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Abstract 

The chapter is focused on the role of media organisation myths in a crisis related to dissemination of 
fake news. In the post-truth era, fake news contributes to the verification of operations undertaken by 
organisations.The analysis is aimed at the identification of relations between media organisation 
myths and the fake news crisis on the example of Facebook and Google. Facing the fake news crisis, 
new media organisations have become involved into detection and elimination of fake information 
with the use of enhanced algorithms which select content and manage visibility of users. New media 
organisations have also appealed to their users (and to other media institutions) for help in the 
identification of fake news.Such an intervention in the social discourse means assuming 
responsibility for distribution of content and also self-destruction of a myth related to omnipotence 
and to the neutral character of an organisation which is supposed to act only as an intermediary 
connecting people and providing best answers to their questions. Such an explicit correction is 
followed by another one: a change in the social interpretation of Facebook and Google which cease to 
be viewed as neutral technological organisations, and they become media organisations which are 
burdened with responsibility to verify content presented to their users. 

Keywords: algorithm, media management 

Introduction 

Fake news, rumours, gossips etc. have been always present in the public and private discourse. 
Nowadays, fake news are understood as untrue content which has been intentionally developed for a 
specific purpose and authenticity of which is still to be verified. These are distorted signals not 
correlated to the truth (Allcott, Gentzkow, 2017), which may mislead readers. However, their 
falsehood can be verified. They contain the already mentioned satirical materials which - taken out of 
their context- may seem true to some people. 

A new dimension of the problem appeared during the information revolution, when all kinds of fake 
news became available 24/7, and the way information was perceived and consumed changed once 
and for all. Users stopped being just passive receivers, they became producers, acting as gatekeepers 
in their social circles. 

Creation and distribution of fake news for various purposes have already become common and easy 
noticeable along with technological advance. Such popularity pertains to a definition of media 
environment which has it as an ecosystem of "post-truth" where facts have less influence on 
formation of the public opinion than reference to emotions and personal beliefs (Word, 2016). This is 
an ecosystem where the term a lie, referred to information provided by media, disappears, and it is 
replaced by less negatively laden expressions, such as "misinterpretation", "selective presentation" or 
"information based on facts". 

R. Keyes (2004) emphasizes that in the post-truth era, apart from truth and lies there are also some 
other terms which are parallel to a lie: enhanced truth, neo-truth, soft truth, false truth and light truth. 
They are followed by post-true euphemisms (poetic truth, parallel truth, intricacy truth, truth full of 
imagination, virtual truth, alternative reality, strategic misinterpretation, creative improvement, 
uncomplete disclosure, selective disclosure, increased reality, almost the truth, nearly the truth, 
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imaginary statements, information based on facts), also by euphemisms for the verb to lie (to 
enhance, to improve, to embellish, to massage the truth, to manipulate the truth, to say more than the 
truth, to bend, to ease, to shadow, to shave, to stretch the truth, to depart from the truth, to conceal the 
truth, to present the enhanced truth, to present the truth in favourable light, to make something 
brighter than the truth, be gentle with honesty, to twist) (Keyes, 2004). Marketing operations and 
attendant recommendations to avoid lies in development of an image but also to avoid telling the 
truth become an important context for the above-mentioned observations. 

A concept of fake news portals comes as a denial of everything that forms an essence of information 
management and basic functions of media. At present, they exist only to mislead their potential 
receivers, to intensify the Internet traffic and, additionally, to gain financial profits (Silverman, 
Alexander, 2016). 

If we observe fake news from the perspective of receivers, they become a factor which throws 
Internet users, who have been already lost in the chaos of information overload, into deeper 
information noise and confusion. Fake news portals become a trap which distinguishes positions 
which can complicate our surrounding world even more. However, they offer receivers what they 
may really wish to get: additional affirmation of their beliefs, new alternative answers and intriguing 
suppositions. 

Misleading receivers may change their way of thinking about a particular subject, and it may become 
an instrument of war in various circles, for example in politics or business. Fake news may also 
integrate receivers, and it may result in an intensified search for the same or related topics on 
different websites, undertaken by Internet users who will visit webpages on similar topics which 
present them with fake news, and who will generate more Internet traffic for them. Fake news may 
also contribute to the advertisement of a business. They may encourage users to buy some goods (for 
instance, a traditional medicine which soothes some ailments, a product which is used by a film star 
and which makes her look so beautiful). Presented to the masses of the society, fake news may also 
distract people's attention from some serious problems in their country. Fake news may change the 
image of some people, and justify their indignation and curiosity (as, for example, various conspiracy 
theories). 

The success factors of fake news 

One of the factors which contribute to the fake news generation can be haste and a concept of 
equalising content attractiveness and content quality. Allcott and Gentzkow (2017) explain that 
growing popularity of fake news results from several factors. First of all, the barriers to media market 
entry have been decreased, mainly because of the fact that it has become very easy to start one's own 
news portal in the Internet, and because of the monetisation of the contents through advertising. 
Furthermore, social media have become a very suitable platform to share fake news content (mainly 
because of their viral potential), and the number of their users is still growing. Another factor 
indicated by the scientists is an unfolding crisis of trust in mass media (Qiu et.al., 2017). It comes as 
both: the reason and the result of the fact that users become more and more attracted by fake news. 
The fourth significant factor is growing polarisation of social opinions. It results in the fact that 
generated fake news, which are related to a particular group, become alternative facts to its members. 

Important factors which contribute to the distribution of fake news include: cognitive simplicity, 
cognitive dissonance and tribalism. Another important factor of the success won by fake news is a 
filter bubble (Pariser, 2011) and digital echo chambers, where users can see content and posts which 
are compliant with their beliefs or a similar phenomenon of relevance paradox. 

Even if people prefer sharing content of high quality, receivers' limited attention and information 
overload may prevent social networks from the proper identification of news based on the quality 
system; information of low quality may be spread as viruses, in the same way as the content of high 
quality (Qiu et.al., 2017). In this way it is possible lo explain growing publicity of fake news in the 
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Internet - administrators of social platforms have been not prepared to a crisis related to fake news, 
and additionally, the problem has never been a pivotal issue for them. 

A factor of mass distribution of fake news is application of social bots which considerably affect their 
circulation (Shao et.al., 2016). They encourage people to take part in discussions and to share fake 
news incidentally. 

An analysis of bot operations takes an important place in the research studies on the possibilities of 
identifying fake news. Considering financial motivation, such an analysis suggests that bots are 
occasionally applied to disseminate fake news. However, if ideological motivation is taken into 
consideration, bots are applied only for that purpose, and their operation is oriented towards reaching 
particularly defined target groups of users. In order to define motivation, it is necessary to analyse the 
behaviour of bots. 

Fake News on the Market 

Considering the perspective of media organisations (especially the owners of fake news websites and 
social media), fake news come as a source of financial gain (Tamibini, 2017) .. The pursuit of profits 
becomes the main stimulus which frequently makes authors of ads, fake news and articles decide for 
clickbait. The term refers to the practice applied by Internet portals in which some profit is generated 
from each webpage view. The phenomenon is often compared to casting a fishing pole for Internet 
users who may be attracted by an intriguing or provocative headline of an article. Usually, it turns out 
that the text itself is worthless and its title - misleading. 

Contemporary and historical proofs indicate that dissemination of influential disinformation rarely 
results from simple misunderstanding. Fake news result from organised and strategic campaigns, and 
they may serve some particular political or military purposes. 

Protection against Fake News 

Methods of fake news identification can be divided into algorithmic methods, methods with human 
participation and hybrid methods which combine these two solutions (Graves, 2016). 

In the research studies on possibilities of identifying fake news based on their content, a verification 
system has been suggested which applies the Rhetorical Structure Theory (RST). The speed of fake 
news dissemination has been also studied. Bessi and others indicate that users who often interact with 
other people are more vulnerable and more affected by intended fake news (Bessi et.al., 2014). 

Algorithmic identification was already available before 2016, that is namely: before the presidential 
campaign in the USA. Therefore, it is possible to conclude that the issue took a rather low position on 
the priority list of the main new media organisations, such as Facebook or Twitter. 

The research studies on fake news detection have referred mainly to Twitter (Castillo, 2011) which is 
also identified as an information medium, and the interface of which does not require any distribution 
of information by people. Detection of automatic accounts on Twitter has been initiated first of all to 
prevent commercial spam. In order to detect bots, relations between users and patterns of their 
behaviour have been analysed. The research studies have been also focused on the application of so 
called honeypots (Wang, 2010). Trustworthiness of bots on Twitter has been also analysed. 
Considering such a context, the operation of informational bots has been analysed at various stages of 
media content development: curation, data analysis and article writing (Lokot, Diakopoulos, 2016). 

The research studies have been also focused on the need to develop an automated system of deceit 
detection in the Internet. In 2015 S. Vosoughi (2015) presented an algorithm of automatic 
identification and verification of fake news with the use of a speech classifier for Twitter. In order to 
predict the veracity of information, it identifies the most significant features and style of the 
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information, expressions and characteristics of people who have been involved into dissemination of 
that information, and then it provides an analysis of propagation dynamics. 

A significant dependence of traditional media on new media is suggested by the most popular concept 
related to the verification of trustworthiness of a particular medium, according to which media 
organisations should prove that they are a reliable source of information in order to be granted a 
desired status. As soon as they are granted the status, the content developed by a particular 
organisation should be assigned with a higher priority in Facebook algorithms. 

Another solution is to separate new articles from the content provided again by the third party with 
the expression of their opinion. Another idea is to add a fake news flag to the articles which seem to 
be unreliable. Such a way of marking the news could inform Facebook users that the particular piece 
of information is untrue, and it should be confronted with some other sources. Furthermore, readers 
themselves should have a possibility to report some information as fake news. As a result, there is a 
chance that a lot of users shall pay more attention to the received content. 

Other concepts refer to the cooperation of Face book with websites which verify facts. In the course of 
algorithm modification, it is postulated that the analysis of content and news headlines should be 
provided in order to detect fake news and unreliable sources. There is also an idea to develop some 
rankings of media reputation which would promote media commonly considered as reliable content 
providers. We can also find some more radical ideas which suggest that publication of fake news 
should be punished. 

All the above-mentioned solutions, however, involve the problem of proper evaluation of information 
in terms of the levels of its trustworthiness. In practice, the concepts based on modification of 
algorithms may turn out to be biased because an algorithm shall not be able to distinguish fake news 
from satirical or controversial information. 

Fake News and a Crowdsourcing Paradox 

On one hand, the mechanism of crowdsourcing applied in order to create and to distribute fake news 
is analogical to the mechanism of funding projects through the involvement of a great number of 
people, except for the fact that the contributions come as the promotion of subscribers' profiles and 
preferences. In such a model there are no entry barriers for dissemination of fake news and 
manipulation of the public opinion; it also refers to financial barriers (Gu, et.al.). 

On the other hand, however, crowdsourcing is applied to detect fake news. A method of social 
menace detection with the use of social context has been presented by Rahman, reaching the maximal 
positive indicator of identification at the level of 97%. The classifier has been able to identify posts in 
46ms. Applied during the research, the model has been used for the development of the 
MyPageKeeper application which is dedicated to the protection of Facebook users against malicious 
content. 

By his development of Design Solutions for Fake News on Google, E. Pariser has presented 
verification of fake news which is constantly enhanced with the addition of new ideas, referring not 
only to changes in algorithms but also to education in the context of the ways in which media are 
used and to improve social awareness (Morris, 2016). 

Jirnrny Wales provides a project which refers to the development of a new information portal: 
Wikitribune. The idea of the portal is to provide verified news delivered by professional journalists. It 
is supposed to be the first project in which journalists and citizens shall work together, shall write 
articles and shall edit them live in the course of their development. The project shall be continuously 
supported by the community which shall be verifying facts (Hern, 2017). The project shall be funded 
by voluntary contributions of Internet users on the basis of crowdfunding. 
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At the end of 2016 the verification procedures with the participation of users actually appeared on 
Facebook. If a post is reported by many people, it shall be dealt with by fact-checking organisations. 
After fact-checking organisations have confirmed that there are some inconsistencies, the post shall 
be tagged as suspicious, and thus the probability of viewing that post shall be considerably decreased, 
however it shall be still accessible for users. Tagging but leaving the content accessible shall allow 
Facebook to avoid any accusations of discrimination. 

At the end of 2016 Facebook started testing its new methods of fighting fake news. It focused on fake 
news which were disseminated by spammers for their financial benefits. In this case, the 
responsibility for verification was shifted to the users and third party organisations. 

Not only has Facebook asked its users for help, but it has also entered the cooperation with other 
media organisations. It can be actually considered as low-cost outsourcing. Each piece of information 
which has been reported by users as fake news is verified by the International Fact-Checking 
Network (IFCN) run by Poynter Institute for Media Studies. It is a forum for the verification of news 
from all over the world (Vargo et.al, 2017). The organisations verify facts, public figures' statements, 
press releases made by large institutions, etc. IFCN was established in September 2015, and then it 
provided a code of rules approved by organisations which regularly publish independent reports on 
verbatim quotations of public figures' statements. The code consists of five points: declaration of no 
bias, declaration of trustworthy sources, declaration of transparency of funding and transparency of 
the organisation, declaration of transparency of methodology, declaration of open and honest 
corrections. 

In 2017 Face book launched the Facebook Journalism project. Within the project, Face book intends to 
provide verified information and journalists are given opportunities to learn how to use new tools to 
receive and provide information. The project covers three aspects, namely: cooperation with large 
media corporations on joint development of new products, organisation of training sessions for 
journalists and support for users in their search for true information. 

Before the elections in France, Facebook and Google initiated a special project which involved 17 
largest media organisations in the market (Newman, 2017). The programme was operated within the 
project of Google News Lab arm, which launched a platform for joint verification of facts, 
CrossCheck. At present, it is run by a non-profit organisation First Draft News, which contributes to 
the improvement of standards on providing information online. 

Google decided to follow a similar path: in October 2016 it announced that it enhanced the interface 
with a new fact check tag and it would diligently monitor content published in the Internet with the 
use of Claim Review Markup scheme. Indeed, in 2017 Google introduced the fact-checking 
mechanism. Publishers indexed by Google News who wish to obtain the fact check tag must use the 
same tools which are presented by Schema.org Claim Review or Share the Facts widget, and to 
follow Google News Publisher regulations. 

Regardless of any inconveniencies related to the verification of content accuracy, not only Facebook 
and Google have become interested in the fact-checking of information they provide. This fact 
indicates that there is a real need for such activity in the Internet. In its pursuit of eliminating fake 
news from the Discover platform, Snapchat has also joined the initiative. 

Snapchat could not possibly be criticised for dissemination of fake news because the technology of its 
platform does not process any reposts, and it does not allow them to be disseminated among other 
users. Snapchat does not have any user profiles, subscribers, likes or any other possibilities to enter 
commentaries. Some misleading information on Snapchat could come from the fact that some articles 
have been provided with photographs which have not matched the character of the articles - an 
example of an operation aimed at an increase in the number of clicks. In order to protect itself against 
the fake news crisis, the platform has analysed the mistakes made by their competitors, and it has 
established a set of criteria to be followed by publishers. 
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The problem of fake news and the 6th estate (of algorithm) 

In the face of constant erosion of the economic position taken by traditional media and the real 
impact they exert on the public discourse, new media organisations assume the role of ,,guardians" of 
the public interest, reviewers of any actions performed by legislative, executive and judicial 
authorities. In other words, the access to the provided information and tools should contribute to 
higher transparency of public life. 

Such a concept related to providing platforms to the 5th estate (social media) would come as an 
alternative to the 4th estate. The 5th estate is manifested by numerous cases of social intervention of 
Internet users who have revealed various offences, ethical ambiguities and even crimes committed by 
the authority representatives. 

Considering the citizens' point of view, having a possibility to act in such a way is important, 
however, the acceptance of risk and responsibilities by Google, Facebook or Twitter - viewed as the 
platforms for the dissemination of content reporting the violation of the human rights or activities of 
the authorities - seems to be vague. 

These organisations manage algorithms which are not socially indifferent. They do have capabilities 
of driving power, not only through mediation but also through the formation of the society, 
delegation of abilities and differentiation of social formations. 

The theoretical framework of the concept related to the power of the algorithm is provided by so 
called software studies. They are focused on the role performed by software and on cultural, social 
and economic forces which shape the development of software. This research field allows us to 
observe the evolution of relations of the algorithm power, as algorithms have become the most 
important "power technology," and they include the encoded assumptions which relate to the value of 
people and non-people. 

The Myth and the 6th Estate 

Users have a chance to experience the operation of algorithms when they suggest discovering things 
their friends want to communicate; algorithms select information and match recommendations when 
news and information are created; they collect data about users' behaviour, etc. The operation of 
algorithms is expected and desired, thus indispensable because they save us from sorting unwanted 
results out in the media ecosystem and in the data smog. 

Hence, the main function of algorithms is to help us to move around in the more and more complex 
and fragmented environment of digital media. In the course of that process, the key is the search and 
the system of content recommendation because the previous forms of searching have already proved 
to be inefficient in the face of a rapidly growing offer. 

Having undergone the process of mythologisation (Barthes, 1972), algorithms are viewed as neutral 
and free from any human prejudices and other weaknesses. They act as the guardians and agents of 
freedom/users' empowerment in the Internet and, additionally, they control such empowerment. 

Mythical thinking about algorithms is fostered by the fact that they are hidden behind the business 
secret, they are difficult to understand, and they are developed by programmers in a specific 
language. 

In the research studies, myths come as a subject of reflection, and they are considered from various 
perspectives which usually refer to their common interpretation. Matthew Hindman focuses his 
considerations on the myth of digital democracy (Hindman 2008), E. Hargittai provides an analysis 
of the myth referring to the differentiation of media content in the context of a great number of media 
platforms. B. Compaigne (2005) makes an attempt at debunking the myth which refers to the 
monopolisation of the media market and Justine Humphry, who provides an analysis of the role of 
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myths in the presentation of forms taken by our future work in the context of technological 
development of media, tries to convince us that cultural myths perform a number of ideological 
functions, and they take a symbolic form of cultural production, they define meanings and ways in 
which the society is arranged in the present (Humphry, 2014). The origins of organisations are 
mythologised in various series of hagiographies about their founders, and it rarely happens that such 
myths are debunked in critical publications. In his study published half a century ago, J. Pfeffer 
(1997) states that myths may be used as a camouflage for wielding power, making decisions about 
organisations and hiding results of such decisions by dominating coalitions. 

In accordance with the interpretation assumed for this chapter, myths are tales which have been 
detached from their context to become of universal nature. These are stories which provide 
explanation, reconcile contradictions and help us to solve dilemmas. They also legitimise such 
dilemmas, they communicate desires and conflicts we are unaware of, they act as an intermediary in 
conflicts, and they provide narration to anchor the present in the past (Kreft, 2016). 

Myths are transmitted inside and outside an organisation by storytelling (Bolman, Deal, 1987). The 
phenomenon of telling stories about organisations pertains to the wide stream of narration research in 
various scientific fields which are usually used in the analysis of social memory and evolution of 
collective acts. In organisational management (Czarniawska 1997; Gabriel, 2000), they are often 
referred to as discursive spaces (Brown, 2006), and they are present in trendy narration marketing 
which takes full advantage of knowledge about myths. 

Mythical thinking about an organisation usually includes smaller tales and micro-narration. The 
organisation itself is sometimes interpreted as a system of collective storytelling (storytelling 
organisation), a set of stories told by various stakeholders (Boje, 2008). The vast narration about the 
organisation hides its actual assumptions and alternative interpretations· 

Considering such organisations as Facebook or Google, the scale of micro-narration about them is 
especially large. In comparison to other organisations, they are exceptionally visible - this is 
undoubtedly their characteristic feature. 

Mythologisation of algorithms is already comprised in the concept of the 6th estate. The operation of 
algorithms is so difficult to understand and obscure for the cognition of common Internet users that 
they are accompanied by mythical thinking in which machines and software are assigned with 
features from the domain of mythical order, in the way Barthes sees them (Barthes, 1972). Such 
thinking refers not only to organisations but also to their authorities, representatives and attributes: 
their size, pioneer character of their activities and authorities. It may also refer to the self-definition 
of their social role, for example: acting as platforms for social expression, experience, relations with 
other people, etc. 

In the concept of the 6th estate, the influence of algorithms goes beyond simple interpretations of 
selection, archiving and recommendation. Algorithms create social reality, common knowledge and 
systems of beliefs. First of all, however, it refers to browsers the algorithms of which act as creators 
and codifiers of knowledge. The dominant role of Google in categorisation, organisation and 
presentation of information can make scholars formulate a statement about the googlisation of 
everything (Vaidhyanathan, 2012). 

The 6th estate of algorithms is mainly manifested in the following: 

1. Mobilisation of media receivers to provide a social evidence for the advisability 
of their capabilities (for example, social influence, abilities to enforce social 
changes, perfect conveyance of advertisement message to target groups, 
personalisation, etc.); 

2. Ignorance of sets. For algorithms, data bases (for example archives) come as sets 
of data which can be found, however, not as an obligation to find them; 
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3. Autonomous decision-making in the environment which is apparently detached 
from the influence of executive authorities; 

4. Limited visibility of users for other users; 
5. Mythologisation of objectivity. Mythologisation of the lack of the human factor, 

which is subjective, full of prejudices in the selection and interpretation of facts. 
Algorithms are interpreted as free from such shortcomings; 

6. Social selection, according to the concept of a filter buble (adjustment of media 

content provided to Internet users to their taste; Pariser, 2011). Such practice 

may lead us to a trap in which information inconsistent with users' beliefs and 

opinions is separated from the content which does not correspond to their 

previous Internet interests, and users become isolated from such content. 
Algorithm filters, which function for the sake of content personalisation, are to 
become a new specific form of practice, known in media history as content 

fencing-off - but this time this is an algorithm, not a journalist or an editor, who 

shall decide what is inadequate for the user's profile, and obviously all that shall 

be done for the user's own good; 
7. Forced self-limitation. A form of wielding power by algorithms, users' apparent 

voluntary agreement to accept enforced access to their digital traces left in the 

Internet. Such traces are commonly visible and accessible for entities which are 
able to interpret them and use them for various, especially commercial purposes. 

Accepting the terms of using new media, users give the right to use sensitive data 
to new media owners who shall be able to start commodification of users' digital 

identity; 

8. Adjustment of users' activities to their own images of the way in which 
algorithms work. 

Facing the fake news crisis, under the pressure of exercising their powers by the executive 
authorities, the pressure of opinions provided by the representatives of the 4th estate (mass media) and 
the pressure of expectations formulated on the platforms used by the 5th estate, new media 
organisations experience a correction of the myths which have been accompanying them in the 
constitution of the 6th estate. Mythical thinking about information technologies which are socially 
responsible are supplanted by mythical thinking about the omnipotence of mysterious algorithms. 

The above-mentioned correction is followed by another one: a change in the social interpretation of 
Facebook and Google, which cease to be treated as neutral technological organisations and tum into 
media organisations, responsible for the verification of content provided to their users. 

Such an evolution of myths which have been accompanying Facebook and Google can be referred to 
an interpretation provided by David Boje (et.al.,1982), who observes that the role of myths is 
changeable, and it depends on a situation of an organization. In the process of changing the social 
role performed by an organisation, myths can become an obstacle. Then, they must be corrected or 
"improved". Having been reformulated, the myths emphasize different competences of their 
organisation, they become "competitive" to their previous version. 

Conclusion 

Myths which accompany Google or Facebook come as an azimuth identifying the most important 
social values and lifting them to a superior position. Hence, we can trace mythical thinking about the 
surrounding world and mythical interpretations related to the functioning of an organisation in its 
environment, its representatives and its competences. Such a way of thinking is oriented towards 
experience and an intuitive insight into the essence of phenomena; it refers to symbols and analogies. 

Considering the context related to the interpretation of the roles performed by organisations and 
digital technologies, the presence and attractiveness of myths and mythical thinking may be viewed 
as an expression of disappointment with scientific and technical culture which is responsible for 
breaking genuine social bonds, as a consequence of the commodification of receivers and media users 
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and as a concern about the results of the development of media technologies which undermine - for 
example - standards of journalist professionalism. 

At the same time, however, myths and mythical thinking retain their cognitive potential and their 
position of the desired sources of knowledge which is free from any imperfections of positivist 
knowledge. They emphasize shortcomings and ambiguities of empirical and technological 
interpretations. 

Considering the concept of the 6th estate, placing the centre of power in virtual reality allows us to 
define the functioning of algorithms outside market relations which are regulated by the state 
(implying the universe of unencumbered freedom). Hence, the power of algorithms may be also 
considered not only in the context of users' empowerment, but it can also be viewed in the context of 
the power held by media organisations. 

The fake news crisis encourages us to interpret mythical thinking about an organisation (and its 
competences). It is possible to observe evolution of mythical thinking about an organisation, a 
specific "correction" of its myth, demythologisation of the omnipotence of Facebook and Google 
algorithms, along with reinterpretation of their social role. They become media organisations instead 
of neutral technological organisations which do not interfere into the social discourse. 
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