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d a n a h  b o y d  –  K a t e  C r a w f o r d 

Cri t ica l  quest ions  for  b ig  data  –  Provocat ions  for  a 
cul tura l ,  technolog ica l ,  and scholar ly  phenomenon

The era of Big Data has begun. Computer scientists, physicists, economists, math-
ematicians, political scientists, bio-informaticists, sociologists, and other scholars are 
clamouring for access to the massive quantities of information produced by and about 
people, things, and their interactions. Significant questions emerge. Will large-scale 
search data help us create better tools, services, and public goods? Or will it usher in 
a new wave of privacy incursions and invasive marketing? Will data analytics help us 
understand online communities and political movements? Or will it be used to track 
protesters and suppress speech? Will it transform how we study human communica-
tion and culture, or narrow the palette of research options and alter what ‘research’ 
means? Given the rise of Big Data as a socio-technical phenomenon, we argue that it is 
necessary to critically interrogate its assumptions and biases. In this article, we offer six 
provocations to spark conversations about the issues of Big Data: a cultural, technologi-
cal, and scholarly phenomenon that rests on the interplay of technology, analysis, and 
mythology that provokes extensive utopian and dystopian rhetoric.
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K r i s z t i n a  C s ü l l ö g

Leisure  t ime on the  Internet  –  soc ia l  or  lone ly?

The social impact of the internet has been in the focus of debates in recent decades. In 
the beginning of the diffusion the extreme positive or negative views were abundant. 
From the middle nineties these speculations were replaced by the empirical research-
es. The main question of these was whether the new communication technologies 
would facilitate or interfere the maintenance of personal relationships. One branch of 
these researches considers the Internet usage as a way of spending time, and it analyses 
the association of net usage with time spending on social and other leisure time ac-
tivities. This study is aimed to review the main international and Hungarian literature 
concerning the topic, and my own research results based on the analysis of the World 
Internet Project’s database.

Keywords: internet usage, leisure time spending, social relationships, 
cohort-analysis

24



141

CONTENTS

E r z s é b e t  H e t e s i  –  B a l á z s  R é v é s z

Does Informat ion Technology redraw the  Role  o f  Personal
Relat ionship  in  Inter -organizat ional  Cooperat ion?

Does the spread of information technology terminate the importance of personal re-
lationships, trust, fairness and the loyalty in inter-organizational relationships? In our 
study we present the results of two researches, which draw the attention to the fact that 
while information technology transforms the inter-organizational relationship tech-
niques, the personal encounters maintain their significance. The results of our survey 
indicate that new IT solutions bring enormous changes in handling customer relation-
ships. In the same time, however, the analysis of the interviews seems to indicate an 
opposite trend: the parties consider that the face to face interaction will be important 
in the future too. We believe that during inter-organizational relationships both ways 
of interaction can be effective, and they jointly play an important part in the parties’ 
valuation of the relationship.

Keywords: Information Technology, Customer Relationships, Personal Relationship, 
Relationship Management
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R i c h á r d  G a l l i

Informat ion soc ie ty ,  bus iness  in te l l i gence

The article shows that business intelligence cannot only provide a ground for busi-
ness decisions, but also answers workforce questions. This is why the article revolves 
around two – connecting – topics: the first is the management of corporate human 
resources – the definition of who is the most capable of filling which positions and how 
to keep her/him there – the second part is about hierarchical questions, such as the 
creation of the business intelligence competency center. 

Keywords: business intelligence, company hierarchy, competency center, BI, BICC
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P á l  S u s á n s z k y

The barr iers  o f  Open Source  Sof tware  (OSS)  adaptat ion 
in  Hungary:  the  case  of  f ive  c i t ies

Adaptation and implementation of Free/Open Source Software (OSS) by different or-
ganisations have been a hot topic of numerous studies in the last decade. In this pilot 
study (based on interviews with the administrators in the municipalities) we examined 
the main factors (environmental, structural and personal) of adaptation of OSS in five 
Hungarian cities. The main findings are: in Hungary we could discern a new way of 
adaptation that we can call ‘spontaneous adaptation’. The main characteristic of this 
method is the lack of the adaptation-decision by the political leaders of the municipal-
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ity. We also discern five steps in the implementation of OSSs that are characterized by 
different impeding features.

Keywords: OSS, Adaptation, Municipality
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L e v e n t e  Ta t t a y

Copyr ight  law and income in  the  knowledge  based soc ie ty

Starting with a conceptual approach, the author describes the main characteristics of 
the knowledge economy and using this framework outlines the questions of copyright 
and income in knowledge industries. The article answers the following questions: is it 
possible to define the creative industries of a country and to measure their performance 
and share in the economy? 
Keywords: knowledge society, copyright, creative industries, income
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J u d i t  S u l y o k

What  i s  go ing  on in  the  media?  The Role  o f  the  Wri t ten
Media  in  Forming the  Image of  the  Lake Balaton as  a 
Tourism Dest inat ion

Media and tourism are connected in a lot of ways, both are integral part of the daily life. 
Tourism is the industry that shows the positive picture of a destination in the media. 
Acknowledging its economic importance, the Hungarian media has a strong focus on 
tourism. The article’s aim is to provide an overview of the image of the Lake Balaton in 
the written media, analysing the messages sent out by the media to potential travellers 
and stakeholders. The research includes the analysis of the news (unpaid articles). The 
results prove some general tourism hypothesis, and shows connection with the char-
acteristics of the Lake’s tourism. The mainly positive media image reflects the main 
characteristics of the destination, furthermore is often the scene for actual problems. 
The conclusions aim to understand the complexity of tourism image, and so help to 
find out the brand values that a tourism destination can offer for all of its stakeholders. 
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Z s u z s a n n a  N é m e t h n é  T ö m ő  –  Z s u z s a n n a  K o v á c s

„Shal l  I  buy i t  or  not?”  –  What  in f luences  e lder ly  people 
to  make a  dec is ion?

Europe is getting older so it is evident that the age group over 50 will affect the econ-
omy to a considerable extent in the coming decades. As this age group will be the 
largest, they will also offer one of the most significant purchasing power group. In this 
study – based on the results of a primary research – we consider among other issues 
whether the media as the fourth branch of power influenced by ads and commercials 
affects or not purchases of elderly people in Hungary.
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