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DISPUTE ABOUT PUBLIC 
RELATIONS - BETWEEN 

SOCIAL AND MARKETING 
COMMUNICATION

Sławomir Gawroński1, Roland Jakubowski2

Abstract
Ever since the Kotler’s promotion-mix concept based on the most traditional model of four pil-

lars - advertising, public relations, sales promotion and direct sales has become commonly known, 
PR has been treated as one of many, typically marketing, impact tools. This perception is particularly 
characteristic for the science of marketing management and publication. Meanwhile, it is often for-
gotten that public relations is the management of communication, which may be used in marketing 
communication, however it is a much broader meaningful concept, giving greater perspectives of 
use. This article refers to defining a place of public relations between two asymmetric areas of com-
munication - social and marketing one. Basing on  literature analysis, the authors define key factors 
differentiating both perspectives, they also evaluate the proposals for introducing new concepts into 
the media and communication terminology, indicating the distinctiveness of both conceptual cate-
gories. 

Keywords: public relations, marketing communication, social communication.

Public relations, as well as en bloc communication, is identified by its exceptional 
interdisciplinary character, deriving from the achievements of at least several scientific 
disciplines and even a greater number of sub-disciplines. Depending on the context of 
deliberations on PR, in Polish conditions, the most common is its relationship with two 
disciplines, although separated and different from each other, but in many areas, how-
ever, complementing each other - in the sciences of management and the sciences of 
the media and social communication. In addition, there are numerous connections with 
such disciplines as sociology, political sciences, psychology and many others, because 
the universal nature of interpersonal communication and the wide range of impact that 
PR strategies and tools result in a diverse spectrum of practical use of public relations’ 
achievements. This is partly due to the fact that PR, as one of the tools used in market-
ing, is also common in increasingly diverse areas of social activities. Marketing itself is 
no longer the domain of enterprises and other entities, pursuing mercantile goals and 

1 Associate Professor in Chair of Media, Journalism and Public Relations. Mass media and 
political scientist. Dean of the Faculty of Administration and Social Sciences at the University of In-
formation Technology and Management in Rzeszow. E-mail: sgawronski@wsiz.rzeszow.pl.
2 University of Information Technology and Management in Rzeszow.
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being targeted at commercial activities, and we are still dealing with its social expansion 
[Gawroński 2013, p. 13].

The identification of public relations with marketing is also influenced by the fact 
that dynamically developing new communication technologies, new media and social 
media are successfully used in both marketing and PR activities - sometimes being very 
similar to each other in the sphere of tools, as well as within their defined goals [Scott 
2007]. As J. Olędzki notes, the definition of public relations varies depending on the con-
text in which the research is carried out, it depends on time, place, professional and so-
cial group that  PR is concerned with. PR is viewed differently by economists, politicians, 
social activists, activists of charitable organizations, ecological movements, ethnic mi-
norities or religious groups. People with different interests, different experiences, with 
diverse research and material facilities, and obviously with different human potential 
have influence on the directions of development, the scope of activity, the choice of tools 
as well as the methods of impact. As a consequence, there is a lack of coherence, eclec-
ticism and heterogeneous nature of PR research and the understanding of the needs and 
requirements of this discipline [Olędzki 2006, p. 26].

Many authors in Polish literature cite the opinion formulated by K. Wojcik, who, hav-
ing analyzed numerous definitions of public relations, indicates that their number oscil-
lates at around  two thousand [Wojcik 2009, p. 23]. Today, there are probably even more 
PR definitions. A complex definition of PR is a difficult task, the multitude of definitions 
functioning in the literature of the subject only confirms the task. Some of the definitions  
are used and quoted particularly often, which may indicate their universal character and 
relatively correct meaning. One of the classic and the most complete definitions of PR 
was created in 1975 as a result of the study of almost 500 interpretations, made by 75 
PR leaders in the United States. 

According to it, public relations is an independent management function that helps 
to establish and maintain two-way communication, understanding, acceptance and co-
operation between the organization and its environment; public relations helps to man-
age problems or issues, helps the management in getting information about the envi-
ronment and reacting to it. Public relations defines and emphasizes the management’s 
duty to serve the public interest, helps in obtaining information on changes and effective 
opportunities for using them, serving as an early warning system to predict trends, and 
moreover, as a key tool uses research as well as reliable and ethical communication 
techniques [Seitel 2003, pp . 9-10]. An important role in defining public relations is played 
by proposals developed by PR institutes and associations, which  gather both theoreti-
cians and  practitioners of the issue, often turn out to be extremely competent institu-
tions in deriving accurate definition hypotheses [Gawroński 2006, pp. 34-35]. The ambi-
guity connected with public relations definition affects not only the definition itself, but 
it also has the consequences in colloquial misunderstanding of the term  - significantly 
different from its proper meaning. The research shows that PR in Poland is identified 
with marketing and sales in particular, but it is also associated with the activity of poli-
ticians, suspected of manipulating information. It also applies to journalists, the media 
as well as advertising. Public relations is commonly understood as self-advertising and 
boasting.[Olędzki 2016, pp-26-28]. Sometimes public relations is defined by task areas 
understood as basic areas of activity, grouping specific tools, targeted at similar recipi-
ents [Tworzydło 2017, pp. 39-41]. In terms of the number and extent of these areas, there 
is no full agreement among the authors, but some of them overlap in particular typology 
proposals, which would confirm their importance within public relations. One of the uni-
versally recognized typologies of PR areas of action is the concept by D. Wilcox, P. Ault 
and W. Agee, assuming a division into 15 basic spheres: [Wilcox et. al. 1998, pp. 10-11] 
research, consulting, media relations, publicity, relations with employees or members 
(internal relations), relations with the community (community relations), public affairs, 
government affairs, issues management, financial relations, industrial relations, raising 
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funds, special events, special relations, marketing communication. These spheres of ac-
tivity are usually divided into internal public relations areas and a much more developed 
area of PR focused on external environmental entities. Defining public relations by indi-
cating the tool groups of influence on specific collectives is justified, but it reflects only 
the instrumental nature of the procedures in the communication with target audiences, 
but the understanding the essence of the phenomenon becomes only slightly more com-
prehensible.

The scientific division of the four main public relations models used in the practice 
of communication activity is still based on classical research and the work of J. E. Grunig 
and T. Hunt. The theory of PR models developed by them [Gruning, Hunt 1984, p. 21] 
combined with the theory of recipient groups became the basis of contemporary public 
relations scientific theory. They, along with the development of tools and communication 
techniques, are constantly being expanded.

Two other commonly used public relations models: personal influence and cultur-
al interpreter / interpreter [Płonkowski 2002, pp. 62-65].  have been developed on the 
basis of empirical research, conducted in India, Greece and Taiwan. Nowadays, one of 
the most commonly used ones is the model of perfect public relations, created on the 
basis of the works of J. E. Gruning, D. M. Dozier, W. P. Ehling and F. C. Repper. This model 
changes and partly separates itself from commonly known and often cited models from 
the 1980s. It describes the way in which participating parties act as cooperating oppo-
nents who want to achieve their own subjective goals in the communication process, but 
at the same time are interested in building long-term cooperation and stable relations 
[Gruning et al. 1996, pp. 199-228]. The model of excellent public relations is considered 
as one of the milestones in research on PR communication, due to the partial undermin-
ing of simplified concepts that had been worked out earlier as well as due to its  creative 
indication to build new theories [Zerfass 1996, pp. 18-21].Empirical research on a model 
of perfect public relations prompt us to be convinced about the strategic nature of PR, 
with an important role in every organization [Gruning 2011, pp. 11-28].

J. Olędzki comes to the conclusion which influences the differentiation of market-
ing and public relations impact in the organization. “Marketing works only in a linear 
function, and public relations is irreplaceable in the employee function (advising), in 
other words, in a thriving company marketing is a tactic, public relations is a strategy.” 
[Olędzki 2011, p. 13]. This statement is part of the ongoing discussion concerning on the 
differentiation of marketing and PR, and taking into account the role of public relations 
performed not only in marketing communication, but also - in social communication. 

As it had been already mentioned, public relations is treated only as a form of pro-
motion, a group of communication tools that appear within the marketing communica-
tion pursuing market goals of enterprises. These goals may concern both brand building, 
creating the image of commercial and non-commercial market entities, as well as stimu-
lating sales. This way of thinking, characteristic especially for economists, can be found 
in classic marketing textbooks. P. Kotler combines public relations with publicity and 
treats them as one of the four basic elements of the marketing communication system 
(promotion mix), parallel to advertising, direct marketing and sales promotion [Kotler 
1997, p. 546]. At the same time, he points out the key features of PR which, in his opin-
ion, determine the effectiveness within marketing interactions, such as: [Kotler 1997, pp. 
563-564] high credibility (general messages seem more authentic and trustworthy for 
recipients than advertising), surprise (public relations can reach many customers avoid-
ing advertising and contact with sellers. 

The message reaches the buyers as part of general news, not as commercial infor-
mation), distinction (public relations, like advertising, has the ability to promote a given 
company or product). D. Tworzydło argues that the basic difference between public rela-
tions and advertising is the fact that advertising is a promotional message, while public 
relations is based on objective based communication and built on the truth. In contrast 
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to advertising, PR does not try to sell anything, but it can influence the beliefs and shape 
the imaginations based on real data and premises in the audience’s consciousness. Of 
course, there are many more differences between the two forms of marketing communi-
cation [Tworzydło 2017, pp. 26-27]. K. Przybyłowski, SW Hartley, RA Kerin and W. Rude-
lius also place public relations as one of four key elements within the promotional mix, 
treating PR as a form of marketing communication management, the purpose of which 
is to influence the image of an organization, its products or services, not limiting only 
to segments of the target market, but going far beyond this framework and in practice 
directed to the whole society [Przybyłowski et al. 1998, p. 488].

A. Szymańska emphasizes that the relationship between marketing and public re-
lations has always been unclear and controversial, and this ambiguity results from the 
difficulties in defining the roles and boundaries of both fields [Szymańska 2006, pp. 184-
185]. The treatment of public relations exclusively through the prism of the connections 
of this form of social communication with the marketing goals and impacts is assessed 
by J. Olędzki as a mistake. He points out the negative accepts noticing only of the ef-
fectiveness of marketing public relations, while completely ignoring the non-marketing 
significance of PR activities and social philosophy of public relations [Olędzki 2006, pp. 
32-37]. Meanwhile, PR should be treated as an independent scientific field, independent 
of marketing (unlike other marketing tools used in marketing) [Olędzki 2011, p. 12].

 A certain solution to this definition dispute was the attempt to introduce and 
popularize the term of public relations marketing, which distinguishes this sphere of 
activities from the wider notion of simply public relations (sometimes also called corpo-
rate public relations - CPR). Such a formula really allows assigning specific marketing 
functions to the impact of public relations, without narrowing down the semantic term, 
which is PR, but the indicated division is not universally applicable in both the literature 
of the subject and the environmental discourse. Marketing public relations is therefore 
treated as a narrower aspect of PR, involving interaction with clients and other audience 
groups in relation to marketing content in order to directly support the promotion of the 
company and the product, shaping the image, communicating reliable information, and 
supporting social useful activities. Its essence is to stimulate the clients’ awareness 
of the company and its products, generate sales growth, facilitate communication and 
build relationships between clients, companies and brands [Olędzki 2011, p. 189]

Figure 1. Model of relations between marketing, public relations and marketing public rela-
tions.

One should agree with the possibility of identifying a specific public relations mar-
keting formula, but the corporate PR design is artificial and complicates the model of the 
relationship between marketing and PR unnecessarily. Extending it with MPR and CPR 
is intensified by introducing yet another category - CMPR (Corporate Public Relations) - 
corporate marketing public relations. Separating PR from public relations seems to be a 
sufficient step in the right direction, fully differentiating the business and non-business 

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (17)2018

9



spheres of public relations. The concept of marketing public relations appears in the 
literature usually in the immediate vicinity of the term: integrated marketing commu-
nication. These terms are even treated as synonyms. This is due to the fact that for 
many practitioners, PR marketing is basically identical with the promotion mix, and thus, 
it is a binder that combines various communication and promotional tools. Integrated 
marketing communication is also a kind of a “clip” of a diverse resource of promotional 
tools, enriched with assumptions regarding their combination and cooperation in the im-
plementation of marketing strategies. Thus, it is a relatively new philosophy of thinking 
about old and well-known marketing communication tools.

In order to summarize the deliberations concerning marketing and non-marketing 
public relations functions, the following areas should be mentioned within the PR market-
ing: building brand awareness (product, service, company), creating (changing, consoli-
dating) brand image, building relationships with the environment (stimulating customer 
loyalty), stimulating sales, grouping other influences within the scope of marketing com-
munication, strengthening the company’s competitive position on the market, creating a 
friendly atmosphere around the company, enabling its development.

In relation to public relations functions that reach beyond the area of interest of 
economists, it is necessary to list those that relate to the essence of PR, and hence so-
cial communication. They include, inter alia: passing messages, creating a community 
during communication and as a result of it, bringing people and their opinions together, 
stimulating interpersonal cooperation, stimulating social trust, creating and strengthen-
ing social relations.

The general description of functions of social public relations allow the adaptation 
in many fields - everywhere where PR activities are carried out. Even with regard to pro-
duction companies, public relations should significantly go beyond the sphere of busi-
ness marketing and mercantile goals. As Olędzki observes, PR activities as a socially 
oriented communication of an enterprise always shows a wider context of the activity 
of each organization. All PR theory and practice consists of communicating - not com-
municating something to someone, but communicating with someone. It is, therefore, a 
two-way process, the aim of which is to communicate, accept and have a dialogue based 
on the recognition of everybody’s right to co-exist. Thus, PR is a testimony to the spirit of 
reconciliation, an instrument of friendship and respect for people with whom we want to 
work and develop [Olędzki 2006, pp. 34-35].

 Marketing and non-marketing public relations functions can be observed in the 
analogical diversity of specific functions of individual PR areas. Media relations can serve 
as an example of the issue. Cooperation and building relationships with journalists, as 
well as the use of mass communication within communication activities conducted by 
the organization can be purely mercantile, aimed at building a brand, promoting a prod-
uct or creating a company’s image. It can also go beyond these goals. Mass media can 
therefore be used as an intermediary in communication between the organization and its 
surroundings. Their specific character, strengthened by growing interactivity, enables a 
dialogue with diverse reference groups. Contemporary media relations are not communi-
cating content using mass media to mass audiences, but the actual process of bilateral 
communication, resulting, inter alia, from the control function of mass media and their 
ability to diagnose public sentiment. The variety of mass communication means also 
gives the possibility to adjust  more adequately to the expectations and preferences of 
recipients, which improves relations and the effectiveness of communication contacts.

A contemporary view on public relations assumes that it is primarily a social com-
munication that can be used for the needs of marketing interactions, although some-
times it is difficult to indicate a clear border, where marketing begins, and where we 
deal with the process of social communication only. Communicating, as the essence of 
public relations interactions, is manifested, inter alia, in the fact that they are conducted 
at all levels of communication, indicated in the pyramid D. McQuail [McQuail 2007, p. 36]. 
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Another argument is the fact that public relations is used by a variety of people, institu-
tions and organizations, in a way not related to business and not focused on achieving 
marketing goals - not only those connected with sales, but also with the image of a 
company. Public relations often serves the aim which constitutes its essence –namely 
building correct relationships, creating an atmosphere of acceptance, cooperation and 
mutual trust. Similarly to public relations in business marketing, as well as in the refer-
ence to non-economic, sector forms of marketing, PR activity has got both communica-
tion and marketing functions.
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IT-RELATED ANGLICISMS IN DER 
SPIEGEL: A SEMANTIC ANALYSIS
Agnieszka Czech-Rogoyska1, Magdalena 

Krawiec2

Abstract 
The paper endeavours to semantically scrutinize anglicisms in Der Spiegel in the specialist 

field of IT. It was attempted to establish if, and to what extent, the anglicisms alter their meaning in 
the borrowing process. The article focuses on randomly selected anglicisms in IT-related texts in 
Der Spiegel, for both the newspaper and the domain are deemed to have been the most prolific in 
terms of English borrowings. The objective of this comparative study is to arrive at certain general 
tendencies governing the semantic treatment of  English words in German. The paper constitutes 
merely an excerpt from the research on IT-related anglicisms, and may well serve as a basis for fur-
ther research, on the grounds that alongside the development of ICT, languages need new names for 
concepts. Therefore, it is by all means prudent and instructive to delve into the tendencies governing 
the way anglicisms permeate into the German language.

Keywords: Anglicism, German, English, der Spiegel, IT, Technology.

Introduction

Language changes along with the society. It is influenced by other cultures, media, 
and technological novelties, which is conducive to the acquisition of new vocabulary. 
Thomason (2001) postulates that there is not a single language that developed inde-
pendently from other languages. 

There are several specialist fields constituting the main window through which an-
glicisms influence the German language. In 1975, Carstensen endeavoured to limit them 
to economy and social life, technology, politics, sport, groceries, tourism, and music. 
Research findings by Jabłoński (1990), and Glahn (2000: 174) complement the areas 
by adding cultural life, science, beauty and fashion, and food, which seems to concur in 
the recognition provided by Carstensen (1965), Fink (1970), and Leisi and Mair (1999). 
Recent study conducted by Burmasova (2010: 59), indicates advertising and sport as 
specialist areas prolific in terms of anglicisms.

Contemporary classifications point out to IT and new technologies along with data 
processing, hardware and software as the fields particularly abundant in anglicisms. In 

1 Agnieszka Czech-Rogoyska, MA. PhD student in the field of Linguistics. German language teacher 
at the University of Rzeszów and University of Information Technology in Rzeszów; a.rogoyska@
gmail.com 
2 Magdalena Krawiec, MA. PhD student in the field of Linguistics. English language teacher at 
the University of Rzeszów; zboch.magdalena@gmail.com

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (17)2018

12



their research on blogs, Mękarska and Kamasa  (2015: 48–50) extracted 114 anglicisms 
and subsequently assigned them to 10 semantic fields, with over 50% covering the field 
of IT and new technologies. That said, one may readily assume that this particular area 
is worth scrutinizing. 

It is a long-established view that anglicisms are subject to phonological, graphical, 
morphological and semantic adaptation. Most conspicuously, after the borrowing pro-
cess anglicisms need to be classified according to certain criteria. To that end, they are 
subject to the morphological analysis. As affirmed by Haugen (1950: 224), back in 1881 
nouns were already claimed to be the most frequently borrowed words, next to verbs, 
adjectives, and adverbs. Also other languages investigated by Haugen (Ibid.) point out to 
nouns. He continues that, structurally speaking, the predominance of noun-anglicisms in 
languages is predicated upon a fact that a language does not necessitate a considerable 
amount of other lexical units between the core elements in a sentence. Furthermore, 
Bajerowa (1980: 59) claims that the preponderance of nouns is contingent upon nominal 
structures.

Interestingly enough, it is also worth noting that the percentage of borrowed nouns 
is higher than the percentage of nouns in a language in general (Haugen, 1950). Contras-
tively, Weinreich (1970) avers that the rationale behind borrowing nouns rather than oth-
er parts of speech lies in semantics. He continues that languages in which borrowings 
were scrutinized, exhibited a considerable lack of names for new designates, processes, 
phenomena etc. That vantage point seems to concur with the needs of contemporary 
world to name new concepts appearing on a daily basis in the specialist field of IT and 
technologies.

Research method

The article encompasses 10 articles in the field of IT extracted from Der Spiegel, 
written in February 2016. Findings presented in the paper are excerpted from a  com-
prehensive research on the application and distribution of Anglicisms in online German 
newspapers, i.e. Die Welt, Der Spiegel, and Der Stern, with a corpus of 90 articles catego-
rized into three thematic sections, i.e. Beauty, Politics, and IT.

The article focuses on 20 randomly selected English words selected in IT-oriented 
texts in Der Spiegel, for this particular newspaper and domain appeared to have been 
the most prolific in terms of  Anglicisms, with the total number equalling 113 instances. 
Interestingly enough, Carstensen (1975) predicates that Der Spiegel, amid other news-
papers, acts as the chief window through which anglicisms influence the German lan-
guage. The random selection of data ensures reliable research findings.

Data analysis and description

 The aim of the research was to scrutinize IT-related anglicisms in Der Spiegel, in 
terms of their meaning. It was attempted to establish if, and to what extent, the angli-
cisms alter their meaning in the borrowing process.

1. 20 out of 113 IT-related anglicisms were randomly selected from 10 articles in Der 
Spiegel.
2. The definitions of English words were analyzed in online dictionaries such as Ox-
ford Dictionary (https://en.oxforddictionaries.com) abbreviated as OD and Collins Dic-
tionary  (http://collinsdictionary.com/) abbreviated as CD.
3. The definitions of English words were juxtaposed with accounts provided by the 
German Index of Anglicisms, i.e. Anglicizmenindex by Verein Deutsche Sprache abbre-
viated as VDS and German dictionaries such as Duden (http://duden.de) abbreviated 
as D.

For the sake of succinctness, the exemplification of each anglicism furnished in the 
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table is limited to merely a few examples. The objective of this comparative study is to 
arrive at certain general tendencies governing the semantic treatment of  English words 
in German and to establish whether their source meaning is transferred partially, entirely 
or not at all.

 The use of reliable online dictionaries such as Oxford Dictionary, Collins Dictio-
nary, Duden, and Anglicizmenindex by Verein Deutsche Sprache enables to arrive at a 
comprehensive understanding of anglicisms in both languages. Adducing examples 
from German articles illustrates the way anglicisms are understood in German, which fa-
cilitates the juxtaposition of potential differences in meaning. Last but not least, the use 
of native material ensures semantic reliability in terms of presenting the use of English 
words in German linguistic environment.

The rationale behind the use of anglicisms

Loanword, constituting another name for borrowing is itself a calque of the German 
‘Lehnwort’, while calque is a loanword from French. Interestingly enough, neither ‘loan-
word’ nor ‘borrowing’ imparts the meaning properly, for none of them will be returned 
to the source language. There are multifarious ways as how to account for anglicisms. 
It is by all means prudent to choose one formulation that is comprehensive enough to 
encompass all types of anglicisms. As advanced by Haugen (1950: 212), the process of 
borrowing constitutes an attempt to reproduce patterns found in the source language, 
in the target one.

Onysko presented the reason of German speakers for borrowing English words. 
Those are:

1. semantic, to name new inventions, phenomena etc.,
2. stylistic, to eschew repetition,
3. euphemistic to avoid taboo words,
4. emotive, for it is ‘modern, hip, and educated’ to use English words,
5. social, to build a sense of group identity,
6. succinct, on the grounds that English words are conveniently shorter (Onysko 2004: 
62–63).

Onysko’s six-partite representation is similar to the one advanced by Galinsky 
(1967), who also pointed out to:

1. the transfer of an American atmosphere or setting,
2. precision in terms of different connotations, 
3. vividness in metaphorical translations (i.e. loan translations such as Wolkenkratzer 
for skyscraper)
4. satire (Hilgendorf 1996:  5–8).

Most conspicuously, there is a multitude of purposes that encourage German 
speakers to apply English words. As pondered by Haspelmath (2009: 46–49), speakers’ 
inclination to choose borrowings over native neologisms may be underlain by the pres-
tige of a dominant language, in this case English.

Discussion

The anglicisms extracted from the corpus were subsequently divided into 3 cate-
gories, i.e. partial correspondence of meanings, total correspondence of meanings, and 
finally zero correspondence of meanings.

CATEGORY 1 – PARTIAL CORRESPONDENCE

The first category is germane to anglicisms that entered the German language with 
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partial or slight semantic change. Those encompass 11 instances such as blog, browser, 
code, comeback, fan, provider, feedback, game, team, tweet, and update. As pondered by 
Fisiak (1970), it is worth noting that when a new word enters the language, not all of the 
source meanings have to be imparted.

1. Blog

German definition:

1. Neuanfang, Wiederantritt, Wiederauftreten, Wiedereinstieg, 
Wiederkehr. AI
2. Neubeginn einer Karriere durch erfolgreiches Wiederauftre-
ten nach längerer Pause. D

English definition: 1. A blog is a website containing a diary or journal on a partic-
ular subject. CD

Explanation: Both definitions correspond semantically, however the formula-
tion in English is more specific.

1. Adobe selbst hatte Ende November einen Blogpost veröffen-
tlicht, in dem es hieß, das Unternehmen ermutige Inhaltepro-
duzenten, “neue Web-Standards” zu nutzen.
2. Der Gesamtkuchen muss größer werden”, schreibt Quah im 
Podcast-Blog des renommierten Nieman Labs.
3. Twitter bringt seinen Nachrichtenstrom durcheinander: Das 
Unternehmen hat per Blogpost angekündigt, in den nächsten 
Wochen eine neue Variante seiner Timeline zum Standard zu 
machen.

2. Browser

German definition: 1. Programm, mit dem Websites gefunden, gelesen und ver-
waltet werden können. D

English definition:

1. A person who looks casually through publications or web-
sites or at goods for sale.
2. A computer program with a graphical user interface for dis-
playing HTML 
3. n animal which feeds mainly on high-growing vegetation. 
OD

Explanation:
The wordings do not fully overlap semantically, for the source 
language formulation is more comprehensive. In German the an-
imal connotation is entirely lost.

Example sentences:

1. Game-Klassiker gratis im Browser spielen.
2. Es gibt viele Minispiele für den Browser, die mit der Web-
sprache HTML5 umgesetzt sind.
3. Er baut die populären Spieleklassiker seiner Jugend webtaug-
lich nach - und stellt die Browserversionen kostenlos ins Netz.
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3. Code

German definition:

1. (Informationstechnik) System von Regeln und Übereinkün-
ften, das die   Zuordnung von Zeichen, auch Zeichenfolgen 
zweier verschiedener Zeichenvorräte erlaubt; Schlüssel, mit 
dessen Hilfe ein chiffrierter Text in Klartext übertragen werden 
kann.
2. (Sprachwissenschaft) vereinbartes Inventar sprachlicher 
Zeichen und Regeln zu ihrer Verknüpfung.
3. (Soziolinguistik) durch die Zugehörigkeit zu einer bestim-
mten sozialen Schicht vorgegebene Weise der Verwendung 
von Sprache. D

English definition:

1. A system of words, letters, figures, or symbols used to rep-
resent others, especially for the purposes of secrecy.
2. A phrase or concept used to represent another in an indirect 
way.
3. A series of letters, numbers, or symbols assigned to some-
thing for the purposes of classification or identification.
4. Program instructions.
5. A systematic collection of laws or statutes.
6. A set of conventions or moral principles governing be-
haviour in a  particular sphere. OD

Explanation: The wordings correspond merely partially, for the English formu-
lation encompasses more meanings.

Example sentences: 1. Ein tödliches Virus wird in dem Code entdeckt und damit gle-
ichzeitig freigesetzt - via Schallwellen.

4. Comeback

German definition:

1. Neuanfang, Wiederantritt, Wiederauftreten, Wiedereinstieg, 
Wiederkehr. AI
2. Neubeginn einer Karriere durch erfolgreiches Wiederauftre-
ten nach längerer Pause. D

English definition:

1. A return by a well-known person, especially an entertainer 
or sports player, to the activity in which they have formerly 
been successful; 
2. A quick reply to a critical remark. OD

Explanation: The delineation in English is semantically more comprehensive, 
therefore the senses in both languages do not overlap entirely.

Example sentences:
1. Comeback der Audio-Storys.
2. Podcast-Tipps: Comeback einer Sparte mit Serial und The 
Message.
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5. Fan

German definition:

1. Im Englischen existiert das Nomen fan und damit ist die 
männliche und die weibliche Form gemeint. Im Polnischen 
dagegen gibt es zwei Formen: eine männliche fan und eine 
weibliche fanka.

English definition:

1. Someone who admires and supports a person, sport, sports 
team, etc.
2. An electric device with blades that turn quickly, used to 
move the air around;
3. An object made of folded paper or other material that you 
wave with your hand in order to move the air around. CD  

Explanation: The wordings correspond partially, for the English formulation 
encompasses more meanings. 

Example sentences:

1. Ein Sprecher des Softwareunternehmens sagt, dass Fans gr-
undsätzlich fragen müssten, wenn sie etwas mit den Spielen 
machen wollen.
2. Fans von Podcasts freuen sich über eine neue Blütezeit der 
Sparte.
3. Es gibt einen simplen Hebel, um bei Spielefans Interesse und 
Abscheu zugleich zu wecken.

6. Provider

German definition: 1. Anbieter von Kommunikationsdiensten (z. B. einem Zugang 
zum Internet). D

English definition:
1. A person or thing that provides something.
2. A person who earns money to support their family. OD 

Explanation:

The wordings do not fully overlap semantically, for the source 
language formulation is more comprehensive. For instance, in 
German the word does not cover someone who makes a living 
to support their family.

Example sentences:

1. Sichert ein Mobilfunkprovider einem Kunden unbegrenztes 
Datenvolumen zu, darf er die Datengeschwindigkeit auch nach 
Überschreiten eines von ihm festgelegten Limits nicht extrem 
ausbremsen.
2. Auch eine Vertragsklausel, die den Provider schon bei Ver-
tragsschluss zu einer einseitigen Einschränkung der Leistung 
berechtigt hätte, erklärte das Gericht für unzulässig.

7. Feedback

German definition:

1. (Kybernetik) zielgerichtete Steuerung eines technischen, 
biologischen oder sozialen Systems durch Rückmeldung der 
Ergebnisse, wobei die Eingangsgröße durch Änderung der 
Ausgangsgröße beeinflusst werden kann; Rückkoppelung.
2. (besonders Fachsprache) Reaktion, die jemandem anzeigt, 
dass ein bestimmtes Verhalten, eine Äußerung o. Ä. vom 
Kommunikationspartner verstanden wird [und zu einer bes-
timmten Verhaltensweise oder -änderung geführt hat]; Rück-
koppelung, Rückmeldung. D
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English definition:

1. Information about reactions to a product, a person’s per-
formance of a task, etc. which is used as a basis for improve-
ment.
2. The modification or control of a process or system by its 
results or effects, for example in a biochemical pathway or 
behavioural response.
3. The return of a fraction of the output signal from an am-
plifier, microphone, or other device to the input of the same 
device; sound distortion produced by this. OD

Explanation:
The wordings do not fully overlap semantically, for the source 
language formulation is more comprehensive. In German the 
third technical connotation is entirely lost.

Example sentences: 1. Feedback zur neuen Funktion sammelt Twitter über den Sup-
port-Account @hilfe.

8. Game

German definition:
1. [Computer]spiel.
2. Spielgewinn beim Tennis. D

English definition:

1. An activity that one engages in for amusement or fun.
1.1. A form of competitive activity or sport played ac-
cording to rules.
1.2. (games) A meeting for sporting contests.
1.3. (games) British Athletics or sports as a lesson or 
activity at school.
1.4. The equipment for a game, especially a board 
game or a video game.
1.5. A person’s performance in a game; a person’s 
standard of play.

2. A complete episode or period of play, ending in a final result.
2.1. A single portion of play forming a scoring unit in a 
match, especially in tennis.
2.2. A score of 100 points for tricks bid and made (the 
best of three games constituting a rubber).

3. (informal) A type of activity or business regarded as a game.
3.1. A secret and clever plan or trick.

4. Wild mammals or birds hunted for sport or food.
4.1. The flesh of wild mammals or birds, used as food.

5. rare A group of swans. OD
6. A game is a part of a match, for example in tennis or bridge, 
consisting of a fixed number of points. CD

Explanation:
The wordings correspond semantically to a very small extent for 
merely one meaning is imparted in German, i.e. ‘an activity that 
one engages in for amusement or fun’. 
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Example sentences:

1. Damals war Aditya Ravi Shankar 13 Jahre alt und hat bereits 
seine ersten Games in Basic programmiert.
2. Game-Klassiker gratis im Browser spielen.
3. Aber was ist, wenn die KI am Ende über den Einsatz der Was-
serstoffbomben entscheidet, wie im Film “War Games”?

9. Team

German definition: 1. Gruppe von Personen, die gemeinsam an einer Aufgabe ar-
beiten. D

English definition:

1. A group of players forming one side in a competitive game 
or sport.
2. Two or more people working together.
3. Used before another word to form the name of a real or 
notional group which supports or favours the person or thing 
indicated.
4. Two or more animals, especially horses, in harness togeth-
er to pull a vehicle. OD

Explanation:
The formulations correspond semantically to a small extent for 
merely one meaning is imparted in German, i.e. ‘a group of peo-
ple working on something’.

Example sentences:

1. Man habe ein Team bei EA, das sich um solche Anfragen 
kümmert.
2. Die Arbeiten seiner Forscherteams zu künstlichen neuro-
nalen Netzen revolutionierten unter anderem Handschrifterken-
nung, Spracherkennung, maschinelle Übersetzung und autom-
atische Bildbeschreibung, sie können beispielsweise bei der 
Krebsfrüherkennung helfen.

10. Tweet

German definition: 1. Beim Twittern gesendete Nachricht. D

English definition:
1. The chirp of a small or young bird.
2. A post made on the social media application Twitter. OD

Explanation:
The wordings overlap semantically merely partially, for the 
source language formulation is more comprehensive. In German 
the animal connotation is entirely lost.

Example sentences:

1. Der neueste Tweet steht nicht mehr automatisch oben.
2. Das Besondere daran: In der überarbeiteten Timeline werden 
nicht mehr wie bislang alle Tweets chronologisch angezeigt.
3. In einer Testphase habe sich gezeigt, dass Nutzer, bei denen 
die neue Sortierung aktiv ist, mehr Tweets verschicken und 
auch Nachrichten Dritter häufiger teilen.

11. Update

German definition: 1. Aktualisierte [und verbesserte] Version einer Software, ein-
er Datei o. Ä.

English definition: 1. An act of updating something or someone or an updated 
version of something. OD
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Explanation:
Both definitions correspond semantically, however in German, 
the meaning is restricted to software, whereas in English the 
word is more general.

Example sentences:

1. Erst einige Wochen später, nachdem er ein iOS-Update durch-
geführt hatte, trat der Fehler auf und das Handy war hin.
2. Dort wird man aufgefordert, beim Auftreten der Fehlermel-
dung zunächst die neueste iTunes-Version zu installieren, dann 
das iPhone neu zu starten und die Durchführung des Updates 
noch einmal zu versuchen.
3. Erst diesen Dienstag ist erneut ein neues Sicherheits-Update 
erschienen.

CATEGORY 2 – TOTAL CORRESPONDENCE

The second category is pertinent to anglicisms that entered the German language 
with no semantic change. Those encompass 9 instances such as gamer, clip, hashtag, 
download, hype, podcast, smartphone, software, app, and tweet.

1. Gamer

German definition: 1. Spieler, Zocker (vor allem von elektronischen [Rechner-] 
Spielen). FDS

English definition: 1. A person who plays video games or participates in role-play-
ing games. OD

Explanation: Both definitions correspond semantically.

Example sentences:
1. Bei Schiffer brauchen Gamer keine Angst zu haben, dass 
“World of Warcraft” zum Ballerspiel wird oder dass “Count-
er-Strike” Schulmädchen angedichtet werden.

2. Clip

German definition: 1. Kurzform für: Videoclip. Kurzer Videofilm zu einem Titel der 
Popmusik oder über eine Person oder Sache. D

English definition: 1. A short sequence taken from a film or broadcast. OD
Explanation: Both formulations correspond semantically.

Example sentences:
1. In Flash gebaute Werbeclips werden wohl die einzigen 
Flash-Anzeigen sein, die Google im kommenden Jahr noch ver-
breitet.

3. Hashtag

German definition: 1. Mit einem vorangestellten Rautezeichen markiertes Schlüs-
sel- oder Schlagwort in einem [elektronischen] Text. D

English definition:
1. A word or phrase preceded by a hash sign (#), used on so-
cial media websites and applications, especially Twitter, to 
identify messages on a specific topic. OD

Explanation: Both definitions correspond semantically.

Example sentences: 1. Unter dem Hashtag #RIPTwitter protestierten zahlreiche Nu-
tzer gegen eine solche Überarbeitung des Dienstes.
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4. Download

German definition:
1. das Herunterladen. 
2. Software, Datei o. Ä., die von einem Server heruntergelad-
en werden kann oder heruntergeladen wurde. D

English definition:
1. An act or process of downloading data.
2. A file or set of files that has been downloaded. OD

Explanation: Both definitions correspond semantically.

Example sentences:

1. Die Serie “Serial” machte 2014 den Anfang: Mit bis zu 3,5 
Millionen Downloads pro Episode läutete die spannende Au-
dio-Story um einen ungeklärten Teenagermord in Baltimore ein 
Revival des Podcasts ein.

5. Hype

German definition:

1. Besonders spektakuläre, mitreißende Werbung (die eine eu-
phorische Begeisterung für ein Produkt bewirkt).
2. aus Gründen der Publicity inszenierte Täuschung.
3. Welle oberflächlicher Begeisterung; Rummel. D

English definition:
1. Extravagant or intensive publicity or promotion.
2. A deception carried out for the sake of publicity. OD

Explanation: Both definitions correspond semantically.
Example sentences: 1. Seit dem Hype um “Serial” hat sich viel getan.

6. Podcast

German definition:
1. Reportage, (Radio)beitrag o. Ä., der als Audiodatei im 
MP3-Format im Internet zum Herunterladen angeboten wird. 
D

English definition:

1. A digital audio file made available on the Internet for down-
loading to a computer or mobile device, typically available as a 
series, new instalments of which can be received by subscrib-
ers automatically. OD

Explanation: Both definitions correspond semantically.

Example sentences:

1. Biete guten Podcast, suche gute Bezahlung.
2. Fans von Podcasts freuen sich über eine neue Blütezeit der 
Sparte.
3. Längst ist es nicht mehr nur die Podcast-App von iTunes, 
über die Podcasts ihre Hörer erreichen sollen.

7. Smartphone

German definition: 1. Mobiltelefon mit Touchscreen und zusätzlichen Funktionen 
wie GPS und der Möglichkeit, Apps darauf zu installieren. D

English definition:

1. A mobile phone that performs many of the functions of a 
computer, typically having a touchscreen interface, Internet 
access, and an operating system capable of running down-
loaded apps. OD

Explanation: Both definitions correspond semantically.
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Example sentences:

1. Stattdessen wird ein Smartphone in die Brille gesteckt, das 
gleichzeitig als Computer und Bildschirm dient.
2. Smartphones: Nur mit Highspeed-Datenanbindung sin-
ngemäß nutzbar.
3. Angelehnt an Googles Nexus-Smartphones könnte eine sol-
che Brille vielleicht Nexus VR heißen.

8. Software

German definition:

1. (im Unterschied zur Hardware) nicht technisch-physika-
lischer Funktionsbestandteil einer Datenverarbeitungsan-
lage (wie z. B. Betriebssystem und andere [Computer]pro-
gramme). D

English definition: 1. The programs and other operating information used by a 
computer. OD

Explanation: Both definitions correspond semantically.

Example sentences:

1. Ein Sprecher des Softwareunternehmens sagt, dass Fans gr-
undsätzlich fragen müssten, wenn sie etwas mit den Spielen 
machen wollen.
2. Bei einem iOS-Update oder wenn man das iPhone aus einem 
Back-up wiederherstellt, überprüft die Software anhand nicht 
näher benannter Spezifikationen, ob der im Gerät vorgefundene 
Fingerabdrucksensor zum Gerät gehört.
3. Die ersten Exemplare würden dann vermutlich an Entwickler 
verteilt, damit sie Software dafür schreiben können.

9. App

German definition: 1. Zusätzliche Applikation, die auf bestimmte Mobiltelefone 
heruntergeladen werden kann. D

English definition: 1. An application, especially as downloaded by a user to a mo-
bile device. OD

Explanation: Both definitions correspond semantically.
1. Längst ist es nicht mehr nur die Podcast-App von iTunes, 
über die Podcasts ihre Hörer erreichen sollen.
2. Zudem bekamen mit Cardboard viele Entwickler erstmals die 
Möglichkeit, VR-Apps zu entwickeln.
3. Bei einem Test mit den Mobil-Apps und der Browservariante 
von Twitter ließ sich die neue Sortierung am Mittwochmittag 
aber noch nicht nachvollziehen.

CATEGORY 3 – ZERO CORRESPONDENCE

No accounts of anglicisms were found in this category. This may ensue from the 
fact that, as postulated by Yang (1990), when words are borrowed from English into Ger-
man they impart the meaning either entirely or partially. It is rather infrequent for English 
words to change their meaning. 

Concluding remarks

The chief goal of this comparative study was to scrutinize the tendencies govern-
ing the semantic treatment of  English words in German and to establish whether their 
source meaning was transferred partially, entirely or not at all. In order to provide com-
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prehensiveness, yet not at the expense of succinctness, the exemplification of each an-
glicism furnished in the table was restricted to merely a few example sentences. 

Research findings showed that 55% of anglicisms imparted the meaning either en-
tirely or partially, whereas in 45% of the cases the meaning remained intact. Interestingly 
enough, none of the anglicisms altered its meaning in the borrowing process.

Contemporary classifications point out to IT and new technologies along with data 
processing, hardware and software as the fields particularly abundant in anglicisms. 
Also research findings presented by Mękarska and Kamasa  (2015: 48–50) showed that 
the semantic field of IT covered over 50% of all anglicisms. That said, one may readily 
assume that alongside the development of new technologies, this particular area may 
well be deemed as a basis for further research pertinent to anglicisms.

References:

BAJEROWA I. 1980. Wpływ techniki na ewolucję języka. Kraków.
CARSTENSEN, B. 1965. Englische Einflüsse auf die deutsche Sprache nach 1945. In: Jahrbuch für Amerikas-
tudien. Heidelberg: Universitätsverlag Winter.
CARSTENSEN, B., GALINSKY, H. 1975. Amerikanismen in der deutschen Gegenwartssprache, Heidelberg: 
Winter.
CARSTENSEN B. 1980. Gender of English loanwords in German. – Studia Linguistica Posnaniensia 12. pp. 
3–25.
FINK, H. 1970. Amerikanismen im Wortschatz der deutschen Tagespresse. Dargestellt am Beispiel dreier über-
regionaler Zeitungen (Süddeutsche Zeitung, Frankfurter Allgemeine Zeitung, Die Welt). Mainzer Amerikanische 
Beiträge. München: Hueber Verlag.
FISIAK, J. 1970. The Semantics of English Loanwords in Polish. [in:] Studia Anglica Posnaniensia 2. Uniwer-
sytet im. Adama Mickiewicza w Poznaniu. Poznań: Wydawnictwo Naukowe UAM. pp. 41-49.
FISIAK, J. 1961. Zapożyczenia angielskie w języku polskim. Analiza interferencji leksykalnej (unpublished PhD 
dissertation). Łódź.
GALINSKY, H. 1967. Stylistic aspects of linguistic borrowing: A stylistic view of American elements in modern 
German. [in:] Carstensen, B. & Galinsky, H., Amerikanismen der deutschen Gegenwartssprache. Heidelberg, 
Germany: Winter.
GLAHN, R. 2000. Der Einfluss des Englischen auf gesprochene deutsche Gegenwartssprache. Eine Analyse 
öffentlich gesprochener Sprache am Beispiel von „Fernsehdeutsch“. Angewandte Wissenschaften. Frankfurt 
am Main: Peter Lang Verlag.
GROCHOWSKI, M. 1982. Zarys leksykologii i leksykografii. Zagadnienia synchroniczne. Toruń: Wydawnictwo 
UMK.
HASPELMATH, M. 2009. Lexical borrowing: Concepts and issues. [in:] M. Haspelmath & U. Tadmor. Loanwords 
in the world’s languages: A comparative handbook (35-53). Berlin, Germany: Walter de Gruyter.
HILGENDORF, S.K. 1996. The impact of English in Germany. English Today, 12(3), 3-14.
HAUGEN E. 1950. The analysis of linguistic borrowing. Language. 26. pp. 210–231.
HUDDLESTON R., PULLUM G.K. 2002. The Cambridge grammar of the English language. Cambridge.
JABŁOŃSKI, M. 1990. Regularität und Variabilität in der Rezeption englischer Internationalismen im mod-
ernen Deutsch, Französisch und Polnisch: aufgezeigt in den Bereichen Sport, Musik und Mode. Tübingen: Max 
Niemeyer Verlag.
KLEPARSKI, G. A. 2001. Angielskie zapożyczenia leksykalne w języku polskim i niektóre problemy ich adap-
tacji. [in:] Zeszyty Naukowe Wyższej Szkoły Pedagogicznej w Rzeszowie. Seria Filologiczna. Volume 42/2001 
Studia Anglica Resoviensia. Rzeszów. pp.18-28
LEISI, E., MAIR CH. 1999. Das heutige Englisch: Wesenszüge und Probleme. Heidelberg.
MAŃCZAK-WOHLFELD E. 1995. Tendencje rozwojowe współczesnych zapożyczeń angielskich w  języku pol-
skim. Kraków.
MAŃCZAK-WOHLFELD E. 2004. Starsze i nowsze zapożyczenia angielskie w mówionej oraz pisanej odmianie 
języka polskiego. – Biuletyn Polskiego Towarzystwa Językoznawczego 60: 109–115.

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (17)2018

23



MAŃCZAK-WOHLFELD E. 2007. Rodzaj gramatyczny zapożyczeń angielskich w polszczyźnie. – Biuletyn Pol-
skiego Towarzystwa Językoznawczego 63: 39–48.
MAŃCZAK-WOHLFELD E., NIŻEGORODCEW A., WILLIM E. 2007. A practical grammar of English. Warszawa.
MĘKARSKA, A., KAMASA V. 2015. Modowe freaki i backpakerzy. Najnowsze anglicyzmy na polskich blogach/
Modowe freaki and backpakerzy. Newest loanwords on polish blogs. Investigationes Linguisticae. Poznań: Uni-
wersytet Adama Mickiewicza. 36-52.
THOMASON, GREY S. 2001.Language contact. Edinburgh: Edinburgh University Press.
WEINREICH U. 1970. Languages in contact. Findings and problems. New York.
WITASZEK-SAMBORSKA, M. 1992. Wyrazy obcego pochodzenia we współczesnej polszczyźnie. Na podstaw-
ie słowników frekwencyjnych. Poznań: Wydawnictwo Nakom.
YANG, W. 1990. Anglizismen im Deutschen. Am Beispiel des Nachrichtenmagazins Der Spiegel. [in:] Reihe 
Germanistische Linguistik. Tübingen: Max Niemeyer Verlag. 
ZINDLER, H. 1959. Anglizismen in  der  deutschen  Pressesprache  nach  1945 (rozprawa doktorska) Kiel, str. 
2,     [w:] Busse, U.  1993. Anglizismen  im  Duden.  Eine  Untersuchung  zur  Darstellung  englischen  Wortguts  
in  den  Ausgaben des Rechtschreibdudens von 1880–1986. Tübingen (Reihe Germanistische Linguistik 139). 

Online sources [available online: February 18, 2016]:
DER SPIEGEL (2016), „Commandos” und “Command & Conquer”: Game-Klassiker gratis im Browser spiel-
en, http://www.spiegel.de/netzwelt/games/commandos-und-command-conquer-gratis-im-browser-spiel-
en-a-1075911.html
DER SPIEGEL (2016), Virtual Reality: Google entwickelt angeblich neue VR-Brille, http://www.spiegel.de/
netzwelt/gadgets/virtual-reality-google-plant-angeblich-android-vr-a-1076162.html
DER SPIEGEL (2016), Comeback der Audio-Storys: Biete guten Podcast, suche gute Bezahlung, http://www.
spiegel.de/netzwelt/web/podcast-tipps-comeback-einer-sparte-mit-serial-und-the-message-a-1075796.html
DER SPIEGEL (2016), 19-Milliarden-Dollar-Paket: Obama will Etat für Cyberabwehr aufstocken, http://www.
spiegel.de/netzwelt/netzpolitik/cyberabwehr-obama-stockt-etat-auf-19-milliarden-dollar-auf-a-1076526.html
DER SPIEGEL (2016), Billigreparaturen können beim iPhone teuer werden,  http://www.spiegel.de/netzwelt/
gadgets/fehler-53-iphone-unbrauchbar-nach-billigreparatur-a-1076038.html
DER SPIEGEL (2016), ZDF-Doku “Killerspiele”: Als Schiffe versenken eine Gefahr für die Jugend war, http://www.
spiegel.de/netzwelt/games/zdf-doku-killerspiele-als-schiffe-versenken-die-jugend-gefaehrdete-a-1075305.
html
DER SPIEGEL (2016), Anzeigengeschäft: Google verzichtet ab 2017 auf Flash-Werbebanner, http://www.spie-
gel.de/netzwelt/web/google-verzichtet-2017-auf-flash-werbebanner-mit-einer-ausnahme-a-1076677.html
DER SPIEGEL (2016), Timeline-Update: Das sollten Sie über die neuen Twitter-Regeln wissen, http://www.spie-
gel.de/netzwelt/apps/twitter-startet-neue-timeline-trotz-riptwitter-protest-a-1076698.html
DER SPIEGEL (2016), Zukunftsforschung: Künstliche Intelligenz wird das All erobern,  http://www.spiegel.de/
netzwelt/gadgets/juergen-schmidhuber-der-weltraum-ist-fuer-roboter-gemacht-a-1074759.html
DER SPIEGEL (2016), Urteil zu Handy-Datenvolumen: Unbegrenzt heißt wirklich unbegrenzt 
URL: http://www.spiegel.de/netzwelt/gadgets/handy-datenvolumen-datenflat-darf-laut-gericht-nicht-gedross-
elt-werden-a-1075893.html

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (17)2018

24



DIALOGICAL FOUNDATION OF THE 
PUBLICIST’S COMMUNICATIVE 

ETHICS: DIALOGICAL LEVELS OF 
THE “COMMUNICATIVE PYRAMID”

Tetiana Khomenko1

Abstract
The author discusses important issues of the dialogical essence of thinking and internal dialo-

gism in the moral and ethical journalism. Choosing everyone’ ability of monologic revelation as the 
starting point of her study, the author concludes that these revelations are a kind of reconsidering 
historical, personal and interpersonal shifts that lead to the desire to learn the truth, to harmonize the 
vision and understanding of a situation with someone else’s viewpoint. In search for the truth, both 
the publicist and the audience –together or separately – cross different levels of a dialogue as it is 
presented by the “communicative pyramid” as a model of dialogical communication and the forma-
tion of the personality.

Key words: personality, dialogical levels, dialogue, journalism, communication. 

Introduction

The depreciation of a Word as a value may be the greatest tragedy of our time, when 
we observe and experience more and more dangers of free manipulation with the Word 
and, thus, the consequences of its instrumental and irresponsible use. One of the most 
important tasks of today’s journalism is to emphasize the sacred dimension of the Word. 
The fulfillment of this task is only possible under the condition of the deep understand-
ing of the liberty of society and of every person in particular. This is liberty, the essence 
of which is not to disorient an addressee by using the up-to-date arsenal of manipulation, 
but to help restore the misbalanced axis of our spiritual life and remember the original 
Word, which generated the absolute, eternal and unchanging truth as the basis and con-
dition of the existence of liberty and the categorical morale of human existence.

Dialogue as a collision of monologic atoms

In the history of world journalism, the comprehension of the world and events in it 
has always occurred through the prism of the publicist’s predispositions, because each 
publicist looks at the world as a set of evidence for the correctness of his/her theories, 
which s/he construed as the result of experience, observation, and revelation. Perceiv-
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ing the world by means of certain settings, publicists created new – major or minor 
– forms of worldview. The polyphony of our existence induces self-determination and 
clarification for the truth of our views, understandings and positions. Combining the in-
troverted and extraverted perception of the world, a person determines their life stance, 
extending the horizons of knowledge by referring to the stances of other people. Thus, 
a personality is constantly in a state of dialogue: dialogical self-awareness (autocom-
munication), communication with the milieu, appealing to the world, conversation with 
God. Communication can be sensual, linguistic, symbolic, philosophical and historical 
(meaning the dialogue of epochs via reconsidering them), even silence has its place in 
the act of communication. Communication is always justified, because it is the only way 
to the truth. Individual human experience is shaped and developed in the continuous and 
constant interaction with other individual experiences, since there are no two identical 
experiences. Therefore, “the truth does not appear and exist in the head of an individual, 
it appears “among people” who seek the truth together in the process of their dialogic 
communication” [Bakhtin, 1972].

The “common search for truth” is always a movement towards the clarification of 
specific important issues of our existence, despite the multidimensionality of active 
thinking that produces concepts, as, according to Martin Buber, concepts become defi-
nite, clear and precise, only when they are reflected from other mental ability [Buber, 
1995]. This truth becomes a common denominator, and thus, a universal means of solv-
ing social and spiritual problems, a reliable basis in all peripeteias, peculiar in rescuing 
knowledge. Acquired via essential dialogue, it promotes a person to a new qualitative 
level of communication, i.e. from the level of individuals to that of personalities, because 
“dialogue between just individuals is only a sketch, but it operates between personali-
ties” [Buber, 1995]. Personalities exchange thoughts deliberately, and, in search for the 
truth, they follow the path to the establishment of their own judgements. A monologic 
revelation – or what we often call a monologue – is quite often only an external ex-
pression of the internal dialogical perception of circumstances, linguistic acts, and their 
textual presentation. According to Volodymyr Rizun, “monologue is a one-vector type of 
communication that does not require a communicative reaction of the communicator” 
[Rizun, 2000]. At the same time, the researcher points out that among forms of speech, 
monologue is the most extensive and logically organized message in the process of 
communication. This is a lifestyle which is not advertised, because it is often not per-
ceived as something special. This is a search for a like-minded person via communi-
cation with other experiences (of life, spiritual inclinations, academic views, etc.). One 
can even assume that this is the essence of life, because this interpretation assures the 
continuity of generations, thoughts, experiences, and traditions. “Being means commu-
nicating in dialogue. When the dialogue ends, everything ends. Actually, dialogue cannot 
and should not end” [Bakhtin, 1972]. 

Communication as “unbounded communication” is also defined by Karl Jaspers, 
who considered mind as the universal will to communicate. Since a person is always 
oriented at the truth (“the truth is what unites us” – K. Ja.), “communication is a way of 
discovering the truth in time,” when “a person finds another person in the world as a sin-
gle reality, whom s/he can unite with in mind and trust” [Jaspers, 1991]. Jaspers makes 
an important step in interpreting communication by considering transcendence to be it 
necessary foundation that helps a person to avoid isolation from each other. Analyzing 
the main postulates of Jaspers’ philosophy of communication, Liudmyla Sytnychenko 
also emphasizes the importance of meaningful communication, due to which “a person 
does not feel lonely anymore, because it acts as a point in the development of the whole, 
which, in its turn, determines the place of each individual” [Sytnychenko, 1996]. So, a per-
son always looks for the truth as a “source of life” – around themselves, in others, even 
if this is a human or God, “I” needs “you” [Averintsev, 1996].

Actually, it is worth emphasizing on the “I-you-relation” model, since the journalistic 

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (17)2018

26



text is one of important links in the communicative scheme, subordinated to the cyclic 
formula “author – text – reader”. Sergei Averintsev ponders over its dialogicity, and be-
lieves that dialogue is a collection of monologic “atoms” which collide in their interaction, 
but are fundamentally impervious to each other. The concept of the dialogic nature of hu-
man life was elaborated by Martin Buber, who chose the peculiar status of human as the 
main theme in his writings. This is the state when “dialogue” between a human and God, 
between a human and a human, between a human and the world becomes possible.

In the linguistic model of Roman Jakobson [Jakobson,1996], the “I-you-relations” fit 
the following scheme:

Adapting the scheme to the topic of our study, we assume that a message is a 
journalistic text. Notably, Yuri Lotman was right when he considered this communicative 
model to be too “technical” [Lotman, 1992]. It is also imperfect and even one-sided, if the 
reverse contact (the addresser becomes the addressee, and vice versa) is discarded. It 
is only due to this reversion, the concept of the text, esp. the journalistic text, appears: a 
text is produced by its creator (author) and received by audience (recipient). In the pro-
cess of this dialogue, it turns out how much the perception of the text and its contents by 
both parties coincides or not. This is the dialogical way of learning the truth.

Conditionality of internal dialogue in the journalistic text

Regarding the standard scheme of communication by Roman Jakobson, Heorhiy 
Pocheptsov approaches it as a communicative structure, largely oriented at the inter-
locutor, and uses the term “oriented communication” [Pocheptsov, 2004], where each 
component of this scheme is presented in significant detail. The task of detailing is to 
maximize the effectiveness of communication. Discussing the concept of “message”, 
he activates the notions of “code”, “context”, “contact”, and emphasizes the necessity of 
detailing in order to effectively implement the Public Relations processes. This interpre-
tation of the communicative scheme is similar to a massive, and thus often one-sided, 
informational, intellectual attack, which is related to official monologuing and an incen-
tive to act, but distant from equal communication.

Assessing the linguistic model of communication, Mikhail Bakhtin believed that 
linguists underestimated the communicative function of the language in it, consider-
ing it only from the viewpoint of a speaker, without his/her attitude and interaction with 
other participants of communication. He criticizes such “fictitious” technical idioms in 
linguistics, as “listener”, “one who understands” (the partner of a “speaker”), “the integral 
speech flow,” because of the primitive scheme of communication process.

In his opinion, the scheme “Speaker (active process) -                                         Listener 
(passive process)” is not false, but it is also not real. A “fictitious” statement is produced, 
because the listener always keeps to an active position of the answer. According to the 
author, any appeal causes an answer, and then the listener becomes a speaker. Sooner 
or later, what has been heard and actively perceived will echo in words and deeds [Bakh-
tin, 1972].

It is clear that there is a real, active dialogue in which the role of each participant 
is clearly defined and changes alternately according to the “speaker-listener / listen-
er-speaker” scheme. The significance of this type of communication as an important 
factor in the existence of society is studied by Volodymyr Rizun. Exploring the nature and 
structure of communicative process and various communication models (sociological, 
topological, analytical, socio-cultural, etc.), he points to the complexity of communica-
tion process as a systemic, structural, social, historical, and psychological phenomenon 
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(for more see: [Rizun, 2000] and [Fiszke, 2008]).
But we are interested in a dialogue in which a text is present as a link in the commu-

nication chain, and in the force field of which there is the immense number of linguistic 
subjects. The writing, which composition is complete, continues its life in space and 
time. Being a condensation of the author’s thought, it becomes an independent partic-
ipant in communicating, although, “like a cue in the dialogue, it is connected with other 
works or statements: both with those which it responds to and with those which re-
spond to it” [Bakhtin, 1986]. In its completeness, it requires an active, relevant under-
standing, which is the recipient’s decisive step to co-creation. At the level of text, there is 
a multi-level dialogue: with the author through a positive / negative assessment of his/
her reasoning; with other authors and their texts; with texts and authors that shape the 
recipient’s knowledge.

Studying the internally dialogic nature of a journalistic text, we would like to state 
that it is influenced by:

1. the inclusion of the author into social institutions. The intensity of inclusion into the 
specific structure of communication defines a range of interests, experiences;
2. the formation of own experience, which is based on the experience and knowledge 
of predecessors, contemporaries (authorities, ideals, historical data). It is a constant 
accumulation of information;
3. as a result, it is the amount of the author’s knowledge. In his paper “Canonical art as 
an informational paradox” [Lotman, 1973], Yuri Lotman distinguishes two streams of 
acquired information. He says that a human used to read only the Holy Scriptures all 
life long. Today, a human builds an information flow in a different way: s/he increases 
the number of texts;
4. the process of rethinking on the basis of the acquired knowledge;
5. As a result, this rethinking generates a text. This text should first be regarded as a 
response to previous statements. It denies, complements, confirms, relies on them, 
presupposes them to be known, somehow deals with them. Text takes a definite place 
in the sphere of communication, because it is impossible to determine its position 
without correlating it with others. The journalistic text implies a response to another 
recipient / other recipients as well as active relevant understanding that can have dif-
ferent effects, e.g. educational effect on a recipient, his/her beliefs, critical responses, 
influence on followers. It determines the corresponding positions of others in the dif-
ficult conditions of the present.

This is how the pursuit of the truth and the embodiment of the idea of truth in life 
take place, if it is active, effective. It is always the deepening of knowledge and an infinite 
number of questions and answers, when the hermetic world of personal monologic ex-
periences becomes hermeneutical, driving a person beyond the limits of self, because 
the images and concepts become more understandable, accurate, specific, when reflect-
ed from someone’s ability to think, from another thought. This is also facilitated by such 
a phenomenon in a journalistic text as internal logic, namely:

1. internal engagement in the topic;
2. the sum of convincing facts;
3. the objective analysis of the past and present experience;
4. the clear description of prospects by means of the objective assessment of the 
events;
5. searching for flawless definitions;
6. clear logical conclusions.

Actually, we face the technique of thinking, the technique of syllogism. The hierar-
chical movement from the general to the specific is a technique of the possession of 
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syllogisms, which, in the journalistic text, should not be developed to infinity. They must 
be secured by the reliable basis.

 The basis is a subject, which governs all logical judgements. The logical pre-
sentation of opinions makes the journalistic text perfect, convincing, specific. However, 
since mind is subjective in the perception of things, the subjectivity of analytical reflec-
tion is inherent to journalism in its various forms. Usually, publicists use the inductive 
method when a set of facts reveals certain generalizations, although it also happens that 
the author uses facts as arguments to convince that his/her subjective vision is unques-
tionably objective.

These contemplations drive us to the problem of objectivity in the journalistic text. 
We can identify three main prerequisites for the truthfulness of journalistic material:

1. The first prerequisite for the truthfulness of generalizations is the true transfer of 
elementary objective facts, i.e. the achievement of the maximum relationship between 
the objectively existing phenomenon and its mental reflection.
2. The second prerequisite for the truthfulness of the conclusions is the knowledge of 
the subject matter which the author writes about.
3. The third prerequisite for the truthfulness of the author’s statement is the internal 
intention of reaching the maximum appropriate contact with the recipient. Therefore, 
in the journalistic text, the author should avoid such words as “possible” and “proba-
ble”. Only when a person radiates confidence in his/her statements and the firmness 
of beliefs, others can follow the person, his/her logic, and ideas, being enchanted by 
the person’s charisma.

Vectors of communication in the context of the “communicative pyramid”

The content of a journalistic text (and any other text as well) always locates the 
reader (listener, viewer) near the author for the collective (common) identification of 
fundamental value landmarks. Most often, the very author construes the strategy of pre-
senting his/her own material and constructs the direction of movement for the audience. 
Authors who are in the force field of moral and ethical journalism consider it necessary 
not only to move along the usual horizontals of social reflections, but also in vertical di-
aloguing. In fact, the movement takes place simultaneously both in the vertical direction 
(transferring knowledge between generations) and in the horizontal one (multiplying and 
creating new knowledge). The task of this movement is to “preserve and multiply the 
acquired” [Vovkanych, 1999]. This ideal motion, suggested by Stepan Vovkanych, has 
undergone deformations under conditions of totalitarianism that stopped the human 
at the zero point of the coordinates of spiritual development. The start of the action 
of multiplying, transferring and preserving knowledge is the movement of thought, the 
movement of the heart, the movement of will, as well as the communicative interaction 
in the context of spiritual unity, which is not limited to professional or intellectual spheres 
only. Olha Fedyk motivates four dimensions of spiritual space, which “is decisive in the 
spiritual functioning of both the nation as a whole and each personality” [Fedyk, 2000]. 
Activated by the word, it is projected through human existence per se into its linguistic 
existence. According to Olha Fedyk, the completeness of human existence is ensured 
via the existential multiplication of dialogical levels in the cognition of the inner and 
outer worlds. In her book “Language as the Spiritual Approach to the World (Reality)” 
[Fedyk, 2000], the author presents the vectorial model of communication, which includes 
four spiritual vectors, finalized in the word. These are the very vectors that shape the 
basis of the philosophy of communication in general, and it is especially relevant for the 
“I-you-relation”. Schematically, Olha Fedyk describes these communicative streams as 
four spiritual vectors of the direction of speech:

a. human God;
b. human human (other);
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c. human reality;
d. human human (as an inner talk with yourself when the spiritual “I” is 
identified (All the explanations are mine – Т.Kh.)).  

The magic number “four”, which means the orderly infinity of the world, is a com-
prehensive and exhaustive symbol, and in this case, it fully corresponds to the model 
(four-dimensional) and the spiritual space of the nation, and the spiritual completeness 
of each person in particular. By modifying the vectorial model of communicating by Olha 
Fedyk and taking into account the philosophy of communication, we would like to offer 
our version of the perfect creative communicative process, which is called a “communi-
cative pyramid.” Recalling the question of learning the truth via the reflection of thoughts 
from another mental ability, from the experiences of ours and others’, we think that the 
progressive, creative elaboration of reality, cultural, historical and academic conditions, 
the direction of our spiritual development can be expressed in the following scheme:

The scheme explicates the horizontal level of accumulating knowledge (as Stepan 
Vovkanych states) and the vertical level of human spiritual growth. Ideally, this model can 
be considered a model of a human’s moral perfection or a model of shaping a Personali-
ty. The absence of one of the vectors or the deliberate avoidance of any communication 
vectors can destructively affect the formation of the dialogical nature of learning the 
truth, as well as the formation of self-estimation. We also suppose that the multiplication 
of dialogical levels in the communication process happens at various levels: from the 
simplest communication between two equal partners to a much more complex dialogue 
between two (and more in a polylogue) personalities and their experiences. Given the 
awareness of necessity for moral perfection, the sense of necessity for self-perfection 
and spiritual growth, these experiences overlap and reinforce each other mutually. The 
multiplication of dialogical levels suggests a search for someone else’s trust, which is 
always a reflection of, e.g., someone else – an “other” one – in oneself, an imprint of the 
world in oneself that ultimately leads to self-completion by getting compacted, concret-
ized and clarified in displaying the self in God’s essence. Ivan Ortynskyi calls this process 
“the projection of man into the future” [Ortynskyi, 1997], which we can demonstrate as:

Actually, it is the very personality. Arguing on the influence of journalistic ethics 
on shaping the humankind’s ability to feel the truth, Yosyp Los emphasizes that “the 
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essence of history, i.e. its moral progress, is manifested through a human as a Person” 
[Los, 2008]. Therefore, motivation in journalism should have, first of all, a human, spiritu-
al, and moral character in order to consider and perceive a human as a spiritual Person, 
but not as a being, as a goal and a means for its achievement, and thus, as a Personality 
whose formation field is the field of reflecting his/her thoughts from the thoughts of the 
“others”.

Conclusions

The ascending line of axiological orientation, which keeps the foundation of a jour-
nalistic text, serves as an indicator of qualitative parameters for the development of 
the author’s thought. The author along with his/her audience dialogically communicates 
according to the ascending line of axiological orientation. The author chooses the object 
of analysis and generalization which is artifacts possessing temporal, spatial, moral and 
ethical parameters. Every artifact is understood as a piece of life, the result of a certain 
action, development, life process; thus, it also has the qualitative dimension. Moral and 
ethical journalism encourages a human to construct his/her own and consciously ac-
cepted hierarchy of values and, thus, construct oneself. The construction of a human 
involves each person, as it shapes a Personality that is responsible for the choice of 
vectors of his/her communication. According to Jadwiga Puzynina, publicists employ 
the ethics of linguistic contacts, which aims at making a person sensitive to values and 
anti-values, and enrich their reports with evaluations of our lives and actions. Therefore, 
within the limits of an utterance, it is essential for the author (addresser) to exercise the 
skill of presenting a range of evaluations and emotions, as well as that of being tact-
ful, choosing an appropriate style, feeling the need of the situation and the addressee 
[Puzynina, 1997]. This contains the basic meaning of communicative ethics, which, in 
the “I-you-relation” system, refers both to the addresser and to the addressee, since it 
makes them equal interlocutors, who are responsible for the expression and interpreta-
tion of the message, for the word pronounced (written) and the word heard (read). Thus, 
the ethics of linguistic contacts is the care for the axiological maturation of the human 
mind, as well as for the maturity of linguistic interactions.

We can also conclude that today’s journalism, especially the moral and ethical jour-
nalism, is a struggle with the complex private non-liberty of being attached to ideological 
stereotypes, which are numerous now and which create an illusion of the boundless 
liberty of choosing a lifestyle and of remunerating the lost via the excessive – and of-
ten meaningless – consumption of information. The denial of the connection between 
liberty and moral law, which offers an opportunity of an equal choice of both the good 
and the evil, restricts a person from spiritually enlightenment and the understanding of 
the own self-value. The internal dialogical essence of a journalistic text develops by fol-
lowing the axiological ascending line, which enables a thinking human to experience 
and understand the liberty of his/her private growth to the level of his/her Personality. It 
is the growth that transfers from being aware of the value of oneself to being aware of 
the value of oneself in society as well as from the non-liberty of standardized thinking to 
reaching the High Truth.
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SYMBOLIST PUBLICISM AS AN 
OUTLOOK MODEL OF THE SILVER 

AGE
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Abstract 
In the article the methodological and applied criteria of symbolist publicism as an independent 

form of analytical journalism are defined. The subject of the research is the argumentative basis 
and semantic resources of public statements of philosophers and writers, i.e. the representatives 
of Russian symbolism. The relevance of the topic is due to the crisis of modern publicism, which 
becomes similar to a product and leads to mental and moral enslavement. The general purpose of 
the study is the legitimization of the term «symbolist publicism». Genre-stylistic peculiarities of sym-
bolist text-making, as well the outlook landmarks of symbolic representatives of the Silver Age, were 
studied by E. Kassierer, M. Voskresenskaya, A. Mazurchuk, O. Matyushkin, O. Ponomarev, L. Kravets, 
and others.

Keywords: symbolist journalism, semantic code, realistic/idealistic symbolism, metaphor, ideologeme

As a special kind of journalistic and literary art, publicism serves as a universal tool 
for comprehension of actual social issues, the way of representation and interpretation 
which is determined by the ideological and aesthetic dominants of one or another in a 
cultural-historical epoch. Research of journalistic discourse features of a particular age 
allows us to trace the influence of civilization’s valuable achievements on a way of inter-
preting reality, as well as an author’s manner of communicating with the reader. Taking 
into account the frequent leading of the modern publicism to phenomena or fact fixing 
(less often to analysis), learning past generations’ experience, i.e. time, when functional 
spectrum of high-quality journalistic texts was modeled and implemented in depth, but 
not in width, is acquiring some special significance. Nowadays, publicism also implies 
influence, but the cumulative effect of many of these texts has a negative meaning. 
Manipulation of consciousness, population zombying or information space mythologi-
zation are all the factors, which worsen the “environment of the noosphere”, cause “in-
formation fatigue and excessive pressure on the human psyche” [Potyatynyk, 2000], lead 
to the blocking of information by the information or ideological recruitment. Publicism 
vulgarization escalation, reducing it to a normal consumer goods’ sale [Zhytariuk, 2008] 
are deepening modern macrotext crisis by atrophying the journalistic method itself.  Un-
der these conditions a version of classical publicism, being able to form intellectual and 
moral narratives, but not leading to mental enslavement, needs revival.  Silver Age prose 
symbolism is endowed with the properties. Since this artistic-ideological trend at the 
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turn of ХІХ-ХХ centuries arose, first of all, as a protest against positivist tendencies in 
science, artistic creativity and public life, its experience is able to open up new prospects 
for overcoming the “period of instability” in the publicism of modernity.

It is necessary to distinguish the names of D. Merezhkovsky, K. Balmont, F. Sologub, 
V. Bryusov, V. Rozanov, V. Ivanov, A. Belyi, partially A.Blok, M.Minsk among the Russian 
symbolists of the late nineteenth and early twentieth centuries. The creation of the Sil-
ver Age representatives has moved beyond actually literature and has developed into a 
complex socio-cultural phenomenon with elements of philosophy, religion, politics, in 
the form of journalism, that is, multilevel communication; its main purpose was not just 
a search for a new artistic method of reality representation, but rather the process of 
finding answers to the “cursed” questions of time, such as prevention (overcoming) the 
bolshevik ideology, separation of the church from the state and its unity with the people, 
the enlargement of civil rights and freedoms in the conditions of social group polariza-
tion, etc. Publicism as an organic component of resistance, aimed at transforming the 
world under the “intellectual spirituality” cover, it played an important role in this context.

Some examples may help to establish the communicative essence and journalistic 
features of the synthesizing model of symbolist publicism. Dmitry Merezhkovsky can 
be called the authority in this area. A representative of the “deep” outlook type, a rec-
ognized master of the idealistic and realistic ways of entity symbolization, “a new reli-
gious consciousness” founder, a writer and a journalist enriched publicistic style with a 
large number of semantically inexhaustible concepts. For example, the multifunctional 
symbol “Kham” (eng. Boor) in the program article «The Forthcoming Kham» («Polarnaya 
Zvezda», 1905) has only a negative connotation and refers to any spiritual philistinism 
(incivility) manifestations across all the hierarchies of social stratification. There are 
spiritually paralyzed church (as a structure), autocracy, hooliganism, black-hundredists, 
chinazation on the principle “the state is an ordered antler”, global militarism and chau-
vinism, “The Middle” (indifferent) Europeans and even futurists. Kham for Merezhkovsky 
is both a particular historical-political threat and the deepening of the cultural crisis and 
the traditional humanism decline, both the phenomenon of middle social class degrada-
tion and loss of value orientations among intellectuals, etc.

The numerical symbols are presented by Merezhkovsky in the articles «War and 
Religion», «East or West?», «Gogol and Russia», «Twice for Two is Four», «Iron under the 
Hammer», «Cross and Pentagram», «Scream of a cock», «Winter Rainbows», «Cracked 
Bell», «Triple falsehood» and others. The semantic spectrum of the numerical numbers 
“one”, “two”, “three”, “four” and “five” here is so wide, that it allows to describe the basic 
doctrines of Christianity (“four-part cross”) and to substantiate the Bolshevik ideology 
malignancy (“pentagonal star”): «Pentagram or Cross? There was a cross over Europe; 
will there be a pentagram? This is the question that has now faced all the humanity… Be-
tween the Four and the Five there are fates of the World shaking, how scary, how easy!» 
[Merezhkovsky, 1921]. The combinations of numerals in the complex philosophical and 
religious subsystems like “two in one”, “three in one”, “five against four” converted au-
thor’s publicism into solid macrotext, due to which there is a special world-view sys-
tem built with a unique transfer of Russia’s, Europe’s, Christianity’s development concept 
content, etc. The religious symbolism of D. Merezhkovsky is combined in the following 
writings «Another step of the forthcoming Kham», «Red Devil», «When it rises», «The 
pale horse», «Swine mother», «The crown of thorns», «The heart of the man and heart 
to the beast», etc. The multiple semantic patterns of concepts such as “cross”, “beast”, 
“sword”, “star” acquire a particular historical meaning in the publicism; despite the fact 
that their symbolist code tends to be a pejorative, the defining function of the cross 
as a symbol of love is salvific. Finally, the symbolism of the spatial organization of D. 
Merezhkovsky’s journalistic discourse is defined by antagonistic terms like “up”/”down”, 
“depth”/”flat”, “East”/”West”, “Russia”/”Europe”, “here” (emigration)/”there” (Russia) and 
is conceptualized by the Russian revolutionary mode of the “abyss”. In the articles «East 
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or West?», «Land in the mouth», «Split Bell», «Flowers of the Bourgeoisie», «Christian An-
archists», «Christianity and Caesareanism», «Bolshevism and Humanity», «Old and New 
Implicability», «De profundis clamavi» the author uses the mentioned lexical opposition 
to divide categorically the European population into God’s people and atheists, to fix 
demonstratively political and religious extremes in the history of the Russian Empire, to 
glorify Orthodox emigration as a preservation symbol of Russian religious essence in the 
conditions of an apocalyptic animal’s birth – i.e. Bolshevism. It is natural that the Octo-
ber coup of 1917 is interpreted through all kinds of resources of symbolist journalism 
and represents the abyss, the kingdom of Kham and the triumph of pentagram: «Now 
Russia is separated from all mankind with the same abyss as that world from this one. 
Everything happening in Russia is so incredible that none of us (foreigners) who have 
not visited “the other world” can neither only understand, nor imagine it» [Merezhkovsky, 
1921]. Symbolic arsenal in the artistic heritage of the author is poorer, however, the con-
notation of the pictorial components such as “beast” and “cross” in the historical trilogy 
«The Kingdom of the Beast» is identical to the journalistic one.

Vasily Rozanov was a critic of Russian school education and the Orthodox Church, 
a philosopher-publicist, a representative of realistic type of symbolism. Although Rozan-
ov’s meditative essay sketches, internal dialogues and diary entries in late collections 
«Secluded» (1912), «Mortality» (1913) and «Fallen leaves» (1913-1915) were written in 
the total pessimism spirit (as a consequence of author’s prolonged spiritual crisis – 
M.R.), still they were designed to look for ways out of social upheavals. Philosophical 
symbol “noumenon” is a “thing in itself”, Kantian “intellectual contemplation”, fundamen-
tal absolute compared to the phenomenon, this is the Gospel, wise books, the truth; 
“Leaves” are the flow of life, leaves as letters of the writer, a thought, a flight, personal 
uniqueness and grayness of the mass (the pile of fallen leaves); “Laughter” is the de-
struction of harmony, insidiousness (of mermaids), soul brutality, cynicism, malice, Go-
gol satire; “Homeland” means Russia, some artificial pathos, a curse, a stamped man, 
irrational love: «From knees to navel there is Asia, from the ribs to the top of the head 
there are Apollo Belvedere, Ellen, Rome and France. “But Rus is lying on the side”. That 
is “on the side”, as it personifies Asia and Europe. Try to make out where there are top 
and bottom, front and rear. It is not a country, but nonsense. It is our homeland…» [Fomin, 
2010]. Speaking about newspaper magazine publicism, in the process of reality inter-
pretation V. Rosanov fills the surname of Moscow university lecturer F. Buslaev boldly 
with new emotional shades. Idealistic and formal bureaucratic views on the education 
system opposition can be found in an article collection «Literary Essays». The symbol 
“Buslaev” here is an example of an intellectual, who is engaged in “vocation” work and 
does not take over managerial (and other) functions, that is the “Golden head” («Fam-
ily Question»), and “The nobility of the creative person” («In the yard of the Gentiles»), 
and the exact opposite to “intellectually small Belinsky” («Disputes»), and moderation in 
combination with the kindness of patience and so on. Highly artistic epithets in the given 
series form a selective symbolist code; despite the researcher O. Matiushkin’s assertion 
that Rozanov does not model life according to the laws of art, but creates exclusively his 
art, which erases borders with everyday life, active manipulation of characters “Buslaev”, 
“sex”, “death”, “blood”, “shadow”, “window”, etc. in the applied controversy with M. Cher-
nyshevsky, M. Berdyaev, D. Merezhkovsky, as well as on the pages of specialized media 
crystallize the author’s literary and journalistic symbolist aesthetic life model.

Symbolist tradition in journalism at the beginning of the 20th century is supported 
by the works of Fedir Sologub. The artist’s potential (as a poet, a writer and a playwright) 
is significantly higher here, nevertheless, the publicistic performances of ethnic Ukrainian 
clearly update the symbolist codes of novels, stories and scenarios on the mass-me-
dia pages. Thus, being an advocate of the ideas of humane upbringing and learning, F. 
Sologub sharply criticizes the phenomenon of physical punishment in Russian families 
and schools, and programs the “window” symbol as a consolidating argument. An open 
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window is like a symbol of the way to better worlds, as a carelessness illusion, as a 
means of death (the massive children jump from high-rise floors) and as the unity of the 
earth life, material with heavenly angel’s life (window). The publicistic essay «The Imps 
of War» («News of the Day», 1915) expands the semantic space of the conceptual “bes” 
(rus. Бес, eng. Devil) symbol. In the midst of the First World War, Sologub as a journalist 
warns mankind from excessive delight regarding the military industry’s achievements, 
indicating, at the same time, the diabolical obsession of those statesmen and military 
leaders, who gave orders to subordinates to attack the enemy redoubts using chemical 
weapons. The plot about a cruel Russian teacher, who, above all, aspires to the inspec-
torate authorities, forms the symbolist code in Sologub’s gothic novel «The Little Devil» 
(1892 – 1902), instead, in «The Imps of War» (1915), the religious-psychological poten-
tial of the cornerstone symbol is extrapolated into the actual socio-political background. 
To characterize the literary hero Peredonov F. Sologub uses specific Russian provincial-
ism “nedotykomka” (Eng. a resentful person), which is a metaphor for the definition of 
eternal personal balancing between God and devil, and the ultimate victory of the latter 
one. Accordingly, “bes” (a nedotykomka) is a symbol of dullness and boredom of Rus-
sian province in the early twentieth century, the absurd symbol, the symbol of dishonor, 
hypocrisy, “the darkness of life”, a symbol of the Russian state (both royal and Bolshevik) 
sadism, a voluntary self-destruction symbol and a meanness symbol of military victory 
with weapons of mass destruction.

Critics call Andrei Bely’s novel «Petersburg» (1912-1913) the literary peak of Rus-
sian symbolism. Political ambivalence prevented A. Bely from sober assessing the pros-
pects of revolutions in 1905-1907 and 1917, but the artist’s talent and visionary sen-
sibility were quite enough to comprehend the mystical and ephemeral nature of both 
the cultural capital of St. Petersburg and the empire itself. In addition to the traditional 
Russian symbols, “bes”, “devilishness” (terror and provocations in the age of social ca-
tastrophes) and “window” (future, hope) in the novel, there are the following author’s 
polysemantic constructions: Petersburg is the island of European hope in the Asian ter-
ritory, Moscow’s envy, at the same time cold, damp life under the laws of mathematics; 
Bolshevik Petrograd is a new trend, lost identity, the end of the traditions of Pushkin, Go-
gol, Dostoevsky; Ableukhov’s institution its bureaucratic power, a gap between the poor 
and the rich, between the intellectuals and the bourgeoisie, the Mongolian essence of 
Russians; Europe-Asia are the antagonistic centers of the universe, the struggle of hu-
man opposites, good and evil; the sun is the “sun of consciousness” or the electric lamp 
on the desk, Jesus Christ, evangelical ethics, high ethical endeavors, Russian carriers of 
Western traditions (Lihutin’s family) etc.

The publicism of the symbolist-idealist A. Bely is a delicate topic in the perspective 
of the statement of objective truth in the media and the impetus for subjective freedom 
in the literature. By blurring the boundaries of journalistic and literary genres, as well as 
pursuing the goal of congruent influence on the mass reader, Bely as a publicist in an 
unusual manner is trying to avoid “artistic images” and “rhythms”, however, even the ar-
tificial minimization of verbal expression in publications of a topical nature is not able to 
hide all the features of the classical author’s style. So, in the article «Stamped Kalosha» 
(«Vesy», 1907) (long before writing the novel «Petersburg») the author deliberately forms 
a semantic code of the same literary symbol. Urban innovation in the form of laying glass 
pavements on Nevsky Prospekt creates an illusion of walking in the air for the citizens; 
however, the spiritual poverty of the “cultural capital” at the beginning of the twentieth 
century (censorship, the closing down of theaters, the persecution of modernists-writ-
ers) automatically actualizes visual deception in the metaphysical plan. Petersburg here 
is a spiritual abyss symbol, and the rubber kalosha is the same Petersburg, but also 
personification of its officials-careerists’ meanness, who formally promise to improve 
the life of the intellectuals, but in fact, just leave the prints of the soles over the abyss 
(on the glass).
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Contrary to meaningful and ideological contents, the symbols “East” and “West” 
compose the issues of the article «Russia» («Utro Rossii», 1910). The model of humani-
tarian state policy, according to A. Bely, is a synthesis of the best European and Slavophil 
traditions (such as Greek culture, German philosophy, British education, Russian religion 
and literature) without national great-power dictators. «Is Russia for Russians? But who 
are the Russians? The Northern ones are a mixture with the Finnish tribes; slightly more 
Russian could be the Little Russians…» [Bely, 1910]. Modeling a disappointing conclu-
sion, according to which the motherland is infected with a virus of Mongolian (Eastern, 
Asian) barbarism, the author conceptually claims that «The present belongs to the West; 
it is impossible to oppose the present Russia to the present West; since the present is 
becoming just a relic of the past. Russia’s future is still possible to be believed in; but first 
of all it is necessary to say to true, sick Russia: disappear, Russia, disappear!».

The rigid opposition of the Bely-artist and Bely-publicist is unlikely to be appropri-
ate. Publicism in this case served as the author’s laboratory, where ideas and images 
were sharpened, which subsequently appeared in significant literary works. Certainly, 
in newspaper articles there are not all the romantic symbols, and some publications, 
such as «The Truth about the Russian Intellectuals» (about the collection of «Vikhy») or 
«Symbolism as a Worldview» are generally devoid of the author’s own expressions and 
contain elements of academic style; however, the collective semantic code of strategic 
metaphors, images and ideologies is concentrated both in the literary and journalistic 
plans, that is the unique synthesizing function within the confrontation of symbolist real-
ism / idealism.

Similar extrapolations can be observed in the work of other writers and publicists 
of the Silver Age: O. Block (the symbols “twelve”, “morning”, “evening”, “red”, “moon”, 
“blaze”), V. Ivanov (“cross”, “rainbow”, “ocean”, “rose”), M. Voloshin (“death”, “earth”, “fire”, 
“wind”), L. Andreev (“laugh”, “wall”, “lie”, “abyss”), Z. Gippius (“white color”, “flower”, “al-
mond”), K. Balmont (“tower”, “light”) and others. The presence of solid illustrative and 
methodological bases, the correlation of symbolism with a particular cultural-historical 
period, and active civic position of significant representatives of the direction allow us 
to outline the defining boundaries of the original phenomenon in the national scientific 
space. Consequently, symbolist publicism is a synthesizing communicative phenomenon, 
kind of analytical journalism, based on author’s interpretation, generalization and predic-
tion of social facts and phenomena through the use of polysemantic verbal code, with 
the possibility of its decoding on the sensual-aesthetic and intellectual-ideological levels. 
The given definition has polylingual and timeless characters, as a) directly depends on 
the immanent resources of a particular language (for example, French); b) is tested by 
writers, philosophers and journalists of the postmodern age.
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THE ROLE OF TWITTER IN THE 
FIRST WEEK OF FERGUSON 
UNRESTS IN AUGUST 2014.

Marcin Balon1

Abstract
The purpose of this article is find out about the role that was played by Twitter during the first 

week of Ferguson Unrests that started on the 9th of August 2014. 
As a source base for this work the author analyzes the newspapers, magazine journalism and 

articles upon the death of Michael Brown to show how local journalists and activists used Twitter 
to communicate and comment on his death. Through the examination of hashtag usage, the author 
demonstrates how Twitter has become a powerful tool to start nationwide discussion, as well as how 
hashtag activism can trigger creation of a new social movement. 

Key words: Twitter, hashtag, civil journalism, social movement

Introduction

The objective of the article is to demonstrate, through analysis of the role that was 
played by Twitter in the first week of Ferguson Unrests, how powerful tool Twitter has 
become. In this article the author wants to verify the statement that activists commonly 
used Twitter as an instrument to communicate and organize the protests. Through the 
examination and analysis of various articles the author shows how Twitter has become 
a mighty weapon of civil journalism, as well as that “hashtag activism” can trigger the 
creation of a new social movement. As a source base for this work the author analyzes 
the newspapers, magazine journalism and articles from the moment of the death of Mi-
chael Brown. A number of qualitative research methods were applied in this article, such 
as description, observation, content analysis, secondary analysis, narrative analysis, and 
generalization.

The internet has changed the way people stay in contact despite immense physical 
distances. In a short period of time social media became the most dynamical form of 
communication, not only between friends, but also reaching wider audiences through its 
cross and cascading dissemination of the content. Lifting restrictions by simplifying an 
access to the internet connection as well as wide availability of the communication tools 
allow ordinary people to express their opinion on a range of social, political, and cultural 
issues [Szewczyk, 2017, p. 338-339]. Twitter is an online news and social networking 
microblogging service that allows users to send and receive text-based messages or 
posts of up to 280 characters (until 7.11.2017 limit was 140 characters) called “tweets”. 
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Ever since it was launched in 2006, Twitter has grown to become a major, powerful force 
in social media, platform for businesses, organizations, and individuals alike. Today, mil-
lions of people around the world use Twitter to break and comment on news, circulate of-
ficial statements, organize campaigns and protests, or simply as the Twitter homepage 
suggests, the social platform can be used to, “See what’s happening in the world right 
now.” Most of the accounts on Twitter have public status, which means that every user 
can reach to the published content [Leonowicz-Bukała I., Martens A., Ochnio J., 2015, 
p.12]. In 2014 about 23% of all internet users used Twitter on a regular basis (growth 
from 18% in 2013 and from16% in 2012). Everyday 36% of Twitter users visit the site 
once a day and 22% browse Twitter a few times a day.  [Duggan, M., Ellison, N. B., Lampe, 
C., Am Lenhart, A., & Madden, M. 2015]. Twitter’s user base has grown rapidly, reaching 
about 330 million active accounts in 2017  [Statista, 2017]. 

The simplicity of getting the news messages on Twitter has made it a significant 
source of information. The Pew Research Center studies in 2015 and 2017 found that 
Twitters’ role as a source of news for its American users is evolving. Clear majority (74%) 
say that the platform serves as a source of news. That share has increased substantial-
ly from 2013, when about half of users (52%) said the same [Shearer, Gottfried, 2017]. 
People are more willing to use Twitter to find information on: national government and 
politics, international affairs, business, sports, people and events in your community, lo-
cal weather and traffic, entertainment, crime, local government, science and technology, 
and health and medicine [Barthel M., Shearer E., Gottfried J., Mitchel A., 2015]. Twitter is 
often used as an event channel where groups of people organize Tweetups and meet-
ings. Twitter is a very useful tool in business, moreover, a good marketing team can 
easily grow brand awareness, connect with potential customers, influencers or brand 
advocates. Using Twitter in customer service can help to easily and quickly respond to 
people for building good reputation and strengthening relations with clients. 

Use of Twitter by local journalists and activists 

Thousands of protesters went out on the streets of Ferguson, to demonstrate their 
frustration after the police shooting resulting in the death of African- American teenager 
Michael Brown on the 9th of August, 2014. Within minutes of his death members of local 
community and activists started to use social media to document the development of 
the protests resulting in a powerful police reaction and to draw attention to police vio-
lence. People could not believe what they were seeing on Twitter when scrolling through 
posts hashtaged #Ferguson, #BlackLivesMatter and #MikeBrown.

 “Ferguson police just executed an unarmed 17 yr old boy that was walking to the 
store. Shot him 10 times smh,” tweeted La’Toya Cash (@AyoMissDarkSkin) [Lewontin M., 
2016]. “smh - shaking my head” is generally used to indicate disgust or incredulousness. 
Another post that appeared on the Twitter said “F**k f**k f**k”, followed by a picture 
overlooking the road, where Michael Brown’s dead body laid uncovered on the street 
[Carpentier, 2015].  In a few hours, Michael Brown’s death has become symbolic. The 
hashtag #Ferguson also has become a landmark for the social justice movement that 
spawned from Michael Brown’s death. During the first week of protests, over 3.6 mil-
lion posts referring to the shooting appeared on Twitter [Bonilla Y., Rosa J., 2015]. Be-
tween August 9th and August 25th, the hashtag #Ferguson was used on Twitter 11.6 
million with retweets and 1.9 million without retweets, according to Sysomos [Grinberg 
E., 2014]. Map showing how news of #Ferguson spread across Twitter: srogers.carto.
com/viz/4a5eb582-23ed-11e4-bd6b-0e230854a1cb/embed_map  

Wide use of Twitter has accelerated national response during the first week from 
the moment of Michael Brown’s death. Except for the mentioned La’Toya Cash, on 9th 
of August, the remaining local Twitter broadcasters were: Antonio French (@AntonioF-
rench), a St. Louis-based Democratic alderman, Goldie Taylor (@goldietaylor), a journal-
ist and author, Kareem Jackson “Tef Poe” (@TefPoe), a St. Louis/Ferguson-based rapper, 
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and local politician Chris Carter (@ChrisCarter3). Both French and Tef Poe were later 
arrested during the Michael Brown’s killing protests. Out of the early initiators, only An-
tonio French managed to hold his high-profile status among the Twitter broadcasters 
during the first week of unrests. He was called by Mandaro and Snider to be “one rea-
son Twitter become the place to see what was going on in Ferguson after the August 
9 shooting death of Brown” [2014]. The number of French’s followers on Twitter has 
sky-rocketed from 4179 on August 8th to 70101 week later and to finally reach 121291 
people on the 24th of August. [Mandaro L., Snider J., 2014] French was sending up to 
314 tweets a day, he seemed to be everywhere, trying to broadcast the events. Later, 
he was praised as he tried to represent peaceful and responsible approach to the very 
delicate problem of unrests by trying to calm down battle moods by negotiations with 
rioters. Other early participants, for example the person hiding under the nickname N∆TE 
(@natedrug), actively taking part in protests, was the most widely re-tweeted user in the 
network for five days [Jackson S., Welles B., 2015]. Johnnetta Elzie (@Nettaaaaaaaa), 
who grew up in the St. Louis area, had just finished a job as a phone interviewer for the 
United States Department of Agriculture and was considering going back to school. She 
was an active demonstrator and her livestreamed video of the demonstrations brought 
her huge number of social media followers. Since then Johnnetta Elzie has become a 
prominent digital activist in the #BlackLivesMatter movement, partly as a result of her 
role in the Ferguson protests [Lewontin M., 2016]. N∆TE and Johnnetta Elzie’s popularity 
in the network during Ferguson protests often outranked more traditional sources includ-
ing CNN (@CNN) and a range of individual journalists [Jackson S., Welles B., 2015]. It 
is worth mentioning, that all these users are young African- Americans, without Twitter 
high-profile status or connections with media. On August the 10th the demonstrators 
gathered at a temporary memorial near the place where Brown was killed. That night 
brutality has begun with plundering at local shops and a firm response from police in mil-
itary-styled gear. Unrest continued into the next day, forcing police to use tear gas as well 
as rubber bullets against protesters, some of whom are suspected to be firing guns at 
officers [Sanchez R., Lawler D., 2015]. From the 10th of August, members of Anonymous 
or BlackLivesMatter movements, bloggers and tweeters living outside of the Ferguson 
area also started appearing in the vicinity of unrests. One of them was DeRay Mckesson 
(@deray). He felt obliged to take part in the protests and drove for nine hours from Min-
neapolis to Missouri. The evening after his arrival he joined the crowd and was chased 
and tear gassed by police along with other demonstrators on the streets of Ferguson.

Mckesson was one of those who stimulated hashtag #Ferguson to grow, as he 
actively took part in the protests. He tweeted images, news about protests and demon-
strations. He also shared information about local accommodation and places to eat with 
visitors. “There was a lot of righteous rage, but also a deep sense of community and joy 
that outlined that anger,” he said. “It turned me into being a committed protester” [Grin-
berg E., 2014]. For him it was also time to build relationships that would allow to start 
with Johnetta Elzie a peaceful movement “WeTheProtesters.org” [McDonald B., Arch-
deacon C., Chavar A.J., 2015] and online newsletter “This is the Movement”. They were 
both ranked at 11th place of Fortune’s list of “World’s Greatest Leaders” as a “prominent 
voices for nonviolent protest” [Fortune.com, 2015]

Shaun King (@ShaunKing), an American writer, pastor and civil rights activist as 
well as a person hidden under the nickname Resist (@UntoldCarlisle), who describes 
himself as a “citizen journalist bringing you the raw, uncut truth” are also worth mention-
ing. These two users distributed biased information full of shocking images and violent 
actions of police on protesters. 

“Anonymous” became active and started influencing the network on the 11th of Au-
gust, using two or three different associated accounts at a time. These accounts includ-
ed @YourAnonNews, @OpFerguson, @TheAnonMessage, and @YourAnonGlobal. Over 
the week Anonymous was the only activist organization that had gained real influence 
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in the network. Due to their secret nature, the organization was able to offer a kind of 
non-objective viewpoint to the networked conversation about Ferguson that would have 
been far too risky for any individual citizen or activist to introduce. These messages were 
full of indignation at the suppression of the demonstrations as well as the brutality of 
the police and supplied the image of how the civil disobedience looks like by showing 
pictures filled with anger and exasperation [Jackson S., Welles B., 2015]. 

Use of Twitter by traditional elite broadcasters.

Traditional media played quite a poor role among Twitter broadcasters of the Fer-
guson unrests. From 11th of August and for the rest of the week, only two local news 
outlets and a few individual mainstream journalists’ accounts did come into being on 
Twitter. Local news outlets, like KSDK News (@ksdknews), KMOV (@KMOV), and FOX 
2 (@Fox2now) which represent NBC, CBS, and Fox affiliates, gave regular updates of 
various developments in Ferguson. Reports included photos and videos more similar 
to a war zone than an American city. Their mostly retweeted information was the con-
firmed hacking of the web services of the City of Ferguson by Anonymous, scope of the 
police reaction to protesters, police action demanding that media leave the scene (police 
officials in Ferguson intimated that they had no interest in broadcasting news from the 
demonstrations when officers tear-gassed Al Jazeera crew working on a stand-up far 
from the action) and probability of revealing the name of Michael Brown’s shooter by 
the Police Department. This type of information was desired by network, while neither 
tweets about “looting” nor “positive updates about Ferguson events” did catch much at-
tention [Jackson S., Welles B., 2015]. The power of the social media was appreciated by 
the local internet St. Louis Business Journal which on the 12th of August published an 
article “How to follow what’s unfolding in Ferguson on Twitter”. In the article, Kelly Moffitt 
[2014] named several worth following reporters Twitter accounts (i.e. Antonio French, 
Wesley Lowery) as well as specified four groups of hashtags:
 - Relating to Michael Brown - #MikeBrown, #MichaelBrown 
 - Connected to unrests, protests and rioting - #Ferguson, #FergusonRiot, #STLriots
 - Movement to recognize how black youth are portrayed in the media - #IfTheyGunned-

MeDown
 - Requests for positivity in the neighborhood - #PrayforSTL

Web page with the article was updated for two consecutive days.

Twitter as a tool of civil journalism in Ferguson

The main role Twitter played in Ferguson Unrests, was to show the events from the 
protesters point of view in contrary to the traditional broadcasters. This case confirms 
arguments of Murthy [2011] who calls Twitter a form of citizen journalism. It also shows 
that public debates are not reserved only for the experienced activists or journalists. 
Power of social media allowed individual members of marginalized parts of the society 
take an active part in it. Sawicka [2017, p.35] says in her works that marginalized groups 
can not only create their own discourse in an existing public zone, but also create an 
alternative to the version presented by mainstream media. Social movements have been 
using media and technology for a long time to spread the news to wider publics. For Pol-
ish “Solidarity” Radio Free Europe was a voice of non-propaganda news and information; 
a VHS tape of Rodney King being beaten by the police sparked national riots in the USA; 
e-mails allowed Zapatistas to disseminate their global communiques. Of course, these 
types of media allowed only for passive broadcast of the information and thus, making 
it incomparable with social media. The main difference between these older forms of 
technology and Twitter is its interactivity - ability to respond and react in real time to the 
content, that creates a unique feeling of participation and unity across space and time 
and that makes it a perfect tool for citizen journalism [Bonilla Y., Rosa J., 2015]. 

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (17)2018

42



Twitter as an instrument to communicate and to organize the protests

Protests in Fergusson did not have any leader, the biggest work organizing it there 
was done by tweets of DeRay McKesson and Johnetta Elzie. They have together devel-
oped a model of the modern protester, a hybrid of an organizer and citizen journalist. 
Basing on their experience gained in Ferguson, they have later set up an advocacy orga-
nization WeTheProtesters.org, that provides organizing, research, and policy advocacy 
support to protest groups. [Kang J.C., 2015]

We also have to underline Twitter’s important role in catalyzing protests by making 
it easier for people to get the information about:
 - Planned and actual location and timing of protests, 
 - Food give-away actions, restaurants, places to stay,
 - How safe participation is (violence, looting, level of the response from the police),
 - What is the current scale of protests.

The way people organize events has evolved, before social media people who or-
ganized protests were communicating either verbally (face to face or by telephone) or 
in writing (letters, leaflets and posters). The mobilizing function of social media was 
already described in several articles and books.  Social media can influence the forming 
protest movements in a few ways [Tucker J., Metzger M., Penfold-Brown D., Bonneau R., 
Jost J., Nagler J., 2015]:
 - By building a protest movement
 - By recruiting new members and encouraging participation
 - By broadcasting information about the movement,

A BBC journalist Paul Mason classified social media by its functionality: “Facebook 
is used to form groups, covert and overt-in order to establish those strong but flexible 
connections. Twitter is used for real-time organization and news dissemination, bypass-
ing the cumbersome ‘newsgathering’ operations of the mainstream media. YouTube and 
the Twitter-linked photographic sites— Yfrog, Flickr and Twitpic—are used to provide in-
stant evidence of the claims being made. Link-shorteners like bit.ly are used to dissemi-
nate key articles via Twitter”. [Mason, 2012]

During the Arab Spring Jared Cohen tweeted citation of one of the Egyptian activ-
ists: “facebook used to set the date, Twitter used to share logistics, youtube to show the 
world, all to connect people”. In an addition to that Twitter is affecting people’s feelings 
(group identity, injustice) and emotions (anger, infirmity) that could trigger the decision 
to actively participate in protests. 

Hashtag activity 

Ahashtag (#) is a type of metadata tag usually used as a method of tagging a 
conversation within Twitter, it works as a filing system. Those keywords are integral to 
the way we communicate on Twitter. It allows user to organize and receive information 
about a particular topic. Along with serving as an indexing system, hashtags enhance 
the message by indicating the expected importance of a statement. [Mistewicz, s.51]  

Main reasons why people use hashtags in social media are: 
 - Hashtags help you to reach your target audience.  By using the correct hashtag, you 

can increase the chances that your message is found.
 - Hashtags improve your click-through rates. Research made by LinchpinSEO, showed 

that tweets with hashtags get twice as much attention as those that do not [www.linch-
pinseo.com, 2013 – 2018]. 
 - Hashtags are great for research. A lot of people browse the internet basing their re-

search on specific hashtags to find relevant content.

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (17)2018

43



 - Hashtags become links to search queries. Clicking on the hashtag takes you to a 
search query related to the hashtag. [Brooks R., 2015]

After Michael Brown’s death, as details were coming out about the protests starting 
in Ferguson, users started using the hashtag #Ferguson in their tweets. That hashtag 
was ranked No. 1 on the Washington Post list of “10 Twitter hashtags that have changed 
the way we talk about social issues”. Since its first use #Ferguson has been tweeted 
27,2 million times. Another hashtag related to events in Ferguson - #BlackLivesMatter 
got 3rd place on the abovementioned list with 12mln tweets. [Sichynsky T., 2016] #Black-
LivesMatter was aslo chosen by American Dialect Society as a word of the year [R.L.G., 
2015]. Since it was created in July 2013 #BlackLivesMatter hashtag was rarely used. Its 
significance and usage skyrocketed partly due to the slogan’s frequent use in the con-
text of the Ferguson protests [Freelon D., McIlwain c., Clark M., 2016].  In 2014 wide use 
and popularity of the hashtag during the protests on the streets of Ferguson pushed a 
new generation of activists both on the ground and online to form a new movement. The 
Black Lives Matter, which is now an international activist movement calling for change 
with how police deal with minorities, and demands a look at systemic racism and equity 
[Luibrand S., 2015]. 

  Other hashtags such as #IfTheyGunnedMeDown and #HandsUpDontShoot have 
triggered an online conversation about race and justice. [Daly N., 2014] #IfTheyGunned-
MeDown was a response to the way Michael Brown was initially pictured in the media. 
Instead of using photographs in a graduation picture or in a sports team, reporters often 
used photo of Brown extending his fingers. The choice of the photo was criticized as 
the gesture that could be interpreted as a gang sign. African - American users started 
sharing pictures of themselves at their best — with positive connotations — juxtaposed 
with images that would gather less sympathy, using the hashtag to suggest the nega-
tive photo would be used in the news to report on their death. #IfTheyGunnedMeDown 
hashtag has been used on Twitter over 168 000 times in first three days of the protests 
[Vega, 2014]. #HandsUpDontShoot is a gesture and slogan that has echoed across U.S. 
since protests began. Witnesses said that Brown had his hands raised in surrender, a 
classic gesture of surrender to authority, mouthing the words “Don’t shoot” as his last 
words before being shot [Ye Hee Lee, 2015]. Protesters in Ferguson, have turned it into a 
defiant symbol and a rallying cry.

Example of #BlackLivesMatter denies Morozov’s plea that activism on social me-
dia can be qualified as “slacktivism”. For him slacktivism is a feel-good online activism 
that has zero political or social influence, it gives participators an illusion of significant 
impact on the world. He also thinks, that slacktivism is the best type of activism for the 
lazy generation, without any risks and threats connected with real activism [Morozov E., 
2009]. Shirky, in contrary to Morozov, he underlines the supreme power of social media 
as a means of collective action and that social media have become tools to coordinate 
almost all political movements in the world [Shirky C., 2011]. Hashtag activism in Fergu-
son was in line with Shirky’s theory, despite leading people to the streets and coordinat-
ing protests, it also influenced activists to start a new movement.

Discussion

Ferguson news managed to catch national attention only because there was Twit-
ter - a platform without algorithmic filtering and with global reach. Due to chronological 
organization of tweets, topics grow to control discussion. Trending starts locally and by 
getting an attention of journalists and media the story gets broader publics and global 
range. [Tufekci Z., 2017, p. 159] Brown’s story was covered by national media and ex-
emplified the power of online counterpublics to push citizens to become activists and 
journalists in moments of crisis and to influence wider public debates over the Ferguson 
events:
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 - Discussion over the shooting of Michael Brown (#MikeBrown and #Ferguson). Was 
he a good kid or a criminal (#NoAngel and #iftheygunnedmedown)? Were his hands up 
(#handsupdontshoot)? Was it necessary to use weapon by the police?
 - Discussion over the protests. Were the protests conducted in peaceful manner? 
 - Discussion over police actions. Was it necessary for the police to wear riot gear? Were 

the police actions legitimate (#PoliceBrutality)?
 - Discussion over the decision of the grand jury. Should Police officer Darren Wilson 

have been indicted (#Justice4All)? Was justice served? (#JusticeForMikeBrown)?
 - What is the key problem that causes similar situations? Is it racial (#BlackLivesMat-

ter)?
Ferguson is not an isolated case, there were more unrests, riots and revolutions driv-

en by Twitter and social media called “Twitter revolutions” – that term was initially used 
by Morozov in relations to protests in Moldova in 2009. [Morozov, 2009]. Governments 
in several countries have noticed  the revolutionary power of Twitter  and have banned it 
either in full: in China, North Korea and Iran; or partially, by censoring its content like for 
example in Turkey, Venezuela or Russia. There is a growing number of voices question-
ing Twitter as a last stronghold of free speech, asking the company to stop censorship 
[Meyer M., 2018] [Tena A.L., 2017], but there is always a contrary opinion saying that the 
lack of censorship allows terrorists and criminals to plan their events.

Conclusion 

The objective of the article was to analyze the role of Twitter in the first week of Fer-
guson Unrests. The findings of work have verified three hypotheses. Firstly, that activists 
used Twitter as an instrument to communicate the events and to organize the protests. 
The intensity of Ferguson related tweets went up rapidly during the first week of unrests 
breaking the level of 3000 tweets per minute on the 13th of August [Tufekci, 2014]. Sec-
ondly, that Twitter has become a powerful tool of civil journalism. Twitter’s influence 
on the national debate surrounding the events in Ferguson is indisputable [Fung, 2014]. 
The wide access to the social media allows citizens to feel closer connections to their 
communities, as well as gives the opportunity for more leveled and fair reporting. Last 
but not least, that “hashtag activism” can trigger thr creation of a new social movement. 
This is the case of Black Lives Matter, an international movement of activists that fights 
with violence and racism towards black people, it regularly holds protests not only in the 
USA, but its range spawned around the globe. They are actively taking part in protests 
and demonstrations in Australia, Canada and United Kingdom. These results suggest 
that the use of Twitter and social media in general will be a key factor in the success of 
the future national liberation movements, protests, demonstrations and revolts. 
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THE USE OF THE EDUCATIONAL 
FUNCTION OF MEDIA IN FOREIGN 

LANGUAGE TEACHING
Kinga Bajorek1, Sławomir Gawroński2

Abstract
The use of mass communication in the field of foreign language teaching is not a new phenom-

enon, because traditional media have been in use in this area for a few decades. Nowadays, however, 
several tendencies confirming the scale of this phenomenon can be observed. Mass media, and new 
media in particular, are used both in the process of self-education and as an important tool used by 
foreign language teachers. Technological progress, the communication revolution, the spread of the 
Internet, and the development of new media and mobile technologies offer modern and more effec-
tive methods of language education. This article reviews the conditions relating to the relationship 
between mass media and language learning, taking into account the possibility of using one of the 
key functions of mass communication, namely its educational function. The authors, using literature 
analysis, defined and analyzed the causes of specific symbiosis between media tools and technolo-
gies as well as the methodology used in the field of foreign language teaching.

Keywords: mass media, foreign language teaching, media education.

In modern reality, foreign language skills have become a necessity. Linguistic com-
petence is not only an instrument that facilitates communication, but also allows you to 
acquire information necessary for effective functioning in a dynamically changing reality, 
or exploiting the opportunities that the labor market brings with it [Kleban, 2014, p. 5]. 
This assumption confirms the result of the European Language Competence Survey, in 
which the students confirmed a positive way of perceiving the relationship between flu-
ency in foreign languages and their personal life, issues concerning  getting a future job, 
and further education. At the same time, 80% of respondents felt that the most import-
ant  role for them in their future life was English. What is important, a large part of the 
respondents stated that mass media have a big influence on shaping their language pro-
ficiency [UPUE, 2012, pp. 105-106]. Modern foreign language education is increasingly 
using the educational functions of mass media, which are present both in an organized 
system of education and in self-education.

THE KNOWLEDGE OF FOREIGN LANGUAGES AS A KEY COMPETENCE
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The eight key competences listed in the European Parliament Recommendation 
of 18 December 2006 on key competences in the lifelong learning process included, 
inter alia, the ability to communicate in foreign languages. The definition of this abili-
ty, formulated in the aforementioned legal act, assumes that it is based primarily on a 
similar level of skills as the ability to communicate in the mother tongue. It allows you 
to understand, articulate and express people’s concepts, facts, thoughts, currently ex-
perienced emotional states, in written and oral form, that is: listening, fluent speaking, 
reading and writing. These activities take place in adequate cultural and social contexts, 
depending on the free will or current needs of the individual. Competences in the field of 
communication in foreign languages can also be transferred into mediation as well as 
understanding cultural differences. The assessment of the fluency of the level of skills 
by a particular person is diversified while analyzing the four basic language competenc-
es, namely: writing, reading, speaking and listening comprehension. It is also dependent 
on certain factors that are the result of a personal plan resulting from the cultural and 
social background, as well as a closer and further environment, and above all the needs 
or areas of interest of a given unit [UOPWE, 2007, p. 5].

A number of theoretical assumptions referring to the teaching process is mentioned 
in the methodical literature on foreign languages. The teacher has a whole spectrum of 
methods designed to effectively stimulate the student’s motivation and activation pro-
cesses. As Ewa Łoś and Alina Reszka correctly note, when analyzing the existing pro-
posals, one can get the impression that all didactic possibilities have already been used. 
However, the authors emphasize that there is not one universal and effective method of 
teaching that can be used in all circumstances. The teacher himself adjusts the learning 
cycle based on his own judgment and interpretation. This is due to the fact that method-
ological goals, the most effective methods of teaching a foreign language are selected 
due to the teacher’s conviction [Łoś, Reszka, 2010, p. 5].

In the last few decades, the model of foreign language teaching has changed fun-
damentally, evolving  along with a change of views on the very concepts of the teaching 
process as well as the mechanisms of human learning. The consequence of this phe-
nomenon was also the change in the attitude of teachers who, having acquired new 
knowledge, began to introduce innovative methods and teaching instruments [Targońs-
ka, 2009, p. 11]. Glottodidactics was provided by effective teaching instruments by the 
media revolution. The authors, dealing with the broadly understood research of learning 
and teaching foreign languages processes in practice, describe these teaching tools as 
educational media [Zarzycka, 2014, p. 321]. Foreign language teachers have the opportu-
nity to select effective teaching methods and instruments. In this respect, there is a wide 
range of possibilities, ranging from proven, traditional programs to copyright projects. As 
M. Trawiński notes, curricula do not impose any rigid barriers for teachers. According to 
the author, the most important is teacher’s preparation for skilful evaluation and then the 
choice of methodological tools [Trawiński, 2009, p. 312]. Hanna Komorowska states that 
the purpose of teaching a foreign language is to give the student communication skills. 
It can be observed in the effective acquisition and transmission of information, both in 
pronunciation and in writing, adequately to the existing situation. Linguistic competence, 
through the correct structure of sentences in more complex forms is the developed form 
of the above. “Competent user” in the course of a language learning process masters 
the following subsystems: phonic, graphic, lexical and grammatical one [Komorowska, 
2005, pp. 9-10].

COMMUNICATION IN GLOTTODIDACTICS 

Teaching has the character of intentional actions, which aims at evoking the learn-
ing process. At the level of didactic communication, the teachers and the students take 
on the roles of senders and recipients of information. The basic condition for the suc-
cess of effective communication is the interpretation of the message, which becomes 
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consistent with the intentions of the sender and his/her recipient [Wiesner, 2005, p. 8]. 
The term “communication” originates in the Latin “communicare”, which means 

participating in certain activities, actions, or sharing information with someone. Tomasz 
Goban-Klas notes that the communication process is carried out at many levels, takes 
various forms, through the use of numerous instruments. The basic condition for the ex-
istence of communication is in each case the presence of at least two of its participants. 
In the discussed process, they play the roles of senders or receivers using common, 
understandable for all parties codes, that is, contractual marks in the form of a mes-
sage. The author emphasizes that the code and message function objectively, causing 
a phenomenon described by Goban-Klas as “intersubjective cognition”. In the commu-
nication process, the participants also have the ability to change roles, but in terms of 
a specific moment they perform designated roles [Goban-Klas, 1999, p. 9]. Hein Retter 
believes that communication should be characterized by the presentation and subse-
quent transfer of information from the level of a system of language commonly used, to 
the level of a system of a technical nature. This also applies to the migration between 
individual groups of logical systems. The communication function is primarily visible 
in giving meaning to verbal messages, although words cannot, of course, be classified 
as an exclusive data of communication model. The communication process is carried 
out between individuals, organizations and communities functioning in a society [Retter, 
2005, pp. 11-12].The need for communication is a natural feature of every human being, 
due to the existence in a community in certain forms. It takes place in a strictly defined 
situation, which is determined by strictly defined factors. Three essential elements are 
necessary for the communication process to occur: the sender of the message, its re-
cipient and the communication channel. The causes of interpersonal communication 
are also important on the individual as well as a collective (social) level. For each con-
versation, a specific purpose of the sender and the recipient is performed. This causes 
that the conversation  actually gains sense as a result of the information gap, which can 
be described as a disproportion on the level of knowledge in a given field [Komorowska, 
2009, pp. 74-75].

The communication process is an element of interest in various fields of knowl-
edge. From social communication, political communication, media, interpersonal, inter-
cultural to psychological one. However, in the contemporary culture and science, visual 
communication is becoming more important [Kawka, 2015, p. 13]. In the area of mass 
media development, it can be noted that visual communication uses means with func-
tions and tasks limited to providing  information as well as persuasive and educational 
purposes. They do not work independently, they form a catalog that, along with the text, 
allows to achieve the intended goal [Kawka, 2015, p. 13]. In the modern world, people 
have been growing up surrounded by the achievements of Information technology. It 
is virtually impossible for an individual not to interact with digital media which can be 
compared to the most important elements of the natural environment. It is the duty of 
every contemporary foreign language teacher to adapt to the contemporary conditions 
of glottodicatics [Garwol, 2017, p. 51]. Anna Gębalska-Berekets believes that in the era 
of dynamic changes taking place in the modern world, one should skillfully use the roles 
and functions of the media to achieve pedagogical goals. It is a process that should 
be fulfilled by media education, shaping the recipients’ conscious reception of content 
broadcast by the media. An equally important issue is the use of media for the develop-
ment of pedagogical activities at all stages. Gębalska-Berekets states that the model of 
media education should shape competence in their use, but also using them as a didac-
tic tool [Gębalska-Berekets, 2013, p. 87]. As Karolina Ditrych notes in foreign language 
classes, teachers meet with the lack of this kind of gap. That is why, students do not 
participate in classes actively as they only repeat information that is contained in didac-
tic text. However, the competence to speak in a foreign language is a determinant that 
influences the development of other language skills. Their main and fundamental goal is 
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to develop skills for effective communication in a foreign language [Ditrych, 2012, p. 19].

EDUCATIONAL FUNCTION OF THE MEDIA 

The attempt to describe the functions of mass media is not only to understand their 
characteristic features, directions of impact, but also to define and indicate their excep-
tional character among other means of social communication. The functions of mass 
media are understood as activities, tasks, relations, mutual dependencies, and even po-
sitions or duties. The authors of the Dictionary of Media Terminology define them as “at 
least the tasks to be performed by them, the goal they should achieve, or the result of 
their actions” [Pisarek, 2006, p. 62]. While trying to categorize the functions of mass me-
dia, it is worth taking into account their fundamental division into their desired functions 
and undesirable (dysfunctions) ones, whereas the desired functions or the lack of them, 
may be both on the sender and the recipient side, and at the same time they can be in 
convergent or divergent communication processes. H. Lasswell, as one of the first scien-
tist, was making theoretical considerations on the functional dimension of mass media 
and mass communication, claiming that social communication functions are a prereq-
uisite for maintaining a society’s existence, integration, continuity and social order, with 
the reservation that mass communication can also reveal dysfunctional consequences. 
The main functions of mass media defined by Lasswell referred to [Lasswell, 1948, pp. 
32-51]:
 - supervision of the surrounding; 
 - correlation of the group reactions in a society on its surroundings; 
 - transmission of cultural heritage. 

D. McQuail combined the hypotheses of H. Lasswell, C. R. Wright’s achievements as 
well as the results of his own research and proposed a typology of the functions of mass 
media in a society [McQuail, 2007, pp. 111-112]: 
 - Information function. 
 - Correlation function. 
 - Continuity function (heritage transmission). 
 - Entertainment function. 
 - Mobilization function.

M. Mrozowski in his review of the typology of functions of mass media and mass 
communication also draws attention to the catalog of functions formulated in 1948 by 
P. F. Lazarsfeld and R. K. Merton. This typology is perhaps less important from the point 
of view of these considerations, however, it is an important complement to the categori-
zation of mass media functions. The classification of Lazarsfeld and Merton recognized 
the functions of the media not so much from the perspective of their tasks as from the 
consequences of their operation and it consisted of two functions and one dysfunction. 
They include the following [Mrozowski, 2001, pp. 114-115]:
 - The function of assigning status - associated with the focusing of social attention and 

giving importance to public issues, people and organizations. 
 - The function of strengthening social norms - mass media reduce the discrepancy be-

tween private and public morality, strengthening the norms and values on which public 
morality is based. 
 - Addiction dysfunction - based on the progressive addiction of recipients to mass 

communication, which can absorb more and more time, is the result of replacing direct 
contact with reality with artificial and superficial one, and participation in social life is 
replaced by passivity and apathy.

In modern typologies, there are also other functions of mass communication me-
dia, such as persuasive (propaganda), cultural or educational ones.
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The educational function of mass media includes, to some extent, some of the pre-
viously mentioned functions. It is based on providing information about the surrounding 
world, presenting facts that enable shaping knowledge, showing the truth, communicat-
ing content that shapes skills and competences. From this point of view, modern mass 
media carry out an important task of teaching the recipients about the world. The educa-
tional function, however, refers not only to providing information, as information deprived 
of commentary and embodiment  in a certain context (and thus mass communication 
without a correlation function) would be worthless and useless to many recipients, as 
they would not be able to make proper use of it. This educational function goes far be-
yond using the means of mass communication in pedagogy and school education. The 
impact of mass media in this regard is rather a part of the concept of long life learning, 
because it focuses on the, mature, well developed and shaped recipient.

The proper definition of mass media functions reflects the effects of research on 
the use and satisfaction from the media. The traditional approach of these studies dealt 
with the impact of mass media on recipients in its direct form, trying to answer the ques-
tion: what do mass media do with people, or how they shape them, change and educate 
them. A more recent approach reverses the problem, what do people do with mass me-
dia and how do they use them? This research perspective, according to T. Goban-Klas, is 
most marked in two intensively practiced fields of study: in  the studies of the so-called 
uses and gratifications and in the socialization research of mass media functions. The 
basic assumptions of the theory of uses and gratifications are as follows [Goban-Klas, 
1999, p. 253]:
 - The choice of media and media content is generally rational and calculated for certain 

specific purposes and satisfaction (the audience is therefore active and its creation can 
be explained logically),
 - Members of the audience are aware of their needs in relation to media that arise from 

personal (individual) and social (shared) circumstances, and can express them through 
their motives,
 - In general, usability is a more important factor in shaping the audience than aesthetic 

or cultural factors,
 - All or most of the factors shaping the audience (motives, perceived or received bene-

fits, media choices, social variables) are generally measurable.

MASS MEDIA AND NEW MEDIA IN GLOTTODIDACTICS

An interesting issue in the context of language education, especially of the younger 
generation, is the use of audiovisual text in television programs. This situation is im-
portant even when the teachers themselves do not use audiovisual instruments in the 
glottodidactic process. As Elżbieta Gajek observes, a visual text allows the character-
ization of a given person or situation. The information conveyed in a specific cultural 
context that illustrates the verbal message in a foreign language by means of a visual 
text is more precise. At the same time, the level of perception involved in reading the 
foreign language text while watching television contributes to a greater knowledge of 
the language. A film or a program is a motivating factor for people to absorb it, because 
it is interesting for the viewer who focuses on it, wanting to get as much information as 
possible, while at the same time raising the level of their linguistic competence [Gajek, 
2009, p. 108].

An audiovisual text is used in practice in the process of incidental learning. It con-
sists of focusing on the content of the subtitles presented in the native language. This 
is due to the fact that in the initial period of the educational process, phrases commonly 
found in a foreign language may pose some difficulties for the student. However, along 
with the progress in understanding of the content of the spoken language, the meaning 
of subtitles is decreasing, and the competence in the field of understanding is becoming 
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more natural. In another model, an audiovisual text can be effectively used in the process 
of conscious science. This happens when the viewer is interested in a movie, an actor 
or a program, and watches the program many times. In this way, the learner remembers 
phrases, entire sentences, the sound of actors’ or teacher’s accent. In this situation, he or 
she can also analyze comparatively the content of the subtitles with the original text that 
had been seen before [Gajek, 2009, p. 109]. The mass media, which currently use modern 
technologies, are commonly used in the process of educating the entire society as well 
as the particular communities functioning in it. The most important meaning in this area 
is primarily the Internet network. It dynamically enters the educational system at all lev-
els of education. It also applies to foreign language teaching, which takes place outside 
the institutional model. In language schools, internet communicators, social networking 
sites as well as “virtual classes” are used. A modern man has the opportunity to develop 
his/her language skills without leaving home. Also, the public education system gradu-
ally begins to meet the standards of civilization, which refers to modern technologies.

In everyday practice of foreign language teaching in primary schools, middle 
schools, secondary education and in higher education institutions, information technol-
ogy has become a common didactic tool [Klejnowska-Borowska, 2013, p. 285]. Especial-
ly in higher education institutions, lecturers use e-learning platforms, treating them as 
an integral component of traditional classes. Foreign language teachers can use any of 
the materials available on the Internet. These include websites, YouTube website, online 
forums, various types of interactive platforms [Molga, 2015, p. 141]. 

The teacher must be fully aware that the application of modern technologies as di-
dactic instruments does not bring the desired effects if it is not based on a well thought-
out methodical process. First and foremost, it is necessary to make a change in all as-
pects of teaching, and therefore broadly understood educational philosophy. Foreign 
language teachers themselves, and also the school establishment must create condi-
tions that enable the mastery of new technology use by teachers, but also the schools 
should be prepared to assess teachers’ competences in this area. If the person conduct-
ing the classes does not have adequate knowledge and practice, then he/she is more 
willing to return to traditional didactic forms. Currently, the teachers of foreign languages 
have OHP projectors, allowing multimedia presentations, CD and DVD players or interac-
tive boards. However, at present, the Internet has become the dominant methodological 
tool used in foreign language teaching. A statement that the Internet has contributed to 
the revolution if foreign language teaching can be posed.[Knapkiewicz, 2015, p. 20]. A 
computer with the Internet connection is becoming an effective instrument that allows 
real-time access to authentic and, most importantly, current materials that are created 
by all Internet users. Thus, it gives teachers the opportunity to use educational solutions 
in any didactic or cultural context, or finally in relation to the desired content [Gajek, 2000, 
pp. 118-119]. The dynamic progress of knowledge in the area of all scientific disciplines 
causes a fact that the knowledge acquired during studies “is getting older”. This means 
that people must constantly update their knowledge to create a high degree of profes-
sionalism throughout their professional life [Gajek, 2008, p. 37]. New technologies have 
been introduced into the catalog of methodological instruments of foreign language 
teaching relatively recently, but they have immediately contributed to the effectiveness 
of foreign language teaching process. It is not only an adaptation of the technological 
possibilities noticed for the discussed needs, but it is also an integral element of the 
civilization development. In addition, the use of multimedia and audiovisual instruments 
contributes not only to a significant improvement of foreign language teaching, but also 
to their greater attractiveness. In this way, the knowledge transferred and the competen-
cies shaped are more willingly absorbed and comprehended by the students. The cata-
log of didactic instruments, which are based on modern technologies, gives the teacher 
the opportunity to choose the ones that are most effective in his/her opinion [Grabara, 
Wilk, 2013, p. 99]. The most commonly used media classification, included in education-
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al activities, is divided into [Zarzycka, 2014, p. 324]:
 - auditory media, which affect the recipient via the ear canal, which is used while listen-

ing to music, radio, mp3 files, 
 - visual media, which affect the viewer through the visual channel, due to the use of the 

image, and a moving image such as a movie, 
 - audiovisual media, which affect the recipients via their sensory channels.

The presented classification is only an example of the multiple divisions available 
today. Along with the dynamic development of computer and IT techniques that apply 
to foreign language teaching, there is also a need to redefine the definition and function 
of mass media in the educational area. Undoubtedly, however, the Internet network and 
mobile devices enrich the process of foreign language teaching. One of the examples 
of effective connection of the didactic process with the Internet network in the foreign 
language learning process is e-learning. This form of educational platform is a virtual 
work environment used by students and teachers. The teaching process, as  practice 
shows, gives almost unlimited possibilities in constructing goals, and at the same time 
activating the participants of this form of classes. E-learning has, at the same time, be-
come a requirement of today’s times [Grabara, Wilk, 2013, p. 100]. E-learning is a form of 
teaching in which modern computer and multimedia technologies as well as an internet 
network are used. In other words, it is a kind of teaching and learning process intensively 
supported by computers or modern mobile devices that have an internet connection.

The discussed model allows actions in the field of decentralization and de-normal-
ization of didactics of foreign language teaching. Free, unrestricted access to the learn-
ing platform gives the opportunity for students and teachers to implement the program 
in any place and time. E-learning can be successfully used to conduct courses, but also 
to study at higher education level, without having to be physically present in the lecture 
hall, the latter being transferred to the virtual space [Piecuch, 2010, p. 234]. The didactic 
method using the Internet and computer network referred to as CALL (Computer Assist-
ed Language Learning), or computer-assisted foreign language learning, does not mean 
the rejection of the teaching instruments used so far. It contributes to the simultaneous 
expansion of their educational possibilities and the implementation of many novelties 
connected with the state of the art technology . Undoubtedly, this method combines the 
possibilities of the Internet and modern media resources such as graphics, text, anima-
tion and video. In this way, a series of competences like speaking and listening are com-
bined, they are integrated with the image, creating conditions comparable to the real-life  
situation. Writing, reading, listening and speaking skills can be combined in one exercise. 
On the other hand, the Internet network becomes a tool for effective communication be-
tween all participants of the learning process. The student himself interested in acquir-
ing more information in a foreign language has the opportunity to search for it in virtual 
space [Barańska, 2004, p. 82]. Multimedia tools are a norm in today’s school, which also 
affects the dynamics of changes in didactic activities. The twenty-first century is, ac-
cording to Krzysztof Pytel, a period when modern technologies are of great importance 
in education. The integration of school goals and such instruments is an important task, 
as Pytla suggests, for both teachers and students in achieving success in the education-
al process. The memory teaching method in today’s realities does not meet the assigned 
tasks. Teachers also face the necessity of self-education in this area, which is a condi-
tion for providing modern forms of knowledge to students, but at the same time raising 
their own potential [Pytel, 2010, p. 57]. Skrzydlewski believes that didactic tools, which 
use a moving image, language or sound are an integral element of the modern education 
process. They are used in the teaching process on a large scale. The author also believes 
that digital technologies are able to integrate as many information carriers as possible 
in one place [Skrzydlewski, 1997, p. 80] . R. Gozdecka, on the other hand, emphasizes 
that innovative goals must focus on many important areas. In the author’s opinion, the 
following areas are of particular importance: the construction of classes during which 
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the audiovisual means are used in a creative and, what is even more important, effective 
way. She assigns particular importance to computers that effectively influence the de-
velopment of competences based on students creative thinking. Teachers themselves 
also have the opportunity to participate more effectively in working with talented pupils, 
and modern didactic technologies allow them to continually improve the methodological 
structure of classes [Gozdecka, Weiner, 2013, p. 13].

At this point, it is necessary to define the notions of didactic means that can be 
found in the literature of the subject. Their number and innovative applications contrib-
ute to a clear optimization of the learning process and learning outcomes [Okoń, 2003, p. 
275]. All actions  aiming to achieve teaching goals using modern technologies in a nat-
ural course of things require the modern teacher to use both programs and applications 
that are increasingly being used in education. It is also indispensable to look for new IT 
tools that are applicable in the didactic process [Czekaj-Kotynia, 2013, p. 77].

The contemporary publishing market offers wide a choice of many IT teaching in-
struments for the teachers. The users of this market sector meet the educational needs, 
being aware of the roles, objectives and tasks of the technologies provided. It can be 
clearly stated that today’s school multimedia tools are already a recognized and desir-
able standard. The process of the digitization of the lesson begins already in the con-
sciousness and mentality of the teacher himself/herself. It is he/she who sets the di-
rection of the class and skills that will be developed while using a computer, and which 
require the use of traditional methods. For example, an interactive whiteboard  can be 
used during a lesson, and a homework task via the Internet can be assigned. In this re-
spect, one cannot overestimate the role of modern didactic technologies, which despite 
their innovative character, are still only an instrument in the hands of the teacher of the 
subject [Jaros, 2017, p. 57].

Modern teaching technologies are an attractive form of teaching as far as the con-
tent delivery is concerned, but at the same time while using the right stimuli, they increase 
the effectiveness of the teaching and learning process, through the appropriate adapta-
tion to the current needs and possibilities of the student. They are an interesting form of 
individualization and personalization of the educational message, as it allows both lis-
tening and watching. At the same time, students have the opportunity to use many types 
of educational games, use thematic websites, quizzes, tests which can be solved on the 
Internet. Another didactic tool in foreign language teaching is connected with computer 
programs that allow the shaping of all language competences, and thus, the teachers 
have the opportunity to check the progress in learning process of their learners. Students 
create their own language portfolio in the form of a catalog of words and phrases, while 
the teachers act as inspectors and guides in this process. Multimedia solutions allow 
students to learn during extracurricular activities, as well as to contact people who speak 
the same language as their mother tongue. A very effective way in foreign language 
teaching is the implementation of projects that is supported by information technology. 
It is an ideal way to work together in a group, when a foreign language is used in parallel 
to the core curriculum and, and what is very  important, it gains a practical dimension, 
increasing the efficiency of the teaching process [Gruz, Pabianczyk, 2016, p. 5].

Modern didactic methods can also be used as a supplement or even a basic el-
ement in the creation of author’s programs of foreign language lessons. Despite the 
undoubted advantages, modern didactic methods are often perceived as tools that are 
a universal way of achieving success in the teaching process. Stereotypically, classes 
with a computer or an interactive whiteboard look like a simple and easy way to transfer 
the teaching material. However, at the same time, it cannot be forgotten that they are 
only a modern catalog of teaching resources, but still fulfill such a function, similarly to 
a textbook or a traditional paper exercise book. The technology fulfills only the function 
of an instrument of achieving the assumed goals. However, if the goals  are formulated 
incorrectly or incorrectly implemented, then they too will prove unreliable and ineffective. 
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They cannot be treated as a kind of a “gadget”. What is important, IT tools in foreign 
language didactics, also have a large group of critics. However, the latter  are a minority 
among authors investigating this issue [Jaros, 2017, p. 6].

The progress of glottodidactics and the progress of modern didactic tools cause 
the fact that learning foreign languages is becoming more and more effective and inter-
esting for the student and the teacher  at the same time. In a specific “canon” of foreign 
language teaching, it is assumed that a success can be noted when the student reaches 
the following competences: grammar, listening comprehension, speaking comprehen-
sion, writing comprehension and reading comprehension [Szewczyk] , 2012, p. 137].

Therefore, the traditional grammar – translation method of teaching foreign lan-
guages, which used to be commonly considered to be the best, is currently being as-
sessed as less and less effective one.

The superiority of teaching methods using mass media and multimedia is manifest-
ed in the fact that they are associated more with entertainment than with an obligation 
or a chore. Thus, mass media based teaching is being widely promoted in educational 
institutions and other places where foreign languages are taught and where the comput-
ers, Internet networks, multimedia boards and other electronic information carriers are 
implemented and as common as traditional and new means of communication.
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THE INFLUENCE OF NEW 
TECHNOLOGIES ON THE SOCIAL 

WITHDRAWAL (HIKIKOMORI 
SYNDROME) AMONG  DEVELOPED 

COMMUNITIES, INCLUDING 
POLAND

Dawid Adamski1

Abstract
Hikikomori social withdrawal syndrome was first diagnosed in Japan and means a person who 

has been isolated from society to an extreme degree. She/he does not attend school or go to work. 
They do not attend university, they constantly remain at home and most often keep contact with the 
outside world using new technologies. Hikikomori syndrome is most often recognized as a charac-
teristic problem occurring among Asian societies. Meanwhile, the growing dependence on new tech-
nologies among Western societies, and in particular, on the Internet, has caused social withdrawal 
to become a global problem. Human relationships began to move from the real world to the virtual 
world, which nowadays is full of communication facilities and allows people to establish relation-
ships with other people without leaving their homes  with the help of social media, which are currently 
packed with advanced solutions connecting people of similar interests or views. All this means that 
nowadays it is easy to withdraw from physical social life without losing virtual contact with others.

Keywords: hikikomori syndrome (social withdrawal), Internet addiction, social media, new technolo-
gies.

Introduction

Hikikomori is a social phenomenon that most often affects young people avoiding 
direct contact with their environment. It is particularly noticeable in Japan where for 
almost three decades it has become a reality. Recently, it has also been noticeable in 
other areas of the Western world, including Poland. The development of new technolo-
gies forces changes in social behavior, especially in communication. Hikikomori, results 
in resigning from direct interpersonal relations, leading to a life in a virtual world, where 
communication with others is simpler and requires no physical involvement from them. 

1 Dawid Adamski, Ph.D. student, University of Information Technology and Management in 
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The aim of the article is to present the impact of new technologies on the expansion of 
the phenomenon of social withdrawal among the societies of developed countries, in-
cluding Poland, which in 2017 ceased to be a developing country and was promoted to 
the group of the 25 most developed markets in the world.

Hikikomori syndrome 
The concept of Hikikomori arose as a result of combining two Japanese words 

“hiku” to withdraw, give up, go away and “komoru” which means to be in a castle and 
protecting yourself, remain in the temple and pray, enter and hide, and be inside and not 
go out2.

In 1998, the word “hikikomori” was added to the dictionary Oxford Dictionary of En-
glish3 thus joining other existing Japanese expressions such as “otaku” meaning a per-
son who has obsessive interests and “karoshi”, the expression translated as death from 
overwork. Hikikomori syndrome is most often defined as an abnormal avoidance of so-
cial contact by young male persons. This term was first presented to the public in 1992 
by a Japanese psychiatrist Tamaki Saito in a book entitled “Social Withdrawal (shakait-
eki hikikomori): A Neverending Adolscence”. Saito described hikikomori as a phenom-
enon depicting people completely withdrawn from social life, remaining in their homes 
for more than six months. From that moment, the term hikikomori spread throughout 
Japan, and the phenomenon itself began to be described in the medical press of other 
countries. In May 2010, a group of researchers supported by the government of Japan 
published guidelines for the diagnosis and treatment of hikikomori. These directives de-
fined the syndrome as  a phenomenon in which social units become loners avoiding 
various social situations (i.e.: school attendance, professional work, domestic or social 
interactions) in a period of not less than six months. This definition accepts a fact that 
these people may move away from their homes, but without entering into any relation-
ship with other people. An important issue is also that people with hikikomori syndrome 
are considered to have no psychological problems4.

Until now, no scientific agreement has been reached which clearly explained the 
reasons for this phenomenon of social withdrawal. From the psychological point of view,                     
a large number of reports and scientific articles points out the relationship between hiki-
komori and traumatic childhood experiences. Many cases (people) described experienc-
es of experiencing social withdrawal during this period of their lives. It is worth noting 
that an introverted personality and shyness also can lead to the development of this syn-
drome. The immediate family can undoubtedly be responsible for hikikomoriby rejecting 
or overprotecting a child. It even happens that poor academic performance combined 
with the high expectations of parents may cause the development of the hikikomori syn-
drome. From the sociocultural point of view i.e. urbanization, technological progress or 
globalization, these elements may also have an impact on the spread of the hikikomori 
syndrome. A particular example is the Internet, due to which people have invented new 
ways of interacting with each other. Internet tools such as social media have changed 
the methods of communication, thus giving new grounds for the development of social 
withdrawals5.

 Internet addiction and the hikikomori syndrome
As in the case of hikikomori, the definition of Internet addiction is still an area of 

2 Kalita K. (2013), Psychospołeczne wymiary ,,wycofania społecznego” na przykładzie Japonii, 
„Zeszyty Naukowe WSOWL”, No. 1, p. 74.
3 Oxford English Dictionary http://www.oed.com/viewdictionaryentry/Entry/276284;jsession-
id=5A27A2C42B22BBEAE1860118E2859BF6
4 Tateno M., Woo Park T., A Kato T., Umene-Nakano W., Saito T. (2012), Hikikomori as a possi-
ble clinical term in psychiatry: a questionnaire survey, „BMC Psychiatry”, 12:169, p. 1
5 Stip E., Thibault A., Beauchamp-Chatel A., Kisely S. (2016), Internet Addiction, Hikikomori 
Syndrome, and the Prodromal Phase of Psychosis, „Frontiers in Psychiatry”, Volume 7, Article 6, p. 3
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scientific debate. The term refers to the problematic use of the Internet mostly. It con-
tains such behavior as: internet gambling, cybersex and internet sex addiction, addic-
tion to online social contacts, addiction to computer games and computer, information 
overload and addiction to online shopping. People affected by this phenomenon are 
characterized by the following symptoms: a greater amount of time spent online until 
satisfaction is achieved, the repeated and unsuccessful attempts to cut themselves off 
from the Internet, feelings of anxiety and depression, irritability resulting from attempts 
to limit access to the network, staying “online” longer than was intended, or even using 
the Internet as an escape from problems6.

The first scientist who drew attention to this phenomenon was the American psy-
chiatrist Ivan Goldberg, who in 1995 used the term Internet Addiction Disorder. At the 
time, he treated it as a form of a joke, not knowing yet that in the future it would become                     
a phenomenon of global reach. Currently both, the classification of mental diseases 
DSM-IV (Diagnostic and Statistical Manual of Mental Disorders) and the ICD 10 system 
(International Statistical Classification of Diseases and Related Health Problems) do not 
treat addiction to the Internet as a disease. Watching videos on YouTube, shopping on-
line or logging on to social media does not mean an addiction. The addiction  appears 
when the above-mentioned activities have a negative impact on our private lives. Some 
researchers say that the amount of time spent online or rather the way we use it is the 
most troublesome. Others explicitly  say that using the Internet in excess affects human 
brain as destructively as drugs or alcohol7.

Hikikomori is widely attributed to Japanese residents, yet social withdrawal phe-
nomena also occur in other parts of the world. For example, in South Korea, Internet 
addiction is a serious problem that is increasingly common among young people in this 
country. Internet addiction has many features in common with hikikomori. Internet ad-
dicts do not leave their homes  because they are completely absorbed in their life “on the 
web”, but also because they are avoiding physical interaction with others. It is generally 
accepted that young people in South Korea become hikikomori, precisely because of 
their addiction to the Internet8.

Hikikomori and Internet addiction can even overlap in some cases. People affected 
by these syndromes display a lack of interest in establishing physical relationships with 
other people, do not participate in social life, and the Internet is often used as an  escape 
from depression and everyday life. It is worth noting that as many as 56% of the people 
affected by hikikomori may be in the area at risk of Internet addiction. On the other hand, 
it should also be emphasized that access to the Internet in the case of hikikomori may be 
beneficial for them (in contrast to people addicted to the Internet) in terms of improving 
the quality of social life, as it gives them the opportunity to meet people in the virtual 
world (social media) with common interests and similar problems. This fact is used by 
doctors in attempts to make contact with people affected by hikikomori. Often this is the 
only possible form of communication with them. In the case of people addicted to the 
Internet, this way of establishing a doctor-patient relationship is difficult9. 

The impact of social media on social withdrawal and social isolation

The PWN dictionary defines social media as “Internet and mobile technologies 
that enable contact between users through the exchange of information, opinions and 

6 Craparoa G. (2011), Internet addiction, dissociation, and alexithymia, „Procedia - Social and 
Behavioral Sciences”, 30, p. 1051
7 PSYCOM www.psycom.net/iadcriteria.html
8 Suwa M., Suzuki K. (2013), The phenomenon of “hikikomori” (social withdrawal) and the so-
cio-cultural situation in Japan today, „Journal of Psychopathology”, p. 193
9 Stip E., Thibault A., Beauchamp-Chatel A., Kisely S. (2016), Internet Addiction, Hikikomori 
Syndrome, and the Prodromal Phase of Psychosis, „Frontiers in Psychiatry” , Volume 7, Article 6, p. 4
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knowledge”10. Social media users quickly adopted online social communication as an 
essential part of their everyday life. The biggest websites such as Facebook, Instagram, 
Twitter and YouTube are developing at a surprising pace, presenting their users with 
new functionalities and solutions. With such huge power, these media primarily influ-
ence the younger generation of people who can potentially experience their negative 
effects. Many scientific studies draw attention to the correlation between the use of 
social media and their adverse effects, such as an increase in anxiety, stress, depression 
or loneliness.  In fact it is  loneliness that is one of the main concerns for doctors, since 
it is closely related to the serious health problems of social media users. Loneliness 
can be interpreted as a discrepancy between the desired level and the practical level of 
social contacts in the life of the social unit. A lack of control of the use of the Internet 
in time enhances the feeling of loneliness, and increases emotional loneliness among 
the younger generation. The British foundation Mental Health claims that 60% of young 
Internet users aged between 18 and 34 admit to being lonely despite using social media. 
There are also studies in which young Facebook users declare that the more friends they 
have on this site, the lonelier they feel11. 

Social isolation is a state in which an individual has no physical contact with others 
and, above all, lacks a sense of belonging to society. Social media such as Facebook 
can alleviate the effects of this phenomenon because people in social isolation have the 
opportunity to establish virtual relationships with other users. Such relations may also 
have the character of social support. It is worth noting, however, that people of all ages 
use social media, and above all, they are young people. For example, in the United States, 
up to 90% of young people use social media, and most of them visit their websites at 
least once a day or use their applications. Therefore, it cannot stated out that the use of 
social media can increase (especially among young people) social isolation. For exam-
ple, a person who uses Facebook on a daily basis can replace physical interaction with 
others in favor of this virtual one. Instagram, which is a photographic social medium, of-
ten shows images of other people as perfect and faultless (usually strongly exaggerated 
and untrue), which can be interpreted as photos of happy people, and this means that 
other users of this site can feel socially isolated, especially when they start to compare 
their lives to these “fortunate” people. The study, which was carried out on 1787 Amer-
ican citizens aged 19-32, shows a strong correlation between the use of social media 
and social isolation. An interesting result of this study was also the statement of a large 
group of respondents that do not equate online interaction with real social relations12. 

Social withdrawal syndrome in Poland 

The phenomenon of hikikomori in Poland was discovered by a psychiatrist Marek 
Krzystanek PhD, who was  addressed by a mother of a high school student in 2001, she 
noticed that her son had stopped leaving the house situation lasted for more than two 
years and the decision on not leaving the house was made in the first grade before the 
end of the school year. It was very strange as , according to the mother’s description, 
the high school teenager was a talented and good student. In the same year, Krzystanek 
described this disorder in the publication entitled “Hikikomori. The shadow of the city”13. 

Currently, there are no official statistics on the occurrence of hikikomori cases in 
Poland. A small number of Polish psychiatrists specializing in this field feel that the   

10 Słownik PWN http://sjp.pwn.pl/slowniki/media%20spo%C5%82eczno%C5%9Bciowe.html
11 Słownik PWN http://sjp.pwn.pl/slowniki/media%20spo%C5%82eczno%C5%9Bciowe.html
12 Primack B. A., Shensa A., Sidani J. E., Whaite E. O., Lin L. yi, Rosen D., Colditz J. B., Radovic  
A., Miller E. (2017), Social Media Use and Perceived Social Isolation Among Young Adults in the U.S., 
„American Journal of Preventive Medicine”, 53, p. 1-3, 5-7
13 Andrzejewska A. (2014), Samobójstwa z inspiracji sieci, „Zagrożenia cyberprzestrzeni. Kom-
pleksowy program dla pracowników służb społecznych”, p. 131
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parents of young people affected by the hikikomori syndrome try to deal with this prob-
lem on their own. One of the Polish experts in the field of social withdrawal is Professor 
Maria Siwiak-Kobayashi, a former director of the Anxiety Clinic at the Institute of Psychi-
atry and Neurology in Warsaw. She first came across the phenomenon of hikikomori in 
the 1970’s when she was on an internship in Kyoto, Japan. The term hikikomori was not 
widely known during this period, but at that time she was dealing with patients for whom 
this term would fit. Most often it was not the patients asking for help, but their parents, 
who were afraid that after their death their children would not be able to cope with life. 
Professor Kobayashi emphasizes that the problem of social withdrawal affects inhabi-
tants of developed countries, where people can afford isolation from others, because it 
is their immediate family that most often pays their living costs. Almost half a century 
has passed since her internship in Japan, and European societies, including Polish soci-
ety, have matured and today are struggling with similar diseases of civilization  as those 
in Japan. Professor Kobayashi claims that what she encountered many years ago in 
the Land of the Rising Sun, today it is a global phenomenon with a global reach. Doctor 
Krzystanek says that the hikikomori syndrome crosses the borders of Japan and that it 
is difficult to determine how many cases of the syndrom are currently in Poland, espe-
cially since many of them are simply poorly diagnosed. According to him, the lifestyle in 
Poland is not yet comparable to that in Japan, yet we aspire to it and therefore, wemust 
realize that such phenomena will also appear more often in our country. Professor Ko-
bayashi observed that Polish patients often give up the real world in favor of a virtual 
world. A fear of life as well as increasingly high standards of it, intensify social isolation, 
and all of this can contribute to an increase in the number of patients diagnosed with the 
hikikomori syndrome. The scale of this problem can be particularly seen on Polish In-
ternet forums, where a large number of groups are dedicated to lonely people. The Pho-
biaSocialis.pl website attracts people with symptoms of social phobia. So far, over 8,500 
people have registered on this website, and almost 340,000 posts have been added to 
it. PhobiaSocialis.pl users consider the creation of  a hermitage that would help them to 
fight their fears or explain what separation from society should look like14. 

In Poland, this phenomenon was, to a certain extent, also presented to a wide audi-
ence in 2011, when the movie “Sala samobójców” directed by Jan Komasa, was shown 
on the screens of Polish cinemas. The on-screen character of Dominik Santorski, played 
by Jakub Gierszała, shows a sensitive and slightly lost teenager, the son of wealthy par-
ents, who is suspected by classmates of being homosexual. These types of accusations, 
most often reported on the Internet forums, cause the humiliated hero of the film to 
refuse to attend school and prepare for his high school final exams. Without leaving his 
home, on the Internet, Dominik meets a girl who is fascinated by death and self-harm. As 
the story develops, the student cuts himself off from physical interactions with others 
and completely transfers his life to the virtual world. The actions of  the main character 
of the film showed behaviors characteristic of the hikikomori phenomenon. The story 
of the movie was not based on a true story, but it provoked a discussion on whether an 
addiction to the Internet and the virtual world is present among young Poles.

Statistics show that in Poland people addicted to or at risk of becoming addicted 
to the Internet, are most often those up to 34 years of age. In 2017, the Representative 
of Children’s rights  appealed to the education and health ministers for more effective 
prevention regarding the so-called e-addictions. It can be observed that every tenth Pol-
ish teenager is in a group threatened by addiction or addicted to the Internet. Teenagers 
spend an average of over three hours a day on the Internet, but there is also a large group 
of people who spend most of their free time online15. 

14 Newsweek Polska http://www.newsweek.pl/polska/spoleczenstwo/ludzie-zamknieci-
przed-swiatem-kim-sa-polscy-hikikomori-,artykuly,421674,1.html
15 Biuro Rzecznika Praw Dziecka http://brpd.gov.pl/sites/default/files/wyst_2016_01_23_mz_
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Summary

Since the Internet addiction of young people in Poland has been noticed by the high-
est officials of the Polish state, it was shown that the problem is real and serious. Today, 
a young man who is able to spend most of his free time on the web is exposed to many 
dangers, such as the hikikomori syndrome. Currently, the phenomenon is characteristic 
not only to Asian societies, it has become a global phenomenon that can be also found in 
Poland. The development of modern technologies has a lot of advantages for humanity, 
but it also has many threats and dangers. Social isolation in the “offline” mode does not 
mean the isolation from others in the “online” mode. There has been a certain migration 
of social behavior from real to virtual life. Social media effectively help the development 
of this trend. Today, media users can successfully divide  their friends into the ones 
they know physically and those with whom they have never made physical contact; yet 
they know each other through the web and write to them on Internet forums, groups, or 
“video chat rooms” like the website “Omegle,” with its motto: “Talk to strangers.”  Steven 
Spielberg in his latest film entitled “Ready Player One” tells us that in the year 2045 peo-
ple will find relief in a virtual universe called OASIS. In OASIS, you can travel, experience 
adventures and be anyone you want. The only limitation is your own imagination. The 
race of technological giants in the area of computer games and virtual reality, can give 
the impression that this science fiction scenario could one day become a reality and will 
affect part of the Earth’s population with the hikikomori syndrome.
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PRESS OF THE GERMAN MINORITY 
IN POLAND IN 1989-2017 

Grzegorz Rachwał1

Abstract
The aim of this article is to characterize the German minority press market in Poland in the peri-

od of 1989-2017. The article constitutes a discussion regarding terms that are key for the undertaken 
subject, i.e., “national minority”, “ethnic minority” and “the press of national and ethnic minorities”; 
furthermore, a typology of the functions of these media is presented. The analysis covered the so-
cio-political framework of the functioning of minority media, as well as legal regulations at the level 
of publishing activities of national and ethnic minorities and the support of the Polish state towards 
publishing initiatives of minorities from 1989 to the present day. The article also constitutes an over-
view of German minority press issued in 1989 - 2017 in the Polish state. Characteristics of the period-
icals contain information about their creation, presentation of graphic layout and publishing formula, 
as well as the thematic profile of the published contents. Approximating the German minority in 
Poland, the author attempts to answer the question of what role the German press once played in 
the Polish German society, and what is its role today, as well as who are the recipients of the German 
press in Poland today, what is its current condition and what are the prognoses for its development in 
the short and longer term. The conducted research applied technical analysis and analysis of press 
content. The study uses a number of sources. These include state documents published in journals 
of law, in various types of bulletins, reviews and in the on-line version.

Keywords: press, media, minority

Introduction 

The debate on national and ethnic issues in the Polish state after World War II re-
mained in a frozen state. This resulted from the realities of the political system. 

Drawing attention of the Polish state to national and ethnic minorities in the 90s 
conditioned the process of democratization of public life. Implementation of subsequent 
demands of minorities has made real the redefinition of the state’s policy towards these 
communities [MSWiA, 2007, on-line, Raport dotyczący..., p. 53, 87, 101-102]. Assistance 
provided to the national minorities’ magazines in Poland, guaranteeing them economic 
stability, should be perceived as the choice of the state’s path of acceptance and toler-
ance towards minorities.

An important factor influencing the development of the press of national and eth-
nic minorities in Poland was simultaneous activation of the minorities themselves. For 
them, the means of social communication have been and are one of the most important 
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instruments to strengthen identity awareness. They also play a significant role in the 
creation of ties between, sometimes territorially dispersed, minority communities. They 
constitute a forum for conducting polemics and working out a common minority stance 
on fundamental issues in the area of social and political life at the local and national 
level [Berdychowska, 1995, p. 4; Mieczkowski, 2012, p. 124]. 

The existence of the German minority in the media sector in Poland after 1989 can 
be called two-pillar. On the one hand, it has gained participation in the air time in pub-
lic media and commercial stations, and, secondly, it has established its own publishing 
houses [Jas-Koziarkiewicz, 2009, p. 111-112]. If we compare the scale of activity within 
these two spheres, it should be noted that for this minority, this second aspect of func-
tioning in the media is of fundamental importance. 

The aim of the article is to characterize the press sector of the German minority in 
Poland in the period 1989-2017. The starting point is the explanation of the key concepts 
for the subject matter, i.e., “national minority”, “ethnic minority” and “press of national 
and ethnic minorities” as well as the presentation of the typology of the functions of 
these media. The analysis covers the socio-political framework for the functioning of 
minority media in the Polish state and the applicable legal regulations on the publishing 
activities of national and ethnic minorities, as well as the Polish state’s support for mi-
nority publishing initiatives from 1989 to the present day. Particular attention is devoted 
to the publishing offer in the press sector addressed to the German minority in the Polish 
state over the years 1989 - 2017. Characteristics of the periodicals contain information 
about their creation, presentation of graphic layout and publishing formula, as well as 
the thematic profile of the published contents. The article also discusses the extent to 
which the press of national and ethnic minorities determines the formation of the social 
communication system of minorities. Reflections on the impact of the structure of the 
German minority community (numerical, demographic, linguistic, and social) on the pub-
lishing offer addressed to it precede conclusions regarding the condition of the German 
press in Poland and the predictions for its development in the short and long term.

The conducted research applied technical analysis and analysis of press content. 
The study uses a number of sources. These include state documents published in jour-
nals of law, in various types of bulletins, reviews and in on-line versions.

1. Understanding of the concepts: “national minority”, “ethnic minority”

The term “national minority” is a subject of research and finds application in numer-
ous scientific disciplines, e.g.: social sciences, political sciences, law, anthropology and 
ethnology, as well as demography and statistics [Kojder, 1998, p 259-264]. Nevertheless, 
scientists who study this field point towards various definitions. Hence, the notion is 
open to more than one interpretation and multidimensional [Jas-Koziarkiewicz, 2009, p. 
21-26; Kruszewski, 2008, p. 43-44; Mieczkowski, 2007, p. 10-11].

Polish legislation has also been unable to develop a coherent interpretation of 
the concept of national minority for a long time. Protection of minorities was based on 
the protection of Polish citizens who held the right to self-determine their nationality 
[Jas-Koziarkiewicz, 2009, p. 25]. This state of affairs was regulated by the Act on Na-
tional and Ethnic Minorities and the Regional Languages of January 6, 2005; according 
to the adopted law, a national minority is understood as a community of citizens of the 
Polish state, identified by the following determinants: it is less numerous than the rest 
of the population of the Republic of Poland; it significantly differentiates itself from other 
citizens through language, culture or tradition; it strives to preserve its language, culture or 
tradition; it is aware of its own historical national community and is focused on its expres-
sion and protection; it identifies itself with the nation organized within its own country. Pur-
suant to the provisions of the Act, it is also necessary that ancestors [of the group] have 
inhabited the present territory of the Republic of Poland for at least 100 years. The Act 
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also distinguishes a list of legally recognized and protected minorities. These include: 
Belarussians, Czechs, Lithuanians, Germans, Armenians, Russians, Slovaks, Ukrainians 
and Jews. It should be noted that the provisions of the Act also define the concept of 
ethnic minority. An ethnic minority within the meaning of the Act is characterized by the 
fact that it does not identify [itself] with the nation organized within its own country. The 
remaining grounds for recognition as an ethnic minority are the same as in the case of 
national minorities. According to art. 2 para. 3., ethnic minorities in the territory of the 
Republic of Poland include: Karaims, Lemkos, Romanies and Tartars. 

2. Determinants of the German minority press market in Poland 

2.1. Media of national and ethnic minorities - definition and typology of func-
tions

The discussed issue requires clarification of the concept media of national and eth-
nic minorities. 

The media of national minorities are defined as one of the types of community 
media characterized by low coverage, located outside the mainstream of mass media, 
strongly integrated with organizations or minority societies, performing an important 
task in the process of maintaining and strengthening the sense of identity of individuals 
and communities by cultivating national and/or ethnic traditions. In most cases, they are 
founded and subsidized by representatives of minorities and are also intended for them, 
however, they are also available to the rest of society. Most often, they are not focused 
on activities aimed at achieving financial profits [Klimkiewicz, 1997, p. 48; Mieczkowski, 
2012, p. 119].

When defining the functions of the media of national and ethnic minorities, press 
experts most often use the catalog drawn up in the course of work established by UNES-
CO in 1977 of the International Commission for the Study of Communication Problems. 
It lists the following functions:
 - information: collecting, storing, processing and publishing information, facts, images, 

texts, opinions and comments that help to better understand and adapt their activity to 
evolving social conditions and improve decision-making processes; 
 - socialization: providing communities and/or individuals with data and patterns essen-

tial for proper functioning within society;
 - motivation: awakening the desire to strive for group and individual goals;
 - debates and discussions: the data provided is to constitute a starting point for mak-

ing efforts to reach agreement or consensus, triggering curiosity and willingness to act, 
aimed at developing remedies for disputable or problematic issues in the local, national 
or international environment;
 - education: providing information that stimulates the intellectual development of the 

individual and the community concerned;
 - culture development: popularization of art and its achievements, nurturing cultural 

heritage, stimulating creative and artistic ambitions of the individual;
 - entertainment: promoting all areas of art that provide the individual and society with 

entertainment;
 - integration: providing information about individuals, nations and communities, en-

abling agreement and facilitating the perception and understanding of factors condi-
tioning different opinions, aspirations and living conditions [Jas-Koziarkiewicz, 2009, p. 
85-88].

2.2. German minority in Poland

Germans are the most numerous national minority that inhabits the borders of the 
Republic of Poland. During the National Population and Housing Census completed in 
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2011, 144,238 Polish citizens declared their German identity. Territorial distribution of 
persons with German nationality is the highest in the Opole (53%), Silesian (nearly 24%) 
and Warmian-Masurian (around 3%) voivodships. It should be added that the territorial 
distribution of the population with German identity coincides with the declarations of 
active German language skills [MSWiA, 2018, on-line, Charakterystyka mniejszości...].

The results of the census showed a tendency to increase the number of people per-
ceiving themselves as Silesians and the reduction of German declarations, which may 
in the long run find a negative reflection in the amount of financial support provided to 
minorities by the Federal Republic of Germany [Urban, 2018, on-line, Media mniejszości...; 
Sakson, 2012, p. 1-5].

 There is currently one representative of the German minority in the Polish parlia-
ment - Ryszard Galla. He obtained the parliamentary mandate from the electoral list of 
the German minority committee [Kancelaria Sejmu, 2018, on-line: Posłowie].

 In communes and poviats inhabited by the German community, minority repre-
sentatives play an important role in local government authorities, administering some 
of the local government units independently or in cooperation with other committees 
[MSWiA, 2018, on-line, Charakterystyka mniejszości...].

2.3. Legal conditions.

The basic act of the Republic of Poland guarantees, among others, one of the fun-
damental human rights, i.e., one to obtain and disseminate information (Art. 54 (1)). The 
constitution includes a ban on the licensing of publishing activity and introduction of pre-
ventive censorship. The right to disseminate and exchange information in the minority 
language which is legally enforceable under the law on national minorities (Art. 8) plays 
a significant role for the issue discussed. 

Until 2005, the activity of minorities in the area of printed media was based on 
practical assumptions. One of them was to determine the rule of subsidizing publishing 
activity from public funds. In the event that a minority published only one title (in Polish, 
or a minority or foreign language), the financial resources for its functioning were provid-
ed by the competent ministry, in whole or in part. If, on the other hand, a larger number 
of magazines were issued, as was the case with the German minority, subsidies were 
granted at a lower level [ MSWiA, 2007, online, Raport dotyczący..., p. 53].

The direct imposition of the obligation on the state to support the economic activity 
of publishing minorities took place in the Act on National Minorities (Art. 18 sec. 2 item 
3). According to the adopted solution, public authorities are obliged to support activities 
aimed at protecting, preserving and developing the cultural identity of minorities. This sup-
port can be implemented in the form of targeted or objective subsidies, including for the 
purpose of publishing books, magazines, periodicals and leaflets in minority languages or 
in Polish, in printed form and in other image and sound recording techniques.

It should therefore be emphasized that state support was directed to national mi-
norities earlier than adopted by way of a law.

2.4. Budget subsidies

Maintaining the cultural heritage of minorities in Poland is possible thanks to sub-
stantial financial support from the state. It manifests itself directly and indirectly. Among 
the first can be included, inter alia, the provision of the zero VAT rate on minority maga-
zines by means of the Act of 11 March 2004 on the Value Added Tax to the end of 2007. 
Direct support is visible in the form of a subsidy:

1. for basic cultural activities: 
 - maintaining artistic groups (choirs, dance groups, etc.);
 - education of the young generation (seminars, courses, workshops, etc.);
 - spreading knowledge about national minorities in Poland;
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2. for cultural activities through presentations:
 - in the form of festivals, reviews of artistic achievements, contests, etc.;
 - the culture of national minorities in the Polish media and abroad;

3. for publishing, aimed at preserving the minority language through financial support 
in publishing low-circulation magazines and books. [MSWiA, 2018, on-line, Dotacje...]

In 2017, Poland spent approximately PLN 14.738.930 on the preservation and de-
velopment of cultural activities of all minorities. Financial assistance was received by 
about 30 periodicals of minorities. The size of the subsidy addressed to the German 
minority magazines provided by the Department of Culture of Ethnic Minorities in the 
Ministry of Culture in selected years is shown below:

NAME 
OF ENTITY TITLE PLACE 

OF ISSUE
Number of prints in years (in thous. copies)

1998 2000 2004 2010 2011 2012 2013 2014 2015 2017
German Working 
Community "Rec-
onciliation and 
Future"

"Hoffnung" Katowice 12 20 - - - - - - - -

Seminar named 
after Joseph von 
Eichendorff 

„ Z e s z y t y 
E i c h e n d o r f -
fa/ Eichen-
dorff-Hefte”

Opole 24 30 36 40.5 40.4 35 - - 23.4 23.4

Mazurian As-
sociation of the 
Polish-German 
Union in Olsztyn

" M a s u r i s c h e 
Storchenpost" Olsztyn 12 22 20 20 20 20 20 19 22 20

Association of 
the German Mi-
nority in Olsztyn

"Al lensteiner 
Nachrichten" Olsztyn - - - 9.3 9.5 11.8 11.6 11 11.6 11.6

Union of German 
Associations in  
Warmia-Masuria 
Province

"Mittei lungs-
blatt" Olsztyn 11 15 18 21 22.2 23.7 23.2 22 22 22

A s s o c i a t i o n 
of German So-
cio-Cultural Or-
ganizations in 
Poland

"Wochenblatt.
pl" Opole 200 280 380 430 430 430 430 411.5 411.5 411.5

Socio-Cul tura l 
Association of 
the German Mi-
nority in Zielona 
Góra

"Miesięcznik 
Zielonogórski 
- Grünberger 
Monatsblatt

Z i e l o n a 
Góra - - - - 4 4 4 4 4 4

German So-
cio-Cultural Or-
ganization in 
Wrocław

"Niederschle-
sische Infor-
mationen"

Wrocław - - - - - - - 4.5 4.4 4.6

House for Pol-
ish-German Co-
operation in Gli-
wice

"KEKS für die 
P a u s e / n a 
przerwę"

Gliwice - - - - - - - - 23.2 24

Association of 
libraries, media, 
culture and sci-
ence

"Die Heimat-
kirche. Glaube 
und Kultur in 
Schlesien"

Opole - - - - - - 6.2 5.5 6.5 14

[MSWiA, 2018, on-line, Dotacje...]
In the case of the German minority, subsidies are not only directed from the Polish 

state, but also from the Federal Republic of Germany. For this reason, Polish subsidies 
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are at a lower level than funds allocated to other minorities. The leaders of the German 
minority in Poland make critical remarks about this solution. In their opinion, the amount 
of financial support should be determined in direct proportion to the size of the minority, 
without taking into account other factors [Mieczkowski, 2001, p. 165; Jas-Koziarkiewicz, 
2009, p. 104].

3. Press of the German minority after 1989

 Restrictions in the Polish People’s Republic thwarted the expression of needs 
and the cultivation of the national traditions of the German minority. After 1989, they 
caused the greater “intensification” of Germanness along with the democratization of 
public life in Poland. In 1990, they following were released simultaneously: “Masurische 
Storchenpost” (Masuria Stork Post) in Olsztyn as an organ of the Mazurian Association, 
and in Silesia “Oberschlesische Nachrichten” (Upper Silesian News) as an addition to 
the local daily newspaper “Trybuna Opolska” (Opole Tribune) [Jas-Koziarkiewicz, 2009, 
p. 111-114; Mieczkowski, 2007, p. 304].

 The panorama of periodicals addressed to the German minority community in 
Poland from the perspective of 29 years after the transformation of the political system 
is wide.

It should be emphasized that the systemic transformation brought the process of 
overtaking magazines by associations of national and ethnic minorities published until 
1989 by the Workers’ Association Publishing House “Prasa-Książka-Ruch” (Press-Book-
Movement). In the case of the German community, these changes did not exist. None 
of the titles appearing in the Third Republic of Poland originated from a magazine pub-
lished in the Polish People’s Republic [Mieczkowski, 2001, p. 149].

“Wochenblatt.pl” – a journal, which in the first period of its existence, functioned as 
an appendix to the “Trybuna Opolska” (Opole Tribune). A biweekly bearing the title “Ober-
schlesische Nachrichten” (Upper Silesian News) debuted on April 20, 1990. This first 
Polish periodical of the German minority after the transformation of the political system 
achieved an unbelievable, for that time, circulation of 18 thousand copies. 

The task of “Oberschlesische Nachrichten” was to create a counteroffer for the 
“Schlesische Nachrichten” published in the Federation of Expellees and also distributed 
in Poland „Schlesische Nachrichten” (Silesian News). The editorial office set up a bi-
weekly with the intention that it would become a bridge between Poles and Germans. An-
drew Kracher became the first editor-in-chief of the magazine. Several editions appeared 
under his headship. The successor to Kracher was Engelbert Miś. They alternated in the 
role of editor-in-chief. 

From October 1993, the newspaper was published every week, and its title was 
modified to “Oberschlesische Zeitung. Wochenblatt” (Upper Silesian Newspaper. Week-
ly). The graphic layout also changed. 

In 1995, “Schlesisches Wochenblatt” rose through the ranks from a weekly newspa-
per dealing with the Upper Silesia issue to a newspaper for all Germans in Poland. The 
periodical expanded its volume and is published until today in weekly mode. From Au-
gust 1, 2015, the editor-in-chief is Dr. Rudolf Urban [Jas-Koziarkiewicz, 2009, p. 114-116; 
Richter, 2004, p. 45; Urban, 2018, on-line, Media mniejszości...].

 The editorial office uses a bilingual formula, only a few of the articles are printed 
in one language version, mostly in German. If one of the articles is available in one lan-
guage version, the other is usually found on the website. 

 “Wochenblatt” initially consisted of 11 pages, later the number increased to 16. 
Only holiday and thematic editions are issued in larger sizes. The title is completed by 
a colorful TV issue. The current circulation of the magazine is 5,7 thousand copies. The 
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newspaper is also available in the form of a subscription as an e-paper on the publishing 
website.

 The title page has not changed much since the beginning of the publication of 
the weekly. From 2011, however, the title comes only in the German-language version: 
“Wochenblatt.pl. Zeitung der Deutschen in Polen” (Wochenblatt.pl. A newspaper of Ger-
mans in Poland). On the title page there are usually two or three texts dealing with cur-
rent issues regarding minority activity, politics or society. 

 Each page of the weekly issued in A4 format (except the first one) has a sepa-
rate title referring to the issues raised therein: “Meinungen” (Opinions), “Politik und Ge-
sellschaft” (Politics and society), “Aktuelles” (News), “Aus den Regionen” (From regions), 
“Schlesien” (Silesia), “Allerlei” (Various Matters), “Ratgeber” (Tips), “Wirtschaft” (Econo-
my), “Sport”. 

“Wochenblatt.pl”, as a newspaper of the German minority in Poland, receives sup-
port from the Institute for Foreign Cultural Relations based in Stuttgart. Institute, among 
others, delegates young editors from Germany to work in the Opole editorial office. The 
periodical is also co-financed by the Ministry of Interior and Administration. 

 It should be emphasized that the Wochenblatt.pl weekly, as a German minority 
press, meets all the most important functions sought in the media of national minorities.

“Allensteiner Nachrichten” (Olsztyn News) – a periodical published since 2003 by 
the Olsztyn Association of the German Minority in A4 format as an 8-page monthly in 
450 copies. The subtitle is bilingual. It primarily shows texts in German, the selected 
ones have a Polish translation, placed in an adjacent column or on the next page. The pe-
riodical is available free of charge. The published articles mainly deal with issues related 
to the activities of the German minority in Olsztyn, present the history of the inhabitants 
of the former East Prussia, bring closer the legacy of German writers from this region, 
present publications on the monuments of Olsztyn and Warmia-Masuria Province, deal 
with the broadly understood German culture. The magazine has an on-line version: www.
agdm.pl.

“Antidotum” - a quarterly published in Opole since 2004 by the German Youth Coun-
cil. The title of the magazine originates in the founding thought of those affiliated to 
the Council, according to which the periodical was to be free of the influence of major 
minority activists and was to be a kind of antidote for the passivity of older leaders in 
matters important to the young generation of Germans in Poland [Mieczkowski, 2007, p. 
306-307]. The texts appear in both Polish and German. The 32-page “Antidote” is issued 
in a circulation of 5.000 copies and is available free of charge. The reader of the quarterly 
is mainly the youth of the German minority and it is around its interests. Issues raised in 
the articles oscillate, e.g., by bringing closer known German music groups or outstand-
ing athletes, presenting the latest trends in the fashion world. In the journal, you can also 
find sections such as “news from Poland and Germany”, “ from the life of BJDM (Youth 
Union of the German Minority)” or “strefa studencka” (student’s zone). The journal is also 
available free of charge in an electronic version on the www.issuu.com platform.

“Oberschlesische Stimme - Informations- und Kulturbulletin des Deutschen Fre-
undschaftskreises in der Woiwodschaft Schlesien” (Upper Silesian Voice – Information 
and cultural bulletin of the German Minority Society in the Silesian province) - newsletter 
in German published in Racibórz. It has been available since 1991 as a monthly maga-
zine, it is now coming out as a biweekly as part of cooperation with the Opole publisher 
of the weekly “Wochenblatt.pl” - the “ Zespół Producencki Pro Futura “ company.

The thematic profile of “Oberschlesische Stimme” has remained practically un-

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (17)2018

70



changed to this day. The periodical is defined, above all, as a medium dealing with the ac-
tivities of the German minority in the Silesian province. Articles are published in German. 

The biweekly has a A4 format, a volume of about 4 pages and a circulation of 500 
copies. The graphic design is colorful. Monika Plura is the editor-in-chief. The journal is 
also available free of charge in an electronic version at: www.dfkschlesien.pl/pl.

“Danziger Nachrichten” (Gdansk News) - a magazine published in Gdańsk in the 
years 1992-1996 by the local German Minority Association. It was published irregularly. 
The function of the editor-in-chief was performed by Thomas Narloch. The periodical 
was in A4 format, with a volume of 12-14 pages and a circulation of 100-500 copies. The 
magazine had a black and white graphic design. The newspaper’s articles were grouped 
into the following sections: “Danziger Nachrichten” (Gdansk News), “Geschichte des 
DFK” (History of the German Minority Association), “Kampf um die Jungen” (Fight for the 
youth), “Deutsche Minderheiten in Danzig” (German minority in Gdansk), “Bitte Lächeln” 
(Please smile) [Kalczyńska, 2001, p. 512].

“Elchbote” (Courier Moose) – inherently, a biweekly; it was issued irregularly. It was 
available in Olsztyn in 1993-1995. The content was in German. The magazine was edit-
ed by the “Deutsche Gesellschaft Elch” association (The German Association Moose). 
The editor-in-chief was Hildegunde Gabriele Butryn. The periodical was in A4 format, the 
volume was 4-8 pages and it published in 200 copies; the graphic design was black and 
white and contained illustrations [Mieczkowski, 2007, p. 307].

“Die Heimatkirche” (Homeland Church). Subtitle: “Glaube und Kultur in Schlesien/ 
Wiara i kultura na Śląsku” (Faith and culture in Silesia) - available since 1995 as a bi-
monthly in a German-language version in Kolonowskie [Kalczyńska, 2001, p. 513; Miec-
zkowski, 2007, p. 308]. Currently, the editor-in-chief is Father Dr. Piotr Tarliński. The peri-
odical is in B5 format, with a volume of 8-10 pages and a circulation of several hundred 
copies. The graphic design is colorful and includes illustrations. The magazine contains 
interviews, book reviews, news from the life of the German minority in the dioceses of 
Opole and Gliwice. 

“Gleiwitzer Rundblick” (Gliwice Review) - a bimonthly magazine in German lan-
guage, published in Gliwice since 1998 [Kalczyńska, 2001, p. 513]. The periodical is in B5 
format, it has a volume of 8-10 pages and a circulation of 350 copies. It includes reprints 
from “ Gliwice News” and brings closer the figures of well-deserved Gliwice citizens, also 
including reports on meetings and festivals organized in the region, humor, horoscopes, 
etc. 

“Gruss aus Lomnitz/ Pozdrowienia z Łomnicy” (Greetings from Łomnica) - a 
semi-annual journal published since 1998 in Łomnica by the Silesian Culture and Art As-
sociation. Distributed in a bilingual formula. The periodical is in A4 format, it has 60 pag-
es and is issued in several hundred copies. The graphic design is colorful. The content 
includes periodic reports on the publisher’s activity, a schedule of festivals and celebra-
tions, a presentation of programs and initiatives planned for the following year. The title 
also aims to introduce the history and outstanding figures associated with the Łomnica 
region. The editor-in-chief is Karsten Reimann.

“Die Heimatbrücke. Goldaper Heimatbrief” (Bridge to the Motherland. Gołdap Let-
ter to the Homeland) – it has been published in Gołdap since 1998 as a quarterly in 
German. The publisher was Deutscher Freundschaftskreis Goldap (German Minority 
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Association Goldap); currently, it is Kreisgemeinschaft Goldap Ostpreußen e.V. (District 
Association Goldap East Prussia) [Kalczyńska, 2001, p. 513-514; Mieczkowski, 2007, p. 
309]. The magazine comes in a format of A4 and has 40 pages with a colorful graphic 
design. The periodical provides information about the activities of the organization, the 
history of Prussia, publishes photographic chronicles and family sagas. The magazine is 
published in 1,5 thousand copies.

“Hoffnung” (Hope). Subtitle: “Die Deutsche Zeitschrift in Oberschlesien. Czasopismo 
Niemców na Górnym Śląsku” (German journal in Upper Silesia) - has been published in 
Katowice since 1993. However, by design, the monthly is issued irregularly. The maga-
zine is created thanks to the German Workers’ Association “Pojednanie i Przyszłość” 
(Reconciliation and the Future) [Jas-Koziarkiewicz, 2009, p. 126-128; Kalczyńska, 2001, 
p. 513-514; Mieczkowski, 2007, p. 309].. Articles are available in a bilingual formula. 
The periodical is in A4 format and comes in 5-8 thousand copies with a volume of 8-10 
pages. The graphic design is colorful. The contents are sections of: “Politik-Journal” (Po-
litical journal), “Kurze Nachrichten” (Information in brief), “Zum Thema” (About the topic), 
“Diese Seite redagieren unsere Leser” (This page is edited by our readers), “Z notatni-
ka reportera” (From a reporter’s notebook), “In Oberschlesien - Na Śląsku” (In Silesia”), 
“Łosprowski starego Kalusa” (Thoughts of the old Kalus), “Antek und Franzek in O/S” 
(Antek and Franzek in Upper Silesia), memories, stories, poetry. Until 2000, the magazine 
had benefited from financial support from the Polish Ministry of Culture. 

“Zeszyty Eichendorffa/Eichendorff-Hefte” (Eichendorff’s notebooks) – the note-
books are published in Opole by the Upper Silesian Center for Culture and Meetings 
named after Eichendorff in Łubowice. Fryderyk Wilhelm Kremser was the first edi-
tor-in-chief. At present, this post is held by Prof. dr. hab. Joanna Rostropowicz. The note-
books appeared for the first time in 1993 and are still issued quarterly today. They are 
of A5 format, the circulation is 1 - 1,2 thousand copies. The graphic design is colorful 
and presents illustrations and photographs. The first copy of the notebooks appeared 
in Polish; since the second issue, they are available in bilingual formula. The periodical 
originally amounted to a dozen pages in volume; currently, it ranges between 120 and 
170 pages. The notebooks deal with issues related to the German traces in the cultural 
heritage of Silesia. Historical, ethnographic and literary issues are included in the form 
of historical essays, poetry and fragments of stories. The notebooks are issued with the 
support of the German General Consulate in Wrocław and the Ministry of Culture and 
National Heritage. 

“Masurische Storchenpost” (Masuria Stork Post) – it has been published in Olsz-
tyn since 1990 [Kalczyńska, 2001, p. 514; Mieczkowski, 2007, p. 310]. The monthly is 
published in German. The publisher is the Mazurian Association. The position of the 
editor-in-chief is held by Tadeusz Willan. The magazine is in A5 format; it has 44 pages 
of volume and is published in 500 copies. 

The periodical describes the current events relevant from the perspective of the 
German national minority - both national (especially regional) as well as foreign ones. It 
publishes, among others, distinctions of meritorious persons for the benefit of minori-
ties, cultural, artistic and social events, case seminars, congresses, associations and 
ethnic groups (especially the Union of German Associations in former East Prussia). 
Above all, the title relates the activities of the founding organization, i.e., the Mazurian 
Association, being its body.

The readers of “Masurische Storchenpost” are mainly residents of Warmian-Ma-
surian voivodeship. The periodical is also distributed among others to Austria, Belgium, 
Denmark, France, Germany, the United States, Lithuania and Hungary, where he finds 
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readers among Mazurians who left Poland after World War II.
The periodical is created with the co-funding of the Polish Ministry of Culture and 

National Heritage and the German General Consulate in Gdańsk. 

Mitteilungsblatt der deutschen Gesellschaften in Ermland und Masuren (Bulletin 
of German Societies in Warmia-Masuria Province). The periodical is published in Olsztyn 
as a monthly by the Union of German Associations in former East Prussia. The maga-
zine comes in A4 format, it has 20 pages of volume and is published in about 1 thou-
sand copies. The graphic design is colorful, contains illustrations and photographs. The 
magazine is available on-line at www.zsnwim.eu. Until 1997, the content was published 
only in German; since 1998, more important texts also appear in Polish. The content 
mainly includes cultural news from the activities of the Socio-Cultural Association of the 
German Minority in Warmian-Masurian voivodeship, correspondence, reprints from the 
Polish and German press, comments and small ads.

The periodical uses financial support from the German General Consulate in Gdańsk 
and subsidies from the Polish Ministry of Culture and National Heritage. 

“Niederschlesische Informationen” (Lower Silesian Newsletter). Subtitle: 
“Zeitschrift der Deutschen Sozial-Kulturellen Gesellschaft in Breslau” (Periodical of the 
German Socio-Cultural Association in Wrocław) - a semi-annual journal in German, pub-
lished in Wrocław since 1998 [Kalczyńska, 2001, p. 515; Mieczkowski, 2007, p. 312]. The 
periodical is in A4 format, in a volume of 12-14 pages and an issue of 500 copies. The 
graphic design is colorful, illustrations and photographs are published in it. The content 
of the journal consists of a political review, reports on the Association’s activities, histor-
ical facts, cultural, religious and social information, and poetic works. The publication is 
created with the co-financing of the German General Consulate in Wroclaw, the Institute 
for Foreign Cultural Relations in Stuttgart, Foundation of the Silesia Development and the 
Ministry of Interior and Administration. Until 2009, the quarterly was published under the 
title: “Niederschlesisches Informationsblatt” (Lower Silesian Newsletter).

“Oberschlesisches Bulletin” (Upper Silesian Newsletter) – a magazine published 
in Bytom since 1993 [Kalczyńska, 2001, p. 515; Mieczkowski, 2007, p. 313]. Formally, 
it is a bimonthly, however it comes out irregularly. The publisher of the periodical is the 
Association of Authors and Artists of German Minorities in Poland. It is in A4 format, the 
volume is 4-6 pages, and it is issued in 50-100 copies. The content is divided into sec-
tions: “Kommentar” (Commentary), “Gedichtband” (Poems), “Vortragszyklus” (Lecture 
series), “Literarisches” (Literary). The periodical uses the subsidy of the Federal German 
Consulate in Wrocław and the Ministry of Culture. 

“Osteroder Rundbrief” – the publisher of the monthly was the Association of the 
German Minority “Jodły” (Firs) in Ostróda, which was published in German in the years 
1994-1996. The functions of the editor-in-chief were performed by Józef Lamcho. The 
journal was published in 100 copies [Kalczyńska, 2001, p. 515].

“Pomeranus – Informationsblatt” (Pomeranus – Newsletter) - the periodical was 
published in Szczecin in 1991-2000. Formally, it was a monthly, however, it was also pub-
lished as a bimonthly or quarterly. The first copies were published in Polish, and later, a 
bilingual formula was adopted. In 1995 Alfons Bobek became the editor-in-chief. At that 
time, it was decided to keep the journal in German language only. The publisher was the 
Socio-Cultural Association of the German Minority in Szczecin. The periodical was in A4 
format, with a volume of 4-8 pages and an issue of 100 copies. The graphic design was 
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black and white. The magazine mainly discussed issues related to the activities of the 
Association. The core of the publication was news about the projects and celebrations 
organized by the German minority, announcements of German minority associations 
were also printed [Mieczkowski, 2007, p. 313-315].

“Ratiborer Mitteilungen - Raciborskie Wiadomości” (Racibórz News) – the journal 
was appearing from 1999 to 2012 in Racibórz as the body of the German Student Union. 
It came in A4 size, initially it had 8 pages in black and white; from 2003, it was also en-
riched with a colorful graphic design. Copies from 2012 had 22 pages. The theme of the 
news was connected, above all, with the activity of the Union. It was also possible to 
find information on the cultural heritage and history of the region, reviews and reports 
on conferences and student meetings organized both in the country and abroad. Period-
icals from 2002-2012 are also available in electronic form on the website of the Union: 
www.vdh-ratibor.vdg.pl.

“Thorner Bote – Goniec Toruński” (Toruń Courier) - the periodical has been pub-
lished in Toruń since 1996. It had the status of a semi-annual and was published in 
German. The publisher was the German People’s Union in Toruń. The journal was in A4 
format, with a volume of 12 pages and an issue of 500 copies. The graphic design was 
black and white. “Thorner Bote” first of all presented the effects of the Union’s work. 
Its pages also contained literature, cultural information, cinema repertoire, theater, book 
criticism, etc. [Kalczyńska, 2001, p. 516].

 “Unser Rauden” (Our Rudy) - a periodical in German, issued in Rudy since 1996. The 
publisher was the local Socio-Cultural Association of the German Minority. The period-
ical had the status of a monthly magazine, available in A5 format, 16 pages of volume 
and 200-500 copies. The graphic design was black and white, photographs and illustra-
tions were presented there. In the monthly, you could find news about the Association’s 
projects, stories and poetry [Mieczkowski, 2007, p. 316].

“Miesięcznik Zielonogórski - Grünberger Monatsblatt” (Zielonagóra Monthly) - 
newspaper of the Socio-Cultural Association of the German Minority in Zielona Góra. 
The periodical has been issued since 2006 in paper and electronic form. The monthly 
initially had 6, and currently 12 color pages of volume. Distributed in a bilingual version 
- Polish-German. The contents of the magazine are: poetry, information about meetings 
and cultural, religious and social events, information on the activities of the Society, his-
torical news. Illustrations and photographs are included in it. All issues of the monthly 
are also available free of charge in an electronic version on the Association’s website: 
wwww.tskmn.pl. 

“KEKS für die Pause/na przerwę” (Biscuit for the break) - a Polish-German magazine 
for grades IV - VI. The magazine is a colorful 16-page, free of charge periodical with an 
edition of 8.000 copies issued since 2013 by the House for Polish-German Cooperation 
in Opole. The newsletter informs about upcoming meetings and cultural workshops, in-
troduces important figures of the world of literature, culture and history. The magazine’s 
constant components are reading materials for learning German with glossary, comics, 
tasks, puzzles and crosswords. The periodical is co-financed by the Ministry of the Inte-
rior of the Federal Republic of Germany. It has an on-line version: www.bilingua.haus.pl.
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THE INDIVIDUAL ASPECT OF 
PARTICIPATION IN TV REALITY  
SHOW ON THE EXAMPLE OF A 
MUSIC TALENT SHOW – CASE 

STUDY
Robert Chudy1

Abstract
This article deals with issues related to musical programs such as talent shows. The author fo-

cused on the participant’s form examining the changes that took place in their life after taking part in 
the show. Based on numerous sources and because of the theoretical analysis, the author classified 
the traits of participants who succeed after the program. In the final part of the following paper, the 
author categorized are the changes that occur in the life of the program participant.

Key words: music, talent show, media, artists

Introduction

As early as in the first half of the last century, a new trend, which consisted of a 
systematic increase in the amount of entertainment material, has emerged and grad-
ually changed. As pointed out by U. Woźniak, the role of the entertainment function is 
now undisputed and considered an inseparable element of media communication at 
every level, and advertising, whose effectiveness depends on the number of viewers, is 
the basis for the existence of all media [Woźniak, 2013, p.191]. The focus on making the 
message more attractive is an important element of building a competitive advantage, 
and what is equally important, it allows acquiring advertisers [Szynol, 2012, p.118]. This 
activity also results from the expectations and needs of the recipients themselves, who 
influence the broadcasters and at the same time determine changes in the creation of 
attractive content [Woźniak, 2013, p.189]. The extension of this thesis can be found in 
the work of other scholars. As M. Mrozowski remarks, the objective of the media is not 
only to provide information but, above all, to please the recipient. Content ought to move 
consumers, excite them, induce a good mood or reduce negative tension [Mrozowski, 
2001, p.252]. One of the genres that currently manages to gain interest in the audience is 
a talent show[Mielczarek, 2016, p.102]. The popularity of this type of programs is unde-
niable. Their multiple of editing, thematic diversity and broadcasting hours (mainly in the 
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so-called prime time) serve as a firmconfirmation of this thesis.
The following article focuses on the character of a talent show participant who, by 

taking part in the program, is consciously becoming a part of the entertainment industry. 
Broadcast, which from the viewpoint of broadcasters are a relatively cheap and at the 
same time highly popular viewership format, create a true chance to change life in a con-
testant’s perspective. The purpose of the following text was to examine whether such a 
change occurs. In order to prove the thesis, a theoretical analysis was carried out on the 
example of selected participants. The traits of people, who were successful after partic-
ipating in the program, were classified, followed by the categorization of changes taking 
place in the participants’ lives. It is worth mentioning that such change might have differ-
ent consequences. This is due to the fact that the programs do not guarantee success 
even for the winners. There is also the second side – taking part in the program may be 
associated with a huge commercial success, even for those who were not ranked high. 
That is why one should consider the reasons for taking place in the competitions . Is 
winning the program a guarantee of future success? What criteria should be met for the 
participation in the talent show to bring a positive change to the participant’s life even 
when faced with losing? And the most important thing is whether the program actually 
brings a change in the participant’s life, and if so, what change is that?

The text analyzes the genre in a structural way with an exemplification of the situ-
ation in Poland at a given time. The selected participants of the music talent show were 
subject to analysis. Based on the literature of the subject, interviews and conversations 
with artists, as well as their own reflections created during the research, two important 
classifications have been defined that can be applied to participants from other editions. 
The first is the set of traits possessed by the artists who succeed after the program. The 
second is the categorization of changes indicated in the article. Both classifications can 
be recreated, creating perspectives for new research directions. The paper analyzes the 
discourse of the entire process of development (participation) of the performers with the 
determination of its individual effects. Thanks to it, a methodology has been outlined to 
determine the stages of the communication process.

 To have the article prepared, a wide range of literary and journalistic materials 
were used. For the purpose of the following study, three programs were taken into con-
sideration: the fourth edition of the X-Factor by TVN, the seventh edition of Must Be The 
Music - Tylko Muzyka!, broadcast by Telewizja Polsat and the fourth edition of the Voice 
of Poland, broadcast by TVP2. All three of the analyzed programs focused on finding a 
talent only in the musical field. Equally important is the fact that all of them debuted in 
Poland in 2011, and therefore in the audited period (2014), all of them have achieved a 
relative maturity on the domestic market. In addition, the period in which the study has 
been  carried out - almost five years after the completion of the indicated programs, 
gives a wide spectrum to draw accurate conclusions and approximate the answers to 
the research questions.

The first part of the following text focuses on presenting a talent show as a televi-
sion format, and the characteristics of its evolution in Poland as well as in the world. As 
noted earlier, only musical programs were considered while conducting the study. The 
history of talent show programs is very important in the case of the analyzed issue as it 
is the basis for indicating the participants’ motivation to take part in them. For instance, 
by noticing the opportunity in their popularity, reputation, cooperation with record com-
panies and well-known artists. In the next part, the study areas were indicated as well as 
the methods used in the analysis process. The last part of the article presents a summa-
ry of results and presentation of conclusions.

Talent show - a format for entertainment

Talent shows, competitions and all sorts of competitive activities have accompa-
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nied humanity since ancient times. Therefore, it is not surprising that such types of en-
tertainment also had to find a place in the media. The talent show formula, whose origins 
in the media date back to the mid-twentieth century, has become a permanent part of the 
canons of modern entertainment programs. Over the course of time, the genre evolved 
which resulted in the production of talent shows, whose participants competed with 
each other in various professions. Those programs also focused on individual skills and 
professions. The article concentrates only on one specialization -namely music which, 
according to D. McQuail, influences viewers in many ways, especially mood, attitude to 
life and agitation - which belongs to a special category among the specific effects of 
conveying the entertainment message [McQuail, 2008, p. 490]. It is worth emphasiz-
ing, as M. Bogunia-Borowska observes, a phenomenon of fascination with vocalism and 
dancing also prevailed and confirms the constantly evolving concept of television enter-
tainment [Bogunia-Borowska, 2012, p.147].

Along with the increase of recipients’ expectations regarding entertainment pro-
grams, the broadcasters were forced to look for appropriate ways to interest the capri-
cious part of TV audience. Therefore, in the mid-1980s, the first research into television 
genres [Godzic, 2004, p.23] was undertaken in order to obtain effective tools. The de-
veloped formula in which “people endowered with some extraordinary skills are sought 
for”[Jupowicz-Ginalska, 2012, p.157], appeared to be so attractive to the public that over 
the years new and more diverse proposals began to appear. The first talent show, which 
has a similar form to the current ones, appeared in the early 1990s. Over time, the broad-
casts have become an attractive and popular format since, in addition to artistic values, 
they also provided an emotional context known from the theory of cognitive empathy 
[Nowak, Neckar, 2015, p.74]. The viewer learnt about the favorite character by getting 
to know their private life, like the story and passions, but also personal tragedies, which 
deepened the bond.

In Poland, the first talent show programs appeared in the early 1990s. The very first 
national program, based on the idea of musical competition between amateurs, was 
Szansa na sukces. It is important to note that the program was developed based on its’ 
own, distinctive concept. Unlike the currently licensed productions, the participants of 
Szansa na sukces sang songs from the repertoire of one of the Polish artists in each 
episode. Szansa na sukces was aired for almost two decades, starting from November 
1993.

Talent shows focused on music, which enjoyed a great commercial success in the 
country of their primary production, obtained licenses and their equivalents abroad [Ruth, 
Schramm, 2016, p.260]. An important role in those proceedings was played by the pro-
gressing globalization process which influenced the way mass media function to a large 
extent.“One of the effects of this process has been the tendency to unify the program’s 
offer by copying those formats that have already achieved success on a global scale. In 
other words - global formats”[Borhulevych, 2016, p. 30].

The first Polish musical talent under a foreign license was Idol. It debuted on Polsat 
TV in 2002. The program set a new era for the Polish television industry [Kurczewska, 
2013, p.8]. Gradually, the following similar programs were aired on a competing station. 
These included both private broadcasters as well as public media due to the conver-
gence hypothesis of the media.

The first analyzed program is X-Factor, broadcast since 2011. It is an adaptation of 
the international-known TheX Factor, created in 2004 in Great Britain by Simon Cowell 
[Lakomy M., Lakomy L., 2013, p.70]. The program was aired by TVN which at the begin-
ning of the second decade of the twenty-first century focused on airing licensed pro-
grams such as talent shows [Mielczarek, 2016, p.115]. A competitive show called Must 
Be The Music – Tylko Muzyka!, which has been broadcast since 2011 by Polsat TV, was 
under the license of the American company Shine International and the British version of 
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the show2. The Voice of Poland, which appeared next and has been broadcast since 2011 
by the TVP2 program, was an adaptation of the Dutch show The Voice3.

All of these programs fit into a common trend in which ordinary people compete 
with each other singing. They all start in a similar manner, contestants introduce them-
selves and present their musical abilities. The programs may differ on systematic issues, 
including the way of advancing to subsequent rounds [Ruth, Schramm, 2016, p.260]. In 
most cases, the first stage is decided upon by the jury whose role is dominant, however, 
it is changed as the program moves forward. Then, the jury’s role begins to be advisory 
only as the fate of the participants depends solely on the audience that votes for their 
favourite one . It is also worth mentioning that the role of the jury in the new generation 
programs ceased to be a form of evaluation and they just began to be much closer to 
the participants, becoming their coaches, partners, people who will introduce them to 
the actual show business world. The talent show formula is complex and complicated, 
and according to the classification of A. Jupowicz-Ginalska, it is characterized by; multi-
stage, periodicity, editing possibilities, time of emission, type of skills presented, number 
of final participants, elimination forms, appropriately selected guides, method of trans-
mission, way of selecting the winner, type of award, set design, the jury [Jupowicz-Ginal-
ska, 2012, pp. 158-159].

Artist and success

Participating in talent shows attracts musicians for various reasons. However, the 
main motivation is to gain popularity which can be turned into further success and, at 
the same time, allows an amateur artist to enter the hermetic entertainment industry. In 
addition to the popularity, the prizes won by the winners are an important aspect. The 
prizes, described in greater detail further in the dissertation, may vary depending on the 
program.

It is worth considering the reasons that guide amateur artists to present their abil-
ities. An interesting theory is given by W. Godzic. He notices that many young people 
believe in achieving success and a special talent they possess. This belief becomes 
intensified as we learn about the success stories of other young people who achieved 
a similar goal [Godzic, 2007, p.33]. Amateur artists dream about recording a CD and, in 
consequence, earning money. According to W. Godzic, another key factor is the notion 
of fame [Godzic, 2007, p.34] which is an indispensable part of the stage activity. An in-
teresting theory regarding this phenomenon is quoted by A. Ostaszewska, who believes 
that people who take part in such programs and gain at least temporary fame have the 
opportunity to emerge in the consciousness of viewers as a TV “character”, which nowa-
days is a sign of social prestige [Ostaszewska, 2012, p.3]. Participation in a talent show, 
however, can prove to be an extremely difficult experience as the glory of amateur artists 
often disappears shortly after a show is over. This experience is particularly painful for 
young artists whose identity is in the process of being built because the belief about 
being talented is negated in this way [Woźniak, 2013, p.198]. However, the chances of 
appearing in front of a large audience and experiencing a few minutes of fame are so 
attractive that the program producers have no difficulty in finding new participants.

During the program, amateur artists compete with each other as it fulfils the basic 
objectives of the broadcast formula. At this stage, certain phenomena based on the 
theory of cognitive dissonance can be noticed. For many artists, participation in the pro-
gram is associated with competing with other people to determine musical talent, which 
in the process of the show appears to be almost ephemeral. The series of production 
procedures are ought to ensure the greatest viewership. As it often happens, talented 

2 Tylko muzyka. Must be the music, http://www.polsat.pl/program/tylko-muzyka-must-be-
the-music/ 27th Jan 2018
3 Voice of Poland, http://voice.tvp.pl/ 27th Jan 2018
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participants are not the ones to win the program but those who are outrageous and 
scandalous.

The charisma and contrast of a participant can often affect winning. He or she must 
first and foremost stand out and win the love of viewers as, to a large extent, contes-
tants’ further fate depends on addressees’ evaluation. This is particularly important in 
the further stages of a program when the auditorium of a given episode decides which of 
the participants will qualify to the next level during the voting. In the case of being voted 
out from the program, a contestant is believed responsible for the failure as he or she did 
not meet the viewers’ expectation [Woźniak, 2013, p.198]. In psychological terms, this 
issue usually causes a higher level of stress as with the dropping out of the program, the 
vision of gaining recognition fades away [Godzic, 2007, p. 35].

Even though talent shows do not guarantee having a career developed, they certain-
ly can help to achieve it thanks to their promotional nature. Unfortunately, many partici-
pants lack basic knowledge about how the phonographic market and the entertainment 
industry function and the rules present there. Ignorance often results in absence of pub-
lishers’ interest in amateur artists, even in those who win the programs or are at the top. 
There areseveral such instances in the music industry. According to the statement, the 
following winners of the three examined programs were taken into consideration - the 
Sachiel band (the winner of the 7th edition of Must be the music – Tylko muzyka!, Polsat 
2014), a singer Artem Furman (the winner of the 4th edition of X-Factor, TVN 2014), and 
Juan Carlos Cano (the winner of the 4th edition of Voice of Poland, TVP2 2014), as well 
as some individual cases of artists who participated in the mentioned editions.

Before the analysis, the prizes that are guaranteed for the winners are also worth 
mentioning. This is important due to the fact that they can definitely be qualified as a 
change, and they also introduce an additional spectrum to consider the success achieved 
by the artists. The winner of Must Be The Music program – Tylko muzyka! (7th edition, 
2014), was guaranteed a 100,000 PLN prize and another 100,000 PLN for promotion on 
the radio and performance during the Sopot TOPtrendy festival. In addition, the contes-
tants could earn money thanks to their performances during the program - the amount 
depended on the number of votes obtained during the poll on Facebook. In the case of 
the X-Factor (4th edition, 2014), the winner received 100,000PLN, a contract for record-
ing a CD at SONY Music, as well as a car4. The winner of the broadcast on public televi-
sion Voice of Poland was granted a record deal with Universal Music Polska, 50,000 PLN 
and the opportunity to perform at the Opole Festival, as well as the music tour of Lato 
Zet and Dwójka. The above information also contains a very important element, namely 
in two programs the winner received a record contract as an obligatory part of the prize. 

The number ones of the studied programs were; Juan Carlos Cano (Voice of Po-
land), the Sachiel band (Must be the music – Tylko Muzyka!), Artem Furman (X-Factor). 
The first of them began singing in a folk band at the age of 8. He made his debut in 
the Polish industry in 2011 with the DXTR group, which he released two albums with5. 
In 2012, he set up Enclose with whom he regularly gave concerts in clubs and during 
festivals. The group had the opportunity to perform with some of the top Polish and 
Mexican artists6. In 2014 Juan took part in the talent show. When the program ended, 
he continued to perform with his band regularly giving concerts7 and performing at well-

4 Rozrywka.dziennik.pl, http://rozrywka.dziennik.pl/telewizja/artykuly/460698,artem-fur-
man-zwyciezyl-4-edycje-x-factor.html/, 3rd Feb 2018
5 Muzyka.onet.pl, http://muzyka.onet.pl/juan-carlos-cano/, 3rd Feb 2018
6 Last.fm, https://www.last.fm/pl/music/Enclose/+wiki/, 3rd Feb 2018
7 Kultura.onet.pl, http://muzyka.onet.pl/rock/juan-carlos-cano-w-meksyku-jestem-bardziej-
znany-niz-w-polsce/mkxf8/, 3rd Feb 2018
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known festivals8. In 2016, he founded the band Last Of The Real and released an EP9. The 
winner of the Must Be The Music - Tylko Muzyka! program, the Sachiel band consisted of 
three musicians; Piotr Bieryt, Anna Bieryt and Krystian Krok, they started their musical 
activity a year before their participation in the program. At the time, the band did not have 
rich stage experience, only individual songs and appearances on local radio stations. A 
year after the program, Krystian Krok left the group and the band recorded 8 singles in a 
smaller line-up. Despite his unquestionable skills, the winner of X-Factor Artem Furman 
from Ukraine did not work with any publishers. Before participating in the talent show, 
he played one original concert and supported the Zakopower group and Oddział Zam-
knięty. This can described as one of Furman’s greatest achievements10. In addition, he 
occasionally performed in local clubs. When the program ended, he continued to play 
concerts occasionally. Until now, he has not published anything officially.

The other participants who took part in the remainingeditions of the programs also 
deserve a recognition, namely: The Sixpounder, Piękni i Młodzi, Rootzmans, Daria Zawi-
ałow, Karolina Duszkiewicz, Katarzyna Sawczuk, and Michał Rudaś. The fact that, de-
spite losing, they managed to turn their participation in the program into a real success 
after its completion  is what connects the listed performers. This conclusion has its 
implication in the number and frequency of performances at concerts and festivals, the 
amount of publications regarding artist’s activity on the Internet, video statistics on vid-
eo portals, appearances in radio and television programs, as well as the number of fans 
on social networks. Tracing the fate of the winners and artists who, despite the lack of 
winning, managed to achieve success helped define the common features. The defined 
attributes extend the area conclusions.

Artistic achievements

Despite the main idea of the talent show programs, which is “spotting  a true dia-
mond between amateurs”, it is often both - experienced and professional musicians that 
take part in talent shows. These people did not only cooperate with official publishers 
but also recorded albums as amatours, they performed at concerts and festivals, and 
participated in other (also competitive to one another) talent shows. The experience 
gained earlier facilitates awareness of participation in the contestant, determines the 
achievement of specific goals and helps in taking subsequent actions, both after win-
ning or losing.

Effective manager

Even after winning the program, the lack of success accumulates many factors. 
One of them is the fact that especially inexperienced artists, who do not have contact 
with the generally understood “show business”, do not quite know what next steps to 
take during their biggest popularity period. At this stage, many artists are taken profes-
sional care of by various managers and promoters. The greatest success is achieved by 
those participants who establish cooperation with trustworthy and effective people. The 
role of the manager is crucial as it helps an amateur artist to understand the nuances of 
the hermetic entertainment industry.

The original image

Producers of entertainment programs promote the people who arouse emotions 
in the viewers. From positive emotions such as sympathy, compassion, empathy to the 

8 Rezmer, Paulina O babciach na koncertach i angażu w Velvet Revolver: http://
poznan.naszemiasto.pl/artykul/enclose-o-babciach-na-koncertach-i-angazu-w-velvet-re-
volver,3269259,2,art,t,id,n,tm.html, 3rd Feb 2018
9 Muzyka.interia.pl, http://muzyka.interia.pl/wiadomosci/news-juan-carlos-cano-wyrzut-
emocji-masquerade-last-of-the-real,nId,2318875, 3rd Feb 2018
10 Muzyka.interia.pl, http://muzyka.interia.pl/raporty/raport-x-factor/x-factor/news-artem-fur-
man-po-zwyciestwie-w-x-factor-wygrana-nie-pojdzie-n,nId,1666252, 3rd Feb 2018.
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contrary ones - reluctance and aversion. These are the factors that guarantee episodes 
with high viewership. Vulgar behavior, distinctive image, moving story or apparent im-
perfection induce a viewer’s interest. Artists, who realize the importance of the qualities 
stated above and use this dependency skillfully, have a better chance of gaining popular-
ity after the program, even in the event of losing. Interesting personas who realize that 
it is not the winning that matters but making the best out of airtime, achieve success in 
the program.

Current material
Even a short-term popularity is a great way to promote one’s creativity. Artists often 

choose to participate in talent shows as an addition to their other activities. It is a free 
and effective method of promoting their publishers. A finished CD released just before, 
during or immediately after the program may achieve higher sales results, provide artists 
who have their own material with more concerts or, if not yet released, serve as a bar-
gaining chip to sign a contract with a record label11.

All artists who achieved a relatively lasting and significant success after a com-
pleted program had at least one or more of those  features. It is important to highlight 
that having any of the attributes indicated previously is not a guarantee of success. A 
situation that is completely out of participant’s control may occur even if one or more of 
such features are possessed and will eventually lead to failure. For instance, even the 
conscious ending of musical activity, change in life priorities or profession, long-lasting 
creative crisis, establishing cooperation with the wrong manager and promoter can be 
indicated as the example. The defined features will serve as a valuable reference point 
when trying to specify the right conclusions in this article.

Change in life

Many experienced artists take part in talent show programs. The confirmation of 
this assumption is Juan Carlos Cano who is the winner of the fourth edition of Voice of 
Poland. For an artist who has previously been successful, participation and victory in 
the program can be treated as an additional element of promotion and the next step in 
a career in an already established ground. Before joining the program, the Mexican art-
ist was familiar with the music industry as he had recorded several albums and played 
numerous concerts. Thanks to his origins and an interesting history related to moving to 
Poland, he also had an interesting story to share which can be qualified as presenting an 
original image. The program brought a positive change in Juan Carlos Cano’s life. After 
taking part in the show, the artist signed a record contract with Universal Music Polska, 
he performed much more often, and his concerts enjoy better attendance compared to 
the pre-program era.

The winner of the seventh edition of Must be the music – Tylko muzyka!, the Sachiel 
band was formed just a year before the program started. The artists did not have the 
rich studio and stage experience. The band members struggled with a difficult life and 
material situation that was used by the program to build a touching and moving image. 
Although the team won the program, it did not achieve a commercial success after-
wards. It was caused by a number of factors. One of them was the repertoire chosen by 
the band - the rap genre. Inexperienced rap artists who presented an average level  of 
performance were  perceived in a negative way by a hermetic rap environment, which 
practically excluded the band completely from the group of creators centered around the 
Polish hip-hop scene. The image built by the producers cannot be qualified as one of the 
defined features as the artists did not create it consciously. In the case of the band, the 

11 Conclusion drawn based on the interview with one of the participants of the 4th edition of 
X-Factor,. Rzeszów, 27th Jan 2018
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lack of a satisfying success in the music industry can also be explained by the cooper-
ation of artists with inappropriate promoters who, in order to release the album, tried to 
create an image that was incompatible with the artists’ world outlook12 Although winning 
the program can in this case be qualified as a loss, it can undoubtedly be said that thanks 
to the talent show, the participants’ lives have changed. The band did not have any pre-
vious impressive musical experience, therefore, all the actions they undertook can be 
considered as a sort of evolution. In this case, it included recording a few singles, perfor-
mances on the radio, TV shows, playing a few concerts and a performance at a festival, 
which could have been impossible or less intense if it was not for the participation in 
the program. Additionally, given the difficult financial situation of the band members, the 
money won in the show has changed the artists’ lives.

Despite his unquestionable talent, the winner of the 4th edition of X-Factor, Artyom 
Furman from Ukraine did not achieve any commercial success, even though, a contract 
with SONY Music was one of the granted awards. Before participating in the program, 
the artist performed occasionally. After the show ended, the number of concerts did not 
increase significantly in the long term. In spite of his skills, Furman did not have a rich 
artistic output expressed in the number of records and singles. In his case, one could 
consider Artyom’s original image, understood for example by his origin. However, it was 
not as expressive as in the case of Juan Carlos Cano, yet Furman’s story could have 
been emphasized by the producers of the program as in the case of the Sachiel band - to 
induce viewers’ appropriate emotions. However, the lack of commercial success is also 
strongly connected with negligence on the artist’s part. Artyom Furman’s change in life 
can be considered in regard to occasional appearances in the press, including informa-
tion dealing with the artist himself and rewards, which he obtained as part of the prize 
- 50,000 PLN and a new car (the 4th edition of the program was the only one in which the 
winner also received a car). In the long-term, a change in this particular participant’s life 
can be treated as a loss, mainly due to the fact that despite his undoubted musical skills 
and winning the program, the artist did not turn his efforts into success, and what is even 
worse, he was exposed to mental loss.

Taking into account the arguments , it should be assumed that talent shows do not 
guarantee achieving success in the music industry, even for the winners. The three men-
tioned cases confirm this hypothesis. At this stage, the predefined features play a promi-
nent part as they give an idea of what the given artist/band lacked in order to convert the 
victory into the ultimate success. However, the attributes are not affected by decisions 
artists mistakenly made after the program finished. The defined characteristics also help 
to determine why the contestants who did not win the program managed to succeed. It 
turns out that each of them could boast about at least one of the defined features after 
a talent show achieved success on the market.

Categorization of changes

Participating in the musical talent show certainly brings change in the lives of the 
contestants. However, one should try to determine what these changes are and whether 
we can treat them as a win or as the opposite – a loss. The study of the contestants’ pro-
files allows to create a categorization. For a wider spectrum of the study, an indication of 
changes in the lives of those participants who have not won, but only participated in the 
program, will also be made. Four types of changes that may apply to the participant after 
taking part in a musical talent show are defined as follows.

Victory - profit

A participant who wins a given edition of the program and who possesses at least 
one of the defined features is able to achieve a large commercial success, which can be 

12 Information received during a conversation with the Sachiel band, Rzeszów, 2nd Feb 2018
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treated in the category of positive change. Provided  that a specific plan was made and 
the person establishes cooperation with competent people, the change in life may prove 
to be permanent and significant.

Victory – loss

Artists who win in the program gain high, yet short-lived popularity. If, however, they 
establish cooperation with incompetent managers and promoters, their career may not 
be developed or can be delayed. The same is true if the participant decides, due to private 
reasons, to terminate the musical activity. In such case, the artist will not succeed, even 
though one of the specified features is met. Giving more concerts due to the increased 
popularity thanks to recently finished talent show edition is also a dubious success for 
experienced artists. However, when considering amateur winners, one could assign this 
change to the profit category, although it is not extraordinary and groundbreaking enough 
to categorize it in such a way. The participant who won the program, and yet did not fulfill 
his dreams, may also be exposed to mental loss., Such a change in connection with the 
mentioned arguments  can be characterized as victory-loss.

Participation - profit

The studied group consisted of the winners only, however, it should be noted that 
sometimes a bigger success was achieved by the people who only participated in the 
program rather than the winner themselves. As an example, you can point out artists who 
also performed in the described shows, for instance, The Sixpounder, Piękni i Młodzi, 
Rootzmans, Daria Zawiałow, Katarzyna Sawczuk, and Michał Rudaś. Each of the men-
tioned contestants had at least one of the stated features. In their case, the change in the 
life can be considered as participation-profit.

Participation - loss

For many people, a TV show is an opportunity to experience something exciting, a 
chance for a more interesting life [Boettner-Lubowski, Łubowicz, 2012, p. 284]. Artists 
who come to the program to take their chances and then are rejected, may be exposed to 
a series of unpleasant consequences. If an amateur artist with no musical skills, partici-
pates in a program and is presented by the producers in a scoffing manner, it may expose 
him or her to unfavorable comments in his local environment. The consequence may be  
discouragement, abandonment of pursuing one’s passion, deterioration of the mental 
state. Then the change is determined as a participation - loss type. Even the experienced 
artists can be exposed to such situation while representing a musical genre associated 
with a subculture that does not accept participating in mainstream media. This may lead 
to ruining their artistic future.

Summary

As it has been proven, participation in a musical talent show certainly brings chang-
es in the contestant’s life. However, these changes can take various forms, both positive 
and negative. It is completely up to a participant how they will be qualified as it depends 
on expectations, aspirations, life situation before and after participating in the program. 
The positive changes such as taking part in the program  can contribute to the develop-
ment of a given person’s career, increased popularity, or improved material status be-
cause of the prizes won. Negative changes occur when the vision of the benefits offered 
by the program does not happen a participant’s life in a beneficial way, and even makes 
it more difficult. This applies to both - those who only participated in the show as well as 
those who won the program. As it was noted, , even winning the program does not guar-
antee fame. Many factors influence it. These include lack of knowledge regarding the 
entertainment industry, creative crisis, terminating one’s musical activity or cooperation 
with improper people.

Despite the fact that the changes taking place in the life of the contestant of a talent 
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show result mainly from the individual achievements, artistic and industry experience, it 
is worth noting that the process is undoubtedly influenced by the recipients. This con-
clusion can be assigned to the “original image” feature in the previously defined classi-
fication. This dependence is particularly noticeable as the program progresses. For the 
majority of programs and during their initial stages, the decisive role in the promotion 
of participants for the subsequent rounds belongs to the jury, followed by the privilege 
being given to the recipients voting for their favourites in subsequent stages. At the latter 
stage, the bond which is being built between the artist and the recipient of the program 
is significant as the viewer observes the process of changing the amateur artist from the 
first episodes of a given music talent show. The initial stage is extremely important as 
the “human side” of the performers is presented - they talk about life, passions and what 
they do on a daily basis. The perception of a given artist in the program depends largely 
on the director who shapes the image of the artist. This aspect is noteworthy because 
this context plays a big role in advancing in the program. As Bogunia-Borowska points 
out [Bogunia-Borowska, 2012, p. 147], while making a choice, viewers are usually not 
guided by professional competencies as they are not required from them, therefore, vot-
ing for a given artist is often motivated by emotions . At this stage, a kind of relationship 
is created between the participant and the recipient. On the one hand, there are types of 
recipients who, by voting, can make a decision (even illusory) about the participant’s fu-
ture in the program. This may result in changes in his / her future  life. On the other hand, 
some participants know that in some way they have to appeal to the audience as only 
then the viewers will vote for them and the chance for the final triumph remains.

The popularity of music talent show programs is undeniable. Despite the multiple 
editing, the format remains very successful and continues to grow. It should, therefore, 
be assumed that it will take similar broadcast forms over the next years. There will also 
be volunteers to participate as they ensure the viewer about the importance of striving 
to make one’s dreams come true [Bogunia-Borowska, 2012, p.147] and that the ultimate 
success is marked by risk and determination. In addition, for many people participating 
in the program, the main idea conveyed by the talent show is also important - making 
an ordinary person attractive for others [Godzic, 2004, p.182].Moreover,  the contestants 
who previously dropped out are also involved in the show [Wei, 2016, p. 4]. Participants 
are also not deterred by the idea of a slight possibility of developing a great musical 
career, which is associated with a huge number of new characters introduced in short in-
tervals between the editions. After all, there are still many editions and new participants 
ahead of us, which gives us room for conducting further research.
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CULTURAL TABOO IN 
ADVERTISING. DIFFERENCES 
IN THE TRANSMISSIONS OF 

AUDIOVISUAL ADVERTISING IN 
AMERICAN AND HINDU MARKET 

Magdalena Hensoldt-Fyda1

Abstract
The aim of this article is to examine differences between the transmissions of advertising con-

tent in the low and high context culture where the content contains subjects that are widely rec-
ognized as taboo. In order to do this, the analysis of audiovisual advertisements broadcast in the 
USA and India was used. These adverts introduce the problem of gender discrimination (particularly 
important in Hindu society) and different approach to gender stereotypes in both cultures (in Amer-
ican culture this subject is not suppressed). There are contrasting ways of presenting these difficult 
subjects in American and Hindu cultures. The things that are taboo in one culture become a stereo-
type in the other. And so, the question arises: do the cultural differences determining transmission of 
advertising content in the countries with cultural taboo of a product on sale still exist?

Keywords: cultural taboo, culture of low and high context, communication style, transmission of ad-
vertising content.

Introduction 

This article was created to prove the existence of differences between audiovisual 
advertisings broadcast in two cultures – the low context culture, in this case represent-
ed by American culture, and the high context culture characteristic for Indian society. 
Each of these cultures displays the set of specific traits, which originate from the style 
of communication accepted by these societies. The differences mentioned above are 
clearly visible in advertisement transmissions referring to taboo subjects, which in other 
words are the subjects that should not be spoken of in certain societies. There are some 
boundaries in each culture and community that should not be crossed or people simply 
do not want to cross them. Good taste in advertising is set by specific cultural condi-
tioning. Although there are, more and more instances of breaking taboo which results in 
positive changes in thinking and behaviour as well as cultural changes in these societies, 
in case of advertising it is more about pushing the social boundaries. Companies such 
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as Procter&Gamble are among the groups that create taboo breaking advertisements 
using sensitive and even shocking themes.

This article has a review-analytic character and its goal is to analyze advertising 
spots that focus on subjects such as gender inequality and sexuality. Each of these sub-
jects was put in a different cultural context. The United States was chosen for the analy-
sis as the most characteristic representative of the low context culture and India as the 
example of the high context culture, which is very hermetic, euphemistic and mysterious. 
The first part of the article focuses on theoretical aspect of the term taboo, whereas in 
the second part the essence of the high and low cultural context is thoroughly analyzed. 
The second chapter also discusses selected aspects that refer to the transmission of 
advertising contents. The essential part of this article is an analysis of audiovisual adver-
tisings broadcast in American and Indian market, which have recently raised socially im-
portant subjects. The summary of the article includes a short ending with conclusions.

1. Cultural taboo – theoretical formulation

“Taboo” is a word generally understood as the deep and fundamental cultural pro-
hibition. This phenomenon functions in each society in a different way. It is differently 
called, formulated and understood. Taboo “is a group of attitudes about very hetero-
geneous and internally contradictory characterization” [Wasilewski of 2010, p.11]. The 
word ‘taboo” was introduced and universalized by the traveller – captain James Cook in 
the second half of the 18th century. The first mentions about taboo appeared around ten 
to twenty years after the Cook’s journal was issued. For the first time taboo was defined 
by The English Dictionary in 1791, as a forbidden area.” Taboo was also associated with 
the term “familiar cultural reality” [Wasilewski, 2010, p.17-18] Taboo also consists of ev-
erything that people make, think and possess [Sztompka, 2012, p.291]. 

The cultural taboo can be described as enforced prohibitions imposed by a certain 
social group, community or the whole society. In other words, it is an external prohibition, 
which is connected with two terms: the consequence of avoidance or negative conse-
quence. Cultural taboo exists where the external prohibition does not exist, and the rea-
sons for the avoidance of taboo subject lie in its quasi-objective properties. [Panasiuk, 
2009, p.284]. The creation of taboo is decided by individual orders. Just because some 
people functioning in a particular culture react to a certain subject with silence does not 
mean that all of them will react in the same way. This rule applies to the whole commu-
nity. In other words, “taboo is a cultural occurrence including everything, that is enfolded 
by social prohibition (at times also legal); these are behaviours that are not acceptable, 
and subjects that should not be discussed in communities (it is improper to mention 
them), because they are seen as embarrassing, dangerous, controversial, unpleasant or 
immoral” [Dąbrowska, 2008, p.175]. 

Cultural taboo is connected with beliefs, convictions, rules, values, standards and 
norms accepted by certain societies. There are differences between them depending on 
the history of community, customs, cultivated traditions, religions and habits distinctive 
for the whole society. Avoidance of taboo is caused by religious beliefs, magic, fear, de-
cency, modesty, shame or good upbringing. All these individual features are the result of 
culture, which has an influence on human beings since their birth. The violation of taboo 
results in huge social sanctions. Taboo revolves around different cultural conditioning 
and it mostly belongs to a social zone which means that it is imposed by society, and to 
violate it can cause personal or group consequences [Afek, 2013, p.20-22]. 

The relation between taboo and culture is a variable. Taboos create prohibitions. 
These prohibitions are the result of culture. It is impossible to include them into a sys-
tem and describe them as true for each community. Taboo prohibitions are not justified, 
and their origin is not entirely explained. What is more, taboo creates a certain symbolic 
border between what is good and what is not, what is religious and what is not. This is a 
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cultural category in the process of the arrangement of the world, giving it sense and in-
tegrating it. This category keeps and modifies the identities of social groups. Simultane-
ously, it protects people from foreign influences and evokes fears, bad taste and at times 
simply repugnance. It emphasizes the existence of something unsuitable, something 
that requires silence and omission [Mach, 2002, p.172]. Taboo is also an important part 
of a social identity. The adoption of a certain identity means acceptance of taboo and of 
the social norms characteristic for a particular community [Fiske, Tetlock, 1997, p.255]. 

The term taboo is strictly connected to the so-called breaking taboo. This is nothing 
less than breaking of an unwritten rule about crossing the cultural barriers, which were 
not publicly spoken about. Nowadays, the best catalyst for taboo displacement from 
the culture is media. Fast social development, globalization and practically unrestricted 
access to the media, creates a great environment for breaking taboo. Media became a 
serious threat to taboos and gave the opportunity to raise sensitive subjects. However, 
the ease of breaking taboo does not refer to all aspects of everyday life. It is necessary 
to mention, that sometimes together with breaking cultural taboo extreme emotions and 
reactions such as aggression, lack of acceptance, but also approval and excitement 
arise. Suppressing taboo leads to the creation of new rules and cultural values as well as 
creation of other areas dealing with prohibitions. What is more, taboo cannot disappear 
entirely. It exists as long as it evokes the feeling of guilt [Cudny, 2012, p.41]. 

To summarize, taboo as social phenomenon evolved together with the develop-
ment of society. Initially, it referred to the sphere of beliefs among primitive cultures, 
but contemporarily it is used to indicate subjects that should not be discussed. Taboo 
is also used to describe everything that should not be publicly expressed. „Taboos are 
sometimes referred to as doing the “unthinkable.” Even thinking about violating a taboo 
is problematic. The sanctions associated pertain not just to the behaviour that contra-
dicts the taboo, but also to merely thinking or considering such a behaviour. According 
to this interpretation, a taboo is a form of “thought police” that governs not just human 
behaviour, but also its thoughts” [Fershtman, Gneezy, Hoffman 2011, p.140]. This way 
of understanding cultural taboos is a basis for more in depth analysis in this research 
paper. Taboo became an element of advertising transmission through euphemization of 
contents.

2. The high and low context culture as the attribute of advertising transmission

Culture is the element of social life, which is closely related to communication. In 
other words, culture serves communication. It is created and developed due to inter-
personal relations, where individuals deliver different information and teach each other 
how to react to it in various circumstances. Following this assumption, it is possible to 
divide culture into two categories of high and low context. The creator of this theory was 
Edward Hall who in 1976 proposed a contextual model, introducing two kinds of commu-
nication – communication about the low role of context in the reception of the messag-
es and communication about the high role of context in the reception of the messages 
[Nishimura, Nevgi, Tella 2008, p.784]. “The cultures of the world can be compared on a 
scale from high to low context” [Hall & Hall, 1987, p.6].

In the low context culture, the message must be very detailed. It should contain as 
much additional information as possible in order to be properly interpreted. The mes-
sage has to be clear, univocal and precise. There is no place for various interpretations. 
Low context communication is mainly based on spoken and written language and puts 
emphasis on the exchange of facts and information. The broadcaster is more important 
than the receiver. Culture is focused on the individual. At the same time the social and 
occupational position does not matter. Moreover, low context is suitable for people with 
independent identity. This is “typical of task-oriented cultures, in which honesty is an 
important value and direct communication is supposed to be on the shortest path to 
a pragmatic goal, achieving something particular or completing a certain task [Boski, 
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2009, p. 231]. Countries such as Germany, the United States of America and Great Britain 
represent low context culture.

The high context, on the other hand, is completely different and is often character-
ized by indirect manner of formulation and expression of thoughts. Besides spoken and 
written language, there is body language, social position and knowledge about mutual 
relationships, which are very important elements of non-verbal communication. High 
context contains information full of ambiguous meanings. The broadcaster’s expecta-
tions of receiver are not clearly defined and often only signaled, therefore communica-
tion is required to deliver information through gestures or situational context. The form 
of statements is cautious and polite. Broadcaster and receiver have equal contribution 
to the quality of the process of communication. The form of delivered information is 
more polite and careful. In cultures of high context, the social and occupational status is 
much more important. Interpersonal interactions are characterized by large dose of con-
servatism. Moreover, during the communicative exchange of high context, the interac-
tions are accompanied by silence because they do not rely on verbal communication as 
their main source of information. What is interesting, is that the silence between people 
indicates the higher status of the other culture [Weider, Pratt, 1990, p.48]. High context 
cultures include Arabian countries, Western Europe, India and Japan.

It is important to mention, that it is not possible to classify all cultures in terms 
of low and high context culture. There are some countries which are described as the 
middle cultural context. These countries have characteristics of low and high context 
culture – for example the countries of Central Europe. Their inhabitants are people who 
do not like silence but they like to focus in small groups, are full of vigor, have rich body 
language and retain formal social relations [Brett, 2001, p.33-35]. 

Cultural differences shape every aspect of global communication. According to E. 
T. Hall “a high context communication or message is one in which most of the informa-
tion is already in the person, while very little is in the coded, explicit, transmitted part of 
the message. Low context communication is just the opposite” [Hall & Hall, 1987, p.6]. 
Moreover, language, as the medium of culture, constitutes the key part of culture. It pos-
sesses unique cultural connotations. It means that people in India prefer face-to-face 
communication over electronic technology favored in other industrialized countries like 
the United States. These two countries are different in every aspect. That is the reason, 
for which those two countries were selected as an example.

The American culture possesses an unusual mixture of patterns and forms forged 
from its diverse American population. What is interesting “the American culture and 
technological progress are implemented worldwide” [Cismas, 2010, p.392]. What is im-
portant is that the American culture is an example of cultural pluralism. For instance, 
there are still some Native Americans with their own language, culture and traditions. 
Many Americans have German, Irish, Jewish, Asian, Indian and Scandinavian roots. It 
makes the American culture an unusual mixture, which created society that struggles to 
achieve tolerance and produces a uniquely casual personal style [Cismas, 2010, p.388]. 
On the other hand, people in the USA have become very sensitive to the language when 
they have to describe racial or ethnic groups and they try to be politically correct. This 
makes the American style of communication increasingly careful and requires the use 
of a large number of words. 

There is a stereotype about American culture not accommodating high values and 
being immersed in popular culture. The American pop culture is known in the entire 
world. Films, music, blue jeans, Coca-Cola – the attributes of culture, which is very in-
dividualistic, promotes mobility and exacting attitudes of personal initiative. Americans 
are flexible and open. Materialistic values and account balances are more important 
for them than their social status. In direct communication, broadcaster and receiver are 
equal. They very quickly start to use words such as “you” when they speak to someone. 
They speak, but not always listen. They live in a moment, their maxim is “everyone differ-
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ent, but all equal”. They put themselves in the center of attention. These characteristics 
make American culture the best example of the low context culture [Cohen, 1997, p. 30-
33]. 

Communication styles in the Unites States are energetic and positive. Inhabitants 
of America usually speak in the present or imperative tense with lots of action-oriented 
words, example “do it”, “make it” etc. Many powerful words and expressions are used as 
well, including: greatest, excellent and similar. Americans are well known for their posi-
tive thinking. They do not complain and use the word challenge instead of problem. They 
are friendly, open and direct in their communication. What is more, there are few words 
in English language expressing uncertainty. The language of low context is immediate 
and clear. Personal pronoun “I” is used often. Americans value facts and they are trying 
to show reality more realistically. Thoughts have logical sequence. They put words into 
action [Zięba, 2008, p.254]. 

The culture of India, which is one of the oldest in the world, is characterized by 
completely different features. Community culture is very important in India. This means 
that honor, family affairs, groups or even caste system is much more important than the 
individual. Community life requires loyalty to society more than to the country... 

Culture plays an important role in India and it functions as the social control. There 
is no anonymity in small communities. People can co-decide about their neighbors’ life 
choices. Patriarchate dominates in India. Father as the head of family decides about fate 
of his children. The whole family has to follow his instructions. Women are perceived as 
not self-reliant individuals and without the agreement of the male family member, they 
are not permitted to make any life decisions. “Indians are extrovert, talkative, emotional, 
and unpunctual, and they mix professional and family affairs” [Nishimura, Nevgi, Tella 
2008, p.793]. 

“In the cultural sphere India seems to be thrown into the world of a magical charm. 
(…) The spirituality of India attracted esoteric groups focusing on an Indian guru. Now 
a Bollywood and other Indian pop culture items have reached young people around the 
world, and the impact probably will increase in subsequent years. [Rothermund, 2010, 
p.289-290]. In spite of everything, this unusual cultural mosaic makes India representa-
tive of high context culture.

Indian style of communication is branded by patience, harmony and pragmatism. 
Hindu society is hierarchic. They never forget about hierarchy when communicating. 
They use titles emphasizing social status. They are convinced, that having a higher place 
on a social ladder means they know more and they have more rights. „Indians are highly 
collectivist in their local group, but individualistic when dealing with outsiders” [Nishimu-
ra, Nevgi, Tella 2008, p.793]. They tend to have greater need for formal rules, standards 
and structures and tend to avoid conflicts, seek consensus and take fewer risks. How-
ever, deviation from these rules and standards is considered disruptive and undesirable. 
This table presents a comparison of the most important aspects of differences between 
American and Indian styles of communication.

COMMUNICATION STYLES’ 
ASPECTS AMERICANS INDIANS

eye contact fleeting, eye contact is for 
the speaker

prolonged when speaking, 
less so when listening

gestures gestures in normal conver-
sation are typical

large gestures are norma-
tive
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COMMUNICATION STYLES’ 
ASPECTS AMERICANS INDIANS

identity orientation
an individualism orienta-
tion, located within the indi-
vidual person

decisions are made with-
in the context of the group 
and by assessing how the 
action will affect others in 
the collateral identity group

turn taking and pause time

turn taking is signaled by 
the speaker looking directly 
at the listener and ceasing 
to speak; pause time is very 
brief

turns are taken when the 
speaker is moved to speak; 
speaking too quickly after 
the previous speaker may 
be seen to indicate that the 
next speaker

touch touch is so rare as if virtual-
ly non-existent

reserved for friends or inti-
mates

use of language informal, friendly, use first 
name

formal, expression of admi-
ration

preferred topics
weather, sports, jobs, peo-
ple they both know, or past 
experiences

family, celebrities, travel, 
proudly Indian 

body language open body positions sit quietly
attention to detail high low
preferred communication 
strategy

directness, confrontation, 
clarity

indirectness, politeness, 
ambiguity

source: Elliot 2010; Elashmawi and Harris 1998, p.113; Victor 1992, p.148.
Cultural differences are reflected not only in the styles of interpersonal communi-

cation but also mass communication. The best example is an advertisement which is 
aimed at a particular receiver. The efficient advertising should contain intriguing promise 
to make it more believable. To do that, the creators of advertisements make use of both 
picture and sound. It is known that image in advertising transmissions plays a superior 
role However, the majority of transmissions still require the participation of written or 
spoken language. “World of advertising, beautiful and euphoric to which the receiver is to 
enter can easily be shown in different ways but is fully realized with an addition of word” 
[Bralczyk 2004, p.11]. 

Undoubtedly, advertising is an element of culture. “It reflects like in the mirror barely 
noticeable changes in the values, morals and the behaviours of social groups, to which it 
aims its transmission (...) it is possible to notice indirect information about how receiver 
should perceive and identify reality, what sort of relationship with other people should 
he has, in relation to himself” [Russel and Lane 2000, p.34-35]. It is possible to define ad-
vertising as a form of transmission with very efficient means of persuasion. It indicates 
that the broadcaster can determine and condition the reception of advertising, modifying 
experiences of a receiver and changing his sales habits and attitude. 

The reception of advertising transmissions in the high and low culture context is 
similar to the styles of communication described above. In the American culture, the 
news has to be clear and detailed and the same idea is implemented in advertising, 
where receiver clearly understands the intention of the broadcaster. In the Indian adver-
tising, the subject of taboo is not presented directly. There is a great deal of symbolism 
in them and they are understood nearly exclusively in a particular cultural circle. Inde-
pendently from the context, Indian advertising creates the idea seemingly better than 
the real world. Usually it idealizes its people, ideologies, behaviours or objects, giving 
them completely fictitious traits. These aspects exist in the majority of advertisements. 
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Nevertheless, it is necessary to remember, that the influence of the advertising can de-
form certain values, which in time lose meaning, and the new meanings, serving mainly 
persuasion and possessing the shock value appear in their place. Additionally, advertise-
ments create a delusion of self-realization. 

The most important difference between the transmission of advertising in India and 
the United States is that American society treats advertising as polytheistic religion. This 
means that for materialistic Americans advertised products are like deities. They want 
to possess as much as possible and their contact with material goods is comparable 
to Hindu spiritual relationship with deities. In American society, the function of culture 
in advertisement is to produce things and their meanings. What is more, “contemporary 
advertising is the most powerful propaganda system in the world” [Duda, 2005, p.40]. 
Regardless of the context, which accompanies advertisement “it plays a big role in the 
development of human thoughts and behaviours. Ignoring cultural differences in an in-
teraction can potentially signal trouble” [Salleh 2014, p.1]. 

Taking into consideration the assumptions, the transmissions of advertising includ-
ing taboo subjects on the Indian and American market will be analyzed thoroughly in the 
following part of the article.

3. The cultural taboo in Indian and American advertisement– introduction 

The intentions of broadcasters differ to a considerable degree from the expecta-
tions of the receivers in the advertising transmissions. The first one wants the contents 
of advertising to be difficult to discredit, whereas the latter wants the content to be true. 
In reality, the content seems to be credible at most. The way that advertising introduces 
reality does not have to be real. These are so-called relational features, which constitute 
a relation between the text (of contents) and the reality [Bralczyk, 2004, p.37]. Therefore, 
advertising should be attractive, suggestive, understandable, easily remembered, con-
cise and original. From a point of view which is presented in this article, these features 
are differently understood by the different communities, and the catalysts of their com-
prehension are cultural contexts that had been described above. 

In each community, taboo is comprehended in a similar manner but can refer to 
completely different things. Things that are normal for some, for others can be forbid-
den. Subject such as freedom of sexes, is one of the examples. There are equal rights 
between women and men in America. Since 1920 when the 19th amendment to the 
Constitution introduced women’s right to vote during the election, they have begun to be 
more and more liberated and equal to men. The so-called liberation from gender stereo-
types took place although in many situations women were still considered as a weaker 
sex (mainly on the job market). American women are responsible and are able to take 
autonomous decisions and to solve majority of their own problems as well as their fam-
ily [Leśniak-Moczuk, 2015, p.67]. In American society the equal rights are not a taboo 
subject. 

This subject is treated very differently in India. In this country, contemporary modern 
culture clashes with traditional culture based on patriarchate. For centuries, two oppo-
site models on the subject of treatment of women have been clashing together. Women 
were goddesses, servants, saints and harlots. For hundreds of years, marriage used to 
be the greatest honor for women. What is more, marriage and bearing children is an ab-
solute necessity. In Hindu culture there is a very clear division between male and female 
roles. Equal rights are seen as a western ideology and an exotic concept. Therefore, the 
subject of the equal rights of women should never be discussed in India. 

Advertising is not familiar with the definition of taboo. Since there is a mass com-
munication for the anonymous receiver, advertising becomes one of the best tools to 
suppress cultural taboo. Social changes result mainly because of the democratization 
and liberalization in everyday life. A commercial advertisement fits perfectly to this de-
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scription because it does not break the taboo but it provokes receivers to reflect on 
it. For example, Eastpak has depicted death in their advertising campaigns. Sisley has 
represented various deviating sexual practices like sadomasochism and United Colors 
of Benetton (starting from 1991) evoked the sentiment and the compassion of the pub-
lic for different social problems. The most well-known motifs of Benetton’s advertising 
were: a dying AIDS patient, a priest kissing a nun, an H.I.V. positive and child labor [Guard-
ian Fashion, 2011]. Then there is the question: what does breaking the taboo of women’s 
equality look like in India? Does a similar problem exist in America at present?

4. The equality of gender in advertising – differences in the transmission be-
tween American and Indian adverts

Advertising creates an opportunity for a change in terms of women’s role in India. In 
recent years, changes in Indian advertising can be observed. These changes are a direct 
result of Western influences. Some brands existing on the Indian market promote pos-
itive changes that reflect and strengthen changes in the society. The example of such 
advertising is an advertisement campaign of a company called Whisper, which produces 
sanitary napkins and is a part of a worldwide brand called Procter&Gamble. Their adver-
tising spots were screened in India in 2014 [WhisperIndia, 2014]. The plot of a particular 
short spot refers to a local superstition, which says that a woman during the menstrual 
period should not touch a container with pickles, because it will cause food spoilage and 
will bring bad luck to other home-dwellers. The main character in the spot is a young 
girl, who rebelliously performs forbidden activity and encourages other women to do the 
same. “Touch the pickle.” The woman shows, that nothing bad happens. The woman is 
well protected by the napkins she uses. The meaning is literal but also symbolic. Literal-
ly, it means that these napkins are absorptive and give comfort. Symbolically they pro-
tect her from the results of taboo breaking. The girl was active all day long and nothing 
bad happened. She wins a game of tennis triumphantly proclaiming that she “touched 
the pickle”. This advert became the symbol of overcoming superstitions discriminating 
women, which are very common in Indian culture [Bienias, 2016]. 

Having succeeded, Procter&Gamble created another advertisement in 2015. This 
time it was about laundry detergent called Ariel entitled “Watch How Men Responded 
to.” The theme of this advertisement focused on distribution of domestic duties in In-
dia. Research conducted by P&G indicates that 85% of working women have a second 
job in the house, but 76% of men think that washing is a domestic responsibility of a 
woman [BBDO India, 2015]. The short spot begins with the conversation between two 
older women. They recall their youth and they talk about the changes that happened in 
the last several years. One of them, with disbelief, but also with the hint of pride states, 
that her daughter-in-law earns more than her son. In this short conversation, they praise 
cultural progress in their country. Unexpectedly, a young man appears on the stairs. He 
greets his wife with a question: Why didn’t you laundry my shirt?” The creators of this 
advertisement describe it in these words: „A new action-oriented movement idea for Ari-
el that aims to discuss a latent but simmering tension point in society: Is laundry only a 
woman’s job? Wouldn’t it be great to build a society where husbands and wives share the 
load? Because where there is equality there is true happiness” [BBDO India, 2015]. Apart 
from the humorous advertising Procter&Gamble designed the instructions for applica-
tion of laundry detergent, especially with men in mind. The campaign results exceeded 
all expectations. It turned out that the idea for the campaign was supported by more 
than 1.5 million men, and sale was increased by 60% [Bienias, 2016]. 

In 2016, an agency called “BBDO India” decided to continue Ariel’s campaign, creat-
ing an advertising spot that provoked strong emotions. This time the hero was an older 
man observing a daughter after returning from her work. He sees how she always speaks 
on the phone about her work and at the same time serves her husband tea, cooks dinner, 
picks up toys and finally after her husband asks the question “Why didn’t you laundry my 
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green shirt?” she starts doing it. The saddened father looks at the situation and writes 
a letter to her in which he apologizes her daughter, admitting that nowadays she must 
do everything alone. He says: “I’m sorry. I never told you that it’s not your job alone... but 
your husband’s too. But how could I say it… when I never helped your mom either. And 
what you saw, you learnt. Your husband must have learned the same from his dad. Sorry 
on behalf of every dad who set the wrong example”. This moving confession shows how 
important is the problem of discrimination. This stereotype in Hindu culture, demands 
from women to do all of the housework, and give men more time to rest. Without a doubt, 
the creators of this advertisement raised a socially important subject. They broke taboo 
about gender stereotypes. This father’s heart-warming apology to his daughter will make 
you wonder, ‘Are we passing on gender roles that haven’t evolved with the times?’ Maybe 
it’s time to #ShareTheLoad [BBDO India, 2016]. 

But what does the problem of gender discrimination look like in the United States? 
It turns out that women rights are neglected and there are stereotypes in American so-
ciety as well. Women have a lower position on a social ladder than men do. These are 
social problems, which social campaigns focus on. This raises the question: Is the taboo 
subject relating to equality of gender being broken in American commercial advertising? 
It appears that in an economically well developed country such as the United States 
of America, which is more progressive and liberal than India these stereotypes are the 
same. They are not in the same group of taboos that exists in an advertisement but they 
are worth mentioning in order to understand the situation of women in the United States 
better. In American culture a woman is a homemaker and a man is the head of a family 
and other members of the family should be subordinated to him. Women are pressured 
to cook healthy food in order to show love for their families. When in reality, it is not the 
only way to show love and support. Generally, women are devaluated in America. Society 
expects that they will take care of the house, and their only responsibility is to serve the 
family. In the advertisements, women serve Coca-Cola during the family meal prepared 
also by them. Women do the washing-up and walk the dog while the remaining family 
members watch television. Finally, they clean up remains after the dinner/party/friend’s 
visit. All these advertisements show how deeply rooted these stereotypes became in the 
American culture. Women suffer from stereotypes about food. Unhealthy food is served 
only by an unloving mother. Therefore, women must be creative in the kitchen and they 
should be satisfied with this position in the family. In spite of appearances, almost no 
one battles this image of an American woman. 

In 2014, the Civitas Association in the USA created a series on YouTube entitled 
“Stereotypes in Commercials: Household Goods”. The first advertisement in the se-
ries is for the bleacher “Clorox”. It begins with the words: washing is nothing new. Your 
grandmother washed, your mom washed and now you are washing. The only thing that 
changed is the wash-board, laundry detergents and clothes, but the thing that has never 
changed… Unfortunately, this one thing is not a stereotype saying that – the woman is 
responsible for the washing, but the bleacher, which she should buy beforehand. [Civi-
tasAssocation, 2014]. Unfortunately, this advertisement is an example of a typical mar-
keting spot focused exclusively on sales figures rehashing stereotypes. However, Civitas 
Assocation designed a spot that deserves special attention. This advertisement was 
created for the occasion of St. Valentine’s Day, which is very popular in the United States. 
Its broadcaster is FTD – a florist. The plot of this advertisement is not complicated. A 
couple sits on the sofa and answers questions asked by someone. They explain what St. 
Valentine’s Day is for them. At some point, the man answers: “I think we agree, that on 
this special occasion we should do something together”. Suddenly the indignant woman 
speaks “but I thought, that we are partners and we always should do everything together” 
This short spot shows, that a woman has to act as the one who must do a lot of things 
namely: to take care of the man and the house [CivitasAssocation, 2014]. 

These types of stereotypes are broken by people from Procter&Gamble, who, in 
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their advertisements show, that women are splendid. 100 days before the Olympics in 
Rio de Janerio in 2016, they broadcast the first advertisement as a part of a global cam-
paign under the motto “Thank You Mom” . This is another edition of the same campaign 
under this motto. The main theme of the campaign was a mother supporting Olympians 
in the trainings and preparations to competitions. In this case, Procter&Gamble created 
a 2-minute spot in which they showed how much support mothers of the athletes give 
them in their everyday life – in a car accident, during an airplane turbulence or before the 
oncoming storm. Advertisement ends with a motto “It takes someone strong to make 
someone strong”. The adverts of Procter&Gamble show strong women breaking the ste-
reotype of a perfect homemaker [Cause Marketing, 2016]. 

The same tactics was applied by P&G 100 days before the Olympics in Pyeong-
Chang in 2018 presenting a spot entitled “Love Over Bias”. It consists of several short 
scenes showing the battle of athletes with prejudices. In one of them, there is a teenage 
girl who lives in a culture where femininity excludes rivalry [Procter & Gamble, 2017]. The 
campaign is a part of a bigger campaign, in which the company uses the force of adver-
tising to start a discussion on the important issues such as prejudice. P&G is promoting 
debates on the topic of gender discrimination (Ariel Share the Load, Always Like a Girl, 
SK-II Marriage Market Takeover, Secret’s Ladies’ Room Stress Test and We See Equal), 
race (The Talk) and sexual orientation (Vicks Touch of Care) [Procter & Gamble, 2017a].

The campaign “Always Like a Girl” played a particularly important role in suppress-
ing taboo about menstruation and inequality of sexes in American society. This series 
of advertisements, was shown not only in the United States, but also in Europe. In the 
P&G report it is written: “Those ads tackle important issues like girls’ confidence, while 
others break down stereotypes and set new expectations by portraying characters in a 
gender-equal setting. The campaign, has a unique voice that connects with consumers, 
builds the business and contributes to a better world” [Procter & Gamble, 2017b, p.17]. 
Thanks to the Internet these advertisements reached millions of people in 180 countries 
in the entire world. It is difficult to estimate how many people watched this spot in Amer-
ica because it was on Television, Facebook, Twitter and YouTube at the same time. “Like 
a Girl” deals with an issue of playground stereotypes about running, throwing or fighting 
“like a girl” asking, “When did doing something ‘like a girl’ become an insult?”

“Keep going like a girl” is a series of adverts focused on the needs of girls all over 
the world. The creators of these advertisements wrote: At puberty, 50% of girls feel para-
lyzed by the fear of failure, with 80% of girls feeling that societal pressure is the cause of 
this fear.” This information is based on a 2017 study among US girls aged 16-24. More-
over, “This leads to girls avoiding trying new things because they’re too afraid to fail. But 
the truth is, failing is a good thing!” [Alwaysa.com, 2017]. For 30 years “Always” being 
the part of P&G syndicate teaches girls in the entire world to be confident and believe in 
themselves. It shows them, that being a woman is not a reason to feel weak or inferior. 
Gender does not determine the skills and success. A research group co-operating with 
“Always” carried out an experiment among Americans in different age groups. They di-
vided them in 4 groups – young women, young men, boys in school age and their friends 
(girls between 10-12 years). The researchers asked them to do simple activities: “Show 
how a girl runs and how a girl throws” Both male and female did the same thing. They 
lightly bended legs at knees, did not put any effort into it and they made high pitched 
sounds. The boys imitated their female friends and sisters doing exactly the same thing. 
Only girls did not see the difference between their own behaviour and male behaviour. 
They ran decisively, they threw with all certainty. They were not delicate, lost or disori-
ented during this activity. Simply they gave everything they could. This advertising cam-
paign shows that being a woman is not a worse option, and that the so-called weak sex 
is a myth. Someone labeled women this way and it is hard for them to get rid of it.

The campaigns described above show, how many socially important issues still 
remain in the sphere of taboo. “Always” tries to fight with the gender stereotypes and dis-
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crimination of women in various ways. Although the low context culture is characterized 
by strong liberalism, there are still spheres of public life, which are full of mysticism of 
taboo. Of course, this is a completely different kind of mysticism than the one in Hindu 
society. Americans are not afraid to say that women are strong. Procter&Gamble says – 
“we want to remind women about their value.” They do not have to convince all society, 
that women have equal rights. They want to remind women about their value.

5. Elements of advertising transmission in high and low context culture – sum-
mary

Without a doubt, the context of culture impacts the contents of the transmission of 
advertising. If the creators of a contemporary advertising forgot about this, their effort 
would be in vain. The large companies such as P&G try to reach the customer in various 
ways using broad sociological knowledge and planned activities. They choose topics, 
which are treated as a social secret, not only to teach something good as an act of 
philanthropy but also to enrich transmission, to be one step ahead of the competition, 
and to be remembered by the customers.

The article shows that transmissions differ according to the context of the culture 
that they originate from. The American advertisement is characterized by transparent 
and very literal language. It does not have to have a great deal of verbal content (that 
slowly becomes the norm for the contemporary advertising), and the visuals are fast, full 
of emotions and realism but also effective. Growing sales and greater interest in cam-
paigns within the social media is the proof of their effectiveness. However, American 
advertisement does not aim to break taboos as much as Indian advertisement. Despite 
the fact that the subjects discussed are important from a sociological point of view, they 
refer more to suppressing of the stereotypes rather than breaking taboos. 

Indian advertising market on the other hand, has a completely different approach. 
It exists in the realm of a high context. It means that the meaning is not transmitted 
directly. Language is full of euphemisms.  Advertising slogans are less literal than Amer-
ican and they are full of double meanings. The background of transmission is very real, 
it imitates everyday life. Due to this approach, receivers can identify with the characters 
in advertisement more easily. They can compare their own life experiences with what 
is on the screen, and thanks to a strong contextual transmission of the advertisement, 
it is more understandable for the receiver. Indian adverts are as efficient as American, 
still they discuss a much greater deal of uncomfortable subjects. They show Hindu, how 
much should be changed in their life in order to raise the standard of it. However, break-
ing taboo through advertisement is still on a small scale and it is hard to speak about it 
in terms of real social change in Hindu culture.

Summary 

Each culture possesses its own values and the norms of social life. People learn 
them all their life. These patterns are evolving even a few times in the life cycle of an indi-
vidual. They are changing under the influence of different external conditionings. Never-
theless, at the border of each society, and within each culture there are rules and values, 
which are strongly guarded and reluctantly changed. There are also topics, which have 
been the subject of taboo for many generations. The marketers are reluctant to choose 
taboo subjects as the themes for their advertisements. Broadcasters and receivers are 
afraid of these controversial topics. In spite of this, big companies are willing to create 
advertising transmissions based on the subject of taboo more often than in the past. 
They want to make attractive transmission, to show something, that so far was forbid-
den (forbidden is always interesting) and inaccessible. Due to this approach, advertis-
ing is more effective and it brings larger profits. Of course, there are more reasons for 
breaking taboos in advertisements but the arguments stated above show the incentive 
to push cultural boundaries in society by the marketing tycoons.   
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The article includes the analysis of brands known worldwide. “Ariel” is a washing 
powder not only on the Hindu market but also on American and even Polish market. San-
itary napkins called “Always” are used by women at every latitude. The broadcasters of 
these advertisements realize the variety of the markets, on which they broadcast trans-
missions. Taking into consideration cultural context, they create such transmissions that 
will engage consumers and inspire them to change and have an opinion in their own 
community. What is more, while choosing taboo subjects companies should realize that 
their main goal is to motivate a social discussion on the subject of taboo. In this way, 
they will gain not only the loyal supporters but also loyal customers. It is worth mention-
ing, that the involvement of the consumer has the largest impact on the success of a 
campaign. During campaign planning, cultural context of the receiver should be consid-
ered in order to make the multiple displacements of social borders decisive but not too 
strong and in accordance with social values. Therefore, it is worth using advertising for 
cultural communication.
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