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COMMUNICATION PROCESSES IN
A PROJECT IMPLEMENTED BY A
PUBLIC INSTITUTION
Mateusz Kot1
Abstract
The study aims at defining communication relations between a project team, a project manager and a wider project environment within a public institution. Individual in-depth interviews were
chosen as the research method. On the basis of the collected material, five main issues related to the
communication processes in the studied project were specified: a hierarchical structure, professional
dependence, understanding of one’s mutual duties, relations between members of the project team
and communication with the steering committee. On the basis of the findings, a scheme of project management in the studied public institution was identified. Communication and organizational
weaknesses have been indicated, which may be eliminated or may not occur if they are spotted early
on.
Keywords: public institution, communication, project management

Introduction
Communication sciences go far beyond the fields they are directly correlated with
[Jabłonowski & Mielczarek, 2018]. As J. Fiske [2003] assumes, research on communication cannot be separated from the knowledge of a given culture. In this paper, we will
look at the patterns of communication processes in the project environment, which are
based on those derived from the communication sciences. Assigning the roles of a recipient and a sender to the project stakeholders [Trocki, 2012] seems to be the same as
the concept of transmitting and receiving messages including encoding and feedback
compression [McQuail, 1987].
Well managed communication leads to effective implementation of the project
team’s work [Zulch, 2014]. The project manager, who is in a specific communication
position, is responsible for its implementation. Firstly, he or she communicates in both
directions in the vertical hierarchy. It is two-way communication, i.e. from top to bottom,
and in the opposite direction. The project manager has his/her superiors, a steering committee, the management of the institution in which he/she works, and on the other hand
the founder - sometimes an external one. They all have their expectations and goals
to be achieved through the project, and the project manager becomes a kind of repre-
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sentative of their goals [Turner & Müller, 2004]. Employees, on the other hand, send out
messages or feedback, which also passes by the project manager, yet this time upwards.
The manager located in this place must filter the messages and provide information
properly in order to act effectively in favour of the project implementation. The manager
also communicates horizontally, e.g. with department heads or people who are not in a
hierarchical business relationship. This involves a need to select other methods of communication, while pursuing the same goal - a successful project implementation.
Not only should the project manager know how to communicate effectively, but he
or she should also have management skills (including project management) and specialist knowledge of the subject of the project. Having communication skills is considered
by project managers to be an essential skill of a project manager. It is followed by skills
related to organization and team building. It turns out that the communication process
may take up to 90% of the project manager’s working time [Kandefer-Winter & Nadskakulska, 2016].
In order to organize the communication processes within the project, intervention
of the project manager is needed from the very beginning. Each of the team members
should learn details of the main areas the project manager should pay special attention
to [Grucza, 2012]:
- emphasis on proper motivation of the project team, integration of team members; ``
- presentation of the project plan, objectives, the roles of the project members, division
of their responsibilities;
- defining the ways of communication in the project horizontally and vertically.
The literature describes the conditions for conducting projects, also in public institutions. For the purposes of this paper, it is worth explaining that a project should be
understood as an undertaking whose components are complex activities that give it a
unique character. It has a timeline with a specified start and end [Madamuss, 2000]. It involves certain resources, most often used for teamwork. The entire process is aimed at
achieving a specific goal or indicator [Trocki, 2015]. It features uniqueness, participation
of many people, complexity and scale of the undertaking. It is innovation-oriented, has a
specific organizational structure and a clearly defined goal-oriented approach [Pawlak,
2006].
Considering the concept of a project in the context of a given organization, it is defined as an undertaking not previously encountered in the organization, a new one, and
different from standard and routine activities. Implementation of a project by a given
organization does not exclude the possibility of building a project team consisting of
representatives of various organizations or employing people from outside the organization only for the project implementation [Pawlak, 2006]. This results from the need to use
unique specialist skills, not always available within a given organisation.
Introducing work based on project management to public organisations may be
connected with employees’ reluctance because of breaking the routine, as well as the
necessity of constant improvement of their competences, increased workloads and
changing the way they work [Prawelska-Skrzypek, 2011]. It is the human factor that is
considered to be the greatest challenge in the effective implementation of projects in
public institutions. In order to increase the number of projects in the public sector, and
thus to prepare it for the current situation on the private market, a scheme is applied
which consists in encouraging them to do so not through coercion but through the possibility of additional benefits. It means that public institutions seeking to obtain funding
for specific initiatives must implement them through implementation of projects, since
this is the only way in which these actions will be financed [Jałocha, 2014].
D.W. Wirick [2009] identifies the greatest threats to project implementation in public
institutions:
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- No clear, direct relationship between an employee’s performance and his or her reward;
- Lack of independence for the project manager to select the people hired for the project - often the majority of them must be recruited from the institution within which the
project is implemented;
- No work culture focused on taking reasonable risks and actions beyond those required
to eliminate the problems encountered in the project;
- Limited possibilities of the remuneration system, which does not ensure financial
terms to retain the best employees within the project or institution;
- Lack of focus on results-oriented project work in the working environment;
- Dealing with internal or external stakeholders from the political arena.
Public organisations are also characterised by a management approach based on
a strict vertical hierarchy. Introducing the project implementation to the organization is
connected with a necessity to adjust the management within the project, often by changing the hierarchical structure. Moreover, delegating employees to participate in a project
is connected with limiting their work in an institution or abandoning it for the period of
the project [Pawlak, 2006].
Materials and methods
The study was carried out in a public institution whose part of its activity consists in
implementing projects financed from external sources, public or private. The purpose of
the research was to determine the communication relations between the project members, the project manager and the external environment in relation to the project, but
remaining within the organization. On the basis of the collected material, potential errors
or difficulties in effective communication within the project scope were to be observed.
Identifying them may help to eliminate these problems or avoid them when implementing other projects in public institutions.
The main areas that were to be diagnosed in the study were: the communication
model between those involved in the project, positive or negative factors shaping the
communication process within the project and the way the employee communicates
with two managers - the head of the department and the project manager.
The literature on the subject allows us to formulate the following hypotheses: H1 in the institution under study, communication processes in the project are disturbed as a
result of the fact that a strict hierarchical structure has been abandoned for the needs of
project implementation; H2 - the employees know the need for flexibility of tasks in the
project work, yet they are reluctant to apply it in practice.
The use of qualitative interviews allows us to recognize subjective feelings of the
respondents as well as let them present their thoughts more broadly [Babbie, 2006].
Each respondent communicates his or her own subjective vision of reality, and thus may
emphasize aspects that are particularly important to him or her. The sensitive issues
raised can be developed and clarified [Wimmer & Domimick, 2006]. This also indicates a
very local character of the results, which can be related only to the studied aspect of the
reality [Creswell, 2013] - a specific project.
In such a limited approach, this study should be understood as a case study. It may
be considered as a pilot one or as a reason to carry out quantitative studies on a representative sample in order to confirm or refute the uniqueness of the observed situation.
The interviews were conducted at the workplace of the respondents, in a separate,
closed room where only the respondent and the interviewer were present during the
study. Before starting the study, each person was informed about the possibility to withdraw at any time, the purpose of the study, the method of storing the recordings and the
rules concerning the concealment of identity of both the person and the data influencing

3

4

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (21)2020
the possible identification of the institution.
Nine respondents participated in the study, including the project manager, which
constitutes more than half of the project team. They were employed in a total of 7 departments. The respondents worked as: junior specialist, specialist, senior specialist and
chief specialist.
Within the institution, the project was implemented in a matrix structure, consisting
in delegating employees of various specialisations already employed to particular project tasks, while at the same time performing tasks assigned to their positions. Additionally, employees were hired only for the project and they were included in the structure of
the organisation by assigning them to the already existing departments in the institution.
This structure is characterised by two power centres - project managers and heads of
department. It is a combination of a project structure and a traditional linear structure
[Pawlak, 2006]. In other words, it means that an employee has two superiors who have
a formal possibility to give him/her official orders. Both the manager and the head were
involved in the recruitment process and decided whether to hire them or not. Additionally, it should be noted that the decision on the amount of bonuses is made by the head of
the department, after a possible consultation with the project manager.
For the purposes of the further part of this paper, the following abbreviations will
apply:
- PM - project manager,
- MP – member of the project not being a coordinator of the area,
- HD - Head of Department,
- AC - area coordinator who is a project member,
- SC - Steering Committee.
Results
a. Self-assessment of employees
Respondents were asked to self-assess their way of communicating. The answers
were not relatively varied and the worst self-esteem was “relatively communicative”. The
vast majority believed that they did not have any problems contacting one another and
often estimated communication only as a tool to contribute to specific goals and tasks
related to the work. The majority admits that there are certain qualities in others that
make the process of effective communication much more difficult.
The most common obstacle in relations with other team members was described
as “chaos”, although its definition was different for each person using the term in relation
to the way the other person communicates. One participant interprets it as a lack of specific communication schemes, its form or rules. Another refers to the way information is
communicated, i.e. in a disorganized, dynamic, and multithreaded way.
The employees of the institution directed to perform some of the project tasks note
that there are stereotypes in the perception of specific departments and their work organisation or communication. The opinion about particular departments seems to be
consistent from the point of view of the respondents. It differs only in the assessment of
their own department, as everyone evaluates it positively.
When determining the quality of communication processes between people in the
project, the respondents assess it as good or very good. They consider themselves to
be a good team with people who create a good working atmosphere. Negative opinions
are given to individuals who, according to the respondents, do not carry out their duties,
which results in an increase in the tasks of other team members.
The respondents also commented on the project. Two main positions are clearly
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outlined. The division appeared to be based on the nature of employment of the respondents. Employees of the institution, delegated to the project, but still performing their
duties related to their permanent job, define the hierarchical structure of the project as
innovative and unprecedented in the institution so far. There has not yet been a situation
in which a project is not implemented in a specific department and the head of the department (HD) is not at the same time the project manager (PM). A new structure was
created to appoint a PM that is not a HD and to give him/her a team of people from other
departments.
Employees hired to work in a project, whose period of employment in the institution
is the same as the working time in the project, believe that the project they are implementing is one of many implemented by the institution employing them, and it is not
something new, or organisationally innovative.
b. Basic forms of communication in the project
The respondents mention two forms of communication in the project as basic
ones. The first one is a business e-mail, the second one is a department meeting. There
is no dominant form among them. They are considered to be necessary for carrying out
the employees’ tasks and achieving indicators that will allow the project to be considered
completed.
Employees feel a need for weekly department meetings. They indicate that there
was no such practice in the project at the beginning, and this has changed over the
course of the project. PM notes that initially the meetings were held once a month, but
later the frequency was increased to one per week. According to PM, the department
meetings attended by all project members are intended, among other things, to integrate
the environment, which was noted after the increased frequency of meetings. The number of personal conflicts decreased, and the level of intimacy between the employees increased. The employees evaluated the change as improving the way they communicate
within the project.
The respondents emphasized the importance of department meetings. They note
that they mainly perform informational and organizational functions. Several people are
satisfied with the form and course of the meetings. Some, however, show aspects that
reduce their quality, such as no clear agenda, which may result in turning a meeting into
a discussion, sometimes in subgroups; they await a general discussion - between all the
attendants.
They point out that there is a need for clear leadership during the meeting, animating the participants, perhaps a need to increase the use of the workshop method, involving, and activating one. The workshop methods were used several times, which significantly influenced attractiveness and involvement during the meetings. The employees
stress that they lack a summary of the meeting in the form of an e-mail. It is necessary
to appoint one person as a kind of the secretary during the meeting, whose task would
be to send a memo to all the participants in the project structuring the arrangements and
tasks. The respondents believe that this would make it possible to prioritize particular
tasks.
The second most important form of communication in the project is e-mail. It is
considered to be a tool for organizing work and helping to prioritize tasks. A few people
also indicate the need to document the decisions and commitments of other employees
so that in future they can have a basis to require their realization. Email box is also a kind
of an archive that can be used in disputes.
However, the importance of electronic mail decreases in the immediate work environment - in a team dealing with one task. This form of communication is often resigned
from there, and its place is taken by oral arrangements. However, this concerns only two
or three-person teams. There were also no cases of similar relations between depart-
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ments.
c. Knowledge of the responsibilities of the project participants
The respondents believe that they do not know the competences and duties of other people involved in the project. They have a problem with determining their responsibility for particular tasks, which results in uncertainty about the activities they perform. They
cannot clearly identify who is responsible for a specific task, who is coordinating it and
what they can expect from whom when engaging in cooperation in the implementation
of their activity.
There are people who have a job based on the repetition of routine activities. In these
cases, the conditions of cooperation are defined or developed during the implementation. The problem is the tasks appearing during the project implementation, which are
additional ones, and unplanned in the initial schedule. It is difficult for the respondents to
determine who is responsible for them and whose duties include their implementation.
A department meeting at the beginning of the project, during which the scope of responsibilities and tasks of each of the project members would be defined in detail, would
improve the recognition of their mutual obligations.
There seems to be a widespread awareness of the need for task flexibility to adapt
to new requirements and unforeseen situations in the project space. On the other hand,
in case there are any uncertainties regarding an increase in their responsibilities, the
employees refer to the provisions of their job contract. They can be quoted during competence disputes or in case of division of new tasks.
d. Communication processes in the department
The structure of the studied public institution assumes that the employee in the
project (PM) has two managers, i.e. PM and HD. The HD indicates that the communication process takes place in a clearly defined scheme, which can be described as linear. It
is directly related to the structure of the hierarchy in the project. PM provides information
to the employees acting as Area Coordinators (AC), who in turn are responsible for distributing the messages further, to other PMs. In some departments, an AC has not been
appointed and sometimes an AC is the only staff member of the area in the project, as
shown in Figure 1.

Figure 1: Communication processes in the project according to PM, own study

The data collected indicate, however, that the communication diagram for PM, AC,
MP is not justified in practice. According to MP, the differentiation of positions as junior
specialist, specialist, senior specialist does not affect the position in the communication
process and professional dependence. They note that there is no justification for distinguishing AC. In extreme cases, this hierarchy is individually recognised or not, based on
subjective opinions in terms of professional subordination and the impact on the assign-
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ment of tasks, also in relation to PM.
Communication processes in the project are also shaped by the HD. It depends on
the role that the head of the department plays or wants to play in the project, as well as
the scope of his or her influence on the tasks performed by the employee and appointing
additional employees.
The role of PM is important in the communication process within the project because of his/her relationship with AC and PM. The respondents employed only for the
project declare that the tasks set by the PM are superior to the ones assigned by HD,
although they also know that the HD was responsible for their recruitment and it is his or
her competence to determine the amount of bonuses granted. This can be influenced by
the opinion of PM, but it is not binding. A different approach is presented by PMs, who
are delegated to participate in the project, and they only perform part of their duties. In
such cases, the tasks delegated by the HD are predominant.
On the basis of the interviews, the following communication schemes in particular
departments were developed, taking into account the HD who has a significant influence
on the communication processes and the scope of work of the AC and MP. However, the
level of involvement of HDs in the project varies, and thus their roles are also different.

Figure 2: Communication processes in Department 1, own study

Figure 3: Communication processes in Department 2, own study

Figure 4: Communication processes in Department 3, own study
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Figure 5: Communication processes in Department 4, own study

A similarity can be observed in the work of the diagrams designed on the basis of
the interviews. The first pair concerns the situation when PM and HD do not communicate with each other or do it only occasionally. In such a situation, the employee acts
as an intermediary of a message (Fig. 2) or is required to report on the activities he/she
performs in the project (Fig. 3).
The second pair of diagrams shows no difference between the communication
process in the case of equal positions in the department and the one in which the AC is
listed. The diagram assumes communication between each of them without acting as
an intermediary or superior in the hierarchy between PM and MP. This indicates that the
function of AC is equal to that of MP in the communication process.
e. Role of the Steering Committee
The last point raised was the relationship with the Steering Committee (SC). Some
of the respondents do not feel the need to communicate with this project body. They
believe that the tasks they perform are firm and consistent in their form and require no
consultation. The goals designed at the beginning are perceived to be fixed.
Those employed for tasks which are changeable or increasing in their number feel
dissatisfied with the communication with SC, also direct one. They indicate the need for
meetings attended by AC, MP, PM and SC. This will make it possible to clearly define the
expectations of the SC with respect to the tasks performed, their details and implementation. According to the employees of the institution who had been employed before the
project was launched, it has been the first project where the number of meetings with the
SC is so limited. This was not the case in previous years.
In most cases, the respondents have problems with determining the role of SC in
the project and do not know its contribution to the project. They notice that PM is responsible for communication with SC, but there are situations when it is carried out without
the intermediary of PM, but on the SC and AC line.
Discussion
The first visible issue is the self-esteem of the participants. Within the institution
there is a clear division into departments that create their own communication culture.
Belonging to a department allows to communicate with others from the perspective of
a group, usually perceived positively by its members. There are cases when a set of
characteristics assigned to another group evolves into a stereotype that seems to be
common throughout the institution. This refers to different ways of communication and
work organisation, which is created at the level of the department, i.e. the responsible
head of the department. This underlines the significance of this role as a person who has
to ensure proper inter-departmental integration and create ad hoc communication with
his or her department based on the solutions developed with the external environment.
There is also a very strong commitment to formalising messages by transferring
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them into e-mails. Arranging and taking up new tasks, or a report on the current tasks,
should be preferably reflected in an email that can be archived, used as a reminder, argument in a dispute or as a kind of safeguard against possible consequences. At the
same time, it can be observed that this form of communication has been abandoned. In
the case of small groups, oral communication, which does not require confirmation by
e-mail, is acceptable. It is considered equally important and binding. However, it is not
used outside such groups, usually linked with a long-term, routine task.
An e-mail, as a means of communication, clearly interferes with department meetings. The respondents believe that each meeting should be summed up by e-mail. In fact,
this may improve the definition of tasks, or be an outline of the course of the meeting
for those absent. However, it plays the same role as other e-mails. The respondents also
observe that notes should be taken, although they do not clearly indicate the person who
should be responsible for it. None of the respondents volunteered to do so.
One can observe the awareness of the evolution of the frequency of department
meetings within the project team. The respondents assess this phenomenon positively,
and the PM observations allow to distinguish the function of team integration and increase its efficiency by devoting less time to potential conflicts. An attempt to improve
the communication process by increasing the frequency of meetings shows that the
project members work on improving their performance and evaluate the effects of such
changes.
The most serious consequence of communication problems is that the respondents do not recognise their mutual competences properly. The indicated lack of a clear
division of responsibilities at the beginning of the project proved to have an impact on
the communication problems in its later stages. MP and AC seem to see a need to adapt
to changeable and new tasks. However, they still refer to their contracts and the rigid
provisions contained therein in situations of doubt or requiring a closer hierarchical relationship. An extreme situation is that of a discretionary approach to sovereignty, even in
relation to PM. This poses a risk of not fulfilling the tasks. This may indicate a tendency
for inflexibility typical of public institutions, which has been formulated as H2. Despite
the declarative knowledge of the principles of work in the project environment, in some
cases the stagnant culture of work in a public institution is applied.
There is also a gap between the communication scheme outlined by PM and the
others. Theoretically, the flow of the message is linear, based on the hierarchy, but in
practice it strives for an “everyone with everyone” relationship. Employees who have an
AC in their department do not recognise them as a superior, but want to see them as a
peer.
Another challenge for communication in the project is when project members are
assigned to departments already existing in the institution. In this case, they have two
managers: PM and HD. The proposed communication schemes allow us to observe that
in each department the communication process is unique. This confirms the situation
indicated in H1 - a lack of a new and uniform structure for the needs of the project contributes to the lack of effective communication, different in each of the studied departments.
The possibility of making decisions by the HD as well as the tools and capabilities
he or she possesses, i.e. hiring an employee and determining the amount of his or her
bonus, may have a direct impact on the decisions made by the employee and setting the
priorities of tasks. Transferring these competencies to PM would allow him or her to gain
a much stronger position in the project, as well as to have not only influence but also full
decision-making power in the assessment of his or her subordinates. This could translate into the effects of their work, which would largely coincide with the project tasks.
The role of SC is also under discussion. It has a real impact on the way the tasks are
performed. However, the respondents are divided as to whether the communication with
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the SC should be conducted through the PM or whether there should be direct meetings
with the project team. A solution combining both attitudes could be a kind of way out.
It could involve not very frequent, yet regular meetings with the SC, e.g. on a quarterly
basis. The further path of project development and the vision of tasks implementation
would be discussed then.
List of abbreviations
PM - project manager
MP – member of the project
HD - Head of Department
AC - Area Coordinator
SC - Steering Committee
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HAPPY OR NOT? ROOTS OF
STUDENT SATISFACTION IN CLASS
SESSIONS
Matthew Metzgar1
Abstract
Businesses and organizations are turning to fast feedback devices that measure consumer
satisfaction. These standalone devices often have four or five different smiley-face buttons that
can quickly gauge consumer sentiment. These devices are becoming popular due to the short time
commitment needed to provide feedback.
This instructor has piloted the use of a smiley-face survey tool that is used at the end of each
class session. Initial results suggest the role of the instructor may play a lesser role in student happiness for a given class. External factors, such as outside event or incoming GPA, appear to have a
larger effect on class satisfaction. Data from classes and sample email exchanges will be presented.
This type of fast feedback system has many potential benefits and low startup costs.
Key words: student feedback, higher education, polling systems

Introduction
Businesses and organizations are turning to fast feedback devices that measure
consumer satisfaction. These standalone devices often have four or five different
smiley-face buttons that can quickly gauge consumer sentiment. Both for-profit and
non-profit organizations have utilized these devices as a quick way to gain consumer
feedback.
These feedback devices can be either physical devices or created in electronic
form. Physical devices are being used at private establishments like restaurants and
retails, and also in government organizations such as airports (Happy or Not Ltd. 2019).
Physical devices are also used on college campuses for a variety of purposes.
Companies like Netflix also use these feedback systems in electronic form (Happy
or Not Ltd. 2019). Electronic fast feedback systems can also be used by companies to
rate customer service or overall experience with a website. Electronic systems can also
be used internally to measure employee satisfaction.
Given the widespread use of such systems, the author began researching the potential use of a system in a classroom setting. Due to large class sizes, using a physical
device seemed unwise. With hundreds of students attempting to leave a classroom out
of one door at once, feedback would not be reliable. Therefore, the instructor decided to
use an electronic version of the feedback system in class.
1
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This paper discusses the use of a smiley-face/emoticon survey tool that is used
at the end of each class session to measure student satisfaction. This paper will highlight the instructor’s results of the tool across different sections and across time. Initial
results are very intriguing, suggesting the role of the instructor may play a lesser role in
student happiness for a given class. Data from classes and sample email exchanges
are presented.
Literature Review
Student feedback systems in higher education have been criticized for a variety of
reasons (Alderman, Towers, and Bannah 2012). A common criticism is that the feedback questions lack validity and reliability. These criticisms and concerns then lead to
misuse or apathy from faculty and administrators.
To remedy this, some authors recommend more in-depth types of feedback, such
as focus groups and student interviews (King et al. 1999). Others view fast feedback as
an effective way to gauge student knowledge (van den Berg, Ed 2003).
Another issue is the effectiveness of paper feedback versus electronic feedback
(Ardalan et al. 2007). In their paper Ardalan et al. (2007) show that paper and electronic
feedback provide roughly the same level of quality in regards to student feedback. Building on this, more continuous-type feedback has been studied under electronic feedback
system (Soreanu and Saucan 2003). The scalability and cost-effectiveness of electronic
versus paper feedback have led to a general move in that direction by Universities, including the author’s own University.
Hatziapostolou and Paraskakis (2010) did use a multi-faceted system that used
emoticons among other tools. The system was implemented for two years and designed to provide quality feedback to students. The authors ultimately concluded that
the system strongly affected student motivation.
Another recent research effort looked at using emoticons for mathematics tasks
(D’Agostin 2014). This study involved using emoticons with a task. The authors found
that the emoticon feedback system was effective in revealing students’ emotions towards the task.
This also illustrates the issue of how frequent should feedback be taken. A recent
study (Surgenor 2013) shows some of the potential problems with summative feedback.
With traditional course evaluations, instructors may not receive feedback until a course
is over. With feedback sections each class, there is more opportunity for an instructor to
gather, reflect, and act on student feedback.
Student feedback has the potential for positive or negative changes in instructor
practices. A recent study (Flodén 2017) shows student feedback pushes teaching into
a more helpful direction for students. However, the same study showed there can be
a danger of professors pandering to student demands. Therefore, students have to be
judicious in how they alter their teaching in connection to student feedback.
Experiment
This experiment took place in a large, public Southern University. The trial classes
were an upper-level required business course, Managerial Economics. These classes
were relatively large, consisting of 100 or 200 students per class. The feedback question
was given via PollEverywhere. PollEverywhere was available to all students at no cost
as it is provided by the University. The instructor has taught this course for a number of
years and has also used various classroom feedback systems for many years.
The instructor began using the feedback scale in the spring semester of 2019. The
question was simply worded, “How was today’s class?” and was presented at the end
of each class. Students would respond by choosing one of the five smiley faces to rep-
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resent their satisfaction level. There were no in-between choices offered, as students
could only select one of the five options.
Based on the literature review, the intent was to present a simple, subjective question to students. One question only was chosen for simplicity, time savings, and to create holistic responses.
Students were given one point for answering the question, regardless of what option they chose. Student feedback was not anonymous, but it did take some instructor
effort to match student’s names with their response.
The reliability of students’ responses was obviously a concern. Students received
full credit regardless of which response they chose. There is of course the possibility
that students could choose responses randomly or choose opposite responses on purpose. These concerns will be further discussed below.
This feedback question at the end of class was meant to bookend the attendance
question given at the beginning of class. An attendance question was posted within
the first minute or two of class to encourage students to arrive on time and be ready to
participate. The feedback question at the end of class was designed to wrap up class
and allow student feedback. Since this feedback question was worth a point, it is assumed that most if not all of students present in the classroom regularly responded to
this question.
Students chose on of the five following smiley faces for their feedback:

Figure 1: Emoticon options

From left to right, the instructor interpreted these results as: “highly unsatisfied”,
“unsatisfied”, “neutral”, “satisfied”, or “highly satisfied”.
One potential disadvantage with this methodology is that the polling question, “how
was today’s class?” may then include many non-academic factors. For example, if a
student was tired or overstressed, they may report having a negative class experience.
Rephrasing the question in other ways, such as “was the instructor effective today?” may
give provide better feedback to the instructor.
Results
From the very first feedback question, the majority of student responses were either
“satisfied” or “highly satisfied”. Here is a sample output from a class with 197 registered
students:
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Figure 2: Sample Results

The first finding is that the survey results were not random. Survey results across
different sections were often very consistent. Therefore, it appears that most students
were attempting to be forthright with their response, though this may not have been the
case for all students.
The sample results show the results were overwhelming positive. This was obviously very gratifying from an instructional standpoint. Part of the reason for this is that
the instructor has taught this course many times each semester for a number of years.
This accumulated experience has produced a polished course for students that have
improved over time.
The large number of positive responses also made the small number of students
with negative responses easier to identify. Conversely, the small number of negative
responses also made any type of detailed quantitative analysis difficult. Most of the
negative responses came early in the semester, and some classes had no negative responses at all.
In terms of averages over time, Table 1 presents the average percentage for each
category aggregated over the course of a semester for one section of the course with
197 registered students.
Table 1: Average Results Over One Semester

Response
Highly Unsatisfied
Unsatisfied
Neutral
Satisfied

Average Percentage (%)
0.3
1.2
5.8
20.3
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Response
Highly Satisfied

Average Percentage (%)
72.4
Source: Author’s Data

Overall, the average results parallel the results from a sample class shown earlier.
The majority of students felt satisfied or highly satisfied with each class over the course
of the semester.
Discussion
While the majority of students were satisfied, some students were not. Early in the
semester, the instructor identified and reached out to those students who were unsatisfied with class. These students were then studied in a non-quantitative manner, as once
they were contacted by the instructor their future survey results were no longer random.
In talking with those students and also reviewing their academic records, four distinct themes emerged. These themes are now discussed below.
1. Students with negative responses often had lower than average GPAs.
The average GPA for a student enrolled in this class was 3.10. For students that
gave an unsatisfied or highly unsatisfied response early in the semester, their average
GPA was 2.83. This may show that these groups of students may be struggling with
other classes as well.
This difference in average GPA mirrors other data trends the instructor has previously uncovered. For those students entering this class with a GPA less than 3.0, previous internal analysis has shown they have a much lesser chance of passing the class.
For those entering with a GPA of less than 2.5, the odds of success are extremely low.
2. Students with negative responses often then did poorly on the exams.
Exam scores were compared between all students and any student who submitted
an unsatisfied or highly unsatisfied response before the first exam. The overall class
average on Exam #1 was 79%. The average for those students giving unsatisfied/highly
unsatisfied responses was 73%.
Students then are clearly self-identifying problems with the course material early in
the semester. These problems then come to light with the exam results. This ability to
self-identify could be a positive tool if an effective early remediation program could help
those students before the first exam.
The correlation between the first and second trend are also evident. Students entering the course with lower than average GPAs tend to encounter early difficulties. These
difficulties become exposed on the first exam. The end result is a correlation between
incoming GPA and odds of passing the course.
3. Students with negative responses would often cite their difficulty in understanding
the material, not in the instructional approach.
Upon starting this experiment, the instructor was concerned that this could be a
tool for students to “vent” or place blame on the instructor. This turned out not to be
the case. The vast majority of students who further described their lack of satisfaction
focused on the material, not the instructor.
Students would describe how they felt the instruction was sufficient, but that they
had trouble fully understanding and absorbing the material. In some ways, this was
comforting for the instructor as the explanation of the material seemed sufficient. However, this group of students was not able to achieve full understanding of the material.
4. Students gave negative responses for reasons unrelated to the class.
A number of students, when contacted, would cite outside reasons for a negative
response. This could involve the weather, stress from other class, or work. Sometimes
students would respond saying that just had low energy on a given day.
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Further Issues
The study of negative responders was primarily non-quantitative in nature due to a
potential number of measurement errors. First, there could be a sample bias in those
who responded to the instructor’s email. Perhaps students who did have issues with the
instructional approach were reluctant to respond. They may have worried about grade
retribution or other harm.
Second, after the instructor responded to those with unsatisfactory/highly unsatisfactory responses, those students were less likely to respond in the same way in the
future. It’s likely that students would feel like they were simply repeating the same issues. Therefore, the number of negative student responses declined over the semester
in a non-random way.
Third, there is also the possibility were purposely non-accurate in their responses or
were choosing their responses randomly. Given that students would receive one point
no matter what their response, there was no grade incentive to reveal their most accurate response.
Conclusion
This initial pilot study gave students an opportunity to voice feedback on a classper-class basis. Such a system could have many potential benefits. It could provide
early feedback for the instructor on the effectiveness of his or her approach.
In this experiment, student feedback often identified those students who struggled
with material. The student feedback was primarily about the difficulty of the material,
not the instructional approach. Other students also voiced negative feedback for outside concerns, such as weather, work, academic stress, etc.
One immediate use of this feedback system is that it identifies students who are
more likely to perform poorly on exams. However, this information is also predicted by
students’ lower incoming GPA. In this experiment, there was a correlation between students providing negative feedback and students with a lower incoming GPA.
From a practical standpoint, this type of feedback system has many benefits and
few drawbacks. It is easy to administer, especially if the institution already has a polling
system installed across campus. This system can also be enacted with minimal faculty
training.
Future research could take many different directions. Comparisons could be made
across small versus large classes. Various pre-existing student characteristics could
also be analyzed to see if there is any relationship between incoming student characteristics and satisfaction level.
From an academic standpoint, this paper adds to the existing literature on how student perceive the class experience. The results of this experiment show that students
are often dissatisfied with day-to-day class experience due to difficulty with the material
and outside events. Problems with the material may be due to pre-existing knowledge
deficits, as students with lower incoming GPAs tend to report more dissatisfaction.
Overall, this pilot experiment was a valuable way to gauge student feedback with
a novel smiley face system. Such a system mimics the fast feedback displays used
by businesses and other organizations. The instructor continues to use this system in
class at the present. There are many potential benefits from fast student feedback, and
it is a relatively easy system to administer. The instructor hopes to gain further future
insights that can ultimately increase student success.
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THE ROLE OF MEDIA IN INFORMING
THE PUBLIC AND PUBLIC
ADMINISTRATION BODIES ABOUT
ILLEGAL FINANCIAL PYRAMIDS.
Renata Zarzycka-Bienias1,
Michał Piotr Zarzycki2
Abstract
Nowadays the media and investigative journalists take full responsibility for revealing and reporting many irregularities and notifying them to the public via common media. This is very important because the financial losses of investors due to the bankruptcies of the pyramids are significant.
This weakens the public confidence in public administration responsible for law in the state. The
authors of this article mainly say about responsible unmasking of illegal financial pyramids through
the media in the context of social communication. The article provides clear recommendations for
the media how to distinguish between a pyramid scheme and MLM. Such recommendations could
increase the practical significance of the author’s research for the readers and protect them from
illegal investments.
Keywords: media, information transfer, responsible press, social communication, periodical, Network
Magazine, financial pyramids, illegal investments, Polish law, public administration bodies.

Introduction
The purpose of this article is the analysis of the role of media not only showing
everyday life of the society but also signalling problems of disclosing information about
illegal investments in the form of a financial pyramid. Moreover, the financial losses of
investors due to the bankruptcies of the pyramids are significant. Despite the repeated publicizing by the media of the problem of the functioning of the financial pyramids
as illegal investments, despite many press articles and radio and television broadcasts
showing many negative experiences of deceived people, this problem has not been systematically solved by Polish law. The financial losses that investors have suffered so far
as a result of bankruptcies of the pyramids are huge. This situation significantly weak-
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ens confidence in public administration in the financial sector. Despite the pressure of
the public through the media, the law in this respect has not been changed [Berzinoe J.,
2013]. Therefore, the purpose of this publication is to present Polish experiences regarding financial pyramids and their unmasking by publicizing information on various affairs
related to them through the media. It is the media and investigative journalists who take
full responsibility for revealing many irregularities and notifying them to the public via
common media. Where does such a desire for quick earnings and a decision to take the
risk of investing in a financial pyramid come from?
It turns out that simply keeping money in a “piggy bank” or a “sock” or burying it in
the ground or walling it up is not the best solution these days. The constant pursuit of
increasing the value of savings generates demand for financial services and products
of a savings and investment nature. Investors are tempted by the promised high rate
of return on investment - even from 300% to 500%, which should already seem suspicious and require caution [Warzychowski M., 2017, p.25]. However, the desire for quick
profit in a short time tempts new customers - investors and encourages risky financial
moves. Meanwhile, the market for financial services and products also attracts cheaters,
offering illegal investments and tempting with a vision to achieve significant profits in
a short time. Customers often are not aware of the risk associated with the entity they
entrust with funds, do not check it, but rather trust the recommendation of friends or
succumb to charm of the person conducting the marketing presentation. One of such
illegal investments is the “Financial Pyramid”. The first large-scale financial pyramid
called the “Securities Exchange Company” was created by Charles Ponzi [Darby, 1998].
Its mechanism was created in 1920 and since then it has been systematically developing in various parts of the world and in various types of economies [WP 2016, p.3]. This
structure is called the “Ponzi Scheme” from the name of Charles Ponzi - the creator of
the first pyramid in history. The pyramid he created consumed approx. USD 3 m) [Kutera
M., (2016, pp. 49-50]. This phenomenon reached its apogee in 2008. At that time, the
largest financial pyramid Bernard L. Madoff Investment Securities that was ever created
was revealed in the US [Lenzner R., 2008]. Its creator was Bernard Madoff. Its customers
were the largest banks in the world, universities, foundations, rich investors and people
from the world of business, politics and culture. Madoff invested mainly in securities and
real estate. The pyramid had almost 5,000 customers who invested a total of $ 65 billion in it. In 2009, Bernard Madoff pleaded guilty to eleven charges against him. Despite
repentance, he was sentenced to 150 years in prison [Pachucki M. 2016, pp.11-12]. His
assets were estimated at just over USD 800 m [WP, 2016, p.5]. The fact that the funds
entrusted by customers for the last 13 years of activity were not invested and it was only
a financial pyramid without investment in products or services, was confirmed by the
company’s official receiver [Darby M., 1998].
As a result of the above information, this article attempts to answer questions
about the scope of public media responsibility in highlighting the criminal activities of
illegal financial pyramids. By stimulating public discussion on the awareness of financial
pyramid activities and how to unmask them and avoid investing in them, responsible
media also mobilize public administration to regulate and supervise this area. Economic
fraud is not a new phenomenon, and history shows that they are always accompanied
by financial scandals that were previously disclosed and widely publicized by the media.
Often, it is only thanks to information publicized in press, on the radio and TV, and in
broadly understood social media, that control of public administration bodies and law
enforcement agencies begins. It is the phenomenon of signalling and publicizing this
type of information in the media and tracing it on the example of financial pyramids in
Poland, is the purpose of this article.
Responsible unmasking of illegal financial pyramids through media in the context of social communication and public administration activities.
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Unlike in the United States, in Poland, due to the communist system between 1945
and 1989, the problem of avalanche sales did not exist at all. In Poland, the financial pyramids did not appear until the late 1980s. This idea was also caught up by native “entrepreneurs”. One of them at that time was the well-known Lech Grobelny from Poznań, who
founded his Bezpieczna Kasa Oszczędności [safe savings bank]. After political changes
and the liberalization of the economy and the market, from around 1990’s various types
of financial pyramids from the West began to flow into our country. [WP, 2016, p.6]. Korporacja Budowlana Drewbud and Galicyjski Trust Kapitałowo-Inwestycyjny (abbreviation
- GTKI) with its registered office in Rzeszow were created at that time. The “Trust” operated as a shadow bank without the consent of the National Bank of Poland. The “Trust”
was founded by Stanisław Kotarba, a former non-commissioned officer of the Polish
Army. He promised high profit on deposits and cheated 4,000 of his customers for the
amount of approx. PLN 26.5 m [Maciejewski M., 2017b, p.5].
However, Amber Gold turned out to be the largest of all the financial pyramids in
Poland. This pyramid caused many years of media discussion as to the effectiveness
of regulation and supervision of state organs in this respect and in the respect of social
responsibility.
Table No. 1. P. Masiukiewicz, Piramidy finansowe a regulacje i nadzór,

Item
1
2
3
4
5
6
7
8
9
10
11
12

Name of the business entity (investment company)
BKO Dorchem and L. Grobelny
Korporacja Budowlana Drewbud
Galicyjski Trust Kapitałowo-Inwestycyjny
Skyline (Mariusz Kubata) [WP
2016, p.7]
Warszawska Grupa Inwestycyjna
Interbrok Investment
Kancelaria Finansowo – Ubezpieczeniowa Limanowa
Rentier DK Partnerzy
B.Baksik i Wspólnicy
Fineroyal [Jadczak Sz. 2019]
AmberGold [WP 2016]
Pomocna Pożyczka (former PKF
Skarbiec)

1989
1990

Number
of affected customers
8000
22000

1992

4000

PLN 46.5 m

1993

38000

DM 4.5 m

2006
2007

1500
900

PLN 320 m
PLN 1 m

2009

150

PLN 13 m

2012
2012
2013
2013

no data
170
1200
15000

PLN 6 m
PLN 33.5 m
PLN 83 m
PLN 668 m

2013

48000

No data

Year of
charge or
bankruptcy

Estimated
amount of loss
USD 5,82 m
USD 36,40 m

Source: Masiukiewicz P. 2014, p.46

The financial pyramid is a financial structure in which the profit of a specific participant is directly dependent on the contributions of subsequent participants, standing
slightly lower in this structure [Pachucki M., 2016, pp.7-10]. The mechanism of operation
of financial pyramids consists in attracting as many participants as possible by their
founders, who are encouraged by the promised profits and pay them money. Organizers
usually encourage participants of the financial pyramid to recruit more people. Companies that create their business based on a financial pyramid do not invest investors’ money. They only pretend to invest to hide their real nature and the fact that the participants’
profits come primarily from the payment of subsequent members. In practice, financial
services are rarely provided. To achieve its goals and activities, the financial pyramid
requires an avalanche inflow of new members’ cash. It causes that sooner or later such
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a business collapses.
The hypothetical pyramid, which would require each participant to recruit six more
investors, would already have to have participants at the tenth level, as a number 60%
higher than the number of all Polish inhabitants. The required but unrealistic number
of investors would have to reach 160% of the population in Poland [Antonowicz P., Ł.
Szarmach Ł., 2013, p. 9]. However, at the thirteenth level, the number of participants
would have to increase significantly and exceed the number of the entire population living in the world by 90%. This means that it would have to amount to an unrealistic number of participants 190% [Pachucki M. CEDUR, 2016, p.8]. If the amount of money paid
by participants is small in relation to the new funds flowing into the system, the structure
of the financial pyramid exists and works. According to the payment arrangements, the
first participants of the pyramid encourage the next ones to join, counting on supposedly
easy, reliable and high profits. The more the organizers manage to extend the period of
new payments and the higher their level is, the more participants will be victims when
the financial pyramid collapses. They often lose most or even all of the funds entrusted,
because in fact the profits that the organizer of the pyramid shows are “paper” and in
modern times - “virtual”. Customer funds at the initial stage of the pyramid can actually be paid out. Those are deposits from other customers, and even funds previously
deposited by the same customer [Luty P., 2017]. Withdrawing profits at the initial stage
of the pyramid’s existence, of course, is aimed at maintaining the pyramid for a certain
period of time in order to get more new customers and encourage subsequent deposits.
Participants in an illegal investment are often completely unaware of the true nature of
the venture. They help to accumulate the largest possible amount of funds from their
financial inflows to the budget of such a pyramid. This money goes to the owners of the
pyramid and is also paid to earlier “investors” [Belianin A.V., 2001].
On illegal financial market, profit for customers is not guaranteed by the pyramid
organizers. The return on investment of customers depends on the number of new customers attracted by current participants to the structure [Pachucki M., 2016, p.7].
The fact is that the pyramid organizer can encourage its customers with additional
financial rewards to attract new participants. However, usually he himself tries to attract
customers directly or through people specially trained and employed for this [Pachucki
M., 2016, p.10]. The entire marketing of customer acquisition consists of misleading investors as to the actual operation of such an entity in order to obtain financial resources
from persons interested in this business. In Polish as well as world law it is considered a
financial fraud and has the features of a crime [Masiukiewicz P., 2014, p 53].
In many cases, MLM (multi-level marketing) is very easily confused with activities in
the form of so-called financial pyramid. The structure of the financial pyramid is similar
to the one that Multi-Level Marketing has in the business sector. The difference is the
marketing plan in MLM that always offers specific products for example: cosmetics,
cleaning supplies, dietary supplements and even services such as insurance services.
Multilevel marketing activities are primarily the transfer of a product or service from the
service provider to the recipient.
The multi-level term refers to the system of remuneration charged by the people
who ensure that a given product or service is delivered. Sometimes in such organization,
a lot of people sell little or no products or services. They buy them for themselves. This
commission from those products and services is payed to the group leaders in MLM
business. According to the marketing plan, the payments are always guaranteed in this
business system. This makes the legal Multi-Level Marketing business different to illegal financial pyramid. In turn, the financial pyramid is a financial structure modelled on
multilevel marketing and often mistaken for it. This activity of financial pyramids is also
referred to as avalanche sales [Bienussa K., 2009].
In Poland, the company, Amber Gold, operating since 2009, offered deposits in gold
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or platinum, allegedly guaranteeing some high profits (significantly exceeding the interest rate on bank deposits). In its ad, it used the slogan “Trust, security, profit”[JS, 2018].
Such a pyramid could last as long as the new cash inflow exceeded the sum of outflows,
including interest due. The key to success was investor’s confidence [Koker L., 2012]. In
the same year, the Amber Gold pyramid was entered on the List of public warnings of the
Polish Financial Supervision Authority [KNF, 2009].
The Commission also sent a notification to the prosecutor’s office because of suspicion that Amber Gold was operating on the financial market without proper authorization. In September 2012, the Court declared the company bankrupt. Nineteen thousand
people have been deceived by Amber Gold, and the amount of funds entrusted by them
is over PLN 850 m. The criminal trial in the case began in March 2016. The files of the
case covered 16,000 volumes, and the indictment nearly 9,000 pages [MM.PK., 2019].
This issue has been publicized by a lot of social media, causing a serious public discussion about the financial pyramids and their illegal activities. The magazine Forsal.
pl wrote about the fact that while some politicians were trying to find out the intricacies
of the Amber Gold scandal, proceedings were pending regarding another of the largest
contemporary financial pyramids – DasCoin [Słowik P., Styczyński J., 2018].
It also turned out that “CL Singapore” company, which introduced the DasCoin cryptocurrency to the Polish market and encouraged to buy a license, only sold promises [KŁ,
CNBC 2014]. The Office of Competition and Consumer Protection (UOKiK) suspected
that this could be a pyramid, because the owner promised profits primarily in exchange
for persuading other people to invest. UOKiK stated this in April 2019, i.e. only two years
after Forsal.pl previous warning and comparing that entity to the typical “Ponzi scheme”.
Meanwhile, in September 2019, the Forsal.pl magazine again wrote about the ongoing
proceedings in Poland regarding the largest contemporary financial pyramid - DasCoin.
In this case, they are currently conducted by two prosecutors: in Warsaw and Wrocław
[Słowik P., Styczyński J. 2019]. Officials from the Office of Competition and Consumer
Protection (UOKiK) have been clearly saying for over a year that this entity is a typical
Ponzi scheme. However, there are no binding decisions in the DasCoin case [Forsal,
2017]. The President of UOKiK accuses the financial pyramids of encouraging people
to participate in an illegal business, and that the commission paid comes only from
payments. Promoting financial pyramid systems is punishable even by up to 10% of the
turnover of the pyramid’s profit for its investors [Wagner K., 2017a].
Many TV journalists, such as TVN24 journalists, and journalists from daily newspapers and magazines are constantly warning about financial pyramids. These include,
but are not limited to Omega, Hybryd Cykler, Alternet&AdBlast, Team-Coin and Network
Magazyn.
Since its inception in 2003, Network Magazine has addressed the problem of illegal
financial pyramids in a special way. It chose to show the legality and seriousness of business in the Multi Level Marketing sector as a special mission of its activity. The direct
sales (DS) and network marketing (MLM) industries have often been associated with the
illegal activities of financial pyramids. Hence, in the first issue of the magazine, which
appeared in 2003, the editor-in-chief Maciej Maciejewski writes about his mission and
“conjures” the Multi-Level Marketing system. Over the next years of his activity he cared,
in the published articles, about showing the professionalism and serious nature of MLM,
giving hardworking entrepreneurs the opportunity of high earnings [Loy M., 2003, p.4].
Network Magazine also writes about another scandal in which the Italian Competition Authority (ICA) issued a statement stating that Lyoness was a financial pyramid that
used unfair promotional practices. The company received a fine of over EUR 3 m. The
proceedings have been pending in Poland for 5 years. Recently, Network Magazine wrote
about this venture, advertising itself as a network marketing (MLM) because of a decree
prohibiting illegal activities of pyramids in Norway (“Lyoness - decree prohibiting illegal
activities”). On December 19, 2018, a special meeting of the Italian Competition Author-
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ity (ICA) stated that the promotion system used by Lyoness Italy, which had promised
consumers a percentage return on the money spent on purchases at related outlets, was
really misleading. In order to obtain a sufficient number of “shopping outlets”, consumers had to pay a registration fee of EUR 2,400. They also had to recruit other consumers
for the system and make other additional payments. The Italian authorities also stated
that the Lyoness promotion system was presented in a misleading manner and without
a thorough explanation of the functioning model during promotional events or on its
websites. The company was penalized with EUR 3, 2 m fine. This is not Lyoness’s first
verdict [UOKiK 2017]. Similar decisions have been made, and judgments have already
been passed in Austria, Sweden, Norway and Australia, where the project was considered a financial pyramid. It was not the first time that that company’s practices have
been questioned. The proceedings are still pending in France, Hungary and Lithuania.
As Network Magazyn writes, in Poland the case is proceeding at a fairly slow pace. The
Office of Competition and Consumer Protection has been conducting proceedings for 5
years. Probably for Polish officials, the fact that the company has changed its name, and
soon there will be no one else to punish it is not enough. [Wagner K., 2017b, p.11].
The Office of Competition and Consumer Protection also suspects that there are
systems in FutureNet and FutureAdPro that can be pyramid type promotional systems.
Consumers may lose money. Therefore, it officially warns not to buy packages offered
and not make enter friends into the system. FutureNet and FutureAdPro promise “profits”
for those who persuade others to buy participation packages that cost from USD 10 to
even over USD 1,000. In 2017, Network Magazine drew the attention of consumers to the
case of risky investments, including in FutureNet and FutureAdPro, [mysc–getpaid20.pl
2017, p.19]. In particular, two companies manage websites in those investments: BCU
Trading from Dubai and Futurenet Ukraine from Lviv. UOKiK initiated proceedings against
them and charged them. The services are also interested in the District Prosecutor’s
Office in Wrocław, conducting proceedings under reference number PO 2 Ds. 63.2016.
[Dziennik Zachodni 2019].
In May 2014, Piotr Masiukiewicz conducted a Delphi survey among 100 banking
market experts. The respondents were, among others academic staff of domestic universities and practitioners - presidents and directors in commercial and cooperative
banks. When asked if they saw a threat from the pyramids for the country’s financial
security system, as many as 78% of respondents responded affirmatively. When asked
about the level of financial education, as many as 98% of respondents indicated it as
insufficient, and 58% of respondents considered the scope of legal regulations in this
respect to be insufficient [Masiukiewicz P., 2014, p.50]. The above data shows that the
financial education system and the constant provision of information by responsible
media are very important for the society.
As a result of so many scandals in Poland regarding particularly the financial pyramids, Network Magazyn decided to publish a special education edition of its periodical
in 2017. The entire magazine is devoted to various financial pyramids and describes subsequent scandals related to them. He also explains when public administration and legal
provisions enter into consumer protection, and why it is not so easy to catch criminals
and stop illegal financial pyramids in Poland. For a state administration to deal with a
crime that crime must occur and the victims must be harmed. Very often it happens that
the participants of the illegal investment realize that they have been deceived only when
the organizer of the deal has difficulty in settling the financial obligations of the promised
payments or even when the pyramid collapses. Then often the owner of such a financial
pyramid cannot be found and claims against it cannot be asserted. The problem is that
the victims also participate in the crime and are complicit in it. As the editor-in-chief of
Network Magazyn, Maciej Maciejewski writes, “An extremely important and also causing many problems in this case is the fact that since the amendment of the Act in 2004,
imprisonment has been threatening both the initiators of such a venture, but also their
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participants who recommended this system other people. For this reason, it is extremely
difficult in Poland to assert rights or claims against financial pyramids “[Maciejewski
M., 2017a, p.8]. The media inform that illegal asset management by investors is already
punishable as a result of the notification of the Financial Supervision Authority Office
under Article 171 & 1 of the Act, which is defined in the Banking Law [KNF, 2009]. This
Act on trading in financial instruments provides for the possibility of imposing a fine of
up to PLN 5 m. In turn, Article 99 § 1 and § 2 of the Act on public offering provides for
financial penalties or imprisonment. This is the reason why many injured people do not
report to law enforcement agencies that they have been deceived and robbed. They are
aware that misleading the participants in the financial pyramid as to the actual mechanism of the functioning of such a structure in order to induce them to contribute funds
may be considered the crime of fraud referred to in Article 286 § 1. of the Penal Code.
The concealment by the organizer of information that is of significant importance to the
acquiring customer is subject to Article 311 of the Penal Code [ArsLege, 1997].
M. Maciejewski comes to a certain conclusion, stimulating his readers to observe
and inspiring to reflect and think. He claims: “Often, when I think of this type of existence,
such a Platonic idealism, I get a beautiful Galbraith statement: “Inability is by no means
a fucking excuse!” [Maciejewski M., 2017c, p.13]. Why are law and supervision always
much slower than the market?
On the one hand, most media take responsibility to alert their addressees and
educate them. On the other hand social media can be used not only to identify fraud
but also we can consider them as means of joining a pyramid scheme. It turns out that
some media explicitly advertise illegal financial pyramids.
The Network Magazine editor Maciej Maciejewski asks a lot of questions in this
regard, among others: “Someone knows if Polish law provides for penalties only for initiators and decision-makers in financial pyramids, or for people who recommend such
projects to other people, too? And what about the media that accept advertising from
the financial pyramids? Isn’t this misleading advertising banned? “According to him,
such advertising is published by newspapers such as e.g. “Ranking MLM” and „Alter
Bussines” [Maciejewski M., 2017a, p.16]. Such advertisements, often with the participation of well-known celebrities, are also published by private financial pyramid activists in social media, in other media and at so-called “events”. Increasingly aggressive
marketing that promises easy, fast and high profit is attacking the readers. The slogans
they contain, such as: “making money without leaving home”, “Mrs. X earns millions”,
“Family Y no longer has room at home to store its money”, most often are an attempt to
convince many people to risky investments in cryptocurrencies, gold, diamonds, various
collector’s items and other alternative “investments” which are often frauds or financial
pyramids [UOKiK, 2017]. This research vector is very actual.
According to specialists of Monzo Bank Ltd, in recent months they have seen more
and more customers falling victim to a series of pyramid schemes being circulated on
social media [Gilson M., 2019]. In particular, fake news infiltrates social media channels
at an unprecedented level. As a result, investment scams are on the rise.
Conclusions
Media education through a quick system of signalling and warning consumers on
the investment market in this regard seems to be the key solution for quick unmasking
and efficient deactivation of the phenomenon of financial pyramids. The media have a
real challenge and a set goal to reduce, through their actions, the demand for this type
of financial product - i.e. investing in illegal pyramids. It is thanks to the media that the
Justice authorities can receive signals to control and act in the areas described in this
article to act quickly, being equipped with appropriate legal instruments to enforce order
in the area of public finance. Laws that protect consumers explicitly prohibit entrepre-
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neurs from creating, operating and promoting financial pyramids. Marketing behaviors
encouraging customers to illegal investments are included in the so-called unfair market
practices. The President of the Office for Competition and Consumer Protection exercises supervision over compliance with this prohibition. In this case, the Penal provision
of Article 15.1 of the Act on counteracting unfair market practices applies which says
that anyone who uses aggressive market practice is subject to a fine. In addition, here
applies the penal provision of - Article 286. § 1 of the Penal Code - on frauds, stating
that whoever, in order to achieve financial profit, leads someone else to an unfavorable
disposition of its own or someone else’s property by misleading it or by using an error or
inability to properly conceive an action, shall be subject to the penalty of imprisonment
from 6 months to 8 years. But are these provisions actually properly and timely enforced
in Poland?
This situation has unfortunately not improved in recent years in Poland. Although
we have more and more procedures, theoretically designed to protect investors, but in
practice there are only a lot of new documents, few of which are operational, and which
are to calm the conscience of state administration. Unfortunately, we do not hear about
any prevented fraud, closed financial pyramids and punishment of their founders, as
indicated by Tomasz Jaroszek, the owner of the portal Doradca.tv. The sluggishness of
public state administration to work closely with the media and to control various financial entities ex officio is not good and does not accelerate. According to T. Jaroszek, all
this creates incentives for people who strain or break the law. Such action of state law
enforcement agencies in Poland gives criminals the opportunity to earn a fortune, with
relatively little responsibility [Magazyn DGP, 2018]. This is noticed by many journalists
and the media. However, they are helpless and powerless in the above situation. The
authors believe that best to summarize this article, and to make the reader to reflect in
this respect, are the words of a journalist who has been fighting for over 15 years with
the activities of illegal financial pyramids in Poland. Accused many times of defamation
in his articles about the owners of illegal pyramids, after several lost court hearings and
financial losses, the editor-in-chief and owner of the Network Magazine, Maciej Maciejewski reflects on the sense of his further activity in this area and asks the question does
anyone still want to fight with the pyramids in Poland? These questions are still very
important and we must boldly ask them all the time [R. Zarzycka-Bienias, M.P. Zarzycki,
2018, p. 59].
For now, since there are no victims, there are no witnesses in the courts. “ This
results in the sad reality that in this situation, even the “Fourth Estate”, as the media is
popularly called, is not able to responsibly perform its tasks, signalling to the public and
public administration, information about dangerous criminal practices of various entities
in the financial world in Poland.
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TRANSFORMING NEWS
JOURNALISM FROM NEWSPAPERS
INTO ONLINE MEDIA OUTLETS IN
KOSOVO
Faton Ismajli1
Abstract
The development trend of online journalism in Kosovo continues with great strides in relation
to newspaper journalism. Some newspapers are continuing to survive and still on market despite
the decline of readers as part of a worldwide trend of readers moving to online platforms. This study
will analyze the content of journalistic texts in newspapers and online media, measuring their core
values. This study is about the transformation, namely the change of journalism standards from
traditional media (newspapers) to online media. Journalism theorists argue that the standards of
journalism should be the same in newspapers and online media. But the practice in Kosovo is completely different. The main hypothesis of this study is that professional standards in online journalism
in Kosovo have fallen; in newspaper journalism, however, there is still a high level of professionalism
in writing and reporting. To test these two hypotheses, texts from two newspapers and two online
media shall be analyzed. Therefore, the analysis will be done on texts from “Zëri” and “Koha Ditore”
newspapers, and their online versions, “zëri.info” and “koha.net”.
Key words: Kosovo, online journalism, text, standards, transformation, “Zëri”, “Koha Ditore”

Introduction
This study discusses the development and evolution of online journalism in the two
main media in Kosovo, koha.net, and zëri.info. The measurements in these two media
have been made in newspaper texts as they have the same version of the ‘Koha Ditore’
and ‘Zëri‘ and the online media. 60 texts were analyzed for each media making a total of
240 news journalism texts. It provides a thorough analysis of professional standards in
journalism. Based on the research findings, conclusions are drawn.
Research Question: How has information journalism been transformed in Kosovo in
the age of online media?
As elsewhere, Kosovo has also witnessed a major technological development that
has affected the media and has led some of them to discontinue print versions and
remain only online. In this form, journalism has changed both substantially and structurally. So we are changing the way we report and write the news. Consequently, the
change of standards is also taking place. It will be tested in this study whether they have
1
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changed for the better or whether they have been degraded.
The first hypothesis: Journalism from newspapers to online media is distorted as a
result of technology.
In this study, we focus much more on the internal (text) aspect and not on the external (social circumstances) of text writing. Distortion of journalistic standards is measured by conducting a substantive and structural analysis of texts to arrive at a result
based on research findings. This measurement is done by analyzing the content and
analyzing how the news is written.
The second hypothesis: The information genre has changed substantially both in
structure and content.
The construction of the journalistic text has changed from the title to the rest of the
text. One is the fact that the news is fast, it is also directly reported, and, secondly, it has
changed in content.
The study aims to highlight how journalists use technology and the internet to report and write in online media, specifically at koha.net and zeri.info, as the two largest
online media with the highest life expectancy and impact on the media life of Kosovo
due to the fact that printed versions of newspapers still exist and they are still published.
This study will benefit journalists, students, but also media owners and those interested
in the latest developments in journalism, through concrete results showing the trends of
this journalism in Kosovo.
From the academic point of view, the study aims to show - through the results and
concrete content analysis - how the media report and write news by making comparisons between print and online media. This study serves as the launch of new media
studies in Kosovo and explores other aspects of this area of media including ownership
and media management.
The results of this study reveal some disturbing data on the lack of technological
opportunities provided by the internet, which makes online journalism incomplete, leading to content gaps in online media. Even in Kosovo, as in most of the world, newspaper
journalism has been stabilized and standards of journalism have been established, but
online journalism is still in the transition phase and the results of this study can be used
not only by the media that are part of the study, but also by other media in Kosovo and
around the world to further embrace technology and take advantage of the internet’s
advantages over the newspaper, which comes out once every 24 hours, while online journalism is published at any time. Furthermore, in Kosovo, based on measurements of the
Internet World Status, more than 80 percent of the population of more than 1.9 million
have access to the internet. There are more than 910,000 Facebook accounts as well.
Media Context, Koha and Zëri
Koha Ditore and Zëri newspapers have been selected because of their importance
in the Kosovo media market, because of their tradition of being among the first newspapers in Kosovo and because they are almost the only ones to publish a print version
besides operating as online media.
The Kosovo Encyclopedic Dictionary (Fjalori Enciklopedik i Kosovës) states that
Koha Ditore is Kosovo’s independent daily and started as a newspaper, initially publishing the weekly newspaper Koha, which was kicked off in1990. Meanwhile, the first issue
of Koha Ditore was released on March 31, 1997, while “Koha Javore” continued to be
published for a while. From March 10, 1998, ‘Koha Ditore’ has been published daily. The
founder is Veton Surroi, while the current director is Flaka Surroi.
“During the war (1998-1999) the newspaper was noted as the most cited source of
news from Kosovo in the international media, and due to its reporting on Serbian crimes
in Kosovo, Koha Ditore also had a diaspora edition, informing Albanians in Western Eu-

29

30

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (21)2020
ropean countries, and in January and February 1999, at the time of the negotiations on
Kosovo in Rambouillet and then in Paris, the newspaper also published the English language edition “KD Times”. On the night of the NATO bombing on March 24, 1999, newspaper offices were attacked by Serbian police, the newspaper guard was killed and the
printing press burnt down” (Fjalori Enciklopedik i Kosovës 2018, p. 492).
The online media, Koha.net, was first registered on the internet in 1997 (who.is,
n.d.), but that it did not function as an online media until after 2010. ‘Koha.net’ was also
in operation for some time during the war in Kosovo in 1999. This is evidenced by texts
that are still stored online on the reports of that time (web.archive.org, n.d.).
According to the Fjalori Enciklopedik i Kosovës (Encyclopedic Dictionary of Kosovo),
the newspaper “Zëri” started publishing in early 2000, succeeding the weekly magazine
“Zëri”, or “Zëri i rinisë” published earlier in Prishtina. “At the end of 1999, they published
the first issue of this daily newspaper, with director Blerim Shala and editor-in-chief
Bardh Hamza. They created the newspaper’s informative, political and cultural profiles,
launching a newspaper that was quickly profiled in the Kosovo media market” (Fjalori
Enciklopedik i Kosovës , 2018, p. 492).
The online newspaper, Zëri.info, based on the web.archive website, acquired the domain in 2006 as it began publishing news in 2011. For the first time in Kosovo, the internet was used in 1994 in Pristina while texts that are still on the internet date 16 January
1998, published by kosova.com news agency (web.archive.org, n.d.).

Figure 1: Front pages of two newspapers in the first published issues.
Source: National Library of Kosovo

Theoretical Background
In Kosovo there have been no in-depth studies of the changes that have taken place
and how online journalism has been transformed in relation to newspapers. However,
other studies around the world show that in some developed countries online journalism
is standardized and higher professional standards have been applied, using technology. Media studies professor Mark Deuze at the University of Amsterdam and co-author
Tamara Witschge, in their research paper entitled “Beyond journalism: Theorizing the
transformation of journalist”, use the concept “beyond journalism” for the fact that journalism is changing and it is dynamic. According to them, the news industry is unsustainable both structurally and socially in the audience. These authors argue that journalists
should go beyond the boundaries set earlier because they are more productive. “Beyond
journalism is, as we have hoped to have shown in this article, not a new conceptualization of the field – it is also not simply advocating scholars and students alike to denounce existing definitions of what we understand news work to be. Rather, it has argued
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that going beyond boundaries is what is productive in this time of flux. In recognizing this
theoretical point, we would in fact ground our work more solidly in the lived experience of
journalists and doing journalism” (Deuze & Witschge, 2018, p.177).
However, in this study, Kosovar journalists do not go beyond the boundaries. In fact,
they do not extend the possibilities that lie within the boundaries allowed by the internet
and technology. Steve Paulussen, of the University of Antwerp, in his study “Technology and the Transformation of News Work: Are Labor Conditions in (Online) Journalism
Changing?” finds that technology has had implications for the work of journalists, the
quality of news, the accuracy of news, and the professionalism of journalists. “Therefore,
it is important to keep monitoring evolutions in employment and labor organization in
the news industry, especially given that most of the trends are likely to deteriorate rather
than improve. At the same time, it is also important to reflect on how journalists can
empower themselves to cope with the changes, uncertainties, and demands of contemporary news work” (Paulussen, 2012, p. 205).
The journalism conducted in the newspapers had set some rules that had been
established. Meanwhile, online journalism is still evolving and transforming. Despite all
the difficulties, online media are adapting to the professional rules that were applied to
newspapers. Technological development has also shifted the foundations of journalism
and the role of the journalist from a text writer to a person who has many functions in
online media. In online media, in addition to writing text, the journalist also serves as editor, photographer, cameraman, proof-reader and technical worker. However, journalism
standards have not changed, at least theoretically, for news writing.
Stefan Russ-Mohl, a journalism professor, writes that in the online media, everything is written but not all that is offered is journalism and much less good journalism.
According to him, all the rules that apply to traditional journalism also apply to online
journalism. Melvin Mencher believes that if standards fall, it will also cause online journalism to lose value in relation to the value that traditional journalism has had. As for
others, for serious web providers, the same rules and standards apply as to traditional
journalism. Unchecked network quality standards can act as a boomerang on the parent
newspaper (Russ-Mohl, 2010, p.184).
However, the rules of writing journalistic texts in some journalistic texts do not apply to online journalism as the author, in most cases, thinks more about publishing the
news faster than the quality of the text. This has prompted discussions and raised questions about the rules of text writing.
Kosovar Professor of journalism Bajram Kosumi, in his two books on journalism
genres, highlights the changes that have occurred in the writing of news in newspapers
and online media. According to him, the news has a well-organized and precise textual
structure that is very unique and linear. Some fixed forms of journalistic text have been
created, e.g. different is the news for the daily newspaper than the news for the newspaper or the weekly magazine, and quite different for the television and digital portal
(Kosumi, 2013).
Kosumi writes that the structure of news published at the beginning of the 20th
century was very different from the structure of news published at the end of the 20th
century.
Earlier the journalistic text, especially in journalism in totalitarian societies, followed
the principle of writing texts following the chronological order. Newspaper writing is
based on the most important information. Whereas, in the internet media, the news is
written combining these two factors. If reported live, the temporal aspect of chronological writing will be followed and then the principle of writing the most important information in the lead will be followed.
Two Albanian journalism scholars, Hamit Boriqi and Sami Nezaj, see journalism
standards as natural in online newspapers as they are a continuity of newspapers. Initial-
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ly, it appeared as a copy of the content of newspapers or television and then developed
as a form of separate journalism (Boriçi & Nezaj, 2017, p.174).
Online journalism in Kosovo has developed since 1999 and mostly after 2010 when
part of the media went online and some of them even continued their print editions. Two
online media that were in operation at that time are the Kosova Center Information (in Albanian, Qendra për Informim e Kosovës, QIK) and koha.net, which reported on the events
of that time. Published texts are still on the internet, in the web archive, where the activity
of those two online media is saved. These two media have reported in two languages,
English and Albanian (web.archive.org, n.d.).
The speed with which the information is cracked has brought back the goal of causing a sensation, and with it, a more vulgar writing style.
A journalism professor at the University of Prishtina, Milazim Krasniqi, lists four
problems of the new media in relation to the profession of journalism. The first, according to him, today’s journalism, in the race against time to report in real-time, is becoming
speculative and even deceptive, being many times unfaithful to its sources and ethics.
The second problem is that today’s journalism has to do with its implication with espionage as was the case with Wikileaks. The third problem of journalism is the change of
course of the journalists who produce top journalism. “The fourth current problem, related to genuine journalism, is the powerful impact of social media on the public, starting
an eclipse process of classical journalism” (Krasniqi, 2014, p.11).
However, the biggest problem with the structure of texts in online journalism is the
lack of explanation of the circumstances that led to the event. Very little news can be
complete without some background information. Reporters who ignore this advice act
at the risk of informing readers and listeners inaccurately. Events have causes and consequences (Boriçi & Nezaj, 2017, p.103).
Brian S. Brooks, George Kennedy, Darl R. Moen and Don Ranly of the Missouri Group
give importance to the textual structure and writing of the news. Of course, writing online
is not just about writing. It is also about determining the best way to report on an event
and then using all forms of media - text, audio, video, and graphics - to convey it. This
requires at least a basic understanding of audio output and the use of informational
graphics. However, writing is at the heart of all media, including the web (Missouri Group,
2005, p.374). According to them, online media readers want links, graphics, audio, and
even video to accompany the text.
All of these online journalism requirements bring the need of a greater engagement
of journalists and require young professionals who, in addition to journalistic work, know
how to do the job of editor, proof-reader/language editor, photographer, and technical
officer posting news on the online media.
Eric Scherer, a French Professor, sees the need to transform journalism because
of technological developments. Consequently, even the forms of its writing. It is not the
time to invent, but to transform. It is no longer ‘adapt or die’ but ‘change or die’. Because
while traditional media shrinks in the face of digital, the public and advertisers, often
tech-savvy will simply look elsewhere (Scherer, 2012, p.36). Of course, technological
changes are also demanding that the journalist be transformed and adapted to reality so
that journalism is also subject to new rules of writing and use.
Scherer believes that the digital revolution and the internet have changed everything;
the audience has taken control of the means of production and distribution of traditional
media. Major journalist missions are divided even threatened. Traditional media are in
crisis. The new media are now under the power of three forces: digitalization, mobility,
and personalization. Three forces that blur the boundaries between professional life and
the private sphere (Scherer, 2012, p.39). Scherer also sees the problem in the old media, and because of non-transformation, it has been side-lined by the public, politicians,
big companies, athletes and actors (Scherer, 2012, p.42). According to him, the internet
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has changed our ways of reading and diminished our attention span; it entices us to
consume more information and to subject ourselves to many ideas, to the detriment of
perhaps in-depth analysis. However, in addition to the audience’s demand, journalists are
required to maintain journalistic standards so that the value of this profession does not
fade, but increases even more with the credibility of the audience.
The authors of the Missouri Group recommend that the best way to save people
time is when journalists are clear in their writing. Choose the simple word; vary the length
of the sentences, but keep them short. Write a short paragraph. Help readers. This book
explains that earlier journalists were not worried about how their articles would be published until they explained to internet journalists that they were much more cautious. In
short, if you are writing for online media, you have to be much more than a writer. You
must have other skills as well. Online journalism requires a great deal of cooperation and
not just with other journalists. Working closely with those more expert than you at graphic design and photography becomes essential at first (Missouri Group, 2005, p.380). The
Missouri Group writes that online journalists have far less room to be ironic and literary.
They are expected to be precise and clear.
The news in both old and new media should contain some professional and ethical
standards, no matter where it is published. To be good news, it must contain a headline
containing the key information, a well-written and understandable headline, and a supporting material, a background showing the circumstances why the event happened and,
if possible, then also support it with background material. Likewise, a news item must
consist of at least two or more sources, so that the news is balanced and does not have
only one source. Accuracy is also another professional element in writing news. Readers
online typically want to read only as much as they have to; layering allows them to read
as much or as little as they want. These information layers can include:
- Headlines (or titles), subheads and sub-subheads
- One-sentence teasers and lead-ins
- Brief summary paragraphs
- Visuals, photos, graphics
- Audio or video clips
- Related stories
- Related links (Carroll, 2010, p.32).
Methodology
The texts for analysis are selected within an artificial week. Three texts were taken for each day of the week, one in the morning, one at noon and one in the evening. A
criterion for the evaluation of texts was followed based on the importance of the topics
covered, the manner of writing journalistic texts. Literature in this field will be consulted,
including authors Melvin Mencher, David Randall, Bajram Kosumi, the Missouri Group
book, and others.
The analysis of this study is based on 240 texts, 80 of the Koha.net, 80 of the Zëri.
info, 80 of the Koha Ditore newspaper and 80 of the Zëri newspaper. The text collection
period is from February 14 to April 4, 2017. The texts were compiled using the “Artificial
Week” method and only informative journalism texts were selected. The first text published on the portal in the morning is selected, then the first text published after 12 noon
and the last text published that day. Different days have been selected so that all days
of the week are part of the study. They have also been selected from three texts per day
at different times to distribute the timing of news coverage on online media as much as
possible. An “artificial week” of text selection is used also for newspapers, from February 15 to April 3, 2017. The text selection is made by taking a text on the first, third and
fifth pages. Texts on pages one, three and five were selected because they are the most
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important and representative texts of the newspaper. As in the online media, the whole
week’s selection is made to avoid giving one day more importance than the next.
Sampling “Artificial Week” or otherwise known as “Constructed Week” is a type of
stratified sampling method. This technique involves media content based on the day and
week. Studies have shown that weekly built-in sampling can reduce the possibility of
overestimating or underestimating certain days of the week (Hwalbin Kim et al., 2018).
This study deals with the change of journalism based on content analysis of text in
two forms of media, written and electronic. The advantage of the study is that it shows
the trend of online journalism’s development in Kosovo, in a country where people’s access to the internet is high, as around 90 percent of citizens have access to the internet
and are able to read news.
The disadvantage of the study is that all the change in journalism, derived from this
research, is based on the textual analysis, but not on the social context analysis of the
journalist. This study does not analyze why journalists do not take advantage of opportunities provided by the internet to improve the quality of online journalism, including the
possibilities of using photos, videos, graphics, hyperlinks and audio. To find out the causes outside the text, a new research should be conducted by interviewing journalists and
building a questionnaire to determine whether lack of education is affecting journalists
to build higher standards in online journalism, whether social background is affecting
not to have quality journalism or whether media owners have minimal requirements in
relation to journalists and the latter fit what the employer requires. All of these dilemmas
can be answered by conducting a new research.
The analysis of genre transformation
Lead
Journalist scholar David Randall quotes American writer Paul O’Neill in his book
The universal journalist, who says that a lead is like someone grab the reader by the
throat in the first paragraph, sink their thumbs into his windpipe in the second, and hold
them against the wall until the tag line. So the function of the lead is to put the reader
inside the text. A well-written lead increases the chances that the reader will read the rest
of the text and understand the reported event. Journalists are required to invest heavily
in lead writing. Randall writes that the good lead is intended to arouse the interest of
readers, to be simple and unambiguous.
Melwin Mencher writes about the delayed lead and the missing lead, buried or lost,
finding that one way of writing damages the purpose of the news. The most common
mistake of beginners is to bury the lead, to hide it in the multitude of words in the story
(Mencher, 1998, p.129).
The analyzed texts on online media are written in most cases with a direct introduction. Of the 80 texts analyzed at koha.net, it appears that more than half of them, or
56 texts have a direct lead, 13 have a late lead, while 11 texts have a missing lead. The
missing lead includes the texts that provided the news in the last part of the text and the
content of the news was not properly identified.
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Table 1. The type of lead in both newspapers and online media.
Source: own processing, 2019

At zëri.info, out of 80 analyzed texts, it appears that 61 texts have a direct lead, 7
were with delayed lead, while 12 with missing lead. In contrast to online media, from 80
texts of Koha Ditore newspaper, it appears that direct lead is less used in newspaper
than in online media. 43 news texts have a direct lead, 36 texts have a delayed lead, while
only one text has a missing lead. The Zëri newspaper also has a larger number of texts
with a direct lead. Only 24 have a delayed lead and 5 texts have a missing lead.
The straight lead
The straight lead is the lead that is widely used in the construction of the journalistic
text. Firstly, because it is easier to write and secondly because it gives the key information and makes it clear to the reader from the first sentence what the key information is.
In the text entitled “The US wants KSF transformation through the Constitution”,
the text is written in the direct lead. There is information that a Kosovo initiative is being
undertaken to establish the Kosovo army without international permission. And then, it
also shows the attitude of the internationals that the establishment of the army needs to
go through constitutional changes.
President Hashim Thaçi announced on Monday the initiative to advance the Security Force (KSF) in the military without the blessing of international factors, such as
NATO and the United States of America. The internationals want the military to be made
through constitutional changes (Koha.net, 7 March 2017).
This type of lead is obvious because it tells the story and gives the news from the
first sentence. The lead is answering the questions Who? Where? What? How? Why?
In the text of the zeri.info, entitled “Hoxha: The Dehari case ends when the family
demands an independent inquiry”, the direct lead has been used. It reports that Astrit
Dehari’s family has selected a Swiss clinic to carry out a new expertise on the “Dehari
Case”.
In March of this year, the family of Astrit Dehari submitted a request to the Ministry
of Justice to select the University of Lausanne, Switzerland, to conduct an independent
investigation into the death of Astrit Dehari. Investigations, in this case, will only be completed after the Dehari family requests an independent investigation (Zëri.info, 2 April
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2017).
Such a lead enables the reader to understand from the outset the essence of the
news, which is also the main function of the journalistic text, whether in online media or
in a newspaper.
The main text of the March 22 newspaper ‘Zëri’ titled “Race for Prishtina increases
dissatisfaction within parties” (Hoxha, 2017, p.3) is written with a direct lead. It says
that Shpend Ahmeti and Lirak Çelaj are the two candidates who will enter the race for
local elections in Prishtina; the other parties have not yet announced the names of their
candidates.
Koha Ditore report dated March 22, 2017, tells how Serbia is seeking voting and
counting in Kosovo and the title of the text is: “Serbia seeks voting and vote-counting in
Kosovo”.
Lead: Official Belgrade is insisting on holding the presidential elections in a uniform
manner, including Kosovo within its electoral map (Neziri, 2017, p.3).
It writes a straight lead indicating how Belgrade has an intent on installing the same
way of presidential elections also in Kosovo. It provides key information. The main event
information is provided and elaborated by providing additional information in the rest of
the text. The lead relates to the headline - making the topic and its continuation clear to
the reader by following the most important elements of the news.
One form of lead, not the most appropriate one, is the lost lead, when the news is
delivered neither in the first paragraph nor in the second. Usually, in such writing forms,
the lead is written in the last part of the text.
The news, dated February 14, titled “Hoxhaj meets British MPs, secures British support”, has a delayed lead, as it is first reported that the Deputy Prime Minister has met
with MPs in the UK Parliament; then information is given on the conversations they have
had about interstate relations.
Lead: Minister of Foreign Affairs of Kosovo, Enver Hoxhaj, received in a meeting a
group of Members of the Parliament of the United Kingdom, with whom he discussed the
interstate relations and cooperation between the two countries.
The last sentence of the text provides the most important information on British
support for Kosovo as presented in the title. This type of heading is not effective because it does not tell the main story and consequently does not even engage the reader
with the text.
Background
Text without background
As for the background on the texts analyzed in the online media, most of the texts
have no context at all. Texts are written without explaining why that event happened. The
connection of that event to other events is not indicated. Consequently, the texts do not
provide sufficient explanations for the reported event.
Journalist researcher Mencher urges journalists to always use a background in
texts because not using background always risks jeopardizing readers’ accurate information (Mencher, 1998, p.295).
However, in the practice of the two media analyzed, it turns out that the background
is not used in the texts of the online media. Thus, out of 80 texts analyzed at koha.net, it
turns out that only 11 news have backgrounds. There is a similar situation when it comes
to zeri.info. Of the 80 texts, only 9 have backgrounds.
Another situation is in the newspapers. In ‘Koha Ditore’, there are 79 texts that have
a background while only one does not. ‘Zëri’ newspaper has 71 of 80 texts with a background. So, most newspaper texts have a background that explains the story while texts
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in online media do not have any background.

Table 2. The use of backgrounds in texts.
Source: own processing, 2019

The news item published on koha.net entitled “Topalli says that veterans have realized that those who are to be tried in the Special Court are victims” (Koha.net, 03 March
2017), has no background. It speaks of a statement given by an MP about the participation of veterans in sessions of the Assembly of Kosovo. The second sentence goes to a
completely different topic, which is about who will be tried by the Special Court. Neither
the Special Court nor the persons to be tried by this court have any necessary explanations. Then, it goes on with a statement directly quoting the MP: “PDK and LDK are guilty
of establishing the Special Court”. This quote is also incomprehensible because it does
not explain why the two parties are guilty of establishing the Special Court.
Texts that have no background are not understood as they do not provide the explanations needed to tell the story.
Even in the zëri.info, the text entitled “Djuric says Serbia has serious evidence for
Haradinaj case” (Zëri.info, 12 March 2017) is not given a background and the news story
is not understood. It writes about a reaction by a Serbian official on the arrest of Ramush
Haradinaj. But nowhere is it clear why he was arrested and when he was arrested. No
details are given regarding the event for which most media outlets wrote.
Sometimes online media do not pay attention to texts to set the background even
for the fact that there is a lot of reporting on an event, creating the idea that there is no
need for additional explanations through the background.
Sources
The analysis of texts in two newspapers and online media shows that most of the
texts with one source are published in online media. In the texts analyzed at koha.net,
there are 46 one-source texts, 31 two-source texts, while there are also texts without any
source.
Sources in journalism are important because they give credibility to the text. When
a text is not sourced then it risks credibility and avoids professional reporting rules.
At zëri.info, there are 55 single-source texts while 13 are with two or more sources.
Unlike koha.net, in the other online media, zëri.info, there are more non-source texts, in
total 12.
The situation is better in the newspapers. Of the 80 texts analyzed in Koha Ditore,
it turns out that most texts or 74 have more than two sources. Only 4 texts are with
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one source while two texts have no source at all. At Zëri the situation is close to that of
Koha Ditore. From 80 of the analyzed texts, it appears that 68 texts have more than two
sources and 8 have one source. Only 4 texts have no source and are published without
any reference.

Table 3. The use of sources in texts.
Source: own processing, 2019

Single-source texts
In the koha.net, dated February 14, 2017, the latest published and noon text have
the title quote. “Sherifi: Mustafa is completely dependent on the PDK” (Koha.net, 14 February 2017), the author quoted an interviewee as saying, citing problems within the ruling
coalition. The title is written in eight words and is long. Only one source is cited that does
not meet the balance criterion in a text despite being a quote taken from an issue and
quoted on the online media. Single-source texts cannot be balanced, which is one of the
basic criteria for building news.
In the text of zëri.info entitled “Maxhuni: Kosovo institutions stopped the train” (Zëri.
info, 14 February 2017) it is written about an action taken by the Police in a region of
Kosovo. There is only one source in the entire text: Kosovo Police Director, Maxhuni. No
other source is used, despite the fact that the police director mentions the institutions
and organizations that participated in this action that is not confirmed by other sources
or confirmed by these organizations.
Text without sources
There are texts on the online media that come out even without any source from
which address they received the information they are publishing. Thus, in the text of zëri.
info entitled “Arvizu and Lu meeting with the Speaker of Parliament, Meta” (Zëri.info,
03 April 2017) writes that former US Ambassador to Tirana, Alexander Arvizu met this
morning with Speaker of Parliament, Ilir Meta. It writes that Ambassador was with his
successor, Donald Lu, and entered the Assembly in a meeting that lasted 30 minutes.
Nowhere is it clear who is announcing this meeting. It is not indicated whether the information was received directly from the Speaker of Parliament’s office, by any press
release or the journalist was part of the event.
The same example is in the text of zëri.info entitled “Today’s decision for Haradinaj”
and it provides information that Ramush Haradinaj is expected to appear before a French
court in Colmar that day. It also writes that the Former Prime Minister of Kosovo, currently the leader of the Alliance for the Future of Kosovo, was detained by French police

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (21)2020
on January 4 on the basis of an international arrest warrant issued by Serbia through
Interpol.
Also in the text of the koha.net entitled “Investments in the riverbed eliminate
floods” (Koha.net, 17 March 2017) it is stated that within 3 years, Shtimja has received
about half a million Euros from various donors for the expansion and cleaning of the riverbed, Shtimjanja from the village of Caraleva to Shtime and from the rest of the village
Mollopolc-Petrov to the village of Vojnoc.
It reports that the city has also built a sewage treatment plant along the riverbed as
part of its environmental projects. However, sources of information are missing, blurring
the fact that the data for this reporting was obtained.
Convergence
The authors of the Missouri Group book “Reporting and Writing News” emphasize
the fact that in addition to text, online media should place great emphasis on video and
photography. Video is becoming important for all media activities that use the website.
Video is no longer the sole competence of television (Missouri Group, 2005, p.40). In
fact, the advantage of video in online media compared to television is that you can watch
the video on television when the television decides to broadcast it, while in the online
media the reader can watch it whenever they need it and even after a while.

Table 4. The convergence in texts.
Source: own processing, 2019

Spanish scholars of Infotendencias Group, who are researchers from different
Spanish Universities, say that “the move from ‘analog journalism’ to ‘digital journalism’
sparks a mutation in all the print, radio, television, and online media, and in their various
production processes” (Infotendencias Group, 2012, p.31). However, in the Kosovo case,
there is still little use of the opportunities offered by advanced technology. Most of the
texts of two online media do not differ much from newspapers. They do not take advantage of the opportunity provided by the internet to produce news that have photos and
videos in order to make the news easier to understand, attractive and dynamic.
Thus, in texts analyzed at koha.net, only 7 texts have videos, while the other 5 have
pictures. There is a hyperlink to a text.
The same is the case with zëri.info, where 76 texts are the same as in the newspaper where only illustrative text and photography are available. Whereas, only 2 texts have
video and one a photo. In another text, there is a hyperlink. Neither of these two online
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media used graphics to illustrate the story.
Conclusions
Online journalism is continuing to be transformed as compared to newspaper journalism due to the development of technology and the adaptation of texts to the audience. This study highlights exactly the change that the journalistic text has undergone
in terms of structure and content. Structurally, the text on the online media has changed
due to media convergence, namely the use of photos, videos and animations.
Despite these opportunities, texts in the online media in Kosovo, respectively the
two online media koha.net and zëri.info, have not moved much towards using technology to further improve the way they write news online.
Based on the data of this research, which is based on the analysis of the content
and textual structure of 240 news journalism texts, it turns out that the news items have
not undergone a transformation from newspaper to online in terms of using internet advantages. There has been degradation in standards of journalism.
The online media use direct but also delayed and missing heads to tell the reported
event. In fact, journalism standards have shifted as far as information journalism texts
are concerned in online media. Most of the published texts are with only one source. Not
even background is used to help the reader understand the story better. Online media do
not use photos or videos. In most of the texts analyzed, the two portals publish newspaper-like texts illustrating the text with photos while missing video, additional photos and
graphics.
The first hypothesis of the study is confirmed. The analysis shows that journalism
from newspapers to online media is distorted also as a result of technology. Texts in online media mainly are without background, often with a single-source or maybe without
any source and mostly because of the frequent publication of news.
The second hypothesis stressing that the information genre has changed substantially both in structure and content is confirmed. From the analysis of the text gathered
in newspapers and online media, it can be concluded that the construction of the journalistic text has changed because texts in newspapers are quite different from those in
online media, from the lead to the background.
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HOME HOSPICE – UNDERSTANDING
THE ISSUE, POLES’ ATTITUDES
TOWARDS IT AND THE STATE OF
DISCOURSE IN MEDIA. RESEARCH
RESULTS.
Zbigniew Chmielewski1, Krzysztof Szmyd2
Abstract
The paper presents results of research related to familiarity and understanding of home hospice term and shows how the social media discourse of palliative care looks like. Answers and conclusions are crucial for palliative care organisations as their existence depends on donors financial
support which engagement is strongly related to communication activities performed by those organisations.
In the paper there has been presented opinions about public discussion about terminally ill children and its potential need for being treated as a taboo. The data whether futile medical care should
be performed whatever the cost is also shown in the paper. Researchers asked also who should be
responsible for executing management of hospices in Poland. The main conclusions focus on the
necessity to intensify communication activities, especially by the professionals.
Keywords: Children’s home hospice, taboo, communication, social media, palliative care, internet discourse

Introduction
Among many topics, which are related to painful, unpleasant, irreversible events and
tough life experiences, which may be difficult to discuss, there are issues strongly linked
with social aspects of human life. In the European culture such issues are perceived as a
kind of taboos, e.g. sexuality, death, some life-threatening illness. Other topics, regularly
overlooked or purposefully omitted, are issues related to national and ethnic minorities,
transsexualism, attitude to someone else’s religious believes or the matter of palliative
treatment for terminally ill children. Anna Dabrowska, an author, mentions another examples of so-called taboos like rape, death and the dying process, cannibalism, body and
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nudity, some diseases, cloning, in-vitro or the process of talking about sex with own kids
(Dabrowska 2008).
The terms “hospice” and “home hospice” have their official meaning – medical
“Home hospice - provides home care for terminally ill children and young adults; the
principles of medical care result from palliative medicine”. Organization of both hospice
care and home hospice care in Poland are described in the Regulation of the Ministry
of Health (Dziennik Ustaw 2018) but in colloquial understanding, hospice as an institution is widely perceived as “death room”. Even the way people usually call the process
of transferring ill people to hospice is strongly pejorative. When patients are informed
about negative prognosis, untreatable diseases, they commonly say “hospice means the
end”, “everything only not hospice”, “there is only hospice left” (Kwiecinska https://psycheon.pl). It seems fear related to term of hospice and the rest forms of palliative care
can enhance its taboo connotations.
Most probably that may be the reason why discourse in the internet, especially in
the social media, is relatively small and limits only to few minor issues (it requires more
research). As some suppose, one of the main factor responsible for that may be insufficient knowledge about hospices and children’s home hospices, issues that family needs
to struggle in face of incurable disease of their own child. In other words, it seems these
problems are left to solve only by those “who are related to them”.
In fact efficient functioning of children’s home hospice strongly depends on understanding, acceptance and social support and only those factors in combine with appropriate knowledge for palliative care can result in financial support.
Palliative care – forms and specificity
According to WHO’s definition (www.who.int/news-room/fact-sheets/detail/palliative-care), palliative care is an approach that aims to improve the quality of life of patients who suffer from life-threating illness. That special type of care also includes care
for families of patients as they also face various problems associated to health condition of their loved ones.
The palliative care helps to relieve the pain and give a helping hand both when the
patient’s medical condition is getting worst, when he is passed away and after all, while
the family is in mourning. The palliative care includes physical, emotional, social and
spiritual aspects (de Walden Gałuszko 2006).
The children’s palliative care was firstly created in the Great Britain at the beginning
of 80s. In Poland, that type of palliative care appeared for the first time in 1994, at Institute of Mother and Child in Warsaw, where the first children’s hospice dedicated to young
patients was initiated. Children’s hospices in many aspects (e.g. type of care) are similar
to the typical hospice, however they have their own specificity, due to it there are pointed
some significant differences. Today these attributes positively boost national network
of children’s home hospices over the whole country so Poland has probably one of the
most developed pediatric palliative care services with range that covers most of the
country area (Dangel 2011). That increased demand for palliative care was confirmed in
1999 as palliative medicine was created as a new academic specialty.
Regarding the most often used definition and main idea of palliative medicine, those
for whom the hospice care is constituted are people who suffer from though illnesses
that inevitably leads them to death and the modern medicine cannot find efficient treatment for them.
Malignant tumor at incurable stage or cerebral palsy are usually type of illnesses
that indicate the need for palliative care for children. Appendix 1 of Ministry of Health decree dated at the 29th of August 2009 contains full list of illnesses which qualify young
patients for palliative and hospice care. Among those medical condition are listed contagious diseases and their implications, malignant tumors, metabolic and neuromuscular
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diseases, paralysis, cerebral palsy, liver, kidney, lungs or cardiac insufficiency, in-born
defects, chromosome abnormality, results of poisoning or injuries of nervous system.
One of the key factor commonly considered while young patients are selected to
go to children’s hospice is the possibility to provide them with highly specialised care in
home condition, inability to maintain the care by parents without professional support or
disqualification for causative treatment.
In the hospice movement there are three main forms of palliative care for terminally
ill children and they are as follows: children’s hospice at home, perinatal hospice and
standard stationary children’s hospice. These forms can exist as autonomous unites or
offer service both for young and older patients (Szmyd and others 2017).
Nowadays in Poland there exist about 60 children’s home hospices, which means
that in each voivodship there should be more or less a few of such places funded by the
national health system. Contrary to traditional stationary hospices children’s home hospices can offers palliative care and medical services at patient’s home. According to the
regulations, each young patient is visited by nurse or other medical staff at least twice a
week. Every two weeks there is another visit by doctor specialised in palliative medicine
or certified in field that allows him to work in the hospice. If it is needed, medical staff is
available all-night. Regarding the patient’s needs hospices provided them with the psychological and physical therapist support.
Most of hospices offers also a kind of an organizational help in order to assist family in dealing with legal issues, especially in contacts with national institutions (supporting ill people and patients in poor financial condition) or to organise some help for them.
Another forms of support includes: help in buying and servicing medical equipment, help
in adaptation room for palliative care, help in applying for refund for medicines or social
welfare benefits, help in organising ceremonies, help for siblings and families in mourning.
The role of the media in providing information on health topics
One of the motives and types of satisfaction obtained through the media is obtaining information and advice as well as learning about the society and world (Mc Quail
1994). Media are the most important source of acquiring knowledge about health. 80%
of respondents points them in research (Szymczuk i in. 2011). Among Internet media,
Facebook is certainly the most important source. As many as 84% of all Polish Internet
users used Facebook at least once a week at the end of 2016 (Gackowski, Brylska i in.
2018).
Therefore, it can be assumed that information, opinions and messages appearing in
the media, especially Internet ones, have an overwhelming impact on the state of public
awareness.
In addition to these impacts, the media function referred to as “granting status” is
of great importance to the issues discussed here. The phenomenon is that “the media
focuses the attention of societies on events, people and organizations that they consider
important. They give them the status of authority. This is because from the beginning of
the emergence of mass media on a global scale, all the topics seen as important appear
there. Due to this phenomenon, everyone who appears in the media, any matter, event,
initiative and information that will be broadcast in mass media, is treated as something
important and the appearance itself gives and legitimizes the status of something or
someone important enough to appeared in the mass media. (...) By the very appearance
in mass media you can get status of “valid” (B.Kicior 2018).
Thus, the discourse we deal with in the media about hospices in general, and home
hospices in particular, undoubtedly shapes knowledge and attitudes towards this form
of care. The nature of this discourse has a clear impact on the image of terminal care
facilities. This, in turn, translates into a willingness to use help but also financial and ma-
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terial support, volunteering and in general favoring hospices as forms of care.
Research subject
Research scientists were particularly interested in what Polish people know about
home hospices and how the internet discourse associated to this topic looks like. It was
also extremely interesting whether it is seemed as a kind of a taboo or if Polish people
find public discussion is highly demanded and they do not feel any resistance to talk
about the issue. Please note that consideration about hospices is commonly linked with
taboos like dying or death. Worth studying was also what Polish people think about the
form of running the hospices and whether the model in force, dominated by non-government organisations, is perceived as a solution that suits best? Another aspect, strictly
related to children’s palliative care, was futile medical care and attitude of Polish people
to it. Researches were also incredibly curious whether most of them would decide to
sustain life at all costs, especially while almost 90% of them is declared Catholics. Finally, how did discussion in the social media looks like and which topics were discussed
most frequently?
Research method
The researchers used two ways of data collection: quantitative and qualitative research. The quantitative research was conducted in the last decade of February 2018,
using CAWI method, with proportional sample of Polish society with 1048 interviewees.
The interviews were conducted by SW Reasearch company from Warsaw on behalf of
“Hospicjum dla Dzieci Dolnego Śląska” (children’s home hospice in Lower Silesia, Poland).
The qualitative research took place in March 2018 and had a form of internet content analysis. Data came from social media content, posted between February 2017 and
January 2018, which included such phrases like “hospice”, “home hospice”, “children’s
home hospice”. The monitoring of the internet was conducted by Newspoint research
company from Warsaw on behalf of “Hospicjum dla Dzieci Dolnego Śląska”. Among 50
000 posts with these phrases, there has been 224 posts randomly selected and analysed. The structure of respondents in terms of demographic features is shown in fig. 1.

Fig. 1. Structure of the population. CAWI method research. N=1041.
Source: SW Research commissioned by authors.

In the selected time in social media there has been 50 000 posts that included “hospice” phrase, 23% out of them was related to “home hospice”, 11% to “home hospice”
and 5% to “children’s home hospice” (fig. 2)
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Fig. 2. Amount of phrases including “hospice” phrase. N=244.
Source: Newspoint, commissioned by authors.

Results
The more popular social media website is, the more frequently phrases related to
hospice topic appear. As it was expected, the bigger amount of key words was identified
on Facebook. Unexpectedly the second website was Twitter, whose vast majority of users are journalists, editors, CEOs, students and freelancers (PBI/Gemius, 2015). Supposingly those groups may be, in some way, interested in palliative care. The distribution of
topics in individual social media is shown in fig. 3.

Fig. 3. Hospice topic in the social media (%). N=224.
Source: Newspoint, commissioned by authors.

One of the most realistic explanation why CEOs post about the hospice topic may
be charitable activities proceeded by some brands.
The involvement of journalist in the topic requires more research, as this group is
significantly responsible for direction of the discussion in media.
Another key factor that has strong impact on the hospice discourse in the internet
is level of knowledge and familiarity with hospice topic among Polish people. Value of
opinions and scope of the occurrence strongly depend on that familiarity. On the other
hand, misunderstanding or limited understanding of what home hospices are will lead
to relatively low interest of this topic. The results show almost ¾ of interviewed Polish
people admit they have no exact idea what home hospice is and would not be able to
describe its definition.
The rest of interviewees (27,4%) declares they know what home hospice is, however when asked to clarify the concept they present various explanations and some of
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them indicate they might not understand the idea of home hospice. Fig. 4 presents the
distribution of respondents who declare they know the “home hospice” term. One out of
five asked the question declares he understands the term and explains home hospice
is “the place of care away from home”, 3% thinks it is “the place of home character” and
more than 5% of interviewees when asked to explain admit that have no sufficient knowledge to do so. In fact that means that more ten 77% of Polish society do not know what
home hospice is at all.

Fig. 4. The understanding of “home hospice” term by those who declares the familiarity. Due to
the possibility to choose more than one option the amount of answers does not sum to 100%.
N=285.
Source: Newspoint, commissioned by authors.

The current state of affairs implicates several of conclusions about difficulties that
lead to complication with creating relationship between the society and home hospice
or palliative care organisation. When both sides do not know and do not understand
each other it is much more difficult to create the relationship and at the same time some
issues with credibility in communication may occur.
While preparing the communication content it must be taken into consideration
that the low awareness of term of “home hospice” among the society cause the need
to create a set of information that can capture people’s attention in order to build the
awareness of the phenomena.
When most of the addressees does not know who the sender is, the persuasive
communication (that aims to gain finance support or any other type of help) can be unsuccessful. And that is why one of the most crucial aspect for home hospice organisation seems to be to intensify communication activities in order to arouse public interest
in understanding what palliative care actually is.
In order to learn more about potential sources for information interviewees were
asked where they have met the hospice topic recently. It should not astonish that ¼ of
them declares internet as a source of information. However it should also be pointed
that very similar group of people finds they learn about home hospice in traditional media like press, radio and TV.
Even if conclusion seems to sound a little bit trivial, still it shows both channels
have their own clients and both channels should be used in order to build the awareness
of the phenomena. The conclusion is worth formulating especially as there is a tendency
to transfer all the communication activity to the internet. On account of the results, they
prove that resignation of using traditional media is inappropriate and seems to be performed “too early” as many people still use them.
Due to limited financial possibilities of palliative care organisations and huge
amount of information in public sphere that “attacks” addressees every day, it seems
impressive that more than 13% of Polish people declare they have seen social campaign
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associated to home hospices and it was the only source of information for them.
The fact that hospice topic is able to overcome recognition threshold (as fig. 5
shows, over 13% of interviewees declare they have met the social campaigns) means
that information has enough “power” to capture someone’s attention and some specific
results (when using outdoor activity, TV and radio spots, ads in the internet as a part of
typical social campaigns) can be expected.

Fig. 5. Medium or situation that allowed interviewees to learn about home hospice. Due to
the possibility to choose more than one option the amount of answers does not sum to 100%.
N=1041.
Source: SW Research commissioned by authors.

For a group of 12,6% Polish people, the main source of information related to home
hospices is discussion with family or friends. It can be assumed that the topic may be
a subject of normal and common talks, not inspired by anybody, interesting and not perceived as a taboo.
However it should be pointed the major group of interviewees (43,7%) declares they
have not met the topic yet. That percentage presents the scale of challenges that face
home hospices and palliative care organisations when they try to build the awareness
and create positive relationship. Creation of basic information about existence of palliative care organisations is needed as only then it will be possible to interest and encourage the rest of public opinion to offer them help.
The authors were also interested what topics related to “children’s hospices” are
discussed in the internet, what is mainly presented by those who decided to post about
the topic, what they perceive as an important thing to mention? The most of the posts
treats of: attractions prepared for children for the purpose of the described event (22% of
all the posts), different cases of people under palliative care (16%), creation or opening
of a new hospice (13%) and stories about terminally ill children (10%).
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Fig. 6. Topics discussed in social media posts related to children’s hospice. N=224.
Source: Newspoint, commissioned by authors.

Among the posts there appears also information about organisations responsible
for running hospices (9%) and less often about volunteers offering help (5%) or inquiries
for recommendation of palliative care help. Subject matter seems to be diversified, however, it can easily be noticed that vast majority of all the posts comes from corporate that
organises their own events as a part of CSR (corporate social responsibility) strategies.
Nowadays that activity is quite common, due to that fact it can mislead some users and
in results some important issues related to palliative care at home can be misunderstood. The distribution of topics discussed in the media is illustrated in fig. 6.
As it has been already mentioned in the introduction, topics related to death and
sufferance is perceived as a taboo. It may noticeably cause low awareness of the phenomena of palliative care, enhance myths and limit the topic’s presence in public discourse. Despite palliative care organisations’ engagement and professionalism if the
thesis were true, it would be extremely tough to change the tendency and to encourage
people to discuss about the topic.

Fig. 7. Do you think that palliative care for terminally ill children is a public discussion topic?
N=1041.
Source: SW Research commissioned by authors.

However the significant percentage of interviewees declares openness for the topic of terminally ill children. Almost ¾ of them finds it should be publicly discussed, and
what is more, 38% out of them thinks it should “definitely” be a subject of discussion.
Different beliefs express 13,4% of interviewees and similar amount of them (12,3%) has

49

50

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (21)2020
no opinion about the topic. To conclude it seems there is 75% of people who are ready to
discuss about though topic of terminally ill children and the rest finds it as an unappropriated subject or has no judgment.
Whether it is taboo (and that is why it should not be publicly discussed) or the real
reasons are different (e.g. no confidence that any public discuss can positively influence
the palliative care system) is worthy of further examination.
Undoubtedly the people’s attitude to futile medical care has significant impact on
the discourse, tendency to challenge the topic and openness to publicly present their
own opinion.

Fig. 8. Do you think that futile medical care is justified even if child is terminally ill and there
are no chances to recovery? N=1041.
Source: SW Research commissioned by authors.

As it can be seen the opinions among interviewees about the futile medical care
are divided – 35% of them finds it should be performed whatever the cost (15% says
“definitely” and 20% says “rather yes”) and at the same time there is 36% of interviewees
who think differently.
This lack of unanimity of opinions is also confirmed by the fact that quite a lot of
Polish people (28,5%) has no own judgement. It only proves there is a need for open public discussion about the topic and its implication or for sharing arguments.

Fig.9. Polish people’s opinion who should be responsible for running children’s home hospices? N=1041.
Source: SW Research commissioned by authors.

Nowadays home hospices are ran mainly by non-government organisations, foundations or charitable associations. When the interviewees were asked if the status quo
is acceptable or rather some changes should be made, most of them (52%) answered
that expected and adequate executive management body is state organisation. Suppos-
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ably it does not mean NGOs manages poorly – it is rather sentimental yearning for former type of system, when the state was responsible for solving problems and paying
costs of it.
More than 18% of the Polish people find present solution as optimal and think NGOs
can efficiently organise palliative care. What may be interesting, 10% of interviewees
pointed that church and other religious associations are the best option. Explanation for
the judgement can be the fact that for some Polish people values like compassion, empathy and spiritual aspects, which are strongly linked with palliative care, are also linked
with religious associations. On the other hand, complexity of the issue is proven also by
the fact that 15% of interviewees have problems with recommending the adequate type
of organisation to take care of palliative care.
Summary and conclusions
The fact that most of Polish society does not know what home hospices are has
repercussion to the whole research results. It clearly signalize the main barrier which is
communication about the topic with permanent lack of information, proper data or basic
knowledge about palliative care that allows to initiate wider public discussion.
In fact if the society does not catch the topic, results of the discussion have to be
limited and contorted. Therefore anyone who wants to communicate to society on behalf of hospice have to take into consideration that vast majority of addressees does not
plainly understand what the information is all about. It means firstly there is a need to
inform and explain what home hospices are and what type of help they offer, then secondly the rest of information.
When it comes to the source of information related to home hospices, efficiency of
traditional media channels is very similar to the internet, due to that fact preparing communication campaign or initiating of the discussion have to include traditional press,
radio, TV and internet channels as well. The specific type of those mass media allows
achieving better control over content and precision of the information. It is important
especially when the communication is to present, explain or familiarise the hospice topic
to society.
Polish society perceive state or state organisation as the most adequate type of
executive management body to be chosen in order to increase importance of hospice. It
is widely expected that state (or local government) will be activate in order to create and
execute different forms of palliative care. It is worth mentioning, after the state, Polish
people choose NGOs to do so as well.
The hospice topic is not a taboo and what is more Polish people finds palliative care
as a topic for public debate and they declare they are opened and ready to discuss about
it. That creates favourable condition for communication activities of hospices.
In the internet the subject related to hospices is dominated by information treating
of events and attractions for children – which are mostly part of CSR campaigns. That
shows deficit of other arguments in the discussion. Still, however, it gives possibility to
present different information associated to hospices topic and due to the diversity of
arguments it allows to capture discourse participants’ attention and boost their encouragement.
Worth noticing is relatively large percentage of interviewees who admit no awareness of home hospice term and quiet large group of those who has no need for discussion or own opinion about the subject or topic of futile medical care.
It only shows importance and necessity to take professionals, planned communication activities and to initiate public discourse. Otherwise efficiency of hospice activities,
possibility to raise financial support, to recruit volunteers or qualified employees strongly
dependent on general acceptance and understanding of the phenomena.
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TRAVEL ANTHROPOLOGY IN THE
LITERARY REPORTAGES
Olesya Yaremchuk1
Abstract
This article explores the relationship between travel anthropology and the genre of literary reportage. We scrutinized the theoretical foundations and genesis of travel anthropology, outlined its
basic principles, and explored its connections to other disciplines. We also examined the phenomenon of literary reportage, its peculiarities, and principles both at the level of thematization and the
level of narrative and compositional structure. According to our research, the methods of travel anthropology used by contemporary authors include fieldwork, participant observation, in-depth interviews, and detail fixation.
Keywords: literary reportage, travel anthropology, participant observation, in-depth interviews.

Introduction
Anthropology as a field of the human study is intrinsically related to the process of
travel. Since the great geographical discoveries of the 16th-17th centuries, when „Short
History of the Destruction of the West Indies” of Bartolomeo De La Casas, ship’s logbook
of Christopher Columbus, letters of Amerigo Vespucci or Diary of Antonio Pigafetta appeared, stories of the wanderers have become the narrative corps that shapes travel
literature. The era of realism entrenched the travel anthropology as a way of fixing reality
on both horizontal (geographical) and vertical (human studies) levels, naturalism and
constructivism continued this process. In the twentieth century there were three defining
schools of literary reportage that formed the basis for the tradition. These include American “New journalism”, Polish “Literatura faktu” (literature of the fact) and German “die
literarische Reportage” (literary reportage). These and other significant schools of the
genre, through their synthesis of journalistic approaches to gathering information and
literary form of text, serve as a tool for illuminating real events and phenomena. The purpose of this article is to highlight the features of travel anthropology in literary reportage
(on examples from Polish, Austrian, Belarusian and Norwegian journalism over the last
decade) and to explore more deeply the relationship between travel anthropology and
the genre of literary reportage.
Context and sources
In the conceptualization of Western anthropology the work of the Polish-English
anthropologist and sociologist Bronislaw Casper Malinowski, who conducted his field
research in New Guinea, the Trobrian Islands, the Canary Islands, and Australia was of
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great importance. During his travels and sojourn in the authentic environment of the
peoples studied, he wrote his works. The scientist observed culture as a coherent entity
consisting of interconnected elements and became the founder of a functional school
of anthropology. According to Bronislaw Malinowski, by examining specific elements of
culture and identifying dependencies between them we can get a more general picture
[1944, p. 150]. Croatian researcher Ivona Grgurinovic considers Bronislaw Malinowski`s
studies on the island of Trobrian as the beginning of travel anthropology (as a branch of
socio-cultural anthropology) [2012, p. 45], which is the subject of our study.
In the period of conceptualization of the “research on the road” and its emergence
as a separate constitutive feature of social and cultural anthropology, researchers travelled to exotic countries, geographically distant places to study various aspects of the
social and cultural life of a particular community, immersing themselves in its life. Ivona
Grgurinovic is convinced that Bronislaw Malinowski was a key figure in the “mythical history” [2012, p. 46] of Western anthropology because of the multi-year trip to the Trobrians
in the early twentieth century and initiating the so-called “participant observation”, which
laid the ground for modern research.
One of the most fundamental works on travel anthropology are books written by
American researcher Marie Louise Pratt “Imperial Eyes: Travel Writing and Transculturation” (1992) and “Field Research in Common Places” (1986). In these texts, Marie Louise Pratt analyzes the phenomenon of European travellers and the so-called exploration
writing [1992, p.83], that arises because of travel and exploration of societies in different
countries.
We should mention the work of James Clifford “Routes: Travel and Translation in the
Late Twentieth Century” (1997). The researcher writes how through travel and „translation” of other cultures enables to dislodge stereotypes and recognize different points of
history while maintaining small identities in conditions of domination and globalization
[1991, p. 70]. Besides that, it is worth noting that thanks to the studies of Marie Louise
Pratt and James Clifford travel anthropology is shaped as an object of research by many
younger scientists, such as Patrick Holland and Graham Hagan (“Tourists with Typewriters: Critical Reflections on Contemporary Travel Writing”, 1998), Jan Borm (“In-betweeners? On the travel book and ethnographies”, 2000), Peter Galm and Russell McDougal
(“Writing, travelling and empire in the margins of anthropology”). The most up-to-date publications on this topic belong to the already mentioned Ivona Grgurinovic (“Anthrophology and Travel: Practice and Text”, 2012).
Philosophical concept and terminology
Philosophical analysis of the phenomenon of travel is implemented by existentialist
Gabriel Marcel. In his book „Homo viator” he formulates an anthropomodel, which means
“travelling man” [1949, p. 102], but we are speaking not only about geographical journeys
but also about travelling and road to ourselves. According to this philosopher, the path
to truth lies through acts of inner self-knowledge, in particular through the formation of
a kind of inner position. Gabriel Marcel is convinced that man is a pilgrim, whose gaze is
directed at the constantly changing reflection of his own self. Due to this dynamic flow
of inner life, being is not a state, but a process of eternal renewal, of continuous birth.
“Etre c’est etre en route”, writes Gabriel Marcel, which means “To be — to be on the road”.
The formula was adopted by many authors who used a literary reportage for their
writing. The genre, due to the synthesis of journalistic approaches to gathering information and the literary form of presentation of the text, serves as a tool for coverage of
real events and phenomena, has different modifications in countries, depending on their
specificity. The multifaceted and diverse perspectives of literary reportage became the
subject of research at the end of the twentieth century. One of the most thorough scientific works on this subject is the work of the Austrian researcher Catherine Kostenzer.
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In the book “Literary Reportage. About the hybrid form on the border between journalism and literature” Caterina Kostenzer explores the genesis of this genre, from the travelogue literature and antiquity to the XVI century, its modification in the era of realism,
naturalism, and constructivism, up to the modern schools of reportage.
“Literary reportage is a hybrid genre that was formed under the influence of both
typically journalistic and typically literary trends. Literary reportage represents not only
the genre but also the personality of the reporter so it can also be defined as an individual expression of the artistic creative process” [2009, p. 15], according to Caterina Kostenzer from the University of Innsbruck. A study of the historical and theoretical foundations
of this genre clearly shows that literary reportage is based on a long tradition of journalistic and theoretical trends that relate to the theme of realism. According to Caterina
Konstenzer during her research, she has found numerous confirmations that, in spite of
the established concepts, literary reportage is mainly a journalistic genre with selectively
literary features. We differentiate the three main anthropological methods that authors
use in this genre: the experience of fieldwork, in-depth interview, and the importance of
the details.
Experience of fieldwork and its narrativization
The most important method in travel anthropology used by authors writing in the
genre of literary reportage is fieldwork. In socio-cultural anthropology the list of meanings of the term “field” is diverse — it is interpreted as classical open space or cleared
space, where the researcher can freely look around and not be distracted by social contacts, analyze what you have seen from a scientific perspective. For the second case,
the French ethnographer-Africanist Marcel Griol exploring the West African people of
the Dogon, in 1928-1933 first used aerial photography, which came into practice of anthropological exploration [1991, p. 142] This method has impressed with a contradiction
the classical research field and those anthropologists who work “on the ground“, directly
in a field. Inasmuch as field-based science requires participant observation (the French
equivalent of the term “terrain”) and the fixation of the details.
In this context, the work on “cleared space” was more abstract, however, according
to researcher James Clifford, “we should admit that scientists work with the field without stepping there” [1991, p. 38]. The author of “Routes” points out that, in anthropology
it is important not just to obtain fresh empirical data and aerial photography cannot
provide this. In his view, going out to the field involves a spatial difference between an
inpatient workplace and a study location outside; after all moving to a cleared space
for the anthropologist determines the particular practice of substitution and purposeful,
disciplined focus.
An American researcher at the University of Pennsylvania, Henrika Kuklick, reminds
us that the transition to professional field research in anthropology took place in the
late nineteenth century. [2007, p. 10]. This approach is empirical and interactive, so it
was quickly put into practice. According to James Clifford, the main feature of fieldwork
is leaving home to work with people. These can be in-depth interviews when the interlocutors are together for a certain amount of time. “We need intense, deep interaction,
something that guarantees a canonical spatial practice of knowledge extension, say, a
long stay in the community. Fieldwork may also include repeated short visits, as noted in
the American tradition of fieldwork” [1991, p. 39], he writes.
A modern example of such field work in literary reportage is the book “The Bookseller of Kabul” written by the Norwegian journalist Åsne Seierstad. She spent a year in Afghanistan, exploring live of the city and the people of the country. “The Bookseller of Kabul” is a story about the life of one family who lived in Afghanistan, in which the regime of
the Taliban was overthrown in 2001-2002. A journalist did not neglect anyone from this
family. We discover more through a prism of life of children, adults, old members of the
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family of Sultan Khan, the bookseller of Kabul, about Taliban, Mujahedeen, former kings
of Afghanistan, or the presence of the USSR and America. “Åsne Seierstad acquaints us
with their neighbours, near and distant relatives, the life of the Afghanistan city, orders
of public requirements. Especially these requirements are hard about women”, writes
Ukrainian author Anastasia Levkova [Levkova, 2014].
According to James Clifford, after the anthropologists have stopped relying on the
accounts of field data collectors, travellers and various interpreters, their authority was
increasingly based on the experience of fieldwork: “Experiential authority is based on a
»feel« for the foreign context, a kind of accumulated savvy and a sense of the style of a
people or place”, while “the experience of the researcher can serve as a unifying source
of authority in the field” [1988, p. 35]. In the opinion of Ivona Grgurinovic, it is on this experience of travel, the experience of being in another place, in a foreign culture, that the
authority of travel writer and travel writing are based on, the experience is what makes
his/her text credible [2012, p. 46].
On the other hand, even though it is “difficult to say very much about the experience.
Like »intuition«, it is something that one does or does not have, and its invocation often
smacks of mystification” [1988, p. 35], this can be true of ethnography, but in travel writing invoking experience is not merely an unstable background of authority. According to
Ivona Grgurinovic in a “scientific” text, such as ethnography, which is (after all) sustained
not only by experience but also by institutional and disciplinary history and the authority
of rationalist science as such, there is no place for experiential subjectivizations; travel
writer is subjected to somewhat different forces and milder restrictions [2012, p. 49].
Shared by these practices, anthropological fieldwork requires the researcher to do
more than pass, instead of conducting interviews and surveys is not enough — the legacy of intensive fieldwork determines anthropological research styles critical to disciplinary self-determination. But how does a field research tool influence the construction
of a narrative corpus in literary reportage?
In-depth interview and the importance of the details in a literary reportage
One of the main features of literary reportage is the dominance of dialogues, namely the disclosure of characters and problems through dialogue, as well as the meticulous
reproduction of the speech specificity (dialectisms, jargon, soundtracking, etc.). In addition to participant observation, the in-depth interview method is of great importance for
travel anthropology. Such conversations are characterized by the length of conduction,
details, and increased attention to non-verbal approaches. According to the researcher
of this qualitative method in anthropology, Palena Neale, the author, who conducts fieldwork, should take into account physical gestures, poses, facial expressions [2006, p. 6].
This method also includes in-depth collective interviews where the researcher works
with a focus group.
A great example of this method in the literary reportage is the book “The Dancing
Bears”, written by a Polish journalist Witold Szablowski, which discovers the transition
from captivity to freedom. His collection of the reportages, published in 2015, is divided
into two parts: in the first he explores trained bears who had lived in Bulgarian Roma families for decades, earning money for them, and after being taken away from their owners,
they were learning how to live at large. The second part is about the countries which
cannot cope with freedom after the collapse of the USSR. Witold Szablowski travelled to
his native Poland (as well as England, where he communicated with immigrant Poles),
Ukraine, Estonia, Serbia, Albania, Cuba, Georgia, and from each country he described situations that demonstrate the difficulty of transitioning from one state to another.
His reportages are based on dialogues. Each reportage is like a conversation with a
character, described by the author. In such in-depth interviews, the recipients tell the most
intimate things about their lives. The main character of the book “The Dancing Bears” Gi-
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orgi Mirchev Marinov shares his memories: “I loved her as if she were my daughter […]
God is a witness, I loved her as if she were human. I loved her as my dearest. She always
had enough bread. The best alcohol. Strawberry. Chocolate. Bars. If I could, I would hold
her in reverence. So if you say that I beat her, that she was bad with me, you are lying”
[2014, p. 10].
In this context, we consider three aspects of verbal communication: epistemological (as the exchange of information between communicators), ontological (as a thinking
activity) and pragmatic (as the realization of communicative intentions). Using in-depth
interviewing tools, the reporter makes individual contact. Through in-depth interviewing,
the journalist conducts a field study, allowing the reader to look deeper into the real-life
of a community, village, city or country.
Another method in field research is the fixation of the details. This method is used
in many sciences, and in this case, journalism and anthropology are intersecting here,
because the details are decisive in literary reportage. In the preface to the first “New
Journalism Anthology” American journalist Tom Wolfe highlighted detail as an element
of “symbols of human status” among the four fundamental features of the genre. Details
are about gestures, behaviour, clothing, furniture, landscapes, or weather. For example,
a leading Polish reporter, Hanna Krall, in an interview in Litakcent Magazine said: “When
I write literary reportages, I always use plenty of details. I believe that the world can be
told through the details. When it is seen what is on the table, who is wearing what” [Krall,
2016].
As Maria Tytarenko points out in the article “Keys to non-fiction: truer than reality”,
it is important for the author not only to notice the salient details but also to select the
most eloquent ones, not to overload the text with unnecessary and at the same time to
maximize the character or scene [Tytarenko, 2017].
As an example, we would like to quote an excerpt from the book by a Polish reporter
Hanna Krall, texts of which are characterized by psychologism. In the in-depth interviews
through a psychological prism, she describes the stories of her characters. The most
famous text of Hanna Krall is “Shielding the Flame” about the uprising in the Warsaw
ghetto. Hanna Krall recorded the memories of one of the leaders of the uprising and the
prominent cardiac surgeon Marek Edelman, who saved the lives of many people. They
have a strong friendship and, as a result of communication between the reporter and the
doctor, the book was published. Hanna Krall opens the events of the ghetto uprising to
the world and subsequently, the book will be translated into dozens of languages, which
will bring her world fame.
The author pays special attention to the details. For example, the book “Shielding
the Flame” begins with the next dialogue:
“You had a sweater made of red furry wool that day. It was a pretty sweater,” you
added, “from the hangar. It belonged to a very rich Jew. There were two leather straps
above the sweater and a flashlight in the middle of the chest. You imagine what I looked
like!” You said when I asked about the day of the nineteenth of April...”
“Did I say that? It was cold. In April, it is cold in the evenings, especially if a person
eats a little. So, I put on a sweater. It`s true, I found it among the things of Jews. One day,
they were all kicked out of the basement, and I got myself an angora sweater. It was a
good thing. That man had plenty of money and before the war donated to FON, for an
airplane or a tank, something like that” [Krall, p. 6].
“Shielding the Flame” is not just a description of the days of rebellion, but a book
about the extermination of Jews who voluntarily go with a loaf of bread to death. “The
text by Hanna Krall is an extremely interesting book that forces us to ask themselves
some important questions”, writes about Hanna Krall’s book Anna Chehovich. [Chehovich, 2016].
Detailing has a significant place in a literary reportage, but it should not be trivial
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and had an additional value.
Literary reportage as a hybrid from of salvage ethnography
According to the researcher James Clifford, literary reportage is also a form of
salvage ethnography, which is the recording of the practices and folklore of cultures
threatened with extinction, including as a result of modernization. It is generally associated with the American anthropologist Franz Boas; he and his students aimed to record
vanishing Native American cultures. But since the 1960s, anthropologists have used the
term as part of a critique of 19th-century ethnography and early modern anthropology.
The perfect example in this context is the journalistic study “The Dying Europeans”
by the Austrian author Karl-Markus Gauss. The book consists of five reportages, each
of which tells us about a separate ethnic group. For instance, the Sephardic Jews of Sarajevo, which are descendants of those who were expelled from Spain at the end of the
15th century because of their religion. Most of the exiles settled in the Balkans, where
they were received by the Ottoman Sultan. The second nation described in the book
is the German-speaking population of the Gothic region of Slovenia (another name is
Kochevie). Their ancestors moved from Carinthia and East Tyrol to the undeveloped,
thick forests of the earth from the early 14th century. The third research group, the Arberes, the Albanians of southern Italy living there from the 15th century, were fleeing
from their homeland from the atrocities and wars. Another national minority described
by the author are the Sorbs or the Lusatians, who have lived on the present German lands
for over 1200 years. The last group, the Aromanians, is one of the most ancient, according to Gauss, European peoples scattered across countries (mainly the Balkans or near
Greece, Bulgaria, ex-Yugoslavia), and only Macedonia has managed to recognize as a
separate ethnic group.
This book shows the variety and diversity of Europe, what we now refer to as European culture and European standards, is based not only on Judaism and Christianity, but also on Judaism, Christianity and Islam. Considering the opinion of a Ukrainian
author Anastasia Levkova, the literary reportage of Karl Markus Gauss puts couple of
questions: “What are the ethnicities in the globalized world? Why is national identity important? What will the ethnic map of Europe look like in 20, 30, 50 years? And what will
change it in the so-called political, linguistic, household ecology of this part of the world?
What should be the balance between maintaining the traditions of a particular ethnic
group - and being open to a new one?” [Levkova, 2016].
This book shows us the method of Karl-Markus Gauss: his story is based on trips
to places he writes about, conversations with representatives of minorities, but there are
also philosophical considerations and historical excursions.
Current discussion
The main discussion in travel anthropology now is to distinguish between simply
tourist experiences and, in fact, in-depth research. Human or individual, culture, society,
peoples — they all are the objects of travel anthropology. The media attention about the
misadventure and recent rescue of British explorer Benedict Allen from Papua New Guinea, and the debate over whether his exploits are culturally appropriate in a post-colonial
world, raise a question that is at the heart of anthropology itself. „Why do we travel to
other cultures? Who, if anyone, gives permission? Are only some reasons for travel valid?
And once you’re there, what understanding do you hope to achieve?” [Ochota, 2017] —
asks Mary-Ann Ochota in the article of “The Guardian”.
Allen described his objective as tracking down a band of people “out-of-contact
with our interconnected world”. He insists that his work as a professional adventurer-explorer is not about conquering nature, planting flags or leaving your mark. It is about the
opposite: opening yourself up and allowing the place to leave its mark on you. That, he
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explains, is the reason for not taking GPS or satellite phone, which would be standard
safety equipment for most remote expeditions. If the locals cannot leave when a dangerous situation or illness occurs, why then, should their white-skinned guest? According to
reflections of Mary-Ann Ochota, it feels like tribal tourism exploits the tourists seeking an
“authentic” cultural experience more than it exploits the entrepreneurial locals offering
dance performances, traditional costume, or market knick-knacks.
In the context of literary reportage study non-tourist experience is important, in
which the format of deep research prevails. A relevant example of this is the book by
the Nobel laureate Svetlana Alexievich „Secondhand Time”, in which she researches a
„soviet human”. „Communism had a crazy plan,” the author says in the preface to the
book, “to remake the “old” human, the “dilapidated Adam”. And it came true ... maybe,
only it came true. For seventy-plus year olds, the laboratory of Marxism-Leninism created
a separate human-type — “homo sovieticus”. Someone considers it is a tragic character,
and someone calls it a “sovok”. It seems to me that I know this person, she knows me
well, and I have lived side by side with her for many years. She is me” [Alexievich, 2017].
For thirty years the Belarusian journalist and writer have studied the Soviet human, his
culture, the society in which he was created and lived, his social attitudes and customs.
Through dialogues, in-depth interviews, observations in her texts, she shows a certain
slice of the era, the current state of society.
An author who uses the tools of sociocultural and travel anthropology should be
able to keep track of the problems of communication within human communities over
time. Studying the micro dynamics of culture allows seeing the processes of creation
and decay of various sociocultural objects. In the postmodern world, the micro dynamics
of change in communities is characterized by such features as the pluralism of the life
world, of the individual and the community, of the multi-vector processes of sociocoultural life, of the decentralized sociocultural space.
Conclusions
The goal of this article was to highlight the features of travel anthropology in literary reportage and to explore more deeply the relationship between travel anthropology
and the genre of literary reportage. We defined the theoretical foundations and genesis
of travel anthropology, outlined its basic principles, and highlighted the features of interaction with related sciences. Besides, we have defined the phenomenon of literary
reportage, its peculiarities, and principles at the level of thematization and the level of
narrative and compositional structure. By our definition, travel anthropology is a science
that studies the history and nature of human, sociocultural space, social connections
and structures by collecting information over short and long journeys, using tools of
observation, in-depth interviews, empirical experiences, and other. For our analysis, we
used examples of contemporary authors who use travel anthropology for their research.
Among them are Osne Sayerstad, Witold Szablowsky, Karl-Markus Gauss and Svitlana
Alexievich.
Based on the analyzed texts of contemporary literary reportages, we can distinguish the following theoretical and methodological foundations of travel anthropology:
1. The unity and diversity of the phenomena of sociocultural life — the anthropologist
seeks to synthesize integrative and differentiating features of social and cultural phenomena based on general principles of anthropological methodology.
2. Duality — recognition of the primary duality of social life: ideality and reality, objectivity and subjectivity, “naturalness” and “artificiality”.
3. Relationalism (epistemological view, according to which only knowledge of relations between things and concepts is possible) — the interpretation of the human
social world as a substance, which constantly changes the configuration of certain life
processes and relationships between people.
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4. Dynamic orientation — consideration of sociocultural phenomena in their dynamic
expression; study of dynamic processes in groups, by which each individual influences his culture and culture — on the individual.
5. Objectivity — the sociocultural features of the human community should be considered, rising above the level of values and methods of thinking of the observer, as
close as possible to fully reflect the values and methods of thinking of the group they
are watching.
Using the methodology of travel anthropology, the modern researcher opens new
horizons of many modern worlds, which is changing and fluctuating, daily absorbing and
losing certain experiences and phenomena. The theoretical value of our research is reflected in the coverage of new aspects of the analysis of literary reportages, in substantiating the special role of travel anthropology, in writing journalistic texts, and in expanding
the interpretive possibilities of the methodologies of theory and history of journalism,
social communications by taking into account insights.
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COMMUNICATING SOCIAL IMPACT
AS A NEW TREND IN CORPORATE
REPUTATION MANAGEMENT IN
THE LIGHT OF CONTEMPORARY
POLITICAL AND SOCIAL
CHALLENGES
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Abstract
The tide of the 2008 economic crisis strengthened social and political movements that ask
about the current form of the capitalist system and the practices of large corporations. For the latter,
this means a significant reputational challenge. In facing it, companies are improving their corporate
social responsibility (CSR), corporate citizenship (CC) and public relations (PR) policies, and deploying new forms of strategic management and communication. One of them is the trend of management and social communication of companies’ social impact, bringing together the CSR, CC, PR and
humanistic management approaches.
Keywords: CSR, social responsibility of business, CC, corporate citizen, social impact, management

The framework of global politics
The 2008 financial crisis brought a range of social and political consequences, constituting an important context for companies’ communications activities. For many, the
crisis became evidence that a flawed capitalist order had been shaped in Western countries, particularly since the second half of the 1970s, known as the “neoliberal” order
or the “Age of Financial Euphoria” [Dembinski, Beretta, 2014, p. 26], and of the need to
rebuild the entire system. This approach is described by the term “interregnum”, coined
first by Antonin Gramsci, but re-imagined by Zygmunt Bauman and the humanistic management school [Bauman, Bauman, Kociatkiewicz, Kostera, 2017, p. 21]. It stresses that
the current system of management is going through a serious crisis of legitimacy, and
the global recession was caused by “institutionalised irresponsibility” [Bauman et al,
2017].
This state of affairs creates reputational threats for large companies. They are ac1
Master’s degrees in political science and psychology, e-mail: konrad.ciesiolkiewicz@gmail.
com ORCID: 0000-0001-6926-3448

61

62

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (21)2020
cused of an excessive and single-minded focus on profits for majority shareholders. We
must recognise as important factors, affecting the potential increase of social pressures
and questioning of market institutions, those periods of election campaigns and the
mediatisation of social and political life variously described using concepts such as the
“electronic republic” [Grossman, 1998], “media politics” [Castells, 2013, pp. 209–210],
“communicative democracy” [Jakubowicz, 2004] and “electronic democracy” [Maigret,
2012, p. 446].
They are leading to a new form of democracy, handing unlimited communication
tools to citizens and consumers. These tools are used to organise mass movements
challenging market institutions, which can be seen in the activities of Occupy Wall Street
[2019]. According to Rok [2019, p. 150] we are facing a growing wave of anger from many
stakeholders in business, forcing change in the direction of making businesses’ goals
more social. Mediatisation creates a new space for the politicisation of many social
and economic problems, thus giving them social significance, intensifying the dispute
surrounding them and increasing the number of engaged actors [Duszczyk, Lesińska,
Matuszczyk, 2019]. Castells [2013, p. 211] also stresses the growing role of think tanks
in information policy. The primary mission of such centres is to build social awareness
using various communication techniques.
One example of a global initiative presented as a reaction to the politicisation of the
problem of managing large enterprises is the compact of almost 200 CEOs and owners
of American companies brought together in the Business Roundtable organisation. In it
they commit to apply a new paradigm, beneficial for all key stakeholders: clients, workers, suppliers, communities and the environment [Bellon, 2019]. According to the critics,
the main goal guiding its creators is the need to repair their reputation, caused by the
election campaign under way in the US and by attacks from politicians and voters. The
Economist [2019, p. 9–10] put this subject on its cover, which attests to its importance.
One of the main motifs of the debate on corporate responsibility and communication has become the call for a turn to management based on values. Krzysztof Obłoj
[2018, p. 165] calls this a need to return to thinking that actions are taken not just based
on profitability, but first of all because of duty. Terms were coined such as “values-based
marketing” and “marketing 3.0”, where “the raison d’etre of brands is seen in actions
related to changing the world for the better” [Bakalarska, 2016, p. 47]. New approaches
to CSR communication appeared, such as “CSR 2.0”, in which stress is placed on companies solving social and ecological problems [Bakalarska, 2016, p. 114], as well as ever-increasing interest in alternative forms of organisation: cooperatives, social enterprises,
based on a community of values and treating communications actions as sharing “the
good” with their surroundings [Kociatkiewicz, Kostera, 2019].
The Polish context
According to GfK research on global trends in purchasing decisions, consumers
think most about the categories values, ambitions, social affairs, relations and attitudes
[Grusznic-Drobińska, 2018]. The most important conclusions related to Poland and their
implications are:
- a focus on experience and not on what one owns (sensory stimulation, social and
cultural capital, common experiences, growth in the popularity of the sharing economy);
- thanks to the development of information technologies, consumers have a strong
conviction that they impact each other more than ever before (opinions that we trust,
crowdfunding, real-time reviews, word of mouth);
- a change in behaviour towards limiting negative impact on the environment (corporate social responsibility, sensitivity to misleading information that aims to clean up reputations, so-called greenwashing).
Poles’ relationship to companies is worse than in Western countries. As many
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as 56% of respondents believe that people who have started their own business and
achieved success deserve recognition; the figure for the European Union is 67%. At the
same time, Poles would like to start their own companies [Tarnawa, Węcławska, Nieć,
Zbierowski, 2017]. After the outbreak of the global crisis, a significant drop in support
for capitalism was noted in Poland. Between 2009 and 2014 the percentage of dissatisfied people grew from 39% to 52% [Grela, Konopczyński, Malko, Sobociński, 2016]. In
the media and political discourse, “economic patriotism” and “consumer ethnocentrism”
are proposed as antidotes to the negative consequences of globalisation [Włodarczyk,
2015]. They boil down to promoting domestic products and companies, but they’re also
presented as corporate responsibility for the economic and social well-being of the
country where the companies operate [Wojtowicz, 2015].
Companies’ social impact
There is a broad consensus on the statement that nothing harms a company’s reputation more than acting in a socially irresponsible way [Gołata, 2017]. In writing about
reputation, I treat it as a specific accumulation over time of images of a company [Gołata,
2012]. In addition to the time function, an important role is played by effective dialogue
with stakeholders [Dąbrowski, 2010, p. 72]: Reputation “is a stable assessment, based
on a coherent set of company actions and shared by various groups of stakeholders,
concerning its ability and readiness to meet their expectations and provide them with
a certain value.” Thus, it can be assumed that reputation is what various audiences, milieus and social groups functioning in this ecosystem think and communicate about a
given organisation [Grunig, 2015]. It is “shaped by a company’s ability to meet stakeholders’ expectations” [Dąbrowski, 2009, s. 173] and is subject to constant change.
One of the methods for building companies’ reputations, particularly after the outbreak of economic crises, is the trend of CSR [Gadomska-Lila, 2012]. CSR is “companies’
responsibility for their effect on society” [Ćwik, Grzybek, 2012]. It can also be said that it
is “an organisation’s responsibility for the effect of its decisions and actions on society
and the environment, ensured by transparent and ethical behaviour, which contributes to
sustainable development, including the health and welfare of society; takes into account
stakeholders’ expectations; complies with the law and international norms of behaviour;
is integrated with the organisation’s actions and practiced in its relationships” [Społeczna…]. Another important category is that of the corporate citizen (CC), accenting in a
particular way an active role in social and civic life by supporting charitable, educational
and cultural purposes [Nakonieczna, 2008, pp. 68–69]. Its essence is the emphasis that
a company’s actual obligations go far beyond its legal obligations.
Measuring and communicating social impact can be recognised as a new phenomenon that is another stage of CSR, CC or PR communications, going beyond the boundaries of mandatory financial disclosures. The traditional CSR communication model was
based primarily on reporting according to Global Reporting Initiative standards [GRI…].
Communicating this impact also meets the definition of PR in Grunig’s [2015] model
of two-way symmetrical communication, assuming an effort at mutual understanding
between the organisation and a broad range of stakeholders, and at two-way dialogue,
in which the company wants to deliver value for its surroundings [Kuraszko, 2010, pp.
41-49]. Thanks to the development of online platforms and proprietary media, the role of
communications services is no longer limited to representing the interests of the organisation, but also understanding and advocating for the interests and needs of the public
with respect to the company of which it is a part [Grunig, 2015].
Social impact is “the consequences to human populations of any public or private
actions-that alter the ways in which people live, work, play, relate to one another, organize
to meet their needs and generally cope as members of society. The term also includes
cultural impacts involving changes to the norms, values, and beliefs that guide and rationalize their cognition of themselves and their society.” [Burdge, Downs, Charnley, Fin-
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sterbusch, 2003].
Measuring and communicating impact
Communicating impact is based on two basic components. The first is measuring
impact, where the most popular model is LGB [csr consulting, 2017]. The second component constitutes the narration surrounding data acquired by researching the impact and
messages that the organisation builds around itself. To a certain degree, we can seek
here an analogy to storytelling [Orzeł, 2015] in corporate communication.
Measuring impact assumes that calculations are conducted at three stages of implementation [Forum Odpowiedzialnego Biznesu, 2012]:
Stage 1. Contribution: financial, time, material support, people, areas of engagement etc.
Stage 2. Results (what has happened in the short and medium term): social (the
number of people covered by the action; type of support), business, additional support
received from other sources.
Stage 3. Social impact (what has changed in the long term): changes in attitudes,
behaviours, knowledge, skills, the environment and many other kinds of change.
Examples of this trend may be actions taken by the Polish Chamber of Insurance
(PIU) and the Polish Chamber of Information Technology and Telecommunications
(PIIT), i.e. self-regulatory bodies bringing together companies from particular sectors.
In 2017 the PIU published a report titled How insurance changes Poland and its people:
Report on the influence of the insurance industry” [Deloitte, 2017]. In it, the organisation
presents its impact in three areas: the economy and public finances; companies; and
society. The PIIT, in turn, in 2016 marked the 20th anniversary of the Polish launch of
GSM mobile technology by publishing a report titled Technologie mobilne w nowoczesnej
Polsce – odpowiedzialny rozwój i równe szanse (Mobile technologies in today’s Poland:
responsible development and equal opportunities) [PwC, 2016]. The material clearly addresses the government’s Strategy for Responsible Development. It argues that mobile
technologies have a positive impact on the development of the economy, entrepreneurship, trade, and personal and national security. The two reports were prepared in collaboration with the advisory firms Deloitte and PwC. Below I present examples of the
documents’ findings.
The PIU report [Deloitte, 2017]:
Impact on the economy and public finances:
•
The insurance industry generates almost PLN 35.9bn of added value in the Polish economy. This accounts for nearly 2% of GDP and has a significant influence on the
improvement of Poland’s economic well-being. For comparison, this amount is double
the state budget’s expenditure on higher education in 2016.
•
The insurance industry employs 27,000 people, and additionally generates
nearly 198,000 jobs in other parts of the Polish economy by paying out benefits and
compensation (not including the self-employed). The industry generates the most jobs
– 70,000 – in retail, wholesale and repair of vehicles.
Impact on companies:
•
“Employee health insurance can play a significant role in the healthcare system.
Employers’ attempts to improve workers’ access to physicians or tests may cut the
costs of sick leave by as much as 70% over the long term.”
Impact on society:
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•
“Most Poles count on a state pension and start to save too late to have a dignified standard of living in the autumn of their life. Many Poles say (40% aged 25-45) that
they won’t live to retirement ages, which is not necessarily true, because we’re living
longer. Saving PLN 100 a month today, we’re able to increase our standard of living
after retirement by as much as 25%.”
The PIIT report [PwC, 2016]:
“3.2% is the total effect of mobile technologies on the Polish economy.”
“In 2015, Polish GDP grew by PLN 26.5 billion thanks to mobile telecommunications
operators.”
“Productivity growth thanks to the application of mobile technologies adds 1.7% to
Polish GDP.”
“21.5% of the value created by the sector is reinvested. That’s three times more than
the figure for the economy as a whole.”
“A call for help from a mobile phone reduces the likelihood of death on the scene by
almost 25%. That means 137 people rescued for every 100,000 patients.”
The example of Orange Polska
The examples of the PIU and PIIT concern only the idea of communicating impact.
A comprehensive approach means not so much sporadic activity on special occasions,
but first of all a regular mechanism functioning in the organisation. A good example is
the activity of Orange Polska, one of Poland’s largest providers of telecommunications
services, operating in all market segments [Raport…, 2018]. Research on Orange’s impact is prepared in collaboration with Shipyard – the Centre for Social Innovation and
Research, an NGO that acts as a think tank. In the category of social topics in the media,
the company is the sector leader [Press Service Monitoring Mediów]. Measuring impact
is an integral part of Orange Polska’s CSR strategy. It comprises three levels of activity
[Podstawy…, 2016]:
- Responsible management: company policies and procedures, including dialogue with
stakeholders, an ethics committee, compliance policy, human rights and the supply
chain;
- strategic areas: social and digital development, network security, environmental protection and workplace culture;
- measuring and managing social impact in six areas: local communities, employees,
the economy, innovation, the environment and clients.
The data on impact are used in numerous communication channels, and they can
be examined on this basis on the website [Odpowiedzialny…, 2016].
In the following analysis of key elements of Orange Polska’s corporate communication, I rely on Olivier’s three levels of the communications process [2010, p. 258]: the
problem of meaning, the context of the group and the technical dimension, adjusted for
the aspect of interpersonal relations [Kostera, 2014, p. 24]. Thus, I assume that the key
elements of communication are:
- the linguistic content: what is communicated (the content of the message),
- relations: who transmits the message to whom,
- Form: the way the content is communicated.
In the case of defining the direct recipient, I take into account the assumptions of
Grunig [2015] from the model of two-way symmetrical communication, in which the audience is not precisely defined. That’s because this model assumes that today, various
audiences access content in various ways and at various times. Thus I take into account
only the key potential recipient of any message. I define them roughly on the basis of
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the form of communication (type of medium or event) and the content of the message.
Example 1:
Content (message):
“The statement that every company, even the smallest, impacts its surroundings is a
truism. I suspect that the larger they are, the stronger these effects. But it’s difficult to
define, as most companies don’t measure their social impact. My guess is that this is
because it’s a very difficult task. We became convinced of this when we prepared our
first report on Orange Polska’s impact. The estimates it contained included one of our
impact on Poland’s GDP (5.3% growth in 2004-2015 thanks to Internet service supplied by Orange Polska), development of local communities, growth of companies and
new jobs at suppliers thanks to Orange Polska procurement. When we think about our
impact, I can demonstrate it based on the agreements we signed yesterday with the
Ministry of Digital Affairs. We pledged that over three years we will connect more than
4,500 schools, or almost 15% of all schools in Poland, to fibre optics. We’ll pay for this
out of our own funds. But for us this is a natural extension of investment in fibre – so
that it will also serve the youngest Poles.” [Jabczyński, 2017].
By whom, to whom (communicator/potenHow (form of communication):
tial direct audience):
Corporate blog post. Title: “On the Impact Press spokesman/clients, employees,
of Orange Polska”
central and local administrations
Example 2:
Content (message):
“The nationality of capital shouldn’t matter when it has a positive impact on the economic growth of the country a company is operating in. We see economic patriotism
on several planes. Through investment: over the past 10 years we’ve engaged PLN 26
billion in infrastructure, which delivers benefits to all of society. If we wanted to build
a motorway with this money, it would be about 800 km long. This year we’ve invested
several hundred million złoty in fibre optics, ensuring access to very fast Internet for
about 700,000 families. Over 10 years we’ve designated PLN 73 billion to buy products and services from Polish companies. These funds have allowed our partners to
grow, and thus their partners too. The PLN 73 billion we’ve engaged has contributed to
growth in demand for various kinds of goods and services in the amount of PLN 200
billion. We estimate that our purchases create about 40,000 jobs with our suppliers. We
ourselves spend an average of PLN 2.2 billion a year on compensation, and the rest of
the companies from the industry twice as much.” [Wielkie znaczenie…, 2015].
By whom, to whom (communicator/potenHow (form of communication):
tial direct audience):
Puls Biznesu daily, “The great significance
CFO/decision makers and opinion leaders
of large companies in the economy”

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (21)2020
Example 3:
Content (message):
“World Bank economists have calculated that the more broadband Internet lines a
country has, the faster its economy can grow. In Poland, the increase in the number
of connections per 100 residents from 2.1% at the end of 2004 to 15.7% at the end of
2014 translated into a cumulative increase in potential GDP by 13.6%. Impressive. A
large proportion of the new lines are from Orange Polska (more than 36%). These data
allow us to estimate that Orange Internet connections have increased Poland’s potential GDP by 4.5% during this time.” [Duthoit, 2015].
By whom, to whom (communicator/potenHow (form of communication):
tial direct audience):
Rzeczpospolita daily, “What kind of patriotism in the economy? An index of econom- CEO/decision makers and opinion leaders
ic patriotism”
Example 4:
Content (message):
“PLN 7.8 billion of Polish GDP generated thanks to our services”
“46,000 jobs created in other companies thanks to their work with Orange Polska”
[Raport…]
By whom, to whom (communicator/potenHow (form of communication):
tial direct audience):
CEO and CFO/investors, analysts, journalOrange Polska, 2018 Integrated Report
ists, employees
Example 5:
Content (message):
“Since 2005 Orange has invested PLN 26.5 billion, an amount comparable with building
four Warsaw Metro lines. During that same time, the company bought PLN 80 billion
of equipment and services from Polish companies, and spent PLN 20 billion on wages
and benefits for employees. The company itself employs 17,000 people, but its regular
contractors employ another 40,000.” [Śmietanko et al, 2017].
By whom, to whom (communicator/potenHow (form of communication):
tial direct audience):
Debate in the Jagiellonian Club think tank:
“When a corporation wants to know what Researcher, CSR employees/Experts and
it’s doing: A Stocznia, Orange and Jagiello- opinion leaders
nian Club Debate”
Example 6:
Content (message):
“Every business has an impact on its environment. Orange Polska tries to research and
measure its impact, to maximise the positive effects of the company’s operations and
minimise the negative ones. Where does the need to manage impact come from? What
are the benefits?” [Kongres Profesjonalistów Public Relations, 2017].
By whom, to whom (communicator/potenHow (form of communication):
tial direct audience):
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Programming block during the Professionals’ Congress in Rzeszów titled Why is it CSR and communications employees/PR,
worth measuring and managing a compa- CSR, marketing experts; academics
ny’s impact on its surroundings?
Example 7:
Content (message):
“Every month we send electronic invoices to 5 million clients, which saves almost 750
tonnes of paper, or 17,000 trees. Energy use has fallen by more than 3% thanks to this
Orange initiative.” [Odpowiedzialny…, 2016].
By whom, to whom (communicator/potenHow (form of communication):
tial direct audience):
Company/Clients, experts, journalists, emCompany’s CSR website
ployees
An analysis of these examples leads to four key conclusions:
1. The company proactively formulates precise messages responding to arguments
raised in the public sphere by critics of the free market and the practices of many
companies, including: contribution to local economic development (examples 1, 2, 4),
care for the environment (7), education (1), the labour market (4, 5), development of
smaller Polish companies (2), social development (1, 2). Simultaneously, communication is directed to all key audiences.
2. Orange implements the model of two-way symmetrical communication (Grunig,
2015), with a clear emphasis on dialogue and engagement in the public discourse
referring not only to the company’s direct interests but also to the social and economic problems of the entire sector, the state and society. It attempts to interpret the
concept of “economic patriotism”, one of the key ideas of economic policy (Example
2). It discusses publicly the theme of managing and communicating social impact in
Poland (6). It places itself in the role of an organisation taking responsibility for a significant part of “the common good”.
3. It assigns an important role to local NGOs and think tanks as communicators. The
proof of this is participation in discussions organised jointly with several such organisations (the Jagiellonian Club, Nowa Konfederacja, Stocznia) (Examples 5, 6). But
what particularly distinguishes this approach is the strategic relationship with Shipyard – the Centre for Social Innovation and Research, a social organisation (outside
the government and business sectors), in contrast to the earlier examples of PIU and
PIIT. Both of these business associations used the services of prestigious global advisory firms. This approach is in line with the trend of the growing role for this type of
organisation in communicating and building social awareness, indicated by Castells
[2013].
4. It created an effective mechanism strengthening the company’s media image. Analysis by Press Service Monitoring Mediów for Orange Polska [Press Service Monitoring
Mediów] indicates that in the first year of communicating social impact, 1,952 publications appeared in the press, radio and television. In 2019 there were 2,593, accounting
for 7.5% of all publications on the company’s activities. As many as 15% of all positive
reports on the company’s operations result from communication of its social impact.
Conclusion: potential and controversies
In an era when people long for stories and universal narratives [Miotk, 2016, p. 158],
communicating a company’s social impact, showing an organisation’s place in broader
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contacts, seems to have good prospects. The significant share of publications on Orange Polska based on this narrative, the way other organisations have taken it up, as
shown by the examples of the insurance sector (PIU) and PIIT, indicate interest in this
method of reputation building. It creates broad possibilities for conducting dialogue with
key stakeholders, in particular decision makers, government and think tanks, but also
grassroots social and consumer movements, customers and employees. In a time of
heightened criticism of the market economy and many companies’ practices, building
emotional connections with a company, taking into account in management values such
as “credibility, reliability, trust and responsibility” [Adamus-Matuszyńska, 2010, p. 159],
becomes critically important. Communicating impact, insofar as it’s connected with
strategic management, and thus with systematic actions aimed at increasing positive
impact and addressing shortcomings, may give a solid basis for building reputation and
steering the public discourse onto a new track. I see particularly high potential in undertaking efforts to – to paraphrase Kociatkiewicz [Bauman et al, 2017, p. 21] – create an
institutional culture of responsibility in deepening this current through the achievements
of humanistic management. That brings in the need to understand the individual experience of employees and participants in an organisation’s ecosystem, placing at the centre
the experiences and fate of people in whom human dignity and development should
constitute the motivation of all economic activity [Kostera, 2014]. It places great stress
on active, continuous dialogue with stakeholders [Kimakowitz, 2019], moral autonomy,
seeking integrity and a sense of purpose, which may be served by honest management
and communication of impact [Nowa Konfederacja, 2018].
Communicating impact, because of the particular stress it places on public affairs,
also creates space to re-read the idea of corporate citizenship (CC), somewhat marginalised in Poland. Companies’ engagement in solving socioeconomic challenges is
now strongly supported by international organisations as well, one example of which is
the Sustainable Development Goals created at the initiative of the UN Secretary-General
[Cele…]. More than 50 companies operating in Poland have signed them and are working
with the government in this area [Nogała, 2017].
Controversies are often related to methodological difficulties in measuring impact
and the lack of uniform standards [Nowa Konfederacja, 2018], the need to distinguish
impact from social value [Potter, 2012] and companies’ exclusive focus on positive effects, while avoiding difficult subjects [Śmietanko et al., 2017]. The argument is also
made that the main aspect of communication is based to an excessive degree on longterm engagement of financial resources, and not on measuring and presenting deeper
qualitative levels of impact, taking into account social and environmental costs [Bendell,
2019].
In the literature, controversy is also aroused by the very idea of corporate citizenship, or by broadening classic CSR activities to include the sphere that lies in the direct
field of state authorities. The need is indicated to divide public goods, which should be
supplied exclusively by public institutions [Dylus, 2014, p. 64]. On the other hand, it is
pointed out that excessive engagement by companies in public affairs creates a threat
that they will be incapacitated [Dylus, 2014, p. 61]. A proper assessment of the effectiveness of this trend requires precise monitoring and further interdisciplinary research in
the area of CSR, CC, PR and management.
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Abstract
Intercultural communication is a mutual communicating of individuals or groups representing different cultures, which are used in a variety of ways to establish mutual relations. The aim of
intercultural communication is to know the behavior, customs, ceremonies, and beliefs of the other
cultures. Avoiding or a total lack of contacts with representatives of other cultures brings ignorance
of the complexity of the social world and its wealth and can cause a culture shock, as well as the
conflict of cultures. However, in order to properly carry out this kind of communication, it is necessary
to know the basic building blocks for a particular social group, consisting of: history, oral tradition,
language, beliefs and customs. It is also important noticing the differences between cultures. Intercultural dialogue naturally creates difficulties, since they meet in the representatives of different
cultures. Acceptance of differences leads to developing proper coexistence societies, which is especially important in the current world.
Keywords: intercultural communication, Muslim, Islam, culture, Arab.

Introduction
From the beginning, the world was multicultural; there were many ethnic groups,
languages, religions and manners. However, it was only the 20th century that made the
people of the world aware all of their diversity. Intensive mixing of the population took
place, which was possible due to the development of means of transport and popularization of collective tourism, as well as forced migration. Undoubtedly, the most visible
element of multiculturalism of the world is the linguistic diversity which is at the basis of
interpersonal communication [Kusio 2011, pp. 16-18].
Communication is one of the main and fundamental human needs, because it is
used to transfer information and feelings between people. Communicating is to make
the listener feel the same thoughts and feelings that the speaker has. Thus, it can be
concluded that interpersonal communication consists of two main aspects: information
transfer and relationship formation. Intercultural communication is a mutual communication between people or groups representing different cultures, in which different ways
of establishing a mutual relationship are used. The purpose of intercultural communication is to learn about behaviors, customs, ceremonies and beliefs of the other party.
Avoiding or completely lacking contact with representatives of other cultures brings with
1
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it ignorance about the complexity of the social world and its richness, and can be a
cause of culture shock as well as conflict of cultures. However, to properly conduct this
kind of communication it is necessary to learn the basic elements shaping a given social group, which include: history, oral tradition, language, beliefs and customs. It is also
important to notice the differences between cultures. Conducting intercultural dialogue
naturally creates difficulties because of different cultural backgrounds met.. Acceptance
of differences favors the development of proper coexistence of societies, which is especially important in the present world.
The inspiration for this article was the development of the concept of dimensions
of national cultures by Geert Hofstede [2010] and Edward Hall’s publication Ukryty wymiar [1978]. In the analysis of ways of communication with the Arab community, the publications of Urszula Kusio [2011], Monika Czerwonka [2015] and an interesting approach
to intercultural communication by Michał Wilczewski and Anne-Marie Søderberg [2017],
extended by aspects of cultural theory, and a book by Marek Szopski [2005] will also
be helpful Cultural diversity in individual countries will increase due to changes in the
world’s societies, at least in connection with migration of various etiologies. Since 1991,
Robert House of the Wharton School of the University of Pennsylvania conducts his
multi-stage cultural research, developed among 62 societies of the world on five continents. The project is entitled GLOBE (The Global Leadership and Organizational Behavior
Effectiveness) and focuses on taking cultural aspects into account in individual regions
of the world. The study groups of world regions can be divided into ten Country Cluster,
and Islam is present in three [Gupta and Hanges, 2004, pp. 178-218]. To date, researchers have shown that proper solving of cultural problems by understanding differences
is particularly important for proper development and economic activity, but also for organization and communication in multicultural environments [Komor, 2013, p. 115-116].
Methods
Intercultural communication has many dimensions and can be analyzed in many
ways. This article aims to analyze ways of communication, indication of barriers and
obstacles in the dialogue conducted by Euro-American societies with representatives of
the broadly understood Arab-Muslim culture. Research on intercultural communication
usually focuses on ethnic and national differences, because these appear to be the most
vivid in the meeting of representatives of different cultures. This article also adopts this
principle because the goal is to point out the differences in a seemingly simple activity
of conversation. The primary goal of the research is to clarify contacts between people
from different cultures. In their course, communication meanings are created, built on
various foundations: cultural experiences, perception of the world, and different behaviors in specific contexts [Kwiatkowska, 2014, pp. 10-11]. The article is the theoretical
identification of the dimensions of Muslim culture and its representatives in relations
with people from other cultural and religious circles. An important element of the article is the religious dimension, characteristic of Islam. The most common problems and
misunderstandings arising in relationships with Muslims are those arising from ethical
principles deeply rooted in religion and culture. In the Arab world, there is no division between the sacred and the profane. All rules of coexistence must be in accordance with
religion and morality. The article refers only to intercultural relations with the followers
of Islam and connections with moral norms imposed by this religion. At the same time,
it should be clearly emphasized that not all Arabs are Muslims.
In the process of intercultural communication an important element is the identity
of the interlocutors. Identity is an individual representation of who I am, and at the same
time is a dynamic process, subjected to constant changes and transformations, within
an unspecified time frame. The development along with the transformation of identity
depends on the cultural environment and the social environment in which the person
lives. The identity features of the interlocutors appear during the communication pro-
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cess and depend on the participants of the dialogue and its subject.
The tragic events in Europe, perpetrators of which were people associated with
Muslim terrorism, meant that in a situation of conversation with representatives of the
Middle East, the most important element shaping identity is their cultural and religious
affiliation, determining the perception of people, and often the manner of conducting
the conversation. There are three categories of identity: ethnic and racial, and religious.
Racial identity shows specific physical features that shape a person’s social and cultural
image. Ethnic identity, on the other hand, does not give special importance to external
features, because identification with a given cultural group that combines language, customs, clothing, manner and lifestyle is important. Identity built on cultural elements is
often a source of conflict and violence, but it can also be a force in unity, which will allow
you to survive hardships. Finally, a religious identity that is extremely important to many
people. At the same time, belonging to a specific religious community can be a source of
intercultural conflicts. The problem in communication is to distinguish between religious
and ethnic identity, because simplifications are often used: a Pole is a Catholic and an
Arab is a Muslim [Szopski, 2005, pp. 28-36].
Each conversation takes place according to the following scheme: sender - channel
- recipient. In the dialogue of people from different cultures, it is difficult to send and receive messages because both parties use different cultural codes necessary to encode
and decode information. It is these differences that cause misunderstandings between
the participants of the conversation, and consequently irritation and negative feelings
of the interlocutors, along with accusations of bad education. The message directed
to a representative of another cultural circle must be clearly corrupted and precisely
conveyed; otherwise it will be misinterpreted by the recipient and, as a consequence,
will be incomprehensible. Using the same language in intercultural communication can
also generate significant problems in communication. This is because of the cultural
context of the interlocutors. The dissonance will be present in the conversation between
the American and the Englishman in English, as well as between a Pole and an Arab who
speak Arabic or Polish.
Arabic from the beginning of the spread of Islam played an important role in the
integration of societies initially Arab Peninsula, and with the expansion of religion became the official language of the Muslim Empire. Of course, using a specific language
code is an important element of interpersonal communication, but it is not the most
important. Interpersonal communication, regardless of culture, is influenced by various
factors, which are classified as follows: words 7%, voice tone 38% and facial expressions
and gestures 55% [Lapakko, 2007, pp. 7-9]. The low meaning of words in mutual communication is emphasized even more in the case of various restrictions present among
professional, social and cultural groups. It should also be remembered that words do not
always and fully express what the speaker wants to convey. So the question arises: how
to speak properly to be understood?
In intercultural communication, to which representatives of the Euro-American tradition, i.e. Latin and Middle Eastern societies, are parties, there are several barriers to
the correct exchange of information. Undoubtedly, the main obstacle is the high degree
of difficulty of the Arabic language characterized by a multitude of dialects, which significantly affects the in-depth knowledge of this language code. The second communication barrier is the expression of Arabic-speaking speakers. A characteristic feature of
the Arab talks is the raised voice, as well as frequent repetition of the same information,
along with calling God to witness, which for a Latin listener can mean a quarrel. In addition, the people of the Middle East lively gesticulate to strengthen their speech. In the
Arabic environment it is natural to shout at the interlocutor and interrupt the speech.
However, it should be clearly emphasized that such behavior occurs in people of similar
ages and social status, as well as in social relationships. Such behavior is unacceptable
to older people or people above the social hierarchy who deserve respect. Such behav-
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ior is also not found in professional relations. As already shown in other parts of this
publication, Middle Eastern society is not homogeneous. This diversity is also evident in
the area of communication. Bedouins and the inhabitants of the Arabian Peninsula are
less noisy than the rest of the population of the region. It is also worth noting the greater
distance in interpersonal relations present in the Gulf States [Nydell, 2001, pp. 114-115].
Analysis
1. Dimensions of national culture
Different value systems present in many cultures of the world are of significant
importance in shaping the behavior of representatives of these cultures. On this basis,
Geert Hofstede2 developed and described four dimensions of the values of national cultures, which are: power distance (strength of social hierarchy); individualism-collectivism; masculinity-femininity (task-orientation versus person-orientation) and uncertainty
avoidance.
1.1 Power distance
The distance of power also referred to as hierarchy, describes the ability to subordinate people to senior positions, both in everyday life, social and professional life. The
distance of power shows the attitude to the problem of social inequality and unequal
distribution of power. The population of countries with high hierarchy accepts the legitimacy of power diversity, assuming the “infallibility” of power, while the young generation is brought up in obedience and respect for elders. Arab countries are characterized
by a large distance of power. This acceptance is especially evident in the exercise of
state functions, as the community usually supports authoritarian leadership. Whereas
cultures with a low power distance are characterized by democracy and the desire to
overcome social differences [Szopski, 2005, pp. 62-63].
1.2 Individualism and collectivism
Individualism and collectivism describes the importance of a person’s good for the
community or for the good of the community. There are many more collectivist societies
in the world that place the group in the center of attention to maintain harmony. In these
types of cultures, the value of an individual is determined by belonging to a group that
supports individuals but expects loyalty. Collectivism is also characterized by the type
of publicly expressed opinions that should be socially accepted and in line with applicable values. Inhabitants of Arab countries belong to collectivist cultures, which is also
sanctioned in Muslim law. The Maliki school of Islam law applies the istislah principle
of making sentences favorable to the whole community, not just the individual. The essence of human earthly life is to remain in a group, defined as ummah, and to care for the
well-being of all its members. Muslim collectivism is also evident in the way they live every day, such as the crowds at the bazaars [Hall, 1978, p. 207]. Individuality, on the other
hand, emphasizes the value and good of a particular person, respecting their otherness,
as well as their own views, which may be in opposition to accepted norms [Boski, 2009,
pp. 96-101].
1.3 Masculinity and femininity
Femininity and masculinity of culture is a definition of the social roles of particular
sexes. Men’s cultures are characterized by typical male behaviors and attitudes, i.e. assertiveness, authority, ambition, tendency to compete, striving to achieve professional
2
Geert Hofstede (born 1928) Dutch social psychologist, recognized researcher of the relationship between organizational culture and national culture. In the 1980s, he conducted research
among IBM group employees employed in many countries, based on which he found that thinking,
feeling, behavior patterns distinguish members of individual groups from each other, creating an
organizational culture and it is characteristic of representatives of a given nation.
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and material success, as well as the ability to show strength, courage as well as physical and mental advantage. And guardianship, service to children and those in needs is
perceived as a female trait. In contrast, women in a biological sense should be obedient,
subordinate and deprived of self-confidence. This division of social functions applies
in the Islamic world. That is why Arabs often find it difficult to accept a woman as an
equal partner in the conversation. The older generation of Arab men, with difficulty, also
accepts women practicing the profession, seen as typically male, e.g. a female soldier.
Also, a woman’s leadership over men is a challenge often not acceptable to men. The
problem of women exercising supreme function over men is most often manifested in
relations between a woman and an officer: Border Guard, Police, and Prison Service versus male-Muslim [Urbanek, 2018, p. 113].
In turn, women’s cultures characterize the social functions of women and men in a
biological sense, interchangeably, so both women and men can, and in highly developed
societies should take the same actions. There are no obstacles to the woman being the
president of the state or the president of an international corporation. Similarly, there
are no contraindications for a man to look after children and clean at home. Thus, both
sexes can be active and assertive, as well as protective and passive. In women’s cultures
there is no division between brave men and shy women. An example is the prison way
of organizing life. In the biologically male community, there is a division into male and
female roles in which the weaker prisoners are subordinated to the stronger. However,
it should be remembered that women’s and men’s cultures should not be perceived in a
biological sense, because male functions can be performed by women and vice versa.
Social expectations are important [Szopski, 2005, pp. 60-62].
1.4 Uncertainty avoidance
Uncertainty avoidance determines the ability of a community to accept unpredictable situations, and thus to what extent an unplanned situation creates a sense of danger for a person and how big the challenge is. A culture with a high degree of uncertainty
avoidance, and Poland is in this group, beware of unforeseen and unplanned activities,
and avoid any improvisation. Unknown and dynamic changes are seen as a threat. Uncertainty avoidance has apparently appeared among Poles in a situation of increased
migration movement in Europe and terrorist acts. These events intensified the reluctance to help those in need. Arab countries also have a high uncertainty avoidance rate.
In contrast, in a society with a low uncertainty avoidance rate, new events are received
with interest. The number of regulations is also limited to allow for wide, unfettered operation [Czerwonka, 2015, pp. 288-290].
2. Important cultural differences
There are many barriers to intercultural communication, resulting from the diverse
hierarchy of values used in communities, as well as the difference in the way of life of the
world’s population. On this basis, four main criteria for cultural differences can be distinguished, in each group opposition behaviors were distinguished, according to which
the researchers classified the world’s population. According to this division, the people
of the Middle East belong to the following cultures: high context, pro partner, ceremonial
and polychronic [Gasteland, 2000, p. 26].
2.1 High context culture
Edward T. Hall3 divided cultures into high context and low context. The context of
culture is a factor that additionally hinders the communication of representatives of the
Latin world with Middle Eastern society. According to these characteristics, Arabs be-

3
Edward Hall (1914-2009) American ethnologist and anthropologist. In the 1930s, he lived
among Indian tribes, while in the 1940s he conducted fieldwork in the Middle East. He is the author
of books on intercultural communication.
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long to high-context cultures, so communication is carried out indirectly. The information provided is ambiguous, not entirely clearly and precisely defined. A special place in
the dialogue is occupied by non-verbal communication, especially the circumstances,
gestures and facial expressions. For the Arabs, the way of talking is also important, i.e.
looking at the interlocutor. In communication, it is important to maintain eye contact, but
you also should not stare intensively at the interlocutor, and also do not wander around
the walls, because such behavior means disregarding the interlocutor. Probably for this
reason, it is rare for Arabs to have a conversation during a walk. Looking ahead and
talking at the same time is seen as a lack of due respect for the interlocutor. Also, sitting
back to someone is considered a lack of upbringing. Participants of the conversation
have the same knowledge, views and adhere to the same principles, so many elements
do not have to be spoken, and it is known what is being said. Important in the conversation is the formal page of the meeting, which includes the position of the interlocutors,
their reputation, age and social status. The listener participating in the debate should
have knowledge of the topic discussed, because it is tactless to ask for clarification. The
form of speech remains very polite, despite frequent interruptions and interruptions to
digressions. For representatives of low-context culture, i.e. mainly Europeans and Americans, such a conversation seems to be pointless, not leading to agreement.
However, among low-context cultures, the main communication tool is the word,
non-verbal elements such as tone of voice, facial expressions and gestures remain in the
background. The statement is clear, literal, and should be concise. The speaker should
have high speaking skills and provide detailed information. However, the listener should
be focused on the transmitted message, and in case of ambiguity ask for clarifications.
Participants of the debate do not attach particular importance to the status of interlocutors; they also do not avoid difficult and uncomfortable topics [Zięba, 2008, p. 252].
2.2 Pro-partner culture
Arabs are representatives of the pro-partner culture, which strives to maintain positive relationships with the conversation partner; often this relationship is more important
than achieving final success. In a special way this feature is visible in business relations.
For the representatives of this cultural circle, a personal bond is important, because partnership is not limited to professional issues, it also includes personal life. Establishing
a partner relationship generates communication problems. This is due to the careful
selection of words so as not to offend the other party. You can rarely hear a strong “no”
or a definite “yes”. Lack of ambiguity can irritate a transactional oriented European and
shape the distorted image of an interlocutor as undecided. Partnership communication
emphasizes feelings and own needs as well as desires along with the expectations of
the partner in the conversation. However, in dialogue he does not impose his own views,
he does not judge, showing great tolerance, expecting understanding for his own attitude. In relations with a representative of the Arab world, it is important to get to know
each other’s partners; this is how trust is built. Therefore, do not rush and shorten the
topics of conversations, because such behavior is perceived as rude [Zaharna, 1995]. On
the other hand, Europeans largely belong to the culture of transactional activity, and thus
it emphasizes and emphasizes the importance of the needs of only one party in communication, which can consist of striving to achieve their own goals, or total resignation.
This attitude is characterized by not allowing the opponent to speak in the discussion,
and often also by ignoring the interlocutor by imposing his own opinion. A non-partner
style of communication may also take the form of subordinating one’s views to the participants of the dialogue [Witaszek, 2007, p 107].
2.3 Ceremonial culture
Middle Eastern communities, like European countries, belong to ceremonial cultures, so special importance is attached to social hierarchy, the use of official titles, and
showing due respect for people with high social status. This is emphasized in direct
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relations during communication, through the use of phrases Mr., and also in appropriate
clothing. Other factors, including gender and age, are important for ceremonial cultures.
In the Arab world, especially in the Gulf region, women rarely achieve high professional
status, and thus men from this geographical area have difficulties in accepting women in
high official or business positions. Arabs belong to cultures of significant importance in
the hierarchy, therefore greeting and conversations should be started with the oldest person in the company. The positive image of a partner in cooperation can be strengthened
using customary welcome formulas used in the Middle East. Undoubtedly, the most
popular greeting is as-salamu alajkum, meaning peace with you, to which the answer is
wa-alajkum as-salam, used regardless of the circumstances of the meeting [Khiadyer,
2012, p. 194]. On the other hand, representatives of non-ceremonial cultures do not pay
particular attention to the divisions resulting from social status, showing tolerance for
differences [Olejniczak, 2014, p. 121].
2.4 Polychronic culture
Time perspective is an important element in shaping relationships between people
representing different cultural backgrounds. The perception of time and the punctuality
associated with it mean that monochronic and polychronic cultures have been distinguished. Representatives of monochronic cultures attach great importance to punctuality, adherence to deadlines and established schedules. It is common to set action plans
and use schedules to precisely plan time, thereby improving performance. In contrast,
Arabs belong to polychronic cultures for which interpersonal relations are more important than punctuality. In the Middle East, time comes from the past, continues in the present and flows towards the future. That is why meetings in the Arab world do not have a
fixed time frame, either beginning or ending. Arabs are very flexible people for whom a
set plan is not necessary and obliging. Being late is not received negatively. However, it is
very rude to leave the meeting or end the conversation before reaching satisfactory conclusions. Similarly, looking at a watch during a meeting is perceived negatively. In Arab
countries, setting deadlines in the future is often seen as an attempt to predict the future,
and that in Islam is a sin. A relaxed, Arab approach to the issue of time is often perceived
by Europeans as rude, frivolous, and even a sign of laziness [Nydell, 2001, p. 74].
Conclusions
To sum up, the lives of Arab inhabitants of the Middle East are regulated by religion,
which is why many elements contained in Islam are reflected in everyday life. For this
reason, Arabs are characterized by a large distance of power, and collectivism is an important factor for the good of society. Middle Eastern countries belong to male cultures,
with a clear division of functions of men and women in the community. Finally, Arabs belong to a culture with a high uncertainty avoidance factor, which is why all decisions are
made gradually, and trust in the interlocutor is particularly important. All coercion and
pressure will be seen as a danger. At the same time, the inhabitants of the Middle East
belong to a high context, but also pro-partner culture. Arabs attach great importance to
the ceremonial, expressed in emphasizing the hierarchy, status and respect of the conversation partners. In addition, they represent polychronic culture.
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Abstract
This article deals with guerilla marketing and/or guerilla marketing strategy on the background
of military attack strategies. The aim of this article is to grasp guerrilla marketing in a broader context, starting from the marketing and communication strategy, which is historically and terminology
inspired by the military strategy of guerrilla attacks and/or by military strategy in general. The theoretical study is a meta-analysis of five scientific publications dealing with the overlays of military strategies and marketing to identify useful marketing and communication strategies. Guerilla marketing as
an offensive-defensive strategy present among the attack strategies and it is described as a way for
small and weaker businesses to compete with large corporations in the existing conflict and to act
as challengers in the battle. An emphasis will be put on the primary characteristic of guerrilla warfare:
it is a typical competitive struggle based on a series of small intermittent attacks and withdrawals.
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Introduction
Given that in our modern era of digitization, globalization and internationalization
even the smaller companies enter the online environment, the increase of competition
in the market environment is evident, resulting in a sort of mega competition among the
businesses. Already at the end of the last century, Odgen (1999) claimed that the competition is bigger and more unpredictable than ever before. At present, his statement is
even more true. A variety of creative marketing concepts are foregrounded, including
guerilla marketing, the concept of which is based on the military strategy of guerrilla
attacks.
In essence, guerrilla marketing is an offensive marketing strategy focusing on
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overcoming the competition. Its aggressive and offensive nature and the attacks on the
competitors are some of the inherent features of guerrilla marketing, which is also emphasized by Mohawk Paper Mills, Inc., (2006, in Gupta, Kaur, Kamboj, 2014) who define
guerrilla marketing as an aggressive, highly targeted to subversive advertising campaign
taking place on the street with the aim to create an unexpected and memorable connection between the product and its consumers. On the other hand, other approaches
highlight competitiveness – and not cooperation – in the context of guerrilla marketing.
In this context, Jay Conrad Levinson (2011, p. 7) uses the term fusion marketing for guerilla marketing. This term reflects the cooperation of businesses with rival companies
in the joint marketing efforts. A certain discrepancy can be noted in this approach, and
its essence can be found in the sources describing guerrilla marketing in the context of
military strategies. The main aim is to grasp guerrilla marketing in a broader context,
starting from the marketing and communication strategy, which is historically and terminology inspired by the military strategy of guerrilla attacks and/or by the military strategy
in general. The aim is to identify useful marketing and communication strategies using
the principles of meta-analysis of five scientific publications dealing with the overlays
of military and marketing strategies. Therefore, our efforts will result in an overview of
the different marketing–communication strategies against the background of military
strategies, which are generally useful in the marketing practice as a way for businesses
to compete against their competitors.
Marketing and military strategy: overlaps, inspiration, limits
In the context of expanding competition, the companies are trying to find an effective way to intensify and streamline communication with consumers. There were multiple
shifts in the development of marketing – from the production-based approach (1930s),
through the selling-based approach (1930-1950s), to the marketing-oriented approach
(1950s and later) where the main role is played by strategic thinking (Bozkurt, Ergen,
2014). Strategic thinking became the basis for planning the marketing strategy, which
is defined as a tool for the transformation of business objectives into market activities
(Lesáková et al., 2001). The marketing strategy adopted by a commercial company is
a combination of intuition, expectations, knowledge and experience of the marketing
managers, and it stands on compromises, confrontations and negotiations (Bogdan, Gabriela, Alina, 2008).
The meaning of the word “strategy” (gr. stratégos) carries military connotations
and it denotes a military captain or general (Lesáková et al., 2001). Most of the names
for marketing strategies were taken from military terminology (Bogdan, Gabriela, Alina,
2008), including the term “guerilla” whose strategic nature derives from an armed conflict (Spálová, Wojciechowski, 2017; Bigat, 2012). The term “guerilla” is of Spanish origin,
and it denotes a “partisan” (Bozkurt, Ergen, 2014). It refers to the guerrilla methods of
military attacks at a time when the poorly organized military groups – partisan units –
were attacked by a dominant enemy (Spálová, Wojciechowski, 2017). In other words,
guerrilla warfare was a weapon of smaller and disadvantaged groups in a military conflict (Bigat, 2012).
In the marketing context, the term “strategy” along with the term “guerilla” refers
to the relationship or similarities between the guerrilla marketing strategy and military
warfare and/or military strategy. In this context, the market environment is seen as a
battleground where the competitors occupy a certain market territory. A marketing strategy is the driving force of the company to vanquish its opponents. According to Ries and
Trout (1997), the economic struggle between the competitors takes place in the mind of
the consumers.
The existence of obvious similarities between military warfare and the market has
led some authors (e.g. Bozkurt, Ergen, 2014; Ries, Trout, 1997, Kotler, Singh 1981; Bogdan, Gabriela, Alina, 2008) to find inspiration in military literature when determining the
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marketing strategies and their description using military strategies. Finding the parallels
in discipline between the marketing strategy and military strategy and the descriptions
for marketing strategies among those for military warfare led to interesting and generalizing results. It was found that an effective way of how to succeed in the market is to use
one of the four strategies of the marketing war, namely: defensive, offensive, flanking and
guerilla). These aforementioned strategies of marketing wars are considered to be basic
in various literary sources (Odgen, 1999, Ries, Trout, 1997, Garsombke, 1987 in Bozkurt,
Ergen, 2014) although some literature only mentions three basic types of military strategies: offensive, defensive and partisan. (Bogdan, Gabriela, Alina, 2008)
The suitability of military strategies in the marketing context is determined by the
company’s market share compared with its competitors. The principle of power plays an
important role in the choice of strategy (Ries, Trout, 1997). Additionally, the selection of
strategy is largely determined by business objectives. For example, if the aim of the market leader (which is determined by a majority market share) is to strengthen its position
and increase dominance, the aims of the other fairly large companies concentrate on the
efforts to increase this share.
Reflecting the above generalizing businesses objectives, the market leader should
try to block the strong offensive moves of the competition while the challengers effectively apply the offensive strategies (Ries, Trout, 1997). Therefore, the defensive strategy
seems to be appropriate for the market leader (Bozkurt, Ergen, 2014). The side attack
strategy and/or flanking strategy is suitable for the companies focusing on certain segments in order to increase their profit margins (Bozkurt, Ergen, 2014, Ries, Trout, 1997).
Finally, small businesses centered primarily on survival (Ries, Trout, 1997) use the guerrilla warfare strategy, which is intended for small and medium-sized enterprises (Bozkurt, Ergen, 2014). The guerrilla strategy seems to be the most controversial, and based
on the opinion of Bogdana, Gabriela and Alina (2008), it is highly flexible and can be
adapted to offensive and defensive operations.
Figure1: Offensive strategies

Source: Kotler and Singh (1981, p. 68)
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The hierarchy of marketing strategies was systematized by means of military literature by Kotler and Singh (1981) who described the strategies of marketing warfare in
two dimensions – defensive and offensive. Offensive strategies are designed to achieve
the marketing goals to increase the market share vis a vis the competition. In contrast,
defensive strategies aim to maintain profitability, market position and protection of the
market share (Bogdan, Gabriela, Alina, 2008). Kotler and Singh (1981) classed guerilla
marketing under offensive strategies along with other strategies: (1) frontal attack; (2)
flanking attack; (3) encirclement attack a and (4) bypass attack. Through their systematic
and coherent approach, Kotler and Singh (1981) provide a more detailed examination
of the offensive strategies compared to the previous literature (e.g. Odgen, 1999, Ries,
Trout, 1997, Garsombke, 1987 in Bozkurt, Ergen, 2014). The offensive strategies, including the guerrilla attacks, are illustrated in Fig. 1. To further examine this issue, we provide
a brief overview of the determined offensive strategies.
Frontal attack
The first and most risky marketing strategy is the frontal attack. In this type of
strategy, the aggressor launches an all-out attack not on the weaknesses, but rather the
strengths of its competitors (Kotler, Singh, 1981) in order to overwhelm the enemy and/
or competitive enterprise. The battle breaks out between two “large” enterprises: on the
one hand it is the market leader, and the other the company, which aims to recover some
of the market share of the market leader. Therefore, if the market leader is “major”, even
the attacker must be “big” (Ries, Trout, 1997). In an open battle, products, advertising,
prices or distribution are compared side by side. The outcome of the battle depends
on who has more strength or endurance (Kotler, Singh, 1981). According to the military doctrine, the success of a frontal attack is determined by the “principle of power”,
which says that the winning party is the one with more abundant resources. However, a
rule applies that a successful frontal assault also depends on the attacker having three
times more strength than its competitors (Bozkurt, Ergen, 2014), which emphasizes the
need for the aggressor to have a strong advantage over the competitors. If the aggressor has less power than the defender and/or less power than what the military doctrine
requires in the 3:1 rule in favor of the aggressor, the frontal attack resembles a suicide
mission (Kotler, Singh, 1981). An example of the frontal attack in the marketing context
is the decision to invest in research and development to reduce the production costs
(Ries, Trout, 1997). Another alternative is comparative advertising, which is most often
performed as a comparison of the prices of two competing products. This type of advertising attack was used e.g. by Lidl Slovakia against the competing chain Billa in 2019.
In the advertisement titled “Why is Billa more expensive? Same products, but different
prices”, Lidl directly compared the prices of products sold under their brand with those
of the said competitor. This way, the discount chain Lidl Slovakia directly confronted its
main rival Billa. The confrontation was built on a review of objective facts by an independent research agency engaged in comparing common non-discounted selling prices
(RM, 2019). Lidl claimed that identical goods purchased in the Lidl stores are cheaper
and/or better priced than those in Billa.
It is obvious that the fight took place through objective facts on the conscious level
of the consumers and the attack was launched at the cognitive elements of their attitudes. In this type of advertising, however, it is necessary to take legislation into account,
which may legally restrict comparative advertising. In the case of comparative advertising in the above example, the frontal attack was legitimate and successful.
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Figure 2: Comparative advertising - Lidl, Billa, 2019

Source: RM. (2019)

In connection with the price attack, which is the most common type of frontal attack, Kotler, Singh (1981) claim that a frontal attack is successful if the market competitor does not respond with a mere lowering of the price, and the product is either identical
with a differential price, or lower price and an identical value. In the frontal confrontation
with the food chain Lidl Slovakia, Billa lost the battle because it tried unsuccessfully to
reciprocate the frontal assault by downplaying the Lidl meat products, which, according
to Billa, are exclusively from Poland. This way, Billa sought to lower the value of the Lidl
brand because the Polish meat products generally carry a lower quality in the mind of
consumers, and thus have a lower value for the consumer. The misleading information
against Lidl, which has meat products from different countries, resulted in another dispute between the competitors.
In the context of offensive strategy and/or frontal attack, Ries and Trout (1997) add
that it is difficult to overtake the market leader due to the implementation of its defensive
positions. For many companies, insufficient resources can result in losing the battle with
the market leader when the frontal attack method is used.
Flanking attack
Since not all companies are strong enough to successfully challenge their competitors in a frontal attack, the use of other marketing strategies based on the military
context may seem appropriate – side, parallel or flanking attack. The essence of this
strategy lies in the idea of avoiding an all-out frontal attack (Ries, Trout, 1997) and attack
the weak spots of the imaginary army, which is typically the sides or the rear (Bozkurt,
Ergen, 2014; Kotler, Singh, 1981). Even for this reason, the vulnerabilities (competitor’s
weaknesses) become the natural places of the aggressor’s attack. The principle of the
fight is then focused on the attack against the enemy’s weaknesses (Kotler, Singh, 1981).
According to Ries and Trout (1997), this type of strategy is suitable for those companies that are not able to direct their resources to attack the competition directly. Avoid-
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ing a direct confrontation with the competitors, the flanking attack strategy is particularly attractive for companies with more limited resources than the competitive opponents
(Bozkurt, Ergen, 2014). Kotler and Singh (1981) claim that if a company cannot overwhelm its competitors with brute force, it can deceive them by using the flanking attack
strategy, which basically has two forms – geographical and segmentational.
In the first case, the intention of the company is to “attack” those geographic areas
where competition has not taken root yet, or does not have a high share (Kotler, Singh,
1981). The second case illustrates the “attack” on those segments that the competition
has not serviced yet. It only focuses on the resulting market gaps and an effective fulfillment of their needs and wishes with the intention to develop this market space into
a strong consumer segment (Kotler, Singh, 1981). An example is the introduction of a
product with different positioning than the competitive products (Ries, Trout, 1997).
When applying the strategic framework, a flanking attack should be focused on the
narrowest aspect possible, which allows the challenger to concentrate its forces and
resources in one narrow area. - e.g. on one product rather than a wide range of products.
For example, FedEx attacked its competition by focusing its strength on one area – and
began shipping the goods on the following day. The very slogan - The World on Time and the marketing communications showing the flexibility and promptness of delivery by
the company regardless of the place of delivery, was adapted to this strategy.
Figure 3: Advertising of FedEx, 2016

Source: Armanini, (2016).

The success of FedEx is also analyzed by Ries and Trout (1997), adding that the
flanking attack strategy is effective only if the company tries to differentiate from the
competition in one product, which greatly satisfied the needs of all consumers in the
target market. The challenger then has a chance to win as a market leader in the minds
of the consumers in this narrower class of products.
According to Ries and Trout (1997), the company should comply with certain principles for the effective implementation of the said strategic principle:
a. target the given segment with a new product category that does not compete di-
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rectly with the leading companies on the market. It does not necessarily have to be
a new product. It is enough that the product is sufficiently different to consolidate its
own position. The accompanying offensive moves may then be focused on different
areas of product differentiation, such as low or high cost, product size and differentiation through distribution channels.
b. it is important to maintain the element of surprise for the competing company not
to amass the required and considerable resources for an open marketing battle. To
maintain the element of surprise, the test marketing should be minimized according
to the authors.
c. after the surprising flanking attack, it is necessary to focus on securing its position
on the market because it is very likely that the competition will be directed to bringing
competitive products in the near future.
In the case of failure to observe the above conditions, the marketing strategy will
not be successfully implemented. Moreover, in the opposite case, the flanking attack
strategy might change into a frontal attack with losses that may lead to the elimination
of the challenger. The above authors add that should the company not have sufficient
funds to consolidate its newly acquired position, it is suitable to use the guerrilla strategy. It is clear from the above characteristics that the accompanying attack is not a
direct attack on the market leader, but rather an attack in the areas where the leader has
not consolidated a strong position (Ries, Trout, 1997). This results in covering various
market needs (Kotler, Singh, 1981). According to Bozkurt and Ergen (2014), the flanking
attack strategy is one of the strongest traditions of modern marketing philosophy with
a greater chance of success than frontal attacks. Nevertheless, even the flanking attack
carries a relatively high risk since the degree of adoption of innovative products on the
market is unknown. Test marketing is constrained to a minimum in this respect since it
is necessary to maintain the element of surprise. If successful, flanking attacks have the
potential to build a “better” position in the market before the established market players
can respond (Ries, Trout, 1997).
In connection with the frontal and flanking attack, Ries and Trout (1997) offer another alternative to the offensive strategy in which the attacker should not just focus on finding the weaknesses of the leading competitor, but the “weaknesses” in the competitor’s
strengths. The reason is that the market leader usually has sufficient resources to defend
against an attack directed at its weaknesses. An example is when a market leader offers
its product at a premium price, which may appear to be a weakness. When an attack is
made on this kind of “weakness” and the price is reduced by the competitors, the market
leader usually has a large enough profit margin to lower the price to the necessary level
and defend its position. Therefore, the above authors claim that it is important to focus
on the key weaknesses, and/or disadvantage of the competitor’s strengths, which is
not mentioned in other resources dedicated to marketing strategies (cf. Bozkurt, Ergen,
2014; Kotler, Singh, 1981). The disadvantage or weakness of the competitor’s strengths
or competitive advantages is often linked to a significant investment in assets, which are
more difficult to adapt.
Encirclement attack
In addition to the strategic frameworks mentioned above, businesses can also use
an encirclement strategy to achieve success. (encirclement). While in the previous attack strategies the competitor has been confronted with a rather indirect challenge, the
encirclement strategy sees the competitor from several directions. The encirclement attack involves the launch of a considerable offensive against the enemy, attacking several
areas of the competitor, and resulting in the competitor simultaneously defending its
front, side and rear (Bozkurt, Ergen, 2014; Kotler, Singh, 1981). The successful implementation of a marketing strategy results in the fragmentation and differentiation of
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the competitor’s segment and the related challenging of consumer loyalty to the brand
(Kotler, Singh, 1981). The use of this strategic framework only makes sense if the attacker is able to gather resources better than the primary competitor, provided a rapid and
complete attack is launched. If empty niches cannot be created through the diffusion of
segments, the encirclement attack is then transformed into a frontal attack and as such
should comply with the 3:1 rule for success in the battle with firepower (Kotler, Singh,
1981). Examples in the field of marketing include the production of different product variants with a focus and effort to reach the same consumers as the competitor (Bozkurt,
Ergen, 2014).
Bypass attack
A military attack resembling the cold war in the time of peace is dubbed a bypass
attack in the military and marketing strategies. Instead of an open military conflict, it is
more of an indirect attack in which “agreements” of sorts are formed about the future
prospects in the confrontation zone. According to Kotler and Singh (1981), it is the most
indirect offensive strategy because the attacker avoids all aggressive moves directed
against the segments in the existing market space of the competitor. In principle, the bypass attack strategy can be carried out in two ways: diversification in unrelated products
or entry into the new geographic markets for existing products (Bozkurt Ergen, 2014;
Kotler, Singh 1981).
The marketing strategy based on the bypass attack was used by Tchibo, which has
been active on the Slovak market as a producer of coffee and coffee products for a long
time. To distinguish itself from the competitors, the company decided to include other –
and quite unrelated – products in its portfolio, including clothing, sports equipment and
appliances (Tchibo, 2020). In this vigorous step, the company has expanded its product
range to include a new category of products not provided by its direct competitors. Below is an example of sports equipment sold on the website of this coffee producer.
Figure 4: Tchibo Website

Source: Tchibo. (2020)

Guerilla attack
Unlike other offensive strategies, guerrilla warfare is used by the companies that
are too small to launch an offense or accompanying moves compared to the other competitors in the market. For example, if a small business implements a flanking attack
strategy against a more sizable competitor, the competitor could use a similar strategic
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principle and even gain significant funds, resources and a greater part of the market
share, and the challenger would suffer a significant loss (Ries, Trout, 1997). Therefore,
guerrilla warfare is the only key to success in the market for small businesses.
According to Bozkurt and Ergen (2014), the guerrilla warfare strategy in marketing
is the most appropriate strategy for small but high-end enterprises with a limited financial budget. These small companies are able to identify a large enough segment to be
attractive for them, but small enough to attract larger competitors (Ries, Trout, 1997).
The very guerilla aspect is used, which is based on the context of military strategies
and/or the definition of guerrilla warfare. The principle of guerrilla warfare is based on
weakening the enemy with a series of smaller attacks. The attacks are directed at the
weak spots of the enemy and carried out in a selective manner (Bogdan, Gabriela, Alina,
2008). These small but sporadic attacks alternate with successive withdrawals (Bogdan,
Gabriela, Alina, 2008; Kotler, Singh, 1981).
In a figurative sense, the guerilla strategy was first used in marketing and/or marketing strategy by Jay Conrad Levinson in 1984 (Bigat, 2012). Levinson claims that the
principle of guerilla marketing lies precisely in the guerrilla attacks, withdrawals from
combat and their repetition with a focus on the benefits of specific products or services (Levinson, 2003). When using the guerrilla strategy, the attack is directed at various
aspects and/or “territories” of the opponent to harass and demoralize the competition
(Kotler, Singh, 1981). In a practical sense, the implementation of the guerrilla strategy
entails e.g. selective price reductions, pressure on management and intense bursts
of advertising (Kotler and Singh, 1981). The principle of guerrilla warfare in marketing
can be used in various ways. Bogdan, Gabriel, Alina (2008) claim that in addition to the
above-mentioned selective price cuts, it may also include an aggressive form of advertising: short-term alliances or negative publicity.
Within the principle of guerrilla warfare, which is suitable for small businesses, the
“small enterprise” tag is transformed into an advantage because a small company with
a high degree of flexibility (unlike large corporations) can be easily withdrawn from the
market or change its product lines and management objectives (Bogdan, Gabriela, Alina,
2008). The above is also highlighted by Bigat (2012) who says that the guerrilla tactics is
rational and able to transform its disadvantages into advantages.
The campaign to promote the movie Ex-Machina on the market is an example of
guerrilla marketing in the digital environment. The guerilla campaign was held during the
SXSW show in Austin, Texas where more than a hundred thousand people convened in
this period (Warren, 2015). The marketing team created Ava’s profile in the Tinder dating
application. Ava is one of the main characters in the movie Ex Machina – she acts as a
human being but is driven by artificial intelligence in her nature. Her aim was to understand human thinking and behavior and use this information to her benefit.
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Figure 5: Guerilla marketing: Ex-Machina

Source: Warren (2015).

In this campaign, the users could have a genuine conversation with artificial intelligence on Tinder, and the questions they received from the Tinder bot were similar to the
ones Ava was asking in the movie. When opening Ava’s profile, the users could only see
one photo and one video. These promoted the movie Ex-Machina, which was screened
in Austin at that time. This example illustrates the perfect link between the dating campaign and the movie about artificial intelligence and complex human relationships (Warren, 2015). Although the campaign is in essence balancing on the edge of ethics and
legality, it aroused the curiosity in the potential movie-goers – typically in the SXSW festival audience – and increased the screening profits. It also unleashed a turbulent online
debate between the people and in the news. The campaign became viral on the Internet.
Conclusion
The existence of apparent similarities between the nature of warfare and the nature
of the market, the professional public views the commercial sector as a battleground for
the competing companies. In this spirit, the market space is formed by constant battles
between the individual enterprises, and success is only possible with the help of appropriate marketing strategies, which is the driving force for the companies to vanquish
their rivals. The aim of our paper was to identify usable marketing-communication strategies and grasp guerilla marketing in a broader context based on the marketing-communication strategy, which is inspired by the military strategy of a guerilla attack. Thanks
to the systematization of theoretical knowledge and metaanalysis of expert literature,
we have identified five attack strategies: (1) frontal attack; (2) flanking or side attack; (3)
encirclement attack, (4) bypass attack, and (5) guerilla attack.
The systematization and specification of these strategies is beneficial on the theoretical and practical level. From the theoretical perspective, it illustrates the existing basic
marketing strategies, thus participating in the extension of the theoretical corpus. From
the practical perspective, the knowledge of marketing strategies on the background of
military strategies is crucial for the proper understanding of marketing in a given commercial or non-profit company.
The selection of a marketing strategy based on the context of war and war strategies constitutes one of the essential steps when the decisions are made on how to
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compete against other businesses. Ultimately, this selection is crucial for the success or
failure of a company in the market environment.
It turns out that the guerilla strategy and/or guerilla marketing is an effective way
for the small businesses to fight the large ones. When using the guerrilla strategy, the
attack is directed at various aspects and/or “territories” of the opponent to harass and
demoralize the competition (Kotler, Singh, 1981). The guerilla warfare is characterized
by a series of small but occasional attacks/skirmishes and the subsequent withdrawal,
which is considered a weapon of guerrilla marketing (Jurášková, Horňák, 2012) and its
typical characteristic element. In addition to the “partisan” aspect in the fight against
competition, the guerilla marketing is also characterized by other features. According to
expert literature, guerilla marketing is described as unconventional and/or untraditional,
cost effective, surprising, original and creative, provocative and cheeky, flexible, unusual,
humorous, magnificent, contagious (Nufer, Bender, 2008, Nufer, 2013). While the above
adjectives describe a range of characteristics of the guerrilla strategy, its most typical
hallmark is a series of small intermittent attacks and withdrawals. This fight is unraveling alongside the existing conflict, and it revolves around the intention of the weaker
business to start the fight as a challenger. With an effort to avoid the negative aspects
of guerilla marketing, the guerilla warfare is gradually disappearing from the commercial
sector and it is adopted by social advertising, which uses it to highlight the negative social phenomena, engage the participants and effectively shape their attitudes.
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Abstract
Technological progress in the field of media and communication as well as the dynamics of development of modern communication tools pose a challenge for studying the issue of space in communication and proxemics theory. The mediatisation of almost all aspects of human life is based
on increasingly better communication tools that transform time-space relations in communication.
Natural forms of interpersonal communication are increasingly being replaced by mediatized communication. Electronic communicators are becoming a kind of laboratory that modifies contexts,
channels and codes of communication acts, especially in the proxemics field. Therefore, the purpose
of our analyses is to show some aspects of these changes from the perspective of three basic proxemics categories: interpersonal distance, territoriality and space arrangement. In this way, we want
to achieve the triple goal of our analysis: cognitive, research and practical. The cognitive goal is an
attempt to show changes in the proxemics code in mediatized communication. The research goal is
to describe the functioning of this code in electronic communication practice. However, the practical
goal of our analyses is to point out the important rules for using proxemics in improving the quality
of personality and efficiency of communication.
Keywords: proxemics, mediatized interpersonal communication, non-verbal communication, mediatisation of interpersonal communication

Technological progress in the field of media and communication as well as the
dynamics of development of modern communication tools are not only a challenge for
communication participants in terms of their communication competences and the ability to use these new tools, but also are a challenge for communication researchers in
the application of traditional theories and research tools to an adequate description new
phenomena and contexts and solving related problems. This challenge also concerns
the issue of space in communication and the theory of proxemics.
For over half a century, since the popularization of the concept of proxemics by
Edward Hall [Hall, 1959; Hall 1966] and, among others, researchers such as Albert Mehrabian, Robert Sommer, Mark Knapp and Umberto Eco, and this issue had rooted in scientific considerations. Proxemics has become the centre of interdisciplinary reflection
in research. Psychology, sociology, philosophy, semiology and cultural anthropology deal
with the issue of the importance of space in the lives of individuals and societies. Proxemics has also permanently entered the research in the field of social communication
1
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and media sciences.
Our analyses are an attempt to show the phenomenon of proxemics code re-evaluation in mediatized communication. Contemporary media sphere is not only a space for
changing media, but also a whole sphere of mediatized social and interpersonal communication. The mediatisation of almost all aspects of human life is based on increasingly
better communication tools that transform time-space relations in communication. The
purpose of our article is to show some changes in spatial relations in communication
implemented using electronic media. In our article, we assume basic knowledge about
the phenomenon of mediatisation of communication and their theoretical description in
theories of mediatisation, which is why we do not reach for the presentation of the theory of mediatisation due to the assumed methodological and content objectives of the
article. These analyses are intended to show some aspects of mediatisation processes
of interpersonal communication from the perspective of proxemics theory. For the operational purposes of this article, we understand the phenomenon of mediatisation as
a multi-faceted phenomenon of using technical tools for the transmission of symbolic
forms in social communication. This operational understanding of mediatisation allows
for analytical probing of the causes, consequences and contexts of this phenomenon,
which is a determinant of the development of media society and the formation of information civilization.
The phenomenon of mediatisation of life has its vital foundation not only in media
communication, but also changes the quality of interpersonal communication, which
is increasingly taking place in the media space [Lundby, Mouton, 2014]. Therefore, also
for the purposes of better orientation and understanding of the analyses contained in
the article, it is worth specifying the terminology used in it. The basic concept is media
communication, which co-creates the modern media sphere. This term is used to describe the overall process of transmitting symbolic content using traditional and new
media. The second concept is mediated communication. This term means processes of
social communication supported by intermediary elements described in the theories of
mediation and anthropological and psychological theories of communication. The main
term used in this article is the concept of mediatized communication, where the concept
of media is limited to technical tools as a means of media communication. This term
defines all processes of interpersonal communication and social communication, which
are supported by tools of communication technologies. The description of this phenomenon of mediatisation of communication is dealt with in communication theories, media
communication theories and mass media communication theories. Our analyses place
this kind of communication theory, showing some aspects of the phenomenon of proxemics changes in mediatized communication.
This phenomenon fully justifies the topicality of the research issues undertaken.
The dynamics of mediation processes are also influenced by new social phenomena on
a global scale. It is definitely a pandemic situation that began in 2019 in China. Forced
quarantine, isolation, the need for remote work, in a way, forces the use of other proxemics rules and tools in social and interpersonal communication.
In these new social conditions, natural forms of interpersonal communication are
being replaced more often and more widely by mediatized communication. Electronic
communicators are becoming a kind of laboratory that modifies contexts, channels and
codes of communication acts, especially in the proxemics field. Therefore, the purpose
of our analyses is to show some aspects of these changes from the perspective of three
basic proxemics categories: categories of interpersonal distance, territoriality and space
arrangement.
A particularly interesting type of communication, intensified during the duration of
restrictions related to the coronavirus pandemic, is communication via video communicators in professional and public situations. The widespread transition to such a form
of contact at work in such areas as education, higher education, journalistic, political
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activities, etc. is an impulse to scientifically confront the known principles of proxemics
with new communication realities. This is, of course, a very broad and diverse issue, so
for the purposes of the article only selected aspects will be discussed.
Empirical research conducted with the use of the participatory observation method
provided knowledge about the significant role of space in mediatized audio-visual communication. Studies have shown changes, tensions and proxemics dilemmas in video
chats, often overlooked by those involved. Only the participant-observer’s approach gave
a greater chance to analyse the behaviour and proxemics elements that have a significant role in the process of communication. This knowledge, of a contributory nature, can
be the basis for deriving several practical conclusions to be used by both the creators
of communicators, communication moderators, as well as participants in video chats or
video conferences:
The purpose of our article is to show, on the basis of theoretical analysis and empirical research by the method of participant observation, that proxemics diagrams that
determine the way of life and communication of a person undergo re-evaluation in new
situations of mediatisation of life and mediatized communication. The quality of these
changes is so dynamic that it requires solid research analysis. The theory of proxemics,
present in various analyses in the last decades of the development of this science, has
developed many practical principles worth applying in the context of forced life situations of new proxemics situations in communication. That is why in our analyses we use
the theory of proxemics to extract from it important rules that are worth applying in the
changing practice of social communication. In this way, we want to achieve the triple
goal and value of our analyses: cognitive, research and practical. The cognitive goal is
an attempt to show changes in the proxemics code in mediatized communication. The
research goal is to describe the functioning of this code in electronic communication
practice. While the practical goal of our analyses is to point out the important rules for
using proxemics in improving the quality of personality and efficiency of communication.
The achievement of these goals is possible due to the use of several research methods in the work. These are theoretical and empirical methods. The categories of the
first methods include: a synthesizing method of analysing specific phenomena based
on the theory of description of these phenomena. In our case, we refer to the theory of
media communication, the theory of communication proxemics or the theory of mediatisation of communication. Another theoretical method used is the method of synthesis
of subject knowledge, referring to specialist literature on the subject. The method of contributing analyses is not without significance for our analyses, which allows combining
theoretical subject knowledge with empirical description of phenomena contained in the
literature on the subject. The category of empirical methods used in the article includes
the participatory observation method, thanks to which we obtain contributing knowledge
about the phenomena we analyse. This article is an attempt to discover some aspects
and proxemic contexts in mediatized communication. It has the character of probing
the dimensions of this phenomenon based on both theoretical knowledge about the
changing conditions of space in communication, as well as on the basis of empirical
knowledge about the processes of these changes in interpersonal communication taking place in the world of new communication tools.
1. Contextual communication potential of space
Space in the process of communication
The communication context is a category necessary to study communication acts.
The popularization of this aspect of communication was helped by the departure in
linguistics from such research trends as structuralism or generative grammar, and the
spread of pragmatism. „Communication, as a certain type of social activity, was analysed in the context of the social situation. It was recognized that the context for the

95

96

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (21)2020
analytical unit is not only directly related to other language expressions, but also non-linguistic circumstances accompanying the given expression” [Bielecka-Prus, 2012 p. 20].
Contemporary analyses of the communication process are based on the classic
model of the communication act encapsulated in the categories of context, code, and
channel. There are two basic levels of context analysis: linguistic (including words, sentences or whole fragments of statements that precede and follow a given statement),
social (referring to the external situation in relation to the statement). Such a general
division has been repeatedly detailed by researchers. In one of the suggestions, apart
from the linguistic context, the interpersonal context (social roles, place of conversation,
atmosphere of relations, etc.), the task context related to communication as an activity;
cultural context (community of experiences and cultural behaviour scripts typical of a
particular community) [Nęcki, 2000, p. 92-96].
A simple and functional typology of the context is the division into physical, social,
psychological, historical and cultural context. The first applies to all physical conditions
of the communication process: time, space, lighting, temperature, etc.; second draws
attention to the category of social groups and their impact on the communication process; third refers to the psychological attitude of communication participants and their
relationships; fourth to episodes from the past whose references affect communication;
last to the cultural conditioning of communication, both to local culture and intercultural
conditions [Lustig, Koester, 1996]. Typology of contexts is structuring, but this does not
mean that the boundaries between individual contexts are in practice clearly outlined.
On the contrary, the context of communication must be considered holistically, and its
individual aspects not only affect the way of interpreting the speech, but also create
tensions among themselves, as well as carry messages regardless of verbal communication.
Proxemics is associated with the contextualization of acts of communication. The
space in which communication occurs is the context of this process. At the same time,
land use has communication potential. Proxemics use context. Therefore, it is reasonable to place this issue in a broad context of contextual communication. Communication
is carried out verbally and nonverbally, nonverbal elements of the communication process are largely contained in its context. Therefore, everything that relates to the analysis
of space should be located and considered in its entirety the relationship between verbal
and non-verbal communication.
Non-verbal communication, including proxemics messages, can perform a verbal
communication function in relation to verbal communication, weakening verbal communication; it can deny verbal communication and can also be used to personalize verbal
messages [Albert, 2019]. In addition, a non-verbal signal can occur independently of the
verbal one and carry its own meaning. This applies fully to proxemics, which can be
considered as a set of signals accompanying verbal communication or occurring independently. The following analyses and conclusions will concern the first situation, when
space is the context of verbal communication and as such carries meaning.
Proxemics categories in communication
Generally, proxemics are defined as research directions related to the social perception and use of space treated as a cultural creation, assuming the basic assumption
that the arrangement of individuals in space is associated with the expression of an
emotional state and transmits specific content [Encyklopedia PWN]. Edward Hall defined
proxemics as a study of the ways in which a person acquires knowledge by assessing
behaviour patterns associated with varying degrees of intimacy between people, and
studying human perception and use of space taking into account cultural conditioning
[Hall, 1959, p. 41; Hall 1974, p. 2]. This broad issue includes various proxemics categories. These include, for example, such subsystems of spatial structures and corresponding proxemics behaviours as: technical development and organization of space; making
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spatial choices; spatial mobility; experiencing emotional states in relation to perceived
space [Pióro, 1982, p. 113-130, Hareli, Hess, 2010, 128–140]. Proxemics analyses concern both the space between individuals and groups, as well as the relationship of people to objects, and the meanings of the elements of space themselves. Therefore, when
trying to categorize proxemics, we can also use the division of this research field into
the following: arrangement of elements in the physical environment, ecology of small
groups, spatial relationships in the crowd, orientation of personal space, territoriality.
One of the most known and at the same time the most important proxemics categories are interpersonal distances proposed by Edward Hall. These include intimate,
private, social and public distance. In the first distance (up to approx. 50 cm) there are
people who are connected by a strong emotional bond; in the second (from approx. 50
cm to approx. 120 cm) there are usually people who know each other and have close
relations with each other; in the third distance (from approx. 120 cm to approx. 360 cm)
there is contact in official situations, e.g. when dealing with business matters; the fourth
distance (over 360 cm) occurs during meetings such as public appearances, lectures,
concerts. It should be remembered that such a categorization is only a model helpful in
the analysis of proxemics relations, which is subject to modifications under the influence
of cultural as well as individual and technological factors.
The concept of territoriality is also basic in analyses in the field of proxemics. Generally speaking, it is human behaviour related to the space of its functioning, attitude
towards the immaterial environment and the message resulting from these relations.
Territoriality manifests itself in social life in activities emphasizing control over a specific
space or when a specific space belongs to an individual or a group.
Everyone is embedded in public spaces that are publicly available, but everyone also
has a space they consider to be their own. It is a place where people from outside the
immediate circle cannot enter without permission. The basic space is usually our house,
a fenced property, which we treat as property and to which we guard access. A secondary space can be separated between this space and public space. These are places that
are not someone’s property, but can be associated with this person, they often use them.
Public space is the one that can be used by all users and none of them has any grounds
to claim exclusive use. Of course, temporarily individuals occupy fragments of public
space and then use it, and social norms protect such places at a specified time against
the intrusion of a stranger. If this occurs with the consent of the parties concerned. For
example, when we sit on a bench in a public park space, we take the bench for ourselves.
Social norm makes others willing to find a place elsewhere, or as the last resort to ask
for permission to join you.
The third category important for further considerations is the arrangement of space,
i.e. the appearance of the space, its arrangement, and the elements presented in it, which
form the information carried on the basis of non-verbal messages. This is important
when the space is intentionally arranged, prepared to carry the meaning specified by
the sender, but equally important and interesting, when the space is found, it was not
arranged specifically for the needs of a given act of communication. Both variants are
worth considering in the context of interpersonal communication using new technologies. Space is perceived, used and constructed for communication purposes [Beaulieu,
2004, 794-805].
The categories of interpersonal distance, territoriality and space arrangement are
important to the analysis of proxemics behaviour in the case of mediated communication using a video connection. Therefore, the following analyses will focus around these
three categories.
2. The role of proxemics in mediatized communication
Following the basic, intuitive association, one could consider that proxemics, in
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principle, is associated with direct communication and plays an important role in such
communication. Of course, at the time of extracting and defining proxemics as a means
of information transmission, and during the first study of proxemics behaviours, there
could be no question, for obvious reasons, of using these studies to analyse mediated and live interpersonal communication. Such a substitute for the most basic form of
communication, which is face-to-face communication, came into widespread use several decades after undertaking the first structured research reflections on the meaning of
proxemics. Of course, along with observation of direct communication, film and photography remained the field of research in this field throughout this time.
Modern technological solutions have given the opportunity to overcome the limitations of time and space. The media connect participants of the act of communication
separated in geographical terms. The Internet has brought unprecedented transmission
possibilities. Seeing and hearing live, offered by many messengers, has become an everyday communication. Mediated communication has become similar to a face-to-face
meeting using efficient and widely available audio-visual communication.
The media modify the form of communication and change the communication rules
prevailing until now [Sproull, Kiesler, 1986, p. 1492-1512; Baym, 1995, p. 138-163]. This
state of affairs provokes scientific reflection. It also concerns proxemics. Interpersonal audio-visual communication has meant that theories describing computer-mediated
communication as a social vacuum have become partly incompatible with reality. The
belief that computer-mediated communication is devoid of relational features that can
constitute social guidelines for communication participants must be challenged today
[Hans, Hans, 2015, 47-52].
Contemporary communication is subject to the mediation process, in all its forms.
The progressing mediation process, which involves the spread of the media and replacing the non-media with the media, as well as the merging of non-media and media activities, intensively affects the shape and course of acts of interpersonal communication.
Changes to the existing patterns of interpersonal communication are based on the accommodation of mediated patterns, i.e. by gradually accustoming interlocutors to entering the media in everyday life.
Different types of communication are subject to mediation. Stanisław Michalczyk
pointed out in this context: “a) mediatized interpersonal communication, b) interactive
communication understood as communication between man and the” intelligent “hardware / software system, and c) mass communication which is the production and reception of standardized and generally addressable messages” [Michalczyk 2009, p. 21]. This
list should be supplemented with a fourth category - mass communication, which is not
a standardized product. Such communication is a consequence of universal, unlimited
access to the possibility of unprofessional broadcasting on a mass scale. “The theory
of mediation should answer the question: why and how the media and communication
will continue to develop, and what consequences will this development have for human
identity, culture, forms of cohabitation?” [Michalczyk 2009, p. 21].
In the context of such a general demand, digitally-mediated communication is also
becoming a very interesting research field of proxemics analyses. The mediatisation
of communication processes forces changes in understanding and re-evaluation of the
proxemics code in its current shape. Categories such as basic for reflection on the importance of space in the communication process: interpersonal distance, territoriality or
space arrangement gain new meanings require redefinition in contact with a new form
of communication between individuals, which is live communication using audio-video
technology.
3. Video conversation proxemics - interpersonal distance, territoriality and space
arrangement
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Video telephony nowadays provides a two-way transmission of both voice and image between many locations in real time. In the case of the form of communication,
which is communication using video chat tools (to mention only the most popular: Skype,
Viber, WhatsApp, Line, Google Duo), obviously, there is no direct contact for talking, but
this does not mean that knowledge of the scale of interpersonal distances cannot be
used here. There are many factors associated with leaving interlocutors in a certain distance: physical distance, voice level, and above all access or lack of it to details of the
interlocutor’s appearance, visual behaviour.
Interpersonal distance
During the video chat, we have a physical contact with the screen image of the interlocutor. Screen contact, however, is still subject to the principles of proxemics and provides ample scope for analysing the communication relationships of the interlocutors.
“In proxemics research studies, the screen looks at the characters in three different aspects. The first is the proxemics of interpersonal relations, the second - the proxemics of
the subject’s reference to the camera, the third - the proxemics involving the relationship
between the screen figure and what surrounds him, i.e. the world of various objects and
phenomena. There is no need to see a fundamental contradiction between the non-mediatized and the mediatized view in the sense of polar opposition, although one should
note the difference in certain behaviours and the significant difference that occurs in the
conventionalisation degree of both. “ [Hendrykowski, 2016, p. 41].
In the case of audio-visual contact, some factors resulting from the scale of interpersonal distance are suspended, while others still carry the meaning, although their
known assignment to individual distances ceases to apply. It is worth asking the basic
question about the existence and shape of boundaries between individual interpersonal
distances in the case of communication using audio-visual communicators.
People communicating (screen character and physical interlocutor) although locally distant from each other over a large or a very large distance, location does not matter,
but they observe themselves as if they were separated by a few tens of centimetres.
During such communication, the interlocutors have access to information such as: detailed facial features, possible skin imperfections, makeup imperfections, clothes, and
drowsiness in the eyes, i.e. to signals that are hidden in direct communication conditions, inaccessible to persons for whom contact is reserved within the social sphere.
Although, obviously, it is not possible to touch a person in a physical sense during such
communication, the distance separating the screen image and the biological form of
the interlocutor is so small that in the conditions of direct conversation it would simply
be unacceptable, it would indicate a very close intimacy between persons and mutual
consent for potential uses of the haptic channel. This channel is launched outside the
intimate and private distance only as part of the greeting or farewell scripts (e.g. handshake). During the video chat, on the one hand, we are not able to use touch, on the other,
we remain seemingly in a distance that would allow this, and thirdly, we are accompanied by tactical substitute experiences: “Touch as breaking the distance turns out to be
illusory. Reaching for a cell phone, remote control or laptop and establishing contact
with others, we realistically touch the keyboard, and only in a virtual sense each other”
[Hendrykowski, 2016, p. 62].
Talking in a social distance requires observing the rules of eye contact. Also in this
respect, the mediation arising from the video chat changes the communication patterns,
and most importantly, the meanings they convey. If we treat the audio-visual connection as a substitute for a face-to-face conversation, then we must be aware that it does
not give the possibility of proper, i.e. one that we deal with in direct contact, the use of
non-verbal communication in the field of eye contact. Eye contact in non-verbal communication carries meaning through its mere establishment, its length and frequency. Lack
of eye contact may also be significant, “avoiding someone’s eyes is as much as forcing
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him to stop talking and cut off the conversation” [Hall, 2003, p. 173].
Video chat gives the opportunity to see interlocutors, but it does not provide the
possibility of making eye contact in the strict sense. It does not allow looking into the
eyes, and thus blocks all meanings transmitted this way. In communication taking place
at each of the distances, visual contact is present as an important signal differently implemented depending on the distance. Video chat allows people to look at each other,
but not eye contact. The one for technical reasons is impossible. The caller would receive a signal that he was looking directly at him if his interlocutor was looking directly
at the camera. However, of course, at the same time this interlocutor would not see the
image of the interlocutor. Seeing a character and making eye contact are two different
things. Classic distance scales refer in detail to this issue that cannot be realized in audio-visual mediated contact, despite its visual nature.
The above examples show how the rules arising from interpersonal distances are
complicated when contacting in video chats. Individual spheres intertwine. It can be
said that in the discussed communication situation not only the private sphere, but also
the intimate sphere becomes a social sphere. Following this statement, it cannot be
concluded that everyone should have access to these spheres, as it is the case in the
social distance in direct contact. People outside the circle of loved ones gain access to
such signals that would be unavailable to them in non-mediatized communication. Assumptions of social interpersonal distance penetrate intimate and private distance and
change it.
Territoriality
Territoriality consisting in the separation and protection of those spaces that are
considered the most private, reserved exclusively for the owner also requires commentary in the context of using video telephony. By establishing this form of communication,
its participants agree to “let” the interlocutor in a virtual sense into the space they use
when talking. Tools for audio-visual contact are now available for both desktop computers, laptops, tablets as well as smartphones, iPhones, i.e. mobile devices. Therefore,
the space in which we can potentially establish a conversation can be almost limitless.
It seems, however, that while mobile telephony allows and at the same time determines
users to be always available, and so much video telephony from a sociological and cultural perspective does not impose constant availability to the same extent. We often ask
about the possibility of visual connection, and we also arrange it more often. Although
the tool is very widely available still, audio contact is basic, and the video option is widely
available for people close to one another or for other people (e.g. for professional purposes) after mutual agreement [Li, 2001), 124–146].
For online meetings of larger groups using messengers, not everyone agrees to
share the vision. An example would be the situation of remote education at the university. If a student participates in a meeting without sharing a vision while in his private
space, there is no reason to force him to share it with other online participants. On the
other hand, it requires prudence on the part of the teacher who, in principle, remaining in
official relations with students can transmit many messages and shorten the interpersonal distance with students “inviting” them virtually to the private, personal centre of
the world. The example of distance learning using audio-visual tools has become very
up-to-date. Hasty disregard for the rules of territorialism, to which we are accustomed in
direct contact, may affect the overall relationship in a given group in the future.
On the one hand, by letting someone enter your basic territory, you can communicate familiarity, on the other, by protecting this space, you can point to social distance
and differentiate relationships. The sender should make such decisions consciously,
also recognizing their possible consequences.
Audio-visual communication in supporting or public space can be another example
of the complexity of proxemics relations in terms of territoriality. Since the management
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of this space and its sharing with other users is carried out according to social rules, it
can be questioned by the virtual introduction of subsequent users of a given space by
one of the real users. As in the example of the park bench used above by two strangers
who agreed to share it, one might wonder whether it is appropriate for one of these people, after taking a seat, to partially share it with the next user with whom they have a video chat. Could such a situation and for what reasons be seen by the original stroller as
inappropriate, uncomfortable? Is virtual sharing of public space conditioned differently
than sharing it in non-indirect contact? The notion of territory fixed in proxemics must
be redefined in the context of the progressing mediatisation of communication. Territoriality loses in this situation certain aspects (e.g. it is not possible to communicate that
results from taking a specific place at the table, because the participants are not sitting
together), but messages resulting from the instinct assigned to a man to recognize a
given territory as their own, to protect it, to annex the territory, etc. they disappear from
the communication space, they only change their shape.
Arrangement of space
A very important aspect of non-verbal communication that cannot be omitted in the
description of the specificity of audio-visual contact is the arrangement of space, this
part of space that is available to the interlocutor on the screen. Arranging a space means
arranging its individual elements, adding or removing specific attributes in that space.
In a screen situation (using a communicator), what is important is what the interlocutor sees (the image surrounding the partner), as well as how he sees it (what is the
perspective, angle of view, camera position, image texture, contrast, quality of the message, its fixed or moving nature). Arrangement of space, on the one hand, as a means
of communication in video chat seems very limited (often visible only one frame), at the
same time this means is very complex, because the final image reaching the interlocutor
consists of many elements.
When considering the problem of space arrangement, one should mention the issue
of intentionality in non-verbal communication. Non-verbal signs can be sent intentionally
or intentionally, which is easier to assess from the sender’s perspective, at the same time
both characters sent intentionally or unintentionally by the recipient can be interpreted
as intentional or unintentional. What on the recipient’s side gives four possibilities of
assessment [Knapp, 1979, p. 3].
The sender sends a non-verbal message by means of communication such as facial expressions, gestures, external appearance, as well as used objects and objects
forming the background. These objects can carry information about beliefs, interests,
shape the image of the speaker. So significant can be e.g. paintings on the walls (in
what style, what the sender has, what he likes, how the apartment is furnished), items
related to practiced religion (e.g. a cross on the wall, holy paintings), pieces of furniture
(which style e.g. modern, rustic, etc.), sitting at a large desk, the top of which is visible
(power distance), posters and attributes indicating, for example, belonging to a fan club;
objects that build the image of the sender, e.g. as an intellectual (conversation against
bookshelves and books, or books) or as a technical expert (conversation against electronic devices), children’s attributes (communicating that the interlocutor is a parent),
etc. Examples could be multiplied. The awareness that what is shown behind the back of
a video chat participant is significant at a non-verbal level must be considered one of the
basic elements of communication competence. Firstly, you need to pay attention to how
the space is arranged. Secondly, consider what this means and whether these meanings
coincide with the sender’s intention. Thirdly, possibly rearrange the space as intended.
An indirect confirmation of the background weight in audio-visual communication is the
background blur option commonly available in messengers, which prevents an unauthorized interlocutor from accessing a non-verbal message carried by objects surrounding
the interlocutor. In addition to the main reasoning, it should be mentioned that the ar-
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rangement of space and its use in non-verbal communication can also be manipulative
when the sender wants to suggest to the recipient meanings that differ from the actual
state [Riggio, 2005, 119–138].
4. Proxemics in the practice of video communication – empirical research
Participating observation - description of the empirical study
The multi-faceted nature of the phenomenon discussed makes it difficult to provide a closed set of categories related to the role of proxemics in audio-visual mediated
communication. The above considerations should be supplemented with an empirical
context. The participant observation method was chosen to achieve this goal. The study
concerned a meeting by means of an audio-video communicator Microsoft Teams, in
which 23 people participated (13 women, 10 men). The meeting was official . In the
same team, these people meet regularly (under normal circumstances) in the meeting
room of the institution in which they are employed.
The basic social science method was used - implicit, uncontrolled participant observation. The researcher played a dual role: meeting participant and observer. Due to
the actual involvement as a participant and the secondary nature of the observer role,
there was no intentional misleading of participants to hide research activities. The research was conducted according to the author’s questionnaire. The observation lasted
3 hours. The ethical standards of the study were maintained. Due to the obvious fragmentation of the research, they were used to support certain theses and as a source of
examples, and not to formulate general conclusions about the phenomenon in question.
The main purpose of the study was to observe the proxemics behaviour of participants
and comments related to the proxemics of the communication situation in which they
found themselves.
Conclusions from the observation: 1. Participants in the meeting presented themselves, in most cases, in living quarters such as the living room (one person had a conversation in the kitchen). 2. In most cases, the background was neutral (several people
against the wall) or the background included bookshelves, paintings on the walls, pieces
of furniture, a wall with diplomas or commemorative photos. 3. The first topic raised by
the participants did not concern substantive matters, but the unique circumstances of
the meeting. A conversation took several minutes, during which participants commented on each other’s surroundings, which was visible to them on the screens (e.g. what an
interesting lamp, how many books do you have). 4. Several people spontaneously began
to show other participants inaccessible fragments of their space on the screens (e.g.
view outside the window, subsequent book shelves) [Tracy, Matsumoto, 2008, 11655–
11660]. 5. During the meeting, two people commented on what was happening in their
space and justified their inattention (e.g. I am looking out of the window now because the
cat is passing through the garden) and showed what they are looking at the moment. 6.
There were spontaneous questions about sharing information about hidden attributes
resulting from having a meeting at home (e.g. do we all have a cup of coffee next to
the computer? Let us see.) 7. There were statements expressing express interest in this
unexpected access to private spaces of colleagues (Today all of us can look into our
homes). 8. After the initial “fascination” with this possibility and partial comment on what
was visible as the background, about half of the meeting participants resigned from the
video chat and remained in voice contact, which probably allowed to perform other activities simultaneously.
Changes, tensions, proxemics dilemmas – practical conclusions
Empirical research conducted using the participatory observation method provided
knowledge about the significant role of space in mediatized audio-visual communication. Studies have shown changes, tensions and proxemics dilemmas in video chats,
often overlooked by those involved. Only the participant-observer’s approach gave a
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greater chance to analyse the behaviour and proxemics elements that have a significant
role in the communication process. This knowledge, of a contributory nature, can be the
basis for deriving several practical conclusions to be used by both the creators of communicators, communication moderators, as well as participants in video chats or video
conferences:
- new forms of communication require from users not only technical competence, but
also reflection on communication competence, including non-verbal communication;
- there is a risk that what is “on screen” will not be distinguished from what is real (this
is one of the main issues of media education). It follows from the above that the same
competence in the field of non-verbal communication in screen contact cannot be applied. This will negatively affect both the course of individual communication acts and
future relations with given persons in general (e.g. unclear status of individual persons);
- you need to be aware that when dealing with professional and official matters by
means of a video chat, we provide the interlocutor with non-verbal information about
yourself that is hidden in real social distance. Which may result in the situation that the
verbal layer of our communication will be inadequate to the non-verbal layer (e.g. a member of the European Parliament expressing via Skype for an television news program on
the economic and social consequences of the epidemic occurring in a pink sweatshirt,
with a mug in hand, from a room filled with trinkets emphasizing the private nature of
this place);
- changes in the scope of interpersonal distance in relation to individual persons occur
basically one-way. So in our relationships we maintain a certain interpersonal distance
or shorten it. Hasty shortening of interpersonal distance during mediatized communication will also be transferred to face-to-face contact. Increasing the distance, after it has
been shortened once, is a very negative signal in Polish culture;
- video chat in traditional media (these rules should be even stricter - but that’s a different topic).
***
Summing up our analyses regarding the re-evaluation of the proxemics code in
mediatized communication, it is worth paying attention to three important aspects.
Firstly, in proxemics, spatial relationships mean relations with man. The consequence of the functioning of the new media messengers is blurring the boundaries of
reality of what is near and what is far away. In this way, a new semantics is introduced for
the understanding of human being “here” and “now”, in specific time-space conditions.
Media proxemics reject the need for directness, replaced by “being there” in the conditions of “here” and “now.” New media contexts in which relationships between people
meet do not allow for a classical understanding of space as a natural, physical environment of a human being, much less for considering them in terms of traditional proxemics models. Our analyses have shown that there is a need to modify these models to
the dynamic reality of mediatized interpersonal communication. Failure to consider this
transformation of the role of space in communication using modern messengers can
increasingly weaken the cognitive value of traditional communication models.
Secondly, proxemics basically assumes and implies the directness of communication contact, it also assumes the adoption of various conditions of spatial relations
in interpersonal and social communication. The classical semantics of space in the approach proposed by Hall was reflected and justified in relation to traditional media, which
were characterized by a fairly unambiguous and legible semantic model. This model has
fundamentally changed with the advent of online audio-visual messengers, where - in the
reality and context of new audio-visual spaces - a new semantics of space has appeared.
Our analyses have shown that the concepts of tele-presence and tele-participation are
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also undergoing transformation. Tele-participation in the communication process first
implies tele-presence. It means the experience of being in a different spatial place or
environment than that in which man is physically present. Tele-presence would mean
participating in the process of communication beyond the dimensions of physical space
in a virtual space in which our senses are immersed and which remains with us in an
interactive relationship occurring in real time [Drożdż, 2005, p. 69-76]. Our analyses have
revealed a new quality of tele-participation in communication, where the communication
process is not realized in traditional spatial dimensions which are the basic information
carrier, but in the dimensions of mediatized space, while maintaining and communicating the own space of all participants of communication in virtual space. In this way,
synergistic strengthening of the role of proxemics elements in communication occurs.
Thirdly, our analyses have shown that understanding of interpersonal communication distance, experience of spatial territoriality have changed in the era of electronic
media so that these spatial qualities acquire the character of a new cultural artefact,
a media artefact. New ICT and media technologies have changed not only the quality
of interpersonal communication in spatial relations, but also changed the perspective
of the dependence of behaviour of social communication participants on new media
spatial relations. Traditional proxemics and chronemic schemes, determining the way of
life and communication of man, have undergone fundamental changes. The quality of
these changes is so dynamic that it requires solid research analysis. We hope that our
analyses have unveiled some theoretical and empirically contributing changes, tensions
and proxemics dilemmas, the knowledge of which can contribute to the improvement
of modern communication tools that increasingly take into account the role of space
in communication and will inspire and help in acquiring new proxemics communication
competences.
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LOWBROWS AS REBELS: UNDER
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DISCO POLO AND POPULISM IN
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Abstract
The sociology of culture and the sociology of valuation and evaluation are closely related (Lamont 2012). In both cases, social hierarchies are the primary, fundamental focal point. Usually, sociologists of culture show what the necessary conditions for building social boundaries in a given
historical context are (see e.g. Bourdieu, 1984; Ang, 1985; Ikegami, 2005). The main aim of this paper,
however, is to present how lowbrow aesthetics can resist fierce social critique and how social stigma
related to “low” tastes can be reversed. I focus on “disco polo” – a genre of simple dance music that
became popular in the early 1990s, almost disappeared in 2010s, and recently came back all of the
sudden. Disco polo (henceforth: DP) formed an entire aesthetics style, comprising not only music
and a kitschy (thus stigmatized and ridiculed) style of videos, but also androcentric values behind the
lyrics, a specific way of dressing – with prominent status signifiers such as golden chains or sport
cars. Although the empirical material comes from Poland, the core issue is far more generally applicable: the rehabilitation of the lowermost (from the point of view of Bourdieusian dominant classes)
kitschy tastes (Kulka 1996; Ward 1996), which is very different from camp sensibility (Sontag 2018).
How can lowbrow consumers resist symbolic oppression and derive pleasure from culturally sanctioned “shameful” objects? Focusing on the historical example of this typically Polish music genre,
I will show under what circumstances the open rejection of legitimate tastes and admiration of low
tastes is possible.
Keywords: social hierarchies, lowbrow aesthetics, cultural change, disco polo, Poland

Introduction: How can music change a cultural value?
The main aim of this paper is to present how social stigma related to “low” tastes
(as judged by the general public and the media) can be reversed under certain political
conditions. I argue that old Bourdieusian notions of field, habitus, and cultural capital
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are still useful if we realize that they need to be adjusted to a new cultural reality where
cultural distinction is related more often to how a culture is consumed rather than what
exactly is consumed, or where an ironic mode of consumption is omnipresent. It also
needs to be highlighted that in the connected and digitalized world, symbolic struggles in
two different social fields can influence each other. Under these circumstances, one can
find more thorough explanations for certain phenomena that in Bourdieu’s framework
functioned as black boxes. I will do this by showing how musical genres can change their
cultural value; the case study of “disco polo” serves this purpose. Focusing on the historical example of this typically Polish music genre, I will show under what circumstances
the open rejection of legitimate tastes and admiration of low tastes is possible, contrary
to the conservative Bourdieusian stance (see Prior 2011; de Boise 2016 for the review of
post-Bourdieusian trends in the sociology of music).
Bourdieu, Symbolic Violence and the Limits of Oppression
Pierre Bourdieu’s theory of habitus, the most prominent theoretical proposition
pertaining to social boundaries and cultural hierarchies, depicts a considerably stable
structure. In his major work, Distinction, Bourdieu (1984) shows how cultural divides
based on taste reinforce class boundaries and, as a result, allow the dominant culture
to emerge. Simply put, according to Bourdieu, “there is no realistic chance of any collective resistance to the effect of imposition that would lead either to the valorization of
properties stigmatized by the dominant taxonomy (the ‘black is beautiful’ strategy) or to
the creation of new, positively evaluated properties” (Bourdieu 1984: 384). In Bourdieu’s
theory, habitus guarantees this stability. This “system of durably acquired schemes of
perception, thought, and action, engendered by objective conditions” tends to persist
even after an alteration of those conditions (hysteresis) (Bourdieu and Passeron, 1979:
156). In explaining social inequalities, Bourdieu put premium on early contact with culture measured by books in the family library, less tangible holiday trips “organized as cultural pilgrimages,” or allusive conversations only “enlightened those already enlightened”
(Bourdieu and Passeron 1979: 21-22). Despite various changes in the field of culture,
three old Bourdieusian key notions (field, capital, habitus) constitute a “holy trinity” in
cultural sociology (de Boise 2016) and the ‘Bourdieu effect’ has been recognized in this
academic field (Prior 2011).
Bourdieu’s theoretical framework leaves little room for the discussion of fighting
hierarchies. The author of Distinction, paradoxically, despite his critique of the logic embedded in the scholarly system (Bourdieu and Passeron, 1979), academia (Bourdieu,
1988) or gender roles (Bourdieu 1998), is of the opinion that dominated classes admire
the official culture or the culture of the dominant classes. As some scholars have pointed out, Bourdieu neglected music’s social life and location by putting emphasis on legitimate culture as the basis for distinction, thereby revealing a relative ignorance of the
complexity of popular art and culture (Prior, 2011).
In Bourdieu, the dominance is visible when the dominated display “cultural goodwill,” i.e. they praise high art (even though they do not derive pleasure from it), glorify
school (even though they do not achieve outstanding results), or are proud of the local
community centre (even though they have never visited it). Thus, the relationship between lower classes and the culture of the dominant class can be referred to as “tacit
acceptance”, a price that the dominated class must pay to a dominant one (Bourdieu
and Passeron, 1979: 97). That is precisely why lower classes must distinguish between a
familiar culture in private (family, close social circles, a neighborhood in some countries)
and a public culture (school, work). Bourdieu noted that people tend to use different
language for school and the same can be said about publicly professed preferences
(“music for school,” “literature for school”, etc.). It is less likely that students refer to their
favourite songs in a classroom discussion, because they know what the legitimate canonical texts of a given education system are, and they know that there is rarely overlap
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between those two worlds. There are typical dispositions that members of lower classes
demonstrate, such as practical orientation in home décor, a taste for realism in literature,
or a tendency to look for familiar topics in film in private (Gdula and Sadura 2012); moreover, they tend to feel shame when in direct contact with institutions of legitimate culture
in public. Nonetheless, it is common for them to be proud of the fact that a high-quality
library or other cultural centre is located in their vicinity, even if they hardly ever visit such
places (Gdula, Lewicki and Sadura, 2014: 111). As another Bourdieu scholar ironically
noted, museums are the institutions that are always “bypassed with respect” (Jacyno,
1997: 106). Moreover, numerous empirical studies show that even if lower classes cannot literally follow the habits of higher classes, the symbolic point of reference is upper-middle or upper class (see e.g. Reay, Crozier and Clayton, 2009). The glorification
of higher strata’ glamor, as Thomas Scheff (1990: 133) demonstrates, is visible in fairy
tales where royalty is portrayed as being brave, wise and generally admirable. This paper
offers a “Bourdieu-lite” approach (Prior 2011: 128) by demonstrating how social recognition of a “low” music genre is possible against the will of cultural intermediaries and
other members of dominant classes, as a result of symbolic struggle in the political field.
Bourdieu’s Legacy: Shame as an Effect of Domination
Within Bourdieu’s framework, class domination is deeply rooted in the emotions
of the subordinate classes, as “large class of emotions results from real, imagined or
anticipated outcomes in social relationships” (Kemper, 2006: 96). Yet, Bourdieu glosses
over the emotional component of domination, barely touching upon it in stating that “the
dominated have only two options: loyalty to self and the group (always liable to relapse
into shame), or the individual effort to assimilate the dominant ideal, which is the antithesis of the very ambition of regaining control over social identity (of the type pursued
by the collective revolt of the American feminists when it advocates the ‘natural look’)”
(Bourdieu, 1984: 384). Post-Bourdieusian scholars have widely demonstrated that various emotions, shame or guilt being the most prominent ones, accompany social mobility
(Friedman 2015), practices of remembrance (Probyn 2004) as well as modes of listening
(Burkitt 2002; Becker 2010; Rimmer 2010).
It is fair to say that Bourdieu’s theory does not take full advantage of the sociological potential of analysis of emotions and emotional consequences of symbolic struggles in the field of culture. When we treat every social encounter as a struggle for power
and status, as sociologists of emotions do, then emotions are reactions to either power
or status and their role is to conserve the status quo (Kemper, 2006). Let us consider
Thomas Scheff’s argument, which offers probably the most in-depth analysis of shame
and class disgust or class stigmatization. In his interpretation, Goethe’s The Sorrows of
Young Werther is a story of a middle-class man who, unlike the author, is not a genius,
but an aspiring young man with deficits of capital, a fact that allows dominant classes to
humiliate him. “If Werther had had pride in himself and his class, the incident might have
taken a different direction. The humiliated fury which he ultimately turned on himself
might have been directed toward those who rejected him instead” – Scheff (1990: 131)
argues.
Similarly, it should be hypothesized that DP fans are expected to be deeply ashamed.
“Class humour”, “class embarrassment,”, or “rankism” understood as the ridiculing of
the lower strata’s lifestyle, are notions that can enrich the classical theory of labelling
(Konecki 2014). There is no reason why the emotions observed by Scheff and Kemper
cannot be analysed in a wider perspective and treated as emotions on a group level, but
such “macro” or historical analyses are rare. In order to move to a more general level, the
techniques of making one dominated or uncertain of one’s own taste (musical habitus)
or qualities, should be regarded as historical discourse as described by Hayden White
(1980). The dominant classes create the nation-wide discourses and succeed in naturalizing their tastes or practices and embarrass the dominated. Rare cases of resistance
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through taste always owe their success to specific historical circumstances (Lopes
2000; Rimmer 2010; de Boise 2016) as “emotional responses to music do not occur
spontaneously, nor ‘naturally’, but rather take place within complex systems of thought
and behaviour concerning what music means, what it is for, how it is to be perceived, and
what might be appropriate kinds of expressive responses” (Becker 2010: 129).
Building upon the Polish example of DP, I will analyse under what circumstances
the resistance from lower classes can be initiated. The DP culture, contrary to Bourdieu’s
theory, shows that not only can lower classes build their own genuine culture (in spite of
criticism coming from the dominant class), but they do not have to be ashamed.
Guilty Pleasure, Social Niches, and Ironic Consumption
The representatives of British cultural studies, Richard Hoggart (1969), Raymond
Williams (1973), and Stuart Hall (1980), identified taste as an ideological tool as early
as the second half of 20th century. This unmasking task resonates with contemporary
researchers. In reference to Imogen Tyler’s ideas (2011), Martin J. Power, Aileen Dillane
and Eoin Devereux (2014), look at popular music as a voice of dominated classes and
conclude that because of this ideological pressure, watching despised or ridiculed TV
series is often associated with shame. In her seminal work, Ien Ang (1985) observed
that in Holland, loving Dallas TV series was often accompanied by guilt or feeling under
attack, which is related to Fiske’s conception of “popular pleasure” (Fiske 2010: 67–68).
In another cultural context, during my earlier field research in Poland, I found out that
Polish rural women were aware that their favourite TV series and channels are valued
as ‘low’ by the social elites, but this did not repel them from their practice (Author 2013).
What seemed unexpected in this study was that rural women were able to critique the
dominant narrative. This resembles Lila Abu-Lughod’s research on Egyptian TV dramas;
she distinguished between two sorts of performative subjects: an certain elite who produces national television, targeting imagined audiences with national standards (e.g.
Egyptian serials can be more forthright in their moral lessons compared to Euro-American dramas), and various dominated groups who “not only appreciate and enjoy but
critically interpret, select, and evaluate what the elites produce, always in the context
of their everyday lives” (Abu-Lughod, 2005: 21). If, contrary to Bourdieu (1984), lower
classes (as categorized by the opinion leaders) can engage with the dominant narrative
and defend their “guilty pleasures” (or even derive some pleasure from this guilt), then a
chance to break the ideological oppression opens up. However, as we will later see, this
is not possible without a fortunate stroke of serendipity. In other cases, the dominant
classes’ consumption of DP could be considered as nothing more than ironic, as recently
described by Peters, van Eijck and Michael (2017) in the case of Dutch karaoke clubs.
The authors argue that participating in karaoke culture is nowadays more about how
one consumes culture than what precisely is consumed. Middle class individuals in their
sample attend the same working-class pubs as regular karaoke-goers but the attitudes
of the two groups were very different. Middle class respondents varied from being ironic
to “secretly serious”, while low cultural capital (LCC) individuals were invariably ‘serious’
in their approach to karaoke. In other words, middle class respondents believed that it
was “acceptable and fun to do karaoke, as long as it is not done in the serious LCC way”
(Peters, van Eijck and Michael 2017: 14). Even the authors of this paper (2017: 4) note,
however, that contemporary omnivores are not interested in everything, because “not everything can be consumed unconditionally”. In Poland, DP has been serving as a gauge
of bad taste for years; hence ironic consumption cannot explain its popularity in full.
Disco Polo – The Most Lowbrow Genre One Can Think Of
DP, a low, derided in public discourse (in press, films, television programs, internet
forums), musical genre, popular in the 1990s, was far less visible in the early 2000s, but
recently it became more popular than ever. Despite the symbolic violence in the form of
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media discourses or internalized dispositions, DP was lucky enough to meet the fertile
ground of a recent conservative political change in Poland and is experiencing its second youth.
Before I will able to disentangle the different forces behind this twist, it seems necessary to go back into the 1990s to understand the roots of a musical phenomenon that
occurred in Poland along with the democratic transformation. At that time, hierarchies
were still strong, but the dissonance between official and everyday culture was becoming visible. DP came into being in the late 1980s, when the authoritarian state was struggling for its existence, and many people were looking forward to western consumption
culture, which, at that time, was both appealing and mysterious (Dunaeva, 2011). Poles
were fed up with a totalitarian model of culture, which had privileged artists and put
forth an official cultural script. In the early 1990s there was an only one label (Blue Star)
producing DP record and it was eager to cooperate with every band interested in DP. As
a result, the entry threshold was extremely low. DP was dubbed “pavement music” back
in the early 1990s, because its cassettes were being sold on the streets, like many other
commodities.
According to Bourdieusian framework, DP should never have become popular, since
practices of lower classes can all too easily be transformed into objects of disgust (Law,
2006; Skeggs, 2005; Tyler, 2008). As easy and pleasant dance music, DP was a novelty. The lyrics were usually about love, vacation, and idleness, and that is precisely why
official critique interpreted them as frivolous and coarse (Kowalczyk, 1997, Borys 2019,
Sierakowska 2019) or being “vulgarly Dionysian” (Zaborski, 2017)2. The main objections
were related to the rude character, naive lyrics, low skills of performers, and lack of genuine idea behind it3. In this context, it is worth emphasizing that DP is not only the music,
but also a kind of aesthetics embracing sexualized depictions of women, macho men
and ostentatious symbols of social status (e.g. gold jewellery, sport cars). This aesthetics, not only in Poland but also other countries (e.g. rappers in the USA), is ODPOWIADA
how lower classes see a lifestyle of a man of success. In this case, listening to music
offered “the opportunity to temporarily be another kind of person than one’s ordinary,
everyday self” (Becker 2010: 134-135). The aesthetics and the awareness that it is local
music made it attractive. Later on, this national character of DP helped it to survive, as
a new dominant force in the political, a populist party, field was seeking egalitarian, anti-elitist, forms of culture.
Figure 1 presents some milestones in the history of DP in Poland. From the early
1990s to the 2000s DP was riding on a wave; it gained a lot of fans, including prominent
politicians such as President Alexander Kwaśniewski. Yet in terms of media coverage,
DP was invisible in all but one major TV station and received heavy criticism continuously. After years of criticism for being distasteful and rude, DP almost disappeared, or
at least was less visible for an audience of mainstream media. In 2002 Polsat, a major
Polish private TV station and the only promoter of DP, suddenly discontinued two emblematic shows: Disco Relax and Disco Polo Live. A well-known and respected journalist,
Wojciech Orliński (2004), titled one of his papers the “The Death of Disco Polo.” This is
precisely what Bourdieu’s theory of social reproduction would predict. If that had been
the end of the story, it would have explained the popularity of DP quite well; but all of the
sudden, ten years later, it turned out that the diagnosis of DP’s death was premature. Music that had all but almost disappeared from “serious,” mainstream media ended up surviving thanks to family events and celebrations (birthdays, weddings, informal parties). It
2
Another recipe for a success was to record well-known folk songs in a new disco interpretation.
3
Even if so-called neo-disco polo (the “second wave” that dates back to 2000s) eliminated
some technical imperfections; the DP songs remained relatively simple and masculine, sexist – the
core of DP stayed untouched.
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was thus conserved in private practices, but in 2012 it very unexpectedly burst onto the
mainstream media scene, taking a place it had actually never occupied in the 1990s. It
was in 2012 that a particular song, “She Dances for Me,” became extremely popular. As
the Polish Press Agency reported, with 96 million views on Youtube it was the first Polish
song that ever placed in the Top 100 YouTube videos4. The return of DP is less unexpected in the online environment because cultural sociologists demonstrated that online
communities and social networking sites are not formed based on class hierarchies or
formal knowledge (de Boise 2016). Nonetheless, DP also returned as one of the genres
presented in the contexts of big concerts and national TV; for the first time in the history,
“Discopoland,” a special TV program dedicated to it, was produced.
Figure 1. Brief history of Disco Polo

Source: Author’s own research.

Further proof of the return of DP to public discourse comes from advertising. In
2013, Eurobank used the theme from female DP singer Shazza’s hit “Bierz, co chcesz”
(“Take All You Want”), not discouraged despite its obvious sexual subtext. Recently, Star
Chips, a local brand controlled by Frito-Lay, created a campaign based on a DP video
clip (cf. Lubczański, 2017). Whereas it should be noted that the advertiser’s intention
was ironical, DP would heretofore never have appeared in marketing communication of
any serious brand, due to connotations of DP being so repellent. In this context DP is
noticeably starting to serve a dual function: working as a proxy of bad taste (and, thus,
a weapon of dominant classes) and as an independent subculture, a pool of lowbrow
symbols, histories, and discourses (all of which can be seen/used as weapons of dominated classes).
In the following part, I shall discuss three hypotheses regarding the revival of DP.
The first one describes DP as a guilty pleasure. The second, treats it as a by-product of
the media system. Both turn out to be insufficient, yet for very different reasons. Subsequently, I introduce a third hypothesis that sees lowbrows as conservative rebels. I
argue that the resurrection of DP was possible partially thanks to the new right-wing and
populist government that justifies it as a genre that has always been appreciated by the
Poles and enjoyed only in private, but cannot be officially recognized because of liberal,
cosmopolitan elites. In this narrative, which is widespread throughout the nation, the
intelligentsia was ostensibly powerful enough to make it disappear from mainstream
media for long years, yet not forever.
4
Source:
http://www.pap.pl/aktualnosci/news,507998,ona-tanczy-dla-mnie-w-zestawieniu-swiatowych-hitow.html [9.04.2017].
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Lowbrows as Human Animals – Evolutionary Aesthetics and Guilty Pleasure
The popularity of DP can be explained as a result of it being easy, non-demanding music. One can argue that DP is a natural and simple response to the poor musical education in Poland. For a long time, researchers of the Polish musical scene have
been alarmed at how limited musical education is in Poland; Poland is also among the
countries in Europe with the lowest number of art lessons (Arts and Cultural Education
at School in Europe 2009, see: Białkowski, Grusiewicz and Michalak, 2010). In these circumstances, non-demanding music becomes the definition of a “good”, or widespread
and socially accepted, music.
This implies that DP was able to speak to people’s natural proclivities, as suggested
by evolutionary psychologists – a taste for symmetry or rhythm, a regular and non-complicated melodic line, or life-related, down-to-earth lyrics, dealing with issues common to
all human beings (Dissanayake 1992; Dutton 2009). Lyrics of a typical DP song explore
one of the following: sexual contests of male protagonists, unrequited love, summer
flings, and DP songs are usually simple, lacking any twist; the lyrics merely consist of
pure clichés. For the general public, clichés enable fast and frugal communication. Responses to DP are not intellectual but more spontaneous, casual and uninhibited. Ien
Ang (1985: 84) also noted that “experiencing a pleasure is not a conscious, directed
activity (although one can strive for it), but something that ‘happens’, something which
comes over the viewer according to his or her feelings.” DP is not demanding, nor thought
provoking – it is just easy to enjoy. These qualities of DP could easily go unnoticed in
a Bourdieusian framework, as his “programme for a sociology of art leaves important
questions unanswered, particularly regarding questions of form, style and content” (Prior 2011: 135).
The second “natural” advantage of DP is what Anna Kowalczyk (1997) dubbed “minimal distance” (see: Borys 2019, Sierakowska 2019). Lyrics usually show regular people,
“just like us.” It resembles Bourdieu’s notion of “familiarity,” introduced in reference to the
social behaviour of the lower social strata. It allows the working class an indirect opposition to the manners of dominant classes, for instance, making meals “free-and-easy” by
not changing dishes between meals (Bourdieu 1984). For the lower strata, it is important
to always feel at home and be in charge of the situation. This does not, however, imply
that DP aesthetics has egalitarian underpinnings. In the male DP world, there is certainly
room for symbols of status, such as sports cars, gold jewellery or trophy wives. Moreover, instruments such as keyboards manufactured by leading brands such as Roland,
Yamaha or Casio, are symbols of ostentatious consumption in contrast to traditional
rural music performed with simple instruments. Paradoxically, protagonists in the DP
world possess those symbols, but they still resemble ordinary people rather than social
or economic elites in their way of talking, their choice of words, or the “familiar” attitude
described by Bourdieu. What makes DP stand out is also the openness to fast upward
mobility (the possibility of gaining status symbols), which matches the expectations of
citizens of a country that is always ‘behind’, always feeling the need to catch up with the
West.
Nevertheless, despite the fact that this “naturalistic” interpretation helps deconstruct the “charm” and popularity of DP, it is unable to explain why at a certain point it
almost disappeared from the media. An argument rooted in media studies deals better
with this phenomenon. Insofar as the media studies perspective highlights the structure
of the media system, it can be dubbed “techno centric.”
Lowbrows as a Byproduct of the Media System
In the early 1990s, despite the prevalence of the moral superiority discourse, of
class humour, and of fierce critique from public media, the first and at that time biggest, privately held TV station in Poland, Polsat, decided to promote DP. By that time
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Polsat was interested in maximizing their market share at any price, and lowbrow music
seemed to be a recipe for success. The popularity of DP and its marketing value had
also been leveraged in politics, most notably when Aleksander Kwaśniewski, in his presidential campaign of 1995 (Szalkiewicz, 2013). DP became Polsat’s hallmark for years to
come, which, together with the stand-up comedians, erotic shows and action films that
fill the season schedule, resulted in Polsat being labelled as a lowbrow station (Mielczarek, 2013). When, in the second half of 1990s, the competition from newly established
private stations arose, Polsat tried to change its image and increase profit margins by
including new types of audiences. Hence, it started abandoning some of the programs.
The competition for mainstream viewers was one of the possible reasons for discontinuing DP programs in 2002.
This “techno centric” explanation is simple and convincing, but it is not fully satisfactory. It deals smoothly with the vanishing popularity of DP. The first problem with
the techno centric approach lies in the fact that at the beginning, in the early 1990s, nobody initially promoted this music in television or radio. From 1989 to 1992 no serious
broadcaster, included state-controlled media, mentioned it at all (Kowalczyk, 1997). This
makes the techno centric argument unconvincing. Moreover, there is still the open question as to which factors enabled DP to be revived ten years later. It is possible that the
pluralization of media, the emergence of digital television and dozens of new thematic
channels allowed the return of the genre (Pawlicka and Szypulka, 2014), but nowadays
the media presence of DP is not a simple by-product of this process, as DP burst onto
the mainstream TV channels, including public television. Moreover, the “techno centric”
argument treats media systems as independent from dominant discourses and values
the dominance of economic capital over the cultural.
We can indicate another problem with this explanation by referring to the distinction
of three media systems, put forth by Antonina Kloskowska (1983). It stems from the fact
that DP has its roots in small concerts and rural barns and not mass media. Kloskowska placed the “second” cultural system (direct contact between artist and audience) in
opposition with the “third” one (intermediated mass communication), which are both different from the first system, based on face-to-face communication (Kloskowska, 1983:
363-370, see: Matuchniak-Krasuska 2003 for the English-language discussion). Whereas the techno centric explanation concentrates on the media (“third system”), it neglects
the first and second cultural systems, both of which were crucial for the development
and spread of DP as a genre in its own right. In this light, I am going to present the third
explanation, the one that takes into account those crucial systems and deals both with
the DP boom of the early 1990s and its rebirth in 2010s.
Lowbrows as Conservative Rebels
In the case of DP, changes in the political field created a discursive force that allowed for some transgressions in the cultural field and weakened the official disgust.
It was precisely the situation when one set of taken-for-granted aesthetic dispositions
meets another one, and “allodoxia” occurs (Bourdieu and Passeron, 1979: 156). When
two discourses compete and produce very different social hierarchies of tastes, people
are confused. The new, populist, political discourse in Poland (Stępińska et al. 2017)
leveraged the pan-European “crisis in middle-class authority and security”, as depicted by Beverly Skeggs (2005: 968). Under these circumstances the dominated classes
started challenging surveillance, or “not authorizing those who have been positioned
with more moral authority” and “blocking their ability to apply moral value judgement”
(Skeggs, 2005: 976). To understand the case of “DP conservative rebels”, we first need
some context to be introduced.
On May 24, 2015, a lesser known, conservative nationalist politician Andrzej Duda
representing PiS, a major right-wing party, unexpectedly won the presidential election
and six months later, PiS dominated the parliament in the national election. Poland has
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had right-wing governments before, and given that the society is more conservative than
liberal, this should not have been a radical change. But despite the pre-election declarations of PiS leaders, all iterated in a moderate, conciliatory tone, the cultural revolution
started right after the new government was sworn in. The three notable examples of
controversial actions were undermining the independence of public media (Goclowski,
2016), anti-abortion campaign (Graff and Korolczuk, 2017; Kubisa, 2017) and the changes in Constitutional Tribunal, which resulted in the accusation that the Polish government undermines the rule of law discussed in the European Parliament (Davies, 2016).
Regarding cultural policy on the national level (understood as a body of operational
principles as well as procedures and practices providing a basis for cultural actions), a
key characteristic of the new government, PiS, is that it was should strive to be anti-elitist. Their campaign’s main slogan was “A Good Change,” and it soon became clear that it
was a far more than just a slogan. The new government attacked many privileged occupational categories, including lawyers, European politicians, and cultural intermediaries.
PiS’ main message was that now the government represents ordinary people. They were
seeking allies and this opened a huge opportunity for DP artists. With its folk nature and
Polish roots, DP represents great symbolic value and thereby presented a good weapon
in the symbolic struggles. That is why the following statement before a memorable 2016
New Year’s Eve Show, made by the new head of national television TVP (also a prominent
politician of PiS), is hardly surprising:
Zenek Martyniuk is the most prominent representative of disco polo music, adored by Poles. He has 100 million views on YouTube. The idea of
inviting him to “New Year’s Eve with Second Channel” was brilliant. We
have to end up with prudishness and hypocrisy. (cited in Orłowski, 2017)
This discourse, on one hand, allowed many people to acknowledge their music preferences in public. Unfortunately, we do not have data on DP popularity gathered after the
2015 election. The newest source is the Central Statistical Office of Poland’s report (GUS
2014) stating that 12 per cent of people with higher education (treated as a necessarily
imperfect indicator of cultural capital) and 30 per cent with vocational education listen
to DP. Overall, DP was liked by 23.5 percent of Poles. These preferences were expressed
in the time when the populist discourse was already present and was becoming more
popular. As hard data is scarce, it is worth paying attention to newspaper articles reporting that DP is also gaining a presence in bigger cities, with DP bands playing concerts in
student clubs (Śmigiel, 2013; Węglarczyk, 2013). All journalists, based on their research,
claim that the DP audience is no longer composed of lower social strata – the genre is
also attracting the middle class (e.g. engineers, corporate Poland) or students, namely
the future intelligentsia. Even though this shift cannot be confirmed empirically, public opinion has certainly changed, as documented by various journalists (Śmigiel, 2013;
Węglarczyk, 2013; Zaborski, 2017). Even if at the moment it can only be measured by media coverage and more positive attitudes towards DP in the media, this symbolic change
puts many elements of Bourdieu’s theory of distinction into question.
According to the new political discourse, visible in Jacek Kurski’s quote, the nation
was enslaved. It might have had its aesthetical sensibilities, but “ordinary” Poles were
ridiculed and both mainstream media and social elites refused to recognize them for
over 25 years. Such a discourse enables an articulation of a growing mistrust for cultural
hierarchies (Schwarz, 2015), which is prevalent but becoming less and less obvious in
modern societies (de Boise 2016; Peters, van Eijck and Michael 2017). This discourse,
however, is not fully egalitarian as it has at its core the despised liberal elites: PiS profited
from an old division between “us” (ordinary people) and “them” (elites) that was strongly
consolidated during authoritarian rule (1944-1989). The democracy was unable to bridge
this gap right away: at the beginning of the 1990s, a time of turmoil in Poland, the major
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sides of conflict changed but its essence stayed untouched: new elites replaced the old
ones (Pareto, 1983). The side effect of this change was a new antithetic (binary) vision,
built on the harm of those whom the political transformation excluded from the group of
beneficiaries of change. According to the narrative of PiS, the nation was deceived by liberal elites and left alone. Now the nation is not alone and it does not have to be ashamed
anymore. In this sense, listening to DP is not only patriotic but also morally right, as it is
an act of disobedience to corrupted elites. This moral discourse reinforces tastes long
kept hidden, dissolving the shame around them enough for them to emerge in the public
sphere. In contemporary Poland, moral and aesthetics discourses are closely related, as
Michèle Lamont (1992) demonstrated in the case of North American culture.
Is DP a Genuinely Polish Phenomenon? Discussion
The case of DP and its revival after 2010 shows how social hierarchies can lose
their importance and power when there are new populist forces that build upon the inequalities. To what extent the rehabilitation of tastes perceived so far as lowbrow by
populist and nationalistic governments and their discourses is unique to Poland is an
intriguing question. Since the forms of cultural resistance are rare and distributed very
unevenly in terms of geography, it is worth analysing the cultural context where they have
appeared.
While it is difficult to find similar music phenomena in Europe, it is much easier to
indicate affinities between DP culture and the redneck culture in the U.S. The American
redneck ethos can be best defined by what it is not: highfaluting (or “farterist,” as Israeli
natives would have said; Schwarz, 2016), overly intellectual, and most of all, international
(Fenimore, 2014: 6). Both subcultures live in particular geographical locations (American South and Polish East respectively). Moreover, both subcultures are a conservative
response to the uncertainties of changing world. Thus, the similarities between redneck
and DP ethos are difficult to overlook5. Cooper Fenimore (2014) noted that many people
in the United States treat redneck culture as a “response to globalizing forces that threaten previously unchallenged hegemonies predicated on “traditional” values of home,
hearth, heterosexuality, whiteness, and patriarchy” (Fenimore 2014: 2). This aspect of
redneck identity perfectly resembles the situation of Polish DP fans, who also subscribe
to Polish values of familiarity, equality, and locality.
Despite these attributes, both representational histories are very unfavourable. In
the Polish language, the phrase “disco polo” is often used to emphasize the low quality
of the particular song, and in a similar way, “redneck” is a derogatory term in the U.S (Fenimore, 2014). Even in a highly popular reality show featuring ‘rednecks’, “Duck Dynasty,”
they were not praised for their culture; the show was rather a satire, since it was executed from the patronizing position of dominant classes. Yet, in some, rare contexts, redneck culture does have positive affiliations. Their representation can be ambiguous as
regards the American ideal of self-reliance to which rednecks subscribe (Peterson, 1999;
Fenimore, 2014). In the US, the myth of frontier and traditional masculinity was strong
enough to serve as fuel for the advertising industry, becoming integral to the narratives
of brands such as Marlboro or Jack Daniels (Holt and Cameron 2010). On the contrary,
in Poland, this subversive, liberating (but anti-liberal) potential was hidden, and until recently, the only connotations of DP music were negative. It can be partially explained by
the different foundational myths of both cultures: American egalitarianism and the ethos
of the self-made man (Pendergast, 2000; Ducan, 2014) and Polish nostalgia for gentry
and the “golden” age of the 16th century. That is why, it can be hypothesized that cultural
boundaries were stronger in the hierarchical Polish society until a recent political change
that resulted in the emergence of anti-elitist discourse. After this shift, DP revived as a
5
The main difference lies in the fact that DP culture is not necessarily associated with moral
degeneration (e.g. incest recurring in American discourse on rednecks), poverty and racism.
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musical genre and TV stations recognized its existence.
In this sense, I perceive Polish anti-elitist discourse as an example of guarding
against symbolic violence, which is similar to Ori Schwarz’s (2016) analysis of the “farterism discourse” in Israel. Schwarz describes “farterism” as a discursive category that
emerged in Israel in the 1990s to denounce vain pretense and became ubiquitous in the
everyday evaluation. “Farterists” are accused of “consuming high-status cultural objects
for social distinction, showing off their (alleged) refinement while sacrificing pleasure
(use-value) for sign-value” (Schwarz, 2016: 144). This category is similar to the English
“fancy-schmancy,” except it is not a discourse exclusive to socially deprived classes6.
Similarly to Polish anti-elitist discourse, anti-farterism is spread across different social
classes and circles, not always possessing low cultural capital (Schwarz, 2016: 152).
What makes these two cases different is the fact that anti-farterists do not have their
distinctive culture and participate in various mainstream activities, while Polish anti-elitist discourse has produced its own music.
Another issue that should be discussed is the difference between DP and other
kinds of “subversive” music that try to undermine the existing hierarchies. Some analogies can also be found between DP and jazz (Lopes 2000; Kirschbaum 2012), as this
genre was also initially considered “low”, mainly because of the lower-class association
of jazz musicians, who generally lacked formal musical education and tended to be the
people of colour. Paul Lopes (2000: 166) argues that the increasing value of jazz resulted from struggles between different class fractions within the music field and that the
modern jazz paradigm was a specific (though not overtly conscious) strategy adopted
in these struggles. Musicians with dominant class origins managed to become a part
of cultural production, creating a special restricted subfield of popular art (in addition to
the Bourdieusian restricted subfield of art, the subfield of commercial bourgeois art, and
the subfield of commercial-industrial popular art) (Lopes 2000: 173). The case of DP is
different mainly because the transformation allowed DP to be considered a regular type
of popular music, as opposed to a shameful, aberrant by-product of mainstream music
production. It was not the transformation from a popular art to a more sophisticated
form of it; if genres were people, we would have said that DP moved not from the working
to the middle class, but rather from the underclass to the regular middle class. The new
moral discourse can help us understand how DP can be consumed in other than simply
ironic ways.
Conclusion
In this paper I showed how a despised and derided music can participate in symbolic struggles, albeit playing a passive role. Lowbrow tastes might have been deeply
embedded in our class habitus (or, as evolutionary psychologists would argue, they are
rooted in our evolutionary past) but they have always been looked down upon as shameful. This “class humour,” a situation where the dominant class ridicules the dominated, is
understandable in the framework of Bourdieu or theorists of the sociology of emotions.
The paper demonstrated that there are two major factors behind the rebirth of DP in contemporary Poland: hidden folk tastes, oppressed just as Bourdieu’s theory of distinction
would argue, and a political shift that encouraged the lowbrow audience to question the
legitimacy of a dominant culture, which Bourdieu had not predicted. At least not entirely,
because we must make the disclaimer that Bourdieu did not exclude the possibility of
change: in his theory, social fields are dynamic and even the static nature of habitus cannot prevent them from being shaped by constant symbolic struggles. Nevertheless, he
did not give examples of such changes, nor define their necessary conditions.
I argued that the changes of the 1990s and the liberalization of music allowed DP
6
This phenomenon was analyzed, among others, by Beverly Skeggs’ (2005) in studies showing how lower strata critique “cultural pretensions”.
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music to come into being but not to enter the mainstream. Distinction mechanisms and
moral panic were not absent, but were delayed. After several years of critique for being
distasteful, it seemed like DP would die off for good, but, suddenly, DP returned. What is
more, for the first time in the history it was treated seriously, as one of legitimate music
genres. That would have been impossible without the populist anti-intellectual discourse
that had been ignited by the new government, whose principal aim was to humiliate and
eradicate all elites.
Although the first concern of the new government was to rebuild the country (following Victor Orban’s Hungary), the side effect was to legitimize despised tastes. With
such official legitimization (the previously quoted minister inviting a DP star to the official New Year’s Eve program is the best possible example), people felt free to admit that
they enjoy DP, consumption of which until then was reserved for weddings or private
parties. The double bind dissolved and private practices could eventually be exported to
the public sphere.
The revival of DP is not the only sign of an anti-elitist cultural shift in Central Europe
(and visible also in other countries such as USA, UK, or France), but it demands attention
for two different reasons. First, DP is a rare case of lowbrow aesthetics that managed to
break into the mainstream. What is common among the other popular political leaders
and artists who attracted lower classes throughout recent history is their marginal or
niche position with respect to mainstream society (e.g. when in 2006 Samoobrona, an
extremely populist party become an insignificant member of a wide right-wing coalition
in Poland). DP is different insofar as it acquired a position in mainstream culture. The rebirth of DP culture is a stark example of lowbrow rebellion that encourages us to rethink
the strict Bourdieusian model. Second, DP case is special as it is not just a response to
the dominant tastes, not merely a counter-culture such as the anti-farterist discourse in
Israel. It is rather an independent musical subculture with its own codes, symbols, and
history, a subculture that is fighting a stigma built up from years of critique; so far, it
seems to be winning this struggle.
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INFORMATION IN TIME
STRUCTURE
IN THE VIEW OF CARL FRIEDRICH
VON WEIZSÄCKER
Michał Drożdż1
Abstract
Information in the structure of time according to Carl Friedrich von Weizsäcker. These analyzes
relate to the temporal conditioning of information in the context of the information society. Our view
of information is from the perspective of social communica-tion sciences and the media. This view
is intended to show the essential, desirable characteristics of information, important for media communication. Our analyzes are intended to signal some aspects of information theory, thus showing
selected elements of the semantic-pragmatic platform for understanding and describing information. In our analyzes, we refer to the rich literature of Carl Friedrich von Weizsäcker, in order to draw
theoretical and practical conclusions synthesizing by analyzing the content of his texts. Our analyzes
are not only an attempt to theoretical description of the specifics and functionality of information,
but are intended to provide valuable tips for increasing the informativeness of information in the
processes of social communication.
Keywords: information, Carl Friedrich von Weizsäcker, media, information theory, information ethics,
media information

Introduction
These analyses, concerning temporal conditioning of information, attempt to touch
up-on some of the challenges of information society. Our view on information is taken
from the perspective of social communication and media sciences. This view aims to
show the essential, desirable characteristics of information, important for media communication. Some of these characteristics of information, prioritised as primary, e.g.
speed and exclusivity, do not belong directly and do not arise from the essence of information, but are generated more by the multiple contexts of contemporary media: commercial conditions, specific character of the audience, quality of journalistic skills and
many other civilisational conditions. Therefore, it is worth looking at information and its
contemporary context, and therefore also at the related challenges, from the perspective
of social communication and media sciences, so as not to lose the essential features of
information, its actual attractiveness and effectiveness, without neglecting its axiologi1
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cal and ethical determinants.
In the last sixty years, especially since the mathematical theory of communication
developed by Shannon and Weaver (Shannon, 1948, pp. 379-423; 623-656; Shannon
Weaver, 1949), the concept of information has found a wide range of applications in
explaining all processes of communication, as well as in explaining the processes of
knowledge acquisition and exchange. This concept has found and continues to find its
place and role in various theoretical analyses and practical references in many fields
of knowledge, often very distant from each other: in social communication and media
sciences, social sciences, linguistics, cognitive science and philosophy, and finally in biology, physics, cosmology (Buczkowska, 1999, p. 89-104; Ott, 2004; Lyre, 2002; Krallman,
2001, p. 21-46; Lyre, 2004; Mazur, 1970; Górecki, 2006). However, it seems that although
the concept of information is increasingly used to explain phenomena and processes
occurring both in nature and in society, the concept is not sufficiently clear or unambiguous. We do not have a single, universal, common for all fields of knowledge, definition of information, although different theories of information, both quantitative and
qualitative, attempt to develop such a definition. We observe a valid tendency that each
of the sciences defines “information” in a slightly different, specific way, defined by its
methodology and needs, attributing it characteristics distinguished in the processes and
phenomena it studies, including this concept in the theory of information developed in
its fields of knowledge. Increasingly frequent attempts to use the concept of information
as a basic concept for explaining a wide range of natural and social phenomena indicate
the need for an interdisciplinary search for a common semantic and pragmatic platform
for this concept. Such attempts focus primarily on the question of the essence (understood as a set of basic constitutive features) of information. This question is very broad
and multidimensional. It seems that in order to discover and understand the essence of
information it is first necessary to determine the very way of its existence, i.e. to try to
answer the question whether the concept of information refers to something real, perceived as a component of reality, or is only a theoretical element of world description.
The second important component of the question about the nature of information is
to determine the most basic way in which information manifests itself in various processes and structures (Buczkowska, 1999, p. 89-90). This aspect of analysing the concept
of infor-mation also allows us to reveal its essential features. The questions presented
above serve as a starting point and define the subject of our analyses, touching on many
aspects of information theory. We are trying to present the outlined issues according
to the following plan. First, we will show some sense-making functions of information
in the context of attempts to define information, with particular emphasis on the concept by Carl Friedrich von Weizsäcker (Weizsäcker, 1971; Weizsäcker, 1985; Weizsäcker,
1992, p. 342; Weizsäcker, 1999). Next, we will show the temporal and pragmatic nature
of information, referring to Weizsäcker’s concept stating that information is an abstract
but real component of reality which exists in time. We will show the semantic-subjective
context of information communication, reflecting the increasingly common definition of
information as the content of a signal which makes sense to the recipient. An interesting
proposal in the search for persuasive aspects of information is Weizsäcker’s analysis
showing an analogy between information and form in the classical Aristotelian sense,
i.e. seeing information as a formation. In the final part of our analyses, we will focus on
the structure-making potential of information and its impact on the dynamic processes
of change and formation of new structures in man, society and nature. Our analyses
aim to show some aspects of information theory, thus showing selected elements of
a semantic-pragmatic platform for understanding and describing information (Drożdż,
2006, p. 226-242). The aim of the analysis is to show Carl Friedrich von Weizsäcker’s
attempt to understand information, which is still a valid proposal for a universal understanding and application of the concept of information in many fields of knowledge and
science, and above all in the area of media communication. At the beginning of the 21st
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century, we do not have one universal definition of information, common to all fields of
knowledge, although various quantitative and qualitative theories of information are trying to develop such operational concepts for their needs. Therefore, the main purpose
of the analyzes contained in the article is to show practical aspects of the concept of
information by Carl Friedrich von Weizsäcker, possible to apply and use in the theory and
practice of media communication. Weizsäcker’s concept of information is practically
unknown in Poland, therefore the aim of the article is to present selected elements of his
semantic-pragmatic platform for understanding and describing information in the context of the needs of media communication. In our analyzes, we refer to the rich literature
of Carl Friedrich von Weizsäcker in order to draw synthesizing conclusions of a theoretical and practical nature using the analysis of the content of his texts. In our article, we
do not compare comparatively to other attempts to understand information, because
they are disciplinary in nature, related to a specific field of science, without the potential
of universal application. The Weizsäcker information concept is universal, with great potential for practical applications in an interdisciplinary dimension. The subject literature
we refer to only fulfills the role of contextual embedding of Weizsäcker’s thoughts in the
selected area ofreception of his concept, but it is not our intention to at least contribute
to the state of knowledge about information theory, because it goes far beyond our goals
(Khatam, Shafiee, 2015; Lyre, 2014). Our analyses are not only an attempt to theoretically
describe the specificity and functionality of information, but they also intend to provide
valuable tips for increasing the informativeness of information in social communication
processes.
Sense-making function of information
In everyday language, the word “information” is common and interchangeable with
words such as “message”, “news”, “notice” and even “knowledge” (Drożdż, 2010, pp.
25-52). This colloquial, even intuitive notion of information seems clear and does not
cause any problems – according to Lubański – in case of its colloquial applications,
even media applications. The situation is completely different when this term is used
in scientific, technical and philosophical analyses (Nawrocki, 2003, p. 37-62; Lubański,
1974, p. 75-78).
For over fifty years, the concept of information has served as an operational concept in scientific and technical language (Shannon Weawer, 1949). It has emerged in
this area with the development of new communication technologies and advances in
computer science and cybernetics. Information theories, quantifiable theories and quantifiable theories of information begun to emerge, which have helped broaden the scope
of use of the term, attempting to clarify the reality it describes. The development of
telecommunication transmission technologies – as Shannon has shown – has provided
one of the first indications that information can be understood independently of human
consciousness or human cognition, thus opening the way for the development of quantitative theories of information with empirical-technical orientation.
Attempts to define information in these areas have depended on the chosen scope
of application of the concept. There are many terms in the literature that serve to define
information, e.g. uncertainty, change, order and disorder, organisation, structure, entropy,
communication, message, etc. However, it seems that the scope of these auxiliary terms
is as “capacious”, broad and ambiguous as the concept of information defined by them.
For instance, in the area of communication, attempts are made to define information using terms: message and communication. A message is a factor on whose basis humans,
living organisms or automatic devices can perform deliberate actions efficiently. A message can be transmitted in a communication. Communication is a coded message containing information. Information is the content conveyed by the communication, it is the
function of the communication. Communication is in this sense a carrier of information
content (Stefanowicz, 2004, p. 13-50).
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The terms indicated above and many others are helpful in trying to define or only
pro-vide some operational explanations of the term. These terms set a certain dominant
direction in the understanding of information, namely a semantic-pragmatic tendency,
emphasizing the role of the subject in encoding and decoding communications that are
the carrier of information. On this level there are several interesting proposals for understanding infor-mation, which primarily serve as a reference point for qualitative information theories:
- information is any factor that can be used to perform efficient and purposeful actions;
- information is a factor that reduces the recipient’s ignorance. Information is the
amount of uncertainty the communication removes (Shannon, 2000, p. 48-50). This definition constitutes the basis for measuring information. Information is measured by the
probability of certain symbols appearing in the message; this is a purely formal definition, not taking into account the content of the symbols transmitted. However, that
formalisation of information was a breakthrough for the theory of infor-mation quantity,
the theory of information quality and the theory of communication used just a few years
later in humanities and sociology (Schramm, 1055, pp. 131-146);
- information is a factor that allows a person or device to work better;
- information is everything that changes us (Bateson, 1983);
- information is signal content that makes sense to the recipient. This is a holistic
- approach represented by Carl Friedrich von Weizsäcker (Weizsäcker, 1992, pp.
342-345; Weizsäcker, 1974, pp. 82-113; Weizsäcker Weizsäcker, 1972, pp. 335-555;
Weizsäcker, 1973; Weizsäcker, 1972/1, pp. 515-530; Weizsäcker, 1972/2, pp. 531-535). It
emphasises the pragmatic-semantic nature of information. For Weizsäcker, the mathematical-technical concept of information, on which his conclusions are obviously based,
seems too narrow and therefore he extends it include the semantic and pragmatic scope
(Buczkowska, 1994, pp. 71-79).
Weizsäcker’s semantic-pragmatic approach can be summarized in a few basic theses:
1. There is no information without its receipt: talking about information sent and not
received is not legitimate.
2. Information is by its nature relational: one of the limits of the relationship must
be the system of information reception and its adaptation to existing information
re-sources.
3. Information does not have to be – as such – intentionally given by the sender: it
may also be accidental and unintentional, although, of course, the source of its carriers must be some kind of transmitter.
4. Information is neither energy nor matter, but cannot exist without it: it is founded in
them through signals whose carriers, i.e. the substance, are energy-material interactions.
5. Information is an abstract entity: it reflects in its relations the effects of the pro-cessing of abstracted changes in energetic-material interactions in the form of signals.
All these theses lead to a general conclusion that information is signal content that
makes sense to the recipient (Weizsäcker, 1971, p. 351).
Temporal and pragmatic nature of information
The basic component of the question about the nature of information is the question about how it exists. The answer to this question concerns several fundamental issues. It requires, first of all, a resolution of the question whether information is only connected to the area of human consciousness or, more generally, human cognitive activity;
or whether it is an element of the physical world separate from consciousness; whether
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it is the property of processes or structures (material, linguistic or consciousness); or
whether it is a real, separate component of physical reality such as matter or energy.
Carl Friedrich von Weizsäcker, in trying to answer these questions, represents the
view that information exists as an abstract component of reality, separate from matter
and consciousness. He believes that “information is therefore not our momentary act
of consciousness, but what this act of consciousness knows, something common, to
otherwise so different, conscious individuals. So today we are beginning to get used
to the fact that information should be presented as a third thing, independent of matter and awareness” (Weizsäcker, 1971, p. 79). A similar concept is also represented by
Tom Stonier, who believes that information, having a real existence, is the property of
the physical world and part of its internal structure (Stonier, 1990, p. 7-12; Buczkowska, 1999, p. 92). This idea that information can be an independent natural unit and
have a real, independent existence came originally not from natural philosophers but
from representatives of empirical sciences, namely communication engineers Alexander Graham Bell, Ralph Hartley, Claude E. Shannon (Nawrocki, 2003, p. 38). However, as
representatives of empirical sciences, they did not pay much attention to the nature of
this existence, thus not entering, according to their own methodology, into the area of
philosophical analyses concerning the manner of existence of information. Information
does not exist like single physical objects, experientially empiri-cal, but really exists in nature as part of its internal structure and its empirical property is theoretically cognisable.
While looking for analogies to the way information exists, Weizsäcker refers to such
philosophical concepts as Platonic idea or Aristotelian form. The author indicates two
basic features as characteristic of the way information exists: immateriality and universality, both in relation to material things and to the content of consciousness. However,
the immateriality of information does not mean that it is not cognisable. An example of
such real existence can be information contained in the genetic code. Analysis of the
status of information in the genetic code is also part of a reflection on the ontology of
possible worlds and reveals a new form of a dispute between empiricism and platonism
(Życiński, 1996, p. 65-79). Analysis of the status of information used by modern information sciences seems to lead to the position of modal actualism, proposed by Robert
S. Stalnaker, Alvin Planting and Robert Adams. They represent the view that abstract
objects exist in reality, even if they do not have specific exemplifications. This thesis
can be successfully applied to information, which holds the status of an abstract object.
“Contrary to the expectations of preformationists, there is no actualised eye colour or intellectual predisposition of the future human being in the DNA structures” – writes Józef
Życiński. There is, however, coded information about a network of abstract references
and cross-references, identifying actualisable potentials. Undoubtedly, actualisation is
dependent on external physical conditions. (...) However, what is important for the issue
at hand is that the contents of this code exist in reality as abstract instructions even if
they do not have specific exemplifications at the level of living organisms” (Życiński,
1996, p. 72). Such an understanding of information, in the spirit of modal actualism,
corresponds to the views of Weizsäcker, who considers information to be an abstract, although really existing universal component of reality connected with the form, structure,
order of nature and its cognition methods. Information holds the status of ownership of
material, energy or consciousness structures and manifests itself in processes in which
these structures are created or mapped. This close relationship between information
and the material-energy structures of nature shows that information is common in nature at every level of its organisation and is an essential element of the organisation of
almost all its structures and processes (Buczkowska, 1999, p. 93).
For Weizsäcker, Shannon’s concept is too narrow to understand the whole reality
of the information process. The concept of information only makes sense in a pragmatic context, i.e. with regard to the nature of the information related to the recipient. According to Weizsäcker’s concept, effective information is actual and related to a certain
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“semantic situation” (Müller, 1973, p. 334; Schüz, 1986, p. 180). There is a correlation
between information and time, determined by a specific communication context. In defining the concept of infor-mation, Carl Friedrich von Weizsäcker puts less emphasis on
quantifying information, as is the case with Shannon Schüz’s technical information theory (1986, p. 178), but rather emphasises the pragmatic character of information. Shannon developed an information theory based on purely statistical assumptions about the
source of the message (Mittelstrass, 1984, p. 242-244). In this sense, the concept of information was generally understood as a measure of the uncertainty of events. Shannon
clearly used the term communication. Strictly speaking, Shannon’s theory is not strictly
information theory, but rather communication theory, be-cause information in this theory
is assessed in terms of its transferability to the recipient by communication systems.
This means that for Shannon information is a product. Shannon’s theory was developed
exclusively for optimal transmission of information that can be signalled through characters according to a code that has also been closely coordinated with the specific character of the transmission media (Müller, 1973, p. 334). Semantic and pragmatic elements
of information are omitted in this theory. However, Shannon developed the first convincing theory on communication quantification. This information theory quantifies “actual
communication – information as a commodity, but not information that provides actual
information” (Müller, 1973, p. 334). We do not want to introduce the exact definition of
information given by Shannon, but only wish to point out the difference in Weizsäcker’s
understanding of information and emphasize its temporal and pragmatic character in
Weizsäcker’s information theory.
Semantic-subjective context of communicating information
The concept of information and the associated concept of probability, which in the
concept by C.E. Shannon was used as a basis for measuring the quantity of information,
are closely related to human knowledge, i.e. are objectively conditioned by the subject.
Information concerns, firstly, a subject with specific knowledge of a subjective dimension. Information reduces the subject’s ignorance. Secondly, information is also
objective in the sense that it creates similar or the same effects in subjects with the
same knowledge, acquiring new knowledge in the same manner. In Weizsäcker’s view,
information is also conditioned by time and situation. The conceptual meaning of information is that it becomes a measure of human knowledge, quantifies knowledge as a
measure of its growth or as a measure of reduction of ignorance. An increase in knowledge and growth of knowledge depend on the state of the subject’s knowledge, its socalled pre-knowledge. Such analyses allow Weizsäcker to distinguish between actual
and potential information (Weizsäcker, 1992, p. 342-345; Weizsäcker, 1985, p. 171; Lyre,
2004, p. 62-65). He refers to quantitative theories of information, showing the limitations of these theories and postulating the necessity of link-ing entropy and negentropy
as measures of information to the subjective scope of knowledge or ignorance of the
recipient (Weizsäcker, 1985, p. 171). Information is actual when it reaches a specific
subject in a specific semantic situation. It is therefore not an absolute and constant unit,
but it is conditioned subjectively, situationally and objectively: temporally and spatially
(Weizsäcker, 1985, p. 172). Potential information that is contained in its real carrier is a
specific content, encoded in specific semiotic structures, requiring semantic-pragmatic
actualisation by the recipient. Actualisation of potential information is done in the specific conditions of the recipient’s subjective knowledge.
In view of such an approach, the question must arise as to how information, so
correlated to the specific semantic situation, can be applied scientifically and quantified
mathematically at all. Weizsäcker attempts to solve this dilemma by showing the relationship between information and objectified semantics. These relations are included in
two basic theses:
1. Information is only what is understood (Information ist nur, was verstanden wird).
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2. Information is only what information creates (Information ist nur, was Information
erzeugt) (Weizsäcker, 1971, p. 351).
The first thesis underlines the link between information and the subject, the recipient of the information. A recipient who accepts information: SOS, SOS, SOS... the first
time receives information that: “Someone at sea is in need”; the second time, they receive confirmation that they heard it right; the third time and every next time, they receive
confirmation that the object sending the information has not sunk yet (Müller, 1973, p.
335). This example confirms the far-reaching relationship between information and the
recipient’s knowledge and the impossibility of clearly defining information without taking into account the subjective conditions of the recipient. In the semantic-pragmatic
analysis of the concept of information Weizsäcker introduces two auxiliary concepts,
namely: the concept of Erstmaligkeit (novelty aspect of information: first piece of information) and the concept of Bestätigung (confirmation aspect: next piece of information)
(Weizsäcker, 1985, p. 94). These concepts allow not only for explanation of the essence
of information, but also show the need for a semantic-pragmatic concept of information.
Novelty (Erstmaligkeit) is a pre-requisite and constitutive feature of information. Confirmation (Bestätigung), on the other hand, is needed for the information to become knowledge for the recipient; whereas another confirmation may weaken the novelty value of
the information. Information is only what is new to the recipient.
Weizsäcker’s second thesis states that information produces information. This
does not mean, of course, that it happens immediately and directly. This process does
not happen only when, as Weizsäcker claims, the recipient becomes the grave of information, which makes it impossible to verify the information in any way. This term is also
used to construct a measure of information. Concepts expressing the semantic-pragmatic approach to infor-mation serve not only as qualitative information theories, but
also as a basis for constructing quantitative information theories. Weizsäcker shows
the function of the dependence of the quantity of information on the qualitative determinants of the subject’s knowledge, as shown in the concepts of “novelty” and “confirmation”. The recipient achieves the quantity of infor-mation that is contained in the space
defined by “novelty” and “confirmation” (Lyre, 2004, p. 59). Each piece of information
broadens the recipient’s semantic space. Construction of new semantic levels and circles takes place through confirmation of new information. While analysing Weizsäcker’s
information concept it is easier to see how his pragmatic-semantic approach to information perfectly complements Shannon’s syntactic information concept. The compact conceptual structure proposed by Weizsäcker seems to successfully combine Shannon’s
syntactic concept with the semantic and pragmatic aspect of information, show-ing the
three-dimensionality of information and the need for integral syntactic-semantic-pragmatic approaches to information analysis. Such integral approaches allow for theoreti-cal and practical interdisciplinarity in the study of the essence and role of information
in nature and social space.
Analysis of information by means of the pragmatic concepts of “novelty” and “confirmation” also opens up a possibility of combining and using information theories in
communication theories. In most communication processes, there is a feedback, enabling interaction in which the recipient becomes the sender and vice versa. The more
perfectly information produces information, the more difficult it is to distinguish between
the recipient and the sender. Recipient and sender become relative elements in the process of information communication. The first attempts to apply the theory of information (from the late 1940s) to sociological theories of communication took place in the
early 1950s. Such a model of communication was already proposed by Wilbur Schramm
in the 50s in his model of communication based on mutuality of experience (Schramm,
1995, pp. 131-146).

127

128

SOCIAL COMMUNICATION ONLINE JOURNAL
#1 (21)2020
Persuasiveness of information – information as in-formation
In his attempt to understand and define information C.F. von Weizsäcker refers to
Latin terminology. He notes that the word “information” includes the terms “form” and
“formation”. It reminds us that the Latin word informare means to shape, to form. It
defines information as a measure of formlessness. “Information is thus a way of giving
form to mat-ter or putting matter into form”, i.e. putting content into form (in-formation) (Weizsäcker, 1971, p. 85-86; Buczkowska, 1999, p. 82; Weizsäcker, 1971, p. 167;
Weizsäcker, 1985, p. 347). This syntactic interpretation serves as a basis for Weizsäcker’s analysis of the nature of information and, consequently, for highlighting the semantic importance of the information. Therefore, informing means giving matter (content) a
form (information) understood in the Aristotelian sense. “The form is (...) what we get to
know in things, it is their form, structure, aspect expressed in concepts” (Buczkowska,
1999, p. 83). The notion of form, although it is a basic concept for C.F. von Weizsäcker,
is not precisely defined by him, but rather is more intuitively presented in the “matter –
form” juxtaposition (Buczkowska, 1999, p. 83). In this approach to information as a form,
the wide scope of this concept is revealed. Weizsäcker, referring to the analogy between
information and form, also shows the relation between information and linguistic form,
a communication, which is the information carrier. It follows that information should not
be identified with a communication nor linguistic form, but it should also be recognised
that information is inseparably connected to form, code, character system. Weizsäcker tries to say that information cannot be considered unilaterally, either only from the
syntactic side or only from the semantic side. Understanding information as a form not
only shows its formal character, but also shows the close relationship between information and the material content which cocreates it, thus also revealing its semantic-pragmatic character. The attempt to understand information in the category of form brings
Weizsäcker closer to Shannon’s classic definition and shows the relationship between
information syntactics and its semantic-pragmatic aspect.
The analogy between information and form allows us to see other aspects of information theory. First, it brings information theory closer to communication theory. Form
as an information carrier serves communication processes. In this way the transition
from information to communication takes place. Secondly, it shows the relation, interesting from the point of view of philosophy, between information and the concept of matter
and consciousness, which are polar concepts in the philosophical tradition. Information
is neither matter nor consciousness. However, in the process of information transfer, a
certain relationship is created between the object and the subject, between the material object and the subject and consciousness. Thirdly, this analogy also confirms and
shows the distinction between actual and potential information. It also shows and implies the relation between the material object as e.g. the carrier of information and the
subject and the consciousness that decodes it. The content contained in a specific form
becomes information for the recipient thanks to semantics, which in turn is the fruit of
knowledge created through information (Lyre, 2004, p. 52-70).
Structure-making potential of information
It is worth noting that in Weizsäcker’s concept information is not simply a form or
structure, but a related factor, and what is more – as Buczkowska notes – a factor determin-ing some observed form or structure of processes or objects perceived sensorially
(Bucz-kowska, 1994, p. 90). The structure and dynamics of natural processes depends
on infor-mation elements contained in them and determining them (Weizsäcker, 1971,
p. 95). Information is therefore the principle by which structure is created. In this sense,
information is a structure-making factor. Information holds the dynamism of creation. It
determines the elements of the structure and the relations between them. This understanding of information is particu-larly evident in analyses of information in the field of
biology (Ott, 2004, p. 86-124). The processes of formation and development of living
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organisms constitute actualisation of po-tential information contained in their biological
information structures (Ott, 2004, p. 200).
Information contained in the genetic code is an instruction determining the formation of these structures under certain conditions (Życiński, 1996, p. 70-73). The dynamism attributed to information is one of its basic properties. Information, as a dynamic
element, is related to the process of transmission. Weizsäcker explains that information
creates information, produces information. In the process in which the information is
transmitted, some kind of structure is created or reinforced. This approach confirms
Weizsäcker’s basic thesis concerning nature and the manner in which information exists,
claiming that it is, besides matter and energy, the third universal, dynamic and structuring
element of reality. The structure-making character of information reveals its dynamism.
Information is transmitted in an actual manner in dynamic processes, and its transmission is connected to a certain transformation consisting in increasing or changing the
order of the structure which is the recipient of information (Buczkowska, 1994, p. 94-98).
The result of the process of information transmission is creation or change of the recipient’s structure. This change in the recipient is also a certain process. Weizsäcker sees
this dynamic aspect of information as its manner of existence (Weizsäcker, 1971, p. 93).
Information connected to a structure in a static sense exists only as potential information. Information in the actual sense is inseparably connected to the process in which it
is transmitted with the use of appropriate carriers (Weizsäcker, 1985, p. 347; Lyre, 2004,
p. 62-65). Transmission and actualisation of potential information presupposes the existence of communication processes which, according to Shannon’s theory, feature specific elements and a specific structure. The basic elements of this structure are: receiver
and sender, specific form as a carrier and channel of information transfer, and dynamism
of information encoding and decoding. The carrier, as a necessary condition for transmission of information, acts as a dynamic link between the sender and the recipient.
The choice and character of the information carrier depends on the systems exchanging
information and the processes actualising it. Each natural process has natural, inherent carriers of information, e.g. impulses, vibrations, material objects or their physical
characteristics. Man also introduces and uses formal semiotic-syntactic structures in
the processes of information transfer. These include linguistic structures. In Weizsäcker’s view, language, understood very broadly as any formal structure enabling communication, is a necessary form combining actual and potential information (Buczkowska,
1994, p. 97). Such a concept reveals the necessity of cognitive communication between
three aspects of information: semiotic-syntactic, semantic and pragmatic; moreover, the
concept also reveals the structural unity of these three dimensions of information. In
this way, we go back to the basic subject of our analyses, which shows the need to take
into consideration the three-dimensional perspective of information analysis. The terminology introduced by Weizsäcker, his proposal to objectify the semantics of information
and to take into account the three basic and irremovable aspects of information, its
syntactics, semantics and pragmatics, makes it possible to develop a common, interdisciplinary concept of information of an operational nature and allows for the creation of a
platform connecting quantitative and qualitative information theories.
Conclusion
Weizsäcker’s concept, which served as the main context of our analyses and references, introduced the concept of information into the sphere of social communication
and media sciences. Information, as a dynamic element, is connected to the process of
its transmission and as such constitutes a necessary element of social and media communication processes, as well as entropy and evolution, structural and organisational
processes of reality, processes of change in the structures of information reception. In
other words, information becomes a necessary element explaining the phenomena of
changes in nature and social life as meas-ured by the concept of entropy, which defines
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the processes of change over time. This aspect of information shows its quantitative
and objective character. The quantitative and dynamic aspect of information shows it as
a real component of reality in the same sense as matter and energy. Information does
not exist in the physical world separately, without any connection to matter or energy.
It cannot be separated from processes and structures in a physical way, it can only be
separated as a result of certain abstraction processes (Buczkowska, 1994, p. 104). This
process of discovering information, uncovering its structures and carriers, shows the
need for subjective concepts. Information is also semantic and subjective in nature, becoming a necessary, objective element of measuring knowledge or ignorance of subjective recipients in communication processes.
However, Weizsäcker’s concept is not a terminologically and methodologically refined concept of information. It is more a set of problems and proposals for solving
them than a refined theory. It needs many terms and expressions to be further refined.
However, the author’s original suggestions concerning the nature of information, according to which information is considered to be a universal, dynamic element of reality,
universal in relation to the concepts of consciousness and matter, are highly valuable.
The combination of information and linguistic form brings information-related research
into the field of language and its essence. Information understood from the point of
view of a human being – as a cognitive subject – is primarily the state of knowledge
or rather a change in the state of knowledge. In this context, it is worth quoting Michał
Heller’s reflection, presented at the 8th Krakow Methodological Conference dedicated
to the issue of the relationship between information and understanding. He pointed to
a phenomenon in which people are flooded with information but lack understanding.
“When the quantity of information collected on Earth” – says Michał Heller, referring to
Lem’s idea – “exceeds the critical value, the Earth will explode. A good metaphor: if there
is no balance between information and understand-ing, it is not the Earth, but our culture
that may explode. Let’s do everything we can to pre-vent this from happening” (Heller,
2005, p. 296). The dynamism of information and its basic semantic-pragmatic property
is that information modifies the structures of knowledge resources, above all reducing
ignorance. The transformation of the growth of information into knowledge is achieved
through the processes of thinking, through understanding, which in the era of mass information becomes more and more scarce goods.
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