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SUMMARY

The thesis discusses and compares different ways of using Web 2.0 tools in services of book institutions in Poland. The following research problems were raised: 

to determine the extent and forms of use Web 2.0 in services of Polish book institutions, in comparison to other areas of their activities, such as: information, promotion and book trade;

to determine differences in the use of Web 2.0 in services provided by commercial and non-commercial book institutions, and to explain their causes. 

Book institutions were defined as public institutions and companies, the activities of which are focused on mediating - both free and commercial - access to education and culture. Mediation involves a wide range of activities such as the choice of content, selection, filtering, addressing, collating and creating a collection, advisory and information processes. Services of book institutions were defined as activities which aim to meet customers' needs, but are not directly related to produce a particular product.

The term Web 2.0 is used throughout the thesis in a broad sense, to define interactive platforms and tools that allow users to create resources, to present their opinions and to support communication between book institutions and their users or customers. The thesis especially discusses problems associated with the use of social media, which are defined as interactive web sites that based their functioning on user-generated content. Relations between the concepts of Web 2.0 and social media are not clearly outlined in the scholar publications. For the purposes of the thesis, it was assumed that Web 2.0 is a term wider than the social media and covers the ideological and technological foundations of a new way of thinking about the use of the Internet environment, while social media is a term used to describe the specific forms of implementation of the principles of Web 2.0 philosophy. 

The subject of the research, carried out in the period from May to August 2012, was services provided by book institutions through Web 2.0. The study aims to determine the extent and forms of use of Web 2.0 - especially social media – to provide services by book institutions and to show differences in the way social media are used by commercial and non-commercial institutions. The specific objectives of the study include: identify services provided by book institutions via social media, define the scope and forms of social media usage, show differences in the use of social media by commercial and non-profit institutions and explain their reasons. This study uses the mixed methods research, which is based on combining elements of quantitative and qualitative analysis in one study. Quantitative analysis was used to examine the extent and forms of social media usage in the activities of the book institutions, whereas qualitative analysis helped to explain the reasons for the observed phenomena and to indicate subject for further consideration. 

A survey of selected public libraries, bookstores and publishers of general or literary profile was conducted during the period from May to August 2012. The survey was supported by an interview with representatives of the surveyed institutions. The research sample included 351 institutions in total - 260 public libraries, 50 bookstores and 41 publishing houses. The institutions were selected randomly among those institutions that meet additional pre-defined criteria, such as specific profile or income. 

The overall results suggest that book institutions use Web 2.0 mostly to inform about their offer and to support promotion. Social networking sites, one of the analyzed forms of Web 2.0, are now, alongside with web pages and e-mail, the most commonly used tool for information and communication. 42% of the surveyed public libraries, 52% of bookstores and 89% of publishing houses have profiles in the social networking sites. With regard to the other analyzed tools such as blogs, microblogs and  discussion groups, differences in the frequency of use were observed, depending on the type of institution. Libraries use blogs and instant messaging more often than other institutions; microblogs were relatively popular only among publishers, practically not being used by other institutions; while in bookstores, discussion groups were used noticeably more often than in libraries and publishing houses. The result shows that book institutions use Web 2.0 to provide services, and - in the case of commercial institutions - lead book trade, although to an extent significantly smaller than in the case of information and promotion. The services most frequently provided through Web 2.0 are information services and providing users communication space. The least common form of Web 2.0 usage was to provide users full texts of publications. Trends as to how to use the various information and communication tools, that were observed during the analysis of information and promotion activities, were the same as in the case of services and trade. The social networking sites were the form of Web 2.0 most frequently used in providing services. They were used by 33.5% of surveyed institutions. Sharing sites, blogs, discussion groups, and microblogs were less frequently used by book institutions to provide services. The results of the study show that respondents' attitude to social media is not yet clearly defined, but the relatively large group of respondents considered social media as a necessary (17%) or very important (28%) tool, pointing primarily to their use in promotion. Web 2.0 tools are most often deemed as necessary by publishers (28%), and least often by booksellers (5%). The study showed a number of problems with the way the book institutions work in the environment of Web 2.0. The main issues are problems with: the precise definition of objectives, the selection of tools to achieve goals, the choice of the scope and frequency of content publishing and the appointment of people responsible for the organization of Web 2.0 campaigns. Results of the study enabled to develop the methodology which allows book institutions to create their own custom strategy of using Web 2.0 environment. The thesis also presents examples of good practice in conducting activities in the Web 2.0 environment by Polish libraries, bookstores and publishing houses. 

The results of the study, at the theoretical level, deepened and clarified social media issues, particularly in the area of research related to the use of Web 2.0 tools in providing services. The results of the study can be practically used to develop standards for the online services provision and to improve the flow of information about book institutions offers through social media.
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