSieho
rozvoja. Na margo Snow Fall sa jeden z editorov New York Times vyjadril, Ze ,radSej ako samotny Snow Fall
by mal Snow Fall builder” ™, teda technickt moznost robit takéto materialy na dennej baze.

3. 3. Datova zurnalistika

Hoci datova Zurnalistika nespada pod printové Zanre, musime ju pri uvazovani o novych formach publi-
kovania informécii v online prostredi aspon v kratkosti spomendt. Ide v podstate o vyuZitie novych moznosti
digitalnych médii ako su interaktivne grafiky, videa alebo dalSie moznosti grafickej Upravy na poskytovanie
informécii, ktoré vychadzaju z kvantitativnych dat. Pomocou novych technologickych moznosti je mozné
previest velké mnoZstvo tdajov do zaujimavo a pritaZlivo vyzerajlcich webovych obsahov, ktoré v sucasnej
dobe uZ nielen dopifiaju printovy obsah, ale tvoria samostatnt hodnotnd ¢ast produkcie webovych spravo-
dajskych portalov.

4. Zaver

Na zaver je potrebné opét poukazat na dynamiku vyvoja Zurnalistiky v online prostredi. PretoZe to, ¢o
aj zanikat. Striktné a pevné uchopenie Zanrov v online médiach preto nebude mozné a ako tvorcovia alebo
vyskumnici budeme mat aj v najbliz8ich rokoch moznost sledovat ich fascinujtci vyvoj. Trochu s nadsazkou
mozeme povedat, Ze budlcnost online Zurnalistiky bezi uz teraz.
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ABSTRACT

The author puts her debate on media policy in Russia in the context of its structure, content, and regulation.
It describes how President Putin eliminated most independent news media outlets. The Government uses
state-controlled media outlets to construe biased and distorted narratives that are often focused on Rus-
sia’s state sovereignty, a concept that is fundamental to the country and its identity. In particular, during
the 2014 crisis in Ukraine, the Russian government has been eager to use newly state-controlled media
agencies to bend the truth about the events. The author debates the need to follow international commit-
ments on freedom of expression and notes judgments of the European Court of Human Rights that found
Russia in violation of this freedom. Given that the Court is unable to address most of the violations, it is
unlikely that Russian restrictions on freedom of expression, freedom of speech, and freedom of the media
will cease going forward.

KEYWORDS
Russia - media policy - media law - propaganda - freedom of the media

Introduction

printed, until today, Russian press has navigated through various boundaries of state censorship (Framp-

ton, 2012, p. 1942-43). In fact, Soviet Russian press was fully state-controlled without a single inde-
pendent journalist until 1990 when former President Mikhail Gorbachev introduced a new mass media law
(Frampton, 2012, p. 1942-43). Although the law was short-lived because of the collapse of the Soviet Unionin
1991, the Russian Mass Media Law (Zakon RF “O sredstvah massovoi informacii”), which took effect in 1992,
closely resembles its predecessor; the Mass Media Law remains the main statute governing free press and
media in Russia today (Richter, 2013, p. 120-121).

This paper analyzes President Putin’s latest decisions in light of domestic and international legal obli-
gations and further attempts to explain the reasons behind such measures through the lens of the liberal
international relations theory.

From 1703, when the first issue of the first Russian newspaper, Sankt-Peterburgskie Vedomosti, was
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I. Rights Protected by the Russian Constitution and International Law

Freedom of expression, freedom of speech, and freedom of the press are fundamental human rights
protected not only by the Russian Constitution but also by international law. The Russian Constitution explicitly
guarantees freedom of expression, freedom of speech, and freedom of the press (Konstitutsiia Rossiiskoi
Federatsii, art. 24, 29). Furthermore, the Russian Constitution proclaims (Konstitutsiia Rossiiskoi Federatsii,
art. 29): “[tlhe freedom of mass communication shall be guaranteed. Censorship shall be banned.”

These rights are further guaranteed by international law. Article 19 of the Universal Declaration of Human
Rights (UDHR) establishes that “[e]veryone has the right to freedom of opinion and expression; this right
includes freedom to hold opinions without interference and to seek, receive and impart information and
ideas through any media and regardless of frontiers.” Although the UDHR is only customary international law
and thus theoretically non-binding, freedom of expression and freedom of speech are also protected by two
binding legal documents: the International Covenant on Civil and Political Rights (ICCPR) and the European
Convention on Human Rights (ECHR or European Convention). By signing and further ratifying both of these
international legal documents, Russia is required to promote and respect these rights and freedoms.

In a similar fashion to the UDHR, Article 19 of the ICCPR guarantees “freedom of opinion” and “freedom
of expression,” asserting that such “right[s] shall include freedom to seek, receive and impart information
and ideas of all kinds, regardless of frontiers, either orally, in writing or in print, in the form of art, or through
any other media of his choice.” And while the ICCPR came into existence before the Internet, these principles
nevertheless apply to the Internet (Human Rights Council, Res. 20/8).

Additionally, Article 10 of the ECHR guarantees “freedom of expression,” which “include[s] freedom to
hold opinions and to receive and impart information and ideas without interference by public authority and
regardless of frontiers.” Article 10 of the ECHR closely resembles both Article 19 of the ICCPR and Article
19 of the UDHR. Additionally, the United Nations Human Rights Committee has stressed the importance of
freedom of expression as itis a “necessary condition to the realization of the principles of transparency and ac-
countability, that are, in turn, essential for the promotion and protection of human rights” (U.N. Human Rights
Comm., General Comment No. 34).

Although both the ICCPR and the ECHR allow freedom of expression to be restricted, such limitations
must rigorously conform with Article 19(3) of the ICCPR or Article 10(2) of the ECHR (Human Rights Watch,
2013, p. 73). Pursuant to Article 19(3) of the ICCPR, constraints on freedom of opinion and freedom of expres-
sion are exclusively permitted only if they are “(a) [f]or respect of the rights or reputations of others; (b) [f]or the
protection of national security of public order (ordre public), or of public health or morals.” Likewise, Article
10(2) of the ECHR further explains this context:

The exercise of these freedoms, since it carries with it duties and responsibilities, may be subject to such
formalities, conditions, restrictions or penalties as are prescribed by law and are necessary in a democratic
society, in the interests of national security, territorial integrity or public safety, for the prevention of disorder
or crime, for the protection of health or morals, for the protection of the reputation or the rights of others, for
preventing the disclosure of information received in confidence, or for maintaining the authority and impartial-
ity of the judiciary.
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Moreover, both the United Nations Human Rights Committee and the European Court of Human Rights
have articulated—on a number of occasions—that to meet such a stringent requirement (of Article 19(3) of
the ICCPR or of Article 10(2) of the ECHR), the restrictive law must directly address and be proportionate
to a “pressing social need” (Sunday Times v. United Kingdom, 1979, p. 42-44). Given these considerations,
to protect every individual’s freedom of expression, such restrictive laws should be extremely rare and must
directly address the specific legitimate purpose.

Il. Restricting the Russian Media

After winning his third presidential election in 2012, Vladimir Putin engaged in a well-calculated set of
maneuvers to gain domestic control of the people, often by using the media as an effective tool. This strat-
egy was partly the result of the Russian people’s view toward the election process: anti-Putin protests and
demonstrations erupted throughout the country, while the Internet was full of blogs and websites challenging
the election results as rigged and entirely corrupt (Elder, 2011; Whittaker, 2012). To respond to such opposi-
tion and to permanently change the viewpoints of the Russian people, Putin quickly pushed through numer-
ous laws and initiatives to restrict freedom of expression, freedom of speech, and freedom of the media—all
rights protected by the Russian Constitution (Federal'nyi Zakon RF No. 139-FZ). To ensure proper deterrence
mechanisms were in place to deal with violations of such laws, Putin further recriminalized slander, which
was decriminalized under Putin’s predecessor, Dmitry Medvedev (Federal’nyi Zakon “O vnesenii izmenenii
v Ugolovnyi kodeks RF i otdel'niye zakonodatel'niye akty RF”); moreover, Putin broadened the definition of
treason to include more acts for which less proof is now required to show that the alleged act harmed the
safety of the Russian state (Federal'nyi Zakon No. 190-FZ). Putin has also pushed through laws and amend-
ments to further strengthen the already critical view of the Russian people toward the West (Federal’nyi Zakon
No. 272-FZ; Federal’nyi Zakon No. 121-FZ).

An understanding of state-controlled media outlets is necessary to fully analyze the current state of
Russian media. The difference in the content of state-controlled and partially or fully independent media
outlets in Russia can be illustrated by looking at television coverage in the period prior to an election.
During this period, the state-controlled television channel devotes most of its time focusing on the Kremlin-
favorite candidate, ignoring any negative reports about this candidate along with any positive reports about
the opposition (Gehlbach, 2008, p. 19-24). On the other hand, the (partially or fully) independent television
channel stays objective regarding all of the candidates; moreover, the government’s level of control typi-
cally determines the amount of time that the independent channel dedicates to the positive coverage of the
Kremlin-favorite candidate (Gehlbach, 2008, p. 19-24). Noticeably, even fully autonomous news organiza-
tions often do not publish independent anti-Kremlin articles, and instead borrow such pieces from other
news outlets (typically foreign) to avoid being directly linked to the content (Frampton, 2012, p. 1955).
When most of the media outlets are state-controlled, the news presented to the public becomes completely
biased, reporting on only those issues that the government deems important and failing to report on every-
thing else (Coalson, 2014). As a result, the government forces the people to believe its biased reality, which
often lacks any sense of truth (Calderone, 2014).
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It should be noted that President Putin eliminated most independent news media outlets during his first
two terms—most notably, by forcing the last major private television channel, NTV, which strongly criticized the
war in Chechnya, into the hands of the government (Costa-Kostritsky, 2014). However, Putin’s recent actions
have further wiped out most other sources of free press in Russia. As a result, Putin is able to continuously
force state-controlled biased propaganda onto the people, thus controlling the public opinion.

lll. Putin’s Elimination of Independent Press

On December 9, 2013, President Putin, in a surprising and unexpected move, ordered the closure and
liquidation of RIA Novosti, one of the largest state-owned news agencies (Sumlenny, 2013). Although state-
owned, the seventy three-year-old RIA Novosti has focused on providing rather unbiased and independent
content in recent years (Sumlenny, 2013). Its editor-in-chief, Svetlana Mironyuk, attempted to remain loyal to
the government, while also publishing objective and independent news, particularly in the newspaper’s op-ed
pieces (Sumlenny, 2013). The news agency even went as far as printing news articles critical of the Russian
government, an unheard-of tactic at other state-owned media outlets (Sumlenny, 2013). RIA’s readers clearly
appreciated this objectivity given that the newspaper’s website ranked as the eleventh most visited news
website in Europe, ahead of American CNN and German Der Spiegel (Sumlenny, 2013). But it was RIA’s suc-
cess and independence that ultimately resulted in its demise; RIA clearly became a threat to Putin, a critic
of free media. Moreover, by replacing RIA with Rossiya Segodnya (Russia Today), headed by a Kremlin-loyal
Dmitry Kiselyov—known for his anti-western and anti-gay views—Putin ensured the formation of a powerful
state-controlled ally (Sumlenny, 2013). Rossiya Segodnya (Russia Today) is set to become an important pro-
paganda tool for Putin and will no longer be a place for independent journalism. As Dmitry Kiselyov explained
in his first speech at RIA’s office (Sumlenny, 2013): “[r]leporters who claim to be objective ‘distort the picture
and look on our own country as if it were a foreign one.” With Rossiya Segodnya (Russia Today), Kremlin will
achieve the goal of aggressively pushing its values onto the Russian people.

Dozhd (Rain), an independent Internet and cable television station, was next on Putin’s agenda of con-
trolling the media. In January 2014, on the heels of the Sochi Winter Olympics, the Kremlin pressured most
cable and satellite providers to drop Dozhd, which resulted in the television station losing ninety percent of
its viewers (Dzyadko, 2014). The official Kremlin explanation for the change: a controversial poll about the
siege of Leningrad during World War Il that Dozhd posted on its website; however, as was the case with
RIA Novosti, the independent and often critical reporting led to the demise of Dozhd (Dzyadko, 2014). The
reporting at Dozhd was unlike that at state-controlled television stations: the 2013 Moscow mayoral election
is just one such example (Luhn, 2014). On the night of the election, while Dozhd objectively analyzed its own
realtime exit poll data and highlighted the position of the opposition leader, its state-controlled counterpart
ignored the controversial vote, and instead focused solely on the praise received by the Kremlin-backed may-
oral pick (Luhn, 2014). Partly because of such controversial reporting, Dozha, since its start in 2010, quickly
became an important and powerful independent television station, reaching almost eighteen million homes
(Luhn, 2014). Even though Dozhd is technically still functioning, most recently from makeshift studios at
an apartment, it is unable to reach its potential audience; as a result, Putin successfully conquered another
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independent news organization, moving Russia closer and closer to exclusively state-controlled media (Luhn,
2014). Furthermore, to spin the situation in a positive (but false) manner, Putin stated—following an address to
the nation—that he will use his full power “to counteract ‘excessive attention on the part of regulatory organs’
towards Dozhd;” additionally, Russia’s Communications and Mass Media Minister has asserted that no bar-
riers exist for Dozhd to return to cable television and that the government was not interfering in the situation
(Media Minister Says No Barriers Against Independent TV Channel Dozhd).

Following a strict agenda, Putin’s next move came only a few weeks later. The President (with some
assistance) reshuffled the management at one of the only remaining partly independent and financially suc-
cessful radio stations, £kho Moskvy (Echo of Moscow) (Russian Ekho Moskvy Radio Director Fedutinov
Dismissed). Although the radio station’s controlling shareholder is Gazprom Media, a state-controlled com-
pany, Ekho Moskvy (Echo of Moscow) is known for its independent and sometimes critical reporting toward
the Kremlin (Russian Ekho Moskvy Radio Director Fedutinov Dismissed). Likely as a result of such reporting,
Gazprom Media (presumably per Putin’s instructions) replaced the long-time head of Ekho Moskvy (Echo of
Moscow), Yuri Fedutinov, with a state television employee, Yekaterina Paviova (Russian Ekho Moskvy Radio
Director Fedutinov Dismissed). The case of Ekho Moskvy (Echo of Moscow) greatly resembles R/A Novosti.
Moreover, shortly after the change at Ekho Moskvy (Echo of Moscow), a similar reshuffling occurred at
Lenta.ru—an independent news website—when the owner of Lenta.ru suddenly fired its editor-in-chief, Galina
Timchenko, and replaced her with a pro-Kremlin editor-in-chief, Alexei Goreslavsky (Lenta.ru Website is Latest
Independent News Outlet to be Reined in). Although often objective and critical of the government, Lenta.
ru's interview with a leader of the Ukrainian ultra-nationalist group was likely the website’s final straw, given
that Lenta.ru received a warning from authorities regarding the “extremist” content of the interview (Lenta.ru
Website is Latest Independent News Qutlet to be Reined in). Itis no surprise that prior to the change, Lenta.
ru provided an independent and alternative viewpoint on the crisis in Ukraine, a viewpoint that was missing at
any of the state-controlled media outlets (Lenta.ru Website is Latest Independent News Outlet to be Reined
in). To protest the change, eighty-four Lenta.ru employees published an anti-Kremlin statement blaming the
government for a lack of independent journalism; most of those who signed the statement resigned shortly
after its publication (Lenta.ru Website is Latest Independent News Outlet to be Reined in). And although
such actions are admirable, it is difficult to view this reshuffling as anything but a Putin-win (Lenta.ru Website
is Latest Independent News Qutlet to be Reined in). Only a day after firing the editor-in-chief of Lenta.ru, the
authorities blocked access to a number of independent and pro-opposition news websites; the websites were
allegedly in violation of the extremist law because they “contain[ed] calls for illegal activity and participation in
mass events conducted in violation of the established order” (Gutterman, 2014).

President Putin and the Russian government—through a series of strategic moves—have also gained full
control of Russia’s major social network, VKontakte. Russian officials first saw the website’s founder and CEO,
Pavel Durov, as a potential threat in 2011, when Durov refused to shut down the pages of anti-Putin activists
(Toor, 2014). Allegedly, the government’s campaign to take over the independent social network began short-
ly afterward (Toor, 2014). In 2013, the government opened a criminal investigation against Durov, claiming he
was involved in a hit-and-run of a police officer (Toor, 2014). Soon afterward, two of VKontakte's co-founders
sold their forty-eight percent stake in the company to a Putin ally, allegedly as a result of direct pressure from



142 Global Media Journal

the Kremlin (Toor, 2014). In January 2014, after the criminal investigation against Durov was quietly closed,
the VKontakte CEO finally got the message and sold his remaining stake in the company to a businessman
loyal to the Kremlin (VKontakte CEQ Pavel Durov Quits Steps Down and Flees Country). In April 2014, Durov
was fired from the website he created and was forced to flee the country because he once again refused to
turn over information that the government demanded regarding opposition activists (VKontakte CEQ Pavel
Durov Quits Steps Down and Flees Country).

Finally, in the midst of the 2014 crisis in Ukraine, the Russian government has been eager to use newly
state-controlled media agencies to bend the truth about the events. Russian government has accused the
West, particularly the United States, of organizing and supporting the crisis in Ukraine. This conspiracy theory
has further named the United States as the “enemy,” and the one that should be responsible for the con-
flict in Ukraine (Ryzhkov, 2014). Given the lack of independent news agencies, it has been easy for Putin
and the Russian authorities to continuously feed such misinformation to the Russian people, and it seems
that the government has convinced the domestic audience of this lie (Hersenhorn, 2014). Further, to ensure
that the annexed Crimean people stay oblivious, Putin has used his power to ban independent news sources
in Crimea and further block all Ukrainian television stations (V Krimu otklyuchili vse ukrainskii telekanaly).
Moreover, to continue on with the charade, Putin has honored with state medals over 300 Russian journalists
for their “objective” media coverage of the situation in Crimea (Nechepurenko, 2014). Notably, all recipients
of the “For Service to the Fatherland” award work for either state-run or state-controlled media news outlets
(Nechepurenko, 2014).

To point more fingers at others, the Russian government has even claimed that Russian journalists were
intentionally denied entry to a news conference between President Barack Obama and Ukrainian Prime
Minister Arseny Yatseniuk, alleging that the United States was violating its own principles of freedom of
speech (Calderone, 2014). Based on Putin’s actions, it seems that he is not concerned that in 2014, a report
by a non-governmental organization classified Russian press as “not free,” and Russian freedom of the press
ranked 176" out of 197 countries (Freedom of the Press 2014).

IV. Understanding Putin’s Actions

It is an established concept within the circle of international lawyers that power shapes and influences
state behavior; thus, to fully understand the impact of such behavior, international lawyers often view state
actions through the lens of one of the international relations theories (Slaughter Burley, 1993, p. 205). In
the case at hand, President Putin’s restrictions on freedom of the press can be best understood through the
framework of liberal international relations theory, which focuses on domestic preferences as a key to under-
standing world politics (Moravcsik, 1997, p. 513).

The “fundamental premise” of liberal theory is that state preferences explain state behavior, and the
foundation of liberal theory is further based on three core assumptions (Moravcsik, 1997, p. 516). First, the
primary actors that affect state behavior are private groups and individuals (Moravcsik, 1997, p. 516-17).
Second, state preferences are defined and constrained based on the preferences of domestic interest groups
and individuals, who shape the official government policy (Moravcsik, 1997, p. 518). It is the preferences of
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these domestic constituents that alter state preferences and behavior in the international system (Moravcsik,
1997, p. 518-19). And third, state behavior in the international system is shaped by these domestic pref-
erences combined with further limitations of the priorities and interests of other states (Moravcsik, 1997,
p. 520-21). Thus, liberal political science theory explains foreign policymaking of states as a two-stage pro-
cess: first, states “define preferences,” and second, states “debate, bargain or fight to particular agreements”
(Moravcsik, 1997, p. 544).

Thus, in the case at hand, by extinguishing free press, Putin is easily able to change the domestic prefer-
ences of individuals and private groups by bending the truth through state-controlled media outlets. Putin has
successfully used these outlets “to structure societal discourses facilitating [his] own agendas and protecting
[his] own interests” (Frampton, 2012, p. 1946).

Quite simply, the reason behind Putin’s restrictions can be understood by looking at the poll numbers.
In December—before Putin dismantled R/A Novosti and converted it into Rossiya Segodnya (Russia Today),
a state-controlled and propagandafilled news outlet—a survey by an independent Russian agency found that
sixty-one percent of respondents approved Putin’s performance, the lowest such public approval rating since
2000 (Sloan, 2014). Thus, the Russian President (based on the public sentiment) was at his weakest point on
the brink of one of the most important events for Russia: the 2014 Winter Olympics in Sochi (Stanglin, 2014).
As a result, to change the perception regarding Sochi and Putin overall, the President swiftly eliminated any
and all opposition—namely, impartial and objective journalism. Following the Winter Olympics, the crisis in
Ukraine quickly escalated (Gonchar, 2014). Once again, Putin saw another opportunity to further suppress
free press and instead use biased and misinformed state-controlled news outlets to change the domestic pref-
erence. The result: Putin’s approval ratings have gradually improved since February and are now at eighty-two
percent, the highest level since 2010.

Thus, in the midst of the Sochi Olympics and the current crisis in Ukraine, Putin has been able to success-
fully use state-controlled media outlets to construe biased and distorted narratives that are often focused on
Russia’s state sovereignty, a concept that is fundamental to the country and its identity (Burke-White, 2014,
p. 45-48). For Russia, this concept of state sovereignty is, according to Burke-White (2014, p. 47), “the inter-
national legal articular of underlying preferences of freedom of action within its own territory and its expanding
regional influence.” Given the high approval ratings, it seems that Putin’s approach has triumphed as it has
altered the domestic preferences of the Russian people.

V. The Legality and Future of the Russian Press

If the Russian Constitution explicitly guarantees freedom of expression, freedom of speech, and freedom
of the media, how has the Russian government been able to limit all of these rights, making them almost
extinct? (Konstitutsiia Rossiiskoi Federatsii, art. 24, 29). Quite simply, by using the same Constitution, which
allows restricting such freedoms without defining any of the restrictions (Konstitutsiia Rossiiskoi Federatsi,
art. 29): “Propaganda or agitation, which arouses social, racial, national or religious hatred and hostility shall
be prohibited. Propaganda of social, racial, national, religious or linguistic supremacy shall also be prohibited.”
Supplementing the Russian Constitution, Article 2 of the Russian Mass Media Law provides for similar restric-
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tions to the anti-censorship guarantee, and these limitations further resemble exceptions found in Article
10(2) of the ECHR and Article 19(3) of the ICCPR.

Between 19981 and 2013, the ECtHR has found Russia in violation of Article 10 (freedom of expres-
sion) in twenty-five judgments, which puts Russia as the fourth-highest violator of Article 10 of all state-
parties to the European Convention (Violation by Article and by State, 1959-2013). Nevertheless, Russia
consistently violates international law even though it is bound to the judgments of the ECtHR (ECHR, art.
46). The explanation, however, is once again simple: the ECtHR is a single court with sparse resources,
hearing cases from all of the forty-seven member states. Further, given the current backlog at the ECtHR,
the judges are unable to address all of the applications submitted by Russian citizens (ECHR in Facts &
Figures, 2013).2 In 2013, the ECtHR received 24,102 applications from Russian citizens; however, 23,842
of those were rejected as inadmissible (Press Country Profile: Russia). From the remaining 257 applica-
tions, the Court delivered 129 judgments, finding at least one violation in 119 of the judgments (Press
Country Profile: Russia). Most ECtHR judgments result in monetary payments, and while Russia generally
complies with paying the awards, such payments are readily foreseen in the national budget process, and
thus fail to serve as a strong financial deterrent for the country (Solvang, 2008, p. 14). In 2013, as an ex-
ample, the 119 judgments that violated the European Convention resulted in an average award of 34,366
euro per case (Committee of Ministers, Council of Europe, 2013, p. 56).

Moreover, Russia has continuously failed to implement most non-compensatory parts of any judg-
ment. In 2013, eighty-seven percent of pending cases from Russia were deemed “repetitive,” meaning
such repeat violations have been addressed before and should theoretically be prevented by the respon-
dent government implementing the necessary measures as provided by the ECtHR judgment (Committee
of Ministers, Council of Europe, 2013, p. 33, 40). The percent of “repetitive” cases remained unchanged
from 2012, indicating that Russia has not been implementing any of the necessary measures per the
ECtHR (Committee of Ministers, Council of Europe, 2013, p. 33, 40). Besides failing to comply with non-
compensatory parts of ECtHR judgments, Russian authorities further deter individuals from even filing
their applications with the ECtHR by intimidating the potential applicants, their attorneys, and human rights
activists (European Parliament Assembly Debate, 31st Session).

Conclusion

The modern 25 year old history of the media freedom in Russian can be viewed as a short life, that started
with a strong kick and accelerated growth in its first decade to be followed by stagnation in the middle of the
timespan and finally firm and clear symptoms of interior illnesses and imminent death unless its forceful and
forced treatment by the current Government changes.

Given that the ICCPR does not have an effective enforcement mechanism and that the ECtHR is unable
to address most of the violations, it is unlikely that Russian restrictions on freedom of expression, freedom

T Russia was not subject to the judgments of the ECtHR until 1998, the year Russia ratified the European Convention.
2 In 2013, from 916 delivered judgments, the Court issued 129 judgments concerning the Russian Federation, repre-
senting the highest number of judgments of any of the forty-seven member states of the Council of Europe.
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of speech, and freedom of the press will cease going forward (MacFarquhar, 2014). To effectively stop
these legal violations, the international community must call for such changes, by exerting significant
pressure on the Russian government.
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Média & pravo prispievaju aj k zvySovaniu
medialnej gramotnosti

TUSER, A. - KRESAK KAMENSKA, Z. 2014. Média a pravo. Rukovat k masovym médiam a verejnému pravu
vSRaCR. Zilina : EUROKODEX, s. 1. 0. 268 s. ISBN 978-80-8155-046-1.

nesie recenzovana kniha, teda Média a pravo, ma zaujal svojim obsahom. Navy3e
s jednoznacne a bohato vypovednym nadtitulom Rukovat k masovym médiam a ve-
rejnému pravu v SR a CR.

Za pozornost vSak stoji aj dizajn knihy: nie celkom typicky, no na ,rukovat* priliehavy
format, a k tomu dynamickd, marketingovo sice vyzyvavo, ale sic¢asne decentne posobia-
ca obalka. Ako vidno, aj odborné publikacie nestaci uz ,len vydat®, ale musia sa aj ony
samy na prvy pohlad ,predavat”. Recenzovana kniha k takymto produktom patri. Na chvalu vydavatelstva,
ktoré zrejme nastupilo tito progresivnu cestu za svojim Citatelom, pretoZe aj predchadzajucich niekolko knih
uz ma podobny moderny charakter.

Pri hodnoteni obsahu novej publikacie je potrebné ,prekonat” dve jej nevyhnutné ¢asti, ktoré maju prave
s obsahom vela spolo¢ného. KedZe ide o ,rukovét”, to znamena prirucku, pomécku, alebo, ako v predhovore
uvadzaju autori dalSie synonymické vyrazy repetitorium, encyklopédia, vademecum, obsahuje uz hned na za-
Ciatku knihy - na rozdiel od zauzivanych foriem na konci - prehladny register terminov a pojmov ako pomoc
na rychlu orient&ciu v publikacii. Druhou nevyhnutnou sucastou st informécie pre pouzivatelov, ktoré kazda
seriézna publikacia encyklopedického charakteru ma obsahovat.

Publikécia vo svojom zavere uverejfiuje hodnotenia oboch posudzovatelov, renomovanych predstavitelov
svojich vednych odborov. Za oblast préava je to rektor Paneurdpskej vysokej Skoly v Bratislave prof. JUDr. Jan
Svak, DrSc. a za oblast médii prof. PhDr. Jifi Pavelka, CSc. z Fakulty socialnych Studii Masarykovej univerzity
v Brne. Ked som si precitala ich posudky, nebolo by ni¢ lahSie ako si nie¢o z nich ,ukoristit“. To sa nepatri,
a tak som vlastne v situacii, Ze sa mi piSe tazSie, aby si nikto nemyslel, Ze nepouzivam vlastné myslienky
na zhodnotenie knihy. Hoci citovanie mudrych myslienok niekoho iného v konkrétnych kontextoch (ako bude
vidno v dalSich riadkoch) mozno povazovat za prejav profesionalnosti.

Na publikécii mozno vidiet jedine¢nt viacnasobnu synergickost. Vnimavy Citatel ju spozoruje uz
z letmého pohladu na obélku. Zaujmd ho pojmy ,masové média“, ,verejné pravo®, ,.SR* a ,CR". Ano, uz
samotny nadtitulok je nositelom vyznamnych informéacii. Oznamuje, Ze knizka obsahuje terminy a pojmy
z medidlnej i pravnej oblasti a z nich s dérazom na masové média a verejné pravo. Nazdévam sa, Ze tato
symbidza je neodSkriepite/nd a autori predkladaji odbornej i laickej verejnosti naozaj dva velmi Uzko teore-
ticky a prakticky prepojené odbory ludskej Cinnosti. To je prva vynimocnost v skupine publikacii encyklope-
dického resp. slovnikového charakteru. Ta druhd vynimocnost je eSte vzacnejsia. Mozno ani nema partnera
na (izemi Slovenskej republiky a Ceskej republiky, ktory by jednotlivé terminy a pojmy masmedialneho a ve-
rejno-pravneho charakteru (ale pravdepodobne aj z inych vednych odborov) z oboch jazykovo i historicky
blizkych republik zhromazdil v jednej publikacii.

N a publikaciach odborného charakteru si vS§imam predovSetkym nazov. Aj ten, ktory




150 Global Media Journal

Publikécia uverejiiuje hodnotenia oboch posudzovatelov, renomovanych predstavitelov svojich vednych
odborov. Za oblast prava je to rektor Paneuropskej vysokej Skoly v Bratislave prof. JUDr. Jan Svék, DrSc.
a za oblast médii prof. PhDr. Jifi Pavelka, CSc. z Fakulty socialnych Studii Masarykovej univerzity v Brne.
Citujem prof. Jifiho Pavelku: ,Autorom sa podarilo ukazat, ze slovensky medialny trh a pravny systém zdiela
rad vlastnosti, hodnotovych orientdcii a ritualov s ceskym medialnym trhom a pravnym systémom a ze dané
segmenty socialno-kultirnej reality mnohorako doteraz funguju ako prirodzene prepojeny celok. Z tychto do-
vodov sa Médid a pravo zrejme stanu uzitoénym informatériom a atraktivnou u¢ebnou pomaéckou na teritoriu,
ktoré politicka reprezentacia byvalého Ceskoslovenska rozdelila v roku 1992.

Z odborného hladiska mozZno konsStatovat, Ze obaja autori - Andrej TuSer z medialnej a Zuzana Kresak
Kamenska z pravnej oblasti - sa zamerali na taziskové terminy a pojmy, sucasne vsak kladli déraz na urcit
vzajomnu prepojenost oboch vednych odborov. Ich zdmer takmer metaforicky vystihol prof. Jan Svak, ked
napisal: ,Medialny svet sa bez tkaniv pravnych noriem nezaobide. Vytvaraju mu priestor pre slobodu prejavu,
ale zaroveri ho postihuju bremenom zodpovednosti v zaujme ochrany stkromia. Stat cez svoje regulativy zasa-
huje do medialneho priestoru vo verejnom zaujme, ktorého obsah, ako aj vyplyva z pojmu rozobraného v tejto
publikacii, je minimalne nejasny. Kazdy pokus o jeho desifrovanie je preto pozitivnym krokom. Tak ako kazdy
iny pojem rozoberany v tejto publikacii vytvorenej v duete novinara a pravnika.”

Dalo by sa namietat, Ze rukovat neprinasa vSetky frekventované terminy a pojmy z oboch odvetvi. Je to
autorsky vyber, teda zan zodpovedaju autori, ktori zhromazdovali material s uréitym cielom. Ak bolo hlavnym
zamerom zhromazdit a interpretovat terminy a pojmy z médii a prava v stlade so slovenskymi a ¢eskymi
realiami, potom ich tloha bola velmi naroéné. Casovo, obsahovo a najmé vzhladom na mnoZstvo matérie,
ktord museli preStudovat. Iba samotny zoznam pouZitej literatury, predovSetkym kniznej, ale aj dokumentov,
zakonov a internetovych zdrojov predstavuje 20 normostran. Ako vidno zo Struktury publikacie, pod kazdym
beZznym heslom sa nachadza minimalne jeden - dva zdroje, no pri velkych heslach ide aj o 8 - 10 kniznych
zdrojov. Kazdy zdroj museli mat v rukach, poznat ho, vybrat adekvatny odkaz, citaciu, parafrazovat.

Napriek tomu moZno autorom pripomenut, Ze do oblasti médif patri nielen masova, ale aj marketingova
komunikacia, z ktorej sa v publikécii nachadzaju ,iba“ tie najfrekventovanejsie ako public relations, media
relations, reklama, inzercia a pod., podobne z pravnych pojmov absentujl hesla zo sukromného prava.
Na ploche cca 250 stran v8ak tazko mozno Ziadat ,vSetko“. Obaja recenzenti preto zhodne tvrdia, Ze by
bolo dobré pokracovat v tvorbe dalSieho podobného dielka a zaradit do neho terminy a pojmy, ktoré sa
tematicky do tejto publikacie nedostali.

V kaZdom pripade treba uvitat tento pocin. NavySe aj preto, Ze autori prisli s pridanou hodnotou, ktor(
nie kazda publikécia ma. V predhovore piSu: ,Vacsina terminologickych vyrazov a pojmov v nasej publika-
cii (ak nejde iba o informacnud hodnotu spracovaného pojmu) je koncipovana tak, aby postacila na ziskanie
zakladnych znalosti Studentov na vSetky formy bakalarskych resp. magisterskych skusok na masmedialne
a préavnicky orientovanych $kolach nielen na Slovensku, ale i v Ceskej republike... Publikacia mdze vyrazne
prispiet aj ku zvySeniu medialnej gramaotnosti Sirokého diapazonu pouzivatelov, teda aj laickej verejnosti, ktora
je v kontakte s masmédiami a verejnym pravom. A kto v siiasnom svete nie je...?".

Recenzent moze s publikaciou takéhoto typu len sthlasit a odporucit ju.

PhDr. Eva Chudinova, PhD.
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Hodnota tvorcu Milana Ferka

HUDIKOVA, Zora: Hodnota tvorcu. Portrét spisovatela Milana Ferka. Novy Sad: Novinovo-vydavatefska
ustanovizen Hlas fudu. 168 s. ISBN 978-86-82513-30-8.

m a prvy pohlad subtilna knizotka. Tak do ruky. Alebo do damskej kabelky. Mozno
N predobraz toho, ako bud( vyzerat jej nasledovnitky. Ano, publikécia kolegyne
RS PhDr. Zory Hudikovej, PhD. z Fakulty masmédii Paneurdpskej vysokej Skoly v Brati-
__ tvorcu slave je vlastne prvou lastovickou zaujimavého projektu, ktory sa zrodil vlani v hlave deka-
u o na tejto fakulty prof. Jozefa Leikerta: Edicie Okamihy osudov. Jej cielom je vytvorit sibor
;G monografii 0 osobnostiach (predovSetkym z masmedidlnej oblasti), ktoré sa vyraznym
*%"% spbsobom podielali na pokroku a rozvoji slovenskej spolo¢nosti.
Projekt ma naprogramované konkrétne novinarske (ale i literarne) osobnosti, ako aj
autorov, ktori 0 nich budu pisat. Spracovat portrét Milana Ferka sa rozhodla teda Zora Hudikova. Z akych
pohnutok, to sa Citatel dozvie z predhovoru ku knihe.

Ako recenzent som sa zamyslel nad tym, ¢o viedlo autorku k na prvy pohlad nie prili§ lakavému nazvu
svojho diela. DIho som nemusel rozmyslat. Zora Hudikova je psychologicka, Zurnalistka, lektorka medialne;
tvorby, pedagogicka, aktivna autorka odbornych publikacii. To vSetko ma predsa jedného jediného, spolo¢-
ného, menovatela: tvorivost. A ked zaéneme listovat v strankach knihy, okrem inych nachadzame skuto¢ne
kapitolky s takymito nazvami: Tvorivost v Zivote Cloveka, Tvorca a tajomstva historie, Tvorca s dusou dietata,
Tvorca v sluzbach muz, Tvorca cestovatel, Tvorca publicista. V tychto a dalSich pohladoch na vSestranného
Milana Ferka objavovala jednotlivé postupy a finesy toho, ¢o tato osobnost vyprodukovala. A tak zrejme préave
tieto objavovania Ferkovych roznych tvorivych stranok ju priviedlo k tomuto (podla recenzenta k nie prili§
lakavému, podla inych mozno vystiznému) nazvu: Hodnota tvorcu. Dalo by sa to aj otocit: Tvorca hodnot. Lebo
po precitani tejto publikacie - zasluhou autorkinho mnohostranného pristupu - musime potvrdit, Ze Milan
Ferko nielen tvoril hodnoty, ale aj hodnotne tvoril.

Portrét Milana Ferka nie je len nahliadnutim do jeho Zivota a Siroko spektralnej prace. Autorka prichadza
s ovela SirSim diapazonom tvorby a tvorivosti vSeobecne. V prvych dvoch kapitolach sa zaobera osobnostnymi
aspektmi ¢loveka a postavenim tvorivosti v jeho Zivote. Vysvetluje pojmy tvorivost, tvorivy produkt, tvorivy
proces, podmienky tvorivosti, rozobera ¢o alebo kto je tvoriva (kreativna) osobnost a ktoré su jej charakteris-
tické znaky. Po osvojeni si takychto odbornych znalosti pristupuije Citatel skutocne s profesionalnou pripravou
na sledovanie dalsich 130 stran publikacie. Pretoze, tych prvych 30 odbornych (nie o Milanovi Ferkovi, ale
aj 0 iom) zaradila autorka Uplne zamerne. Sama o tom hovori: ,Fenomén kreativity je zlozity. Pokusime sa
niektoré tu vyslovené zasady aplikovat na Zivot a tvorbu Milana Ferka*.

A v dalSom texte sa uZz mdzeme zacitat do pestrofarebného kolobehu Zivota a tvorby tvorcu. Zora
Hudikova s pedantnostou jej vlastnou postupuje od Uplného detstva basnika a spisovatela, cez jeho verse,
literarne zaciatky, cez média, v ktorych posobil a ,nezabudol“ ani na jedno (divadlo, film, televizia, rozhlas),
cez preklady, hudobné diela, popularno-naucnu i humoristicku literatdru. Takto - podla tvorivych aktivit,
ktorym sa Milan Ferko venoval - ,uklad&” autorka jednotlivé podkapitoly svojej knihy. Zda sa, Ze sa jej
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text pisal lahko (ale to je urcite iba zdanie - pozn. aut.), pretoze sa velmi dobre Cita, je vhodne popretka-
vany autorskymi vytahmi z mnohostranného diela tvorcu, dopifiany autorskymi vypovedami jeho kolegov
a stputnikov.

Cenné je aj zaclenenie Milana Ferka do dejinnych udalosti a stvislosti, ktoré neobisli ani jedného spisova-
tela, literata alebo iného tvorcu v podobnom vekovom rozpati. Aj on bol, ako mnoho inych, v najlepsich svojich
rokoch ,vytrhnuty“ z tvorivého diania po¢as normalizacie, ale aj on po roku 1989 sa s plnou vervou pusta
pokracovat vo svojej pestrej, nielen literarnej, ale i spolo¢ensko-politickej kreativnosti.

Autorka v tejto monografickej publikécii poddva na Milana Ferka pohlad ako ,na osobnost tvorcu a na jeho
osobnostné charakteristiky, ktoré mozno odcitat a predpokladat z jeho tvorby, tém, o ktorych pisal, ale aj pri-
stupu k tvorbe, ako aj ¢innosti a funkcii, ktoré vykonaval... . Milan Ferko bol mimoriadne produktivny autor,
napisal cca 200 diel, cca 100 textov detskych piesni. Zora Hudikova o fiom v doslove piSe, Ze ,bol vo svojej
literarnej tvorivosti velky talent, m6zeme ho oznacit az pojmom genialny. Mal neobvykle rozsiahly zaber tvo-
rivosti - od kreativity postavenej na detailoch a faktoch aZz po neobmedzenu fantaziu. Mal maximainu slovnu
pohotovost, flexibilitu a fluenciu, bol majstrom slova®“.

To vSetko, i ovela viac, sa vdaka lahkému rozpravacskému Stylu autorky Citatel dozvie prave v monogra-
fii Hodnota tvorcu. Pripomenme eSte, Ze knizka vySla zasluhou riaditela Novinovo-vydavatelskej ustanovizne
Hlas ludu Ing. Samuela Ziaka v Novom Sade a do Zivota ju uviedol v Bagskom Petrovci slovensky velvyslanec
v Srbsku JUDr. Jan Varso, CSc.

Prof. PhDr. Andrej Tuser, CSc.



