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Media management is an area where the research tools
are just being created. In Poland there are only a few re-
search papers on that topic, although every year their num-
ber increases. No wonder that it is difficult to talk about a
meaningful, especially Polish, research in this area. More-
over, media discourse management is a topic that is still new
and difficult as a research subject. The very notion of dis-
course is interpreted in multiple ways and takes its meaning
depending on the field that it concerns.

Media discourse management is a broad term con-
necting both the linguistic, sociological and philosophical
aspects. It is a progressing process of saturation of the
society by media and influencing different spheres of ev-
eryday lives by supplying various media messages. Media
discourse management is the main factor of mediatization
of the society. It is a hard and responsible task. The aim of
the present article is to present the meaning of media and
media discourse management as an important area of social
life influencing everyday life and way of thinking of the
recipient of media information.




2. Analysis of published data and problem statement

The modern term discourse is currently popular and en-
countered even in colloquial language. It is most often used as
a synonym of an utterance or discussion. Such understanding
of this term is not, however, complete, as one needs to take
into account the polymorphic nature and multiplicity of func-
tioning of this term, both in terms of content and scope. In
the area of humanities this term is used as a substitute for the
terms: language, communication or interaction [1].

While analyzing the dictionary definitions one may
conclude that in the scope of Polish and German language
the term discourse in colloquial language occurs only as the
substitute of an organized utterance (often scientific) that is
spoken — not written. Such understanding of the analyzed
term is very simplified and does not show the multi-layered
nature of this term.

Research on the topic of discourse constitutes a huge
scientific area. Scientists working on that phenomenon are
attempting at reaching above these traditional definitions,
aiming at showing the multiplicity of options of their under-
standing. The problematic nature of discourse is filled with
multiple variants of attempts to the analyzed phenomenon,
which leads to emergence of rich literature and multiplicity
of views on this topic [2].

Explaining and defining of this phenomenon is not a
simple task and depends, to a large extent, on the field it
concerns. The complexity of this phenomenon does not make
it easy to be defined in one way. It is an unstable, termino-
logically-fluent and constantly developing term. Discourse
touches upon various areas of human behavior that could not
have been attributed to one particular field. Simultaneous
emergence of this term in research in various fields of study
delivered proof for the artificial nature of the division be-
tweeen humanities and social sciences, and detailing of any
broadly understood fields of study [3].

Language in such view is not a passive tool, but an active
factor influencing both a person who wants to convey cer-
tain meanings and on te recipient of the conveyed message.

Media discourse is an integral component of the mod-
ern cultural system. Media that are the source of media
discourse are considered to be one of the most important
elements which, as an omnipresent source of information in
the information society, serves as one of the most important
concepts constituting reality.

“In the media-dominated society we most often deal with
media discourse. Media discourse may emerge in one area,
for example politics, culture, as a discourse of election cam-
paign, press advertisement, information websites etc. There
may also exist somebody’s discourse, for example lawyer (le-
gal) discourse, of a political party, as a discourse concerning
people, institutions or discourse connected with a certain
topic, for example abortion, alcoholism or ethnic minorities
etc. We study media discourse as a way of language applica-
tion typical for a given social situation, shaped in the area of
media conventions and genres” [4].

Media discourse is, therefore, media communication,
that is a process of sharing and collecting information via
the media. It is then called “mediated” communication. An
absolute condition of classifying a given utterance in a broad
genetic spectrum of media discourse is its presence in mass
media [5].

What is then the subject of research in media discourse?
Because discourse is an interdisciplinary and heterogeneous

term, there exists no unambiguous answer. Linguists argue
that the basis of research on media discourse is, naturally,
language. They study language in press, TV, radio and in-
ternet discourse. The analysis is of the structure, functions,
semantics and styles.

Sociologists consider discourse in terms of the social
mechanisms taking place within its scope, not taking into
account genetic issues; psychologists — mental practices and
analyses of mental representations in the sender’s mind [6],
political scientists — do research on discourse as tools for
domination, which co-create and consolidate relations and
divisions in the power structure. Philosophers will most
probably search for the truth and conditions for truthful-
ness in the logically non-contradictory utterances. Such
solutions may be multiplied and their number will be rising
together with the existing, potential or alleged paradigms of
scientific disciplines [7]: in this context it is worth quoting
the researchers of M. Foucault’s work: Charles C. Lemert
and Garth Gillan, who argue that “discourse is becoming a
difficult matter where the philosopher seems to connect dis-
course practices with social practices, not delivering a clear
answer to a question where discourse ends and actual social
life starts, if it ever does start” [8].

Understanding of media discourse depends only on the
person receiving the message. It is the recipient who con-
siders and decides how far and deep his interpretation of
the message may reach, as transfer, as any kind of commu-
nication performed and distorted by the media, is not full in
terms of information. The more the recipient has to supple-
ment the text that is either read or heard in the media, the
more this text is persuasive, informational and inspiring for
him. Discourse interpretation is dependent on knowledge,
experience or age of the recipient of a message.

Discourse considered in terms of media exists in two
forms [9]:

— spontaneous interaction, texts and utterances exist in
natural situations. Real data is transferred via media, not
fabricated or edited (after media processing);

—media discourse, that is a previously prepared text,
which is transferred via media in a printed (written materi-
al) or audiovisual (spoken material) version. These texts are
circulated after previous proofreading, converted, modified
and ordered, even created by a media worker.

Nowadays, in addition to typical areas of human commu-
nication, spontaneous, interpersonal, every day, unofficial,
as well as official (public), there is media with all its speci-
ficity: crossing taboo, lack of identity, anonymity, potential
or restricted in scope interactiveness and the visual (sound,
print and image) on all levels of human communication. Un-
usually fast development of mass media brought at the same
time, non-restricted flow of people, goods, technologies and,
most importantly information. It caused, to quote Kazimierz
0z6g: “mass popularization of Polish media language, which
in more or less appropriate, high, low, elegant, often vulgar,
aggressive version, via many radio stations, TV channels,
thousands of newspapers, often magazines of low-quality,
sometimes Internet, reaches almost every part of the world”.

3. Purpose and objectives of the study

The key purpose of this paper is to present possibilities
of media discourse management to get through to cognitive
resources of the consumer of media information in order to



maintain the longest possible interaction with them in their
everyday life.

In accordance with the set goal the following research
objectives are identified:

1. Media management is a field in which research tools
are just being developed.

2. Media discourse management is an interdisciplinary
research area.

3. Strategies for media discourse management represent
a progressive process of saturating society with the media
and influencing various spheres of everyday life by deliver-
ing varied press releases.

4. Media discourse management is the main factor of
mediatisation of society.

5. Media and media discourse management is an im-
portant area of social life influencing everyday life of the
audience and their way of thinking.

4. Key research findings — Media discourse management

Media discourse management may be considered, in
broad terms concerning social, political and economic phe-
nomena, as well as in wider terms referring only to manage-
ment of articular discourse in particular media company.
Management of media discourse, in its nature, differs from
other sectors of economy. It is due to different, dual nature
of media companies, as well as information — basic resource
used by media organizations [10].

The most often used concept in research on discourse
management in media is strategic management. Many re-
searchers used case study of a given media institution to
describe the researched phenomena. Thanks to that it was
possible to explain why some media organizations deal in the
market better than others and why some are more popular
than others. Strategies of concentration on media market or
discourse level adjustment to changing conditions have been
described.

Discourse management in media may be divided into
three categories:

— the first refers to the influence of the whole media
entrepreneurship structure on its efficiency (structure-con-
duct-performance — SCP);

— the second assumes that every company is a set of
unique resources that should be the basis of strategy con-
struction, including the strategy of shaping universal media
discourse in social space (resource-based-view — RBV);

— the third approach to strategic management in media
involves application of a niche theory known from biology,
according to which every being searches a niche for itself in a
new environment. Similarly, media organizations should use
the gaps, market niches in their adapted strategy [11].

Media discourse management is also an approach tightly
connected with the organizational culture and ways of its
management. It concerns mostly analysis of the influence
of culture on the ability of media organizations to adjust to
the changing environment or the influence of organizational
culture on revealing false information or plagiarism [11].

In media discourse management it is important to con-
nect both the linguistic and sociological approaches to such a
complex issue. Discourse management is a linguistic compli-
cation with a social context, reflecting the relations between
media organizations and/or institutions, and roles of the
participants (senders and recipients of media information).

Media and media discourse management also refers to
application of new technologies, innovation and creativity.
Influence of there field on all areas of management is enor-
mous. The fields of study of influence of technology on media
and discourse management are, among others, the following
aspects of technology: economic, strategic management, new
product development, diffusion, gratification and benefits,
creativity. One of the most important factors here is creativ-
ity, because it is (highly difficultly foreseen determinant)
main element of a media product, and investments in media
organizations frequently require huge outlay [11].

Creativity of media discourse broadens the information
function influencing the way of thinking, political views and
aspects of everyday lives. It is a means of information trans-
fer and the construction of discourse are one of the socializa-
tion factors. Media supply entertainment, coordinate social
behavior, set authority, initiate development and influence
the way the recipient of a given discourse speaks.

Media discourse is also influenced by motivations of
media managers, management styles, ways of making de-
cisions, change management, organizational behavior etc.
Media organizations act in conditions of constant change
and high level of uncertainty, which causes high employee
rotation level. It is most definitely a challenge for people
managing the media, but also the researchers dealing with
this topic [11].

Media discourse is highly dependent on knowledge,
talent and creativity of the people who create it. In 2000 the
salary of people employed in American TV stations consti-
tuted the highest single position and amounted 42,4 % of the
whole budget [10]. Long-term research projects established
in the USA lead to many publications in this area. Thanks
to them the demographic structure, the structure of income
or political views are well recognized, but also the job sat-
isfaction, way of performing job duties, gaining sources of
information etc. Thanks to this research there have been
found connections between the profile of students who are
graduating from University on Journalism Studies and their
level of employment. This problem is also connected with la-
bour market research in the media areas, for example gender
type research concerning status of women or representatives
of minorities in media organizations. B. I. Mierzejewska and
C. A. Hollifield claim, however, that this research was con-
ducted rather by the representatives of other disciplines than
media management. They also point out that dispropor-
tionate number of research concerns journalists, excluding
other employees hired in media. Moreover, many researchers
adapted — according to the authors — false assumption that
diversity of employment is tightly connected with diversity
of media discourse [11].

It seems that in order to explain various phenomena re-
ferring to media and media discourse management, it is more
than justified to apply the systemic methodology, as accord-
ing to the systemic theory research of a certain phenomenon
needs to be seen as a whole connected directly and indirect-
ly. It is vital that while describing the researched phenome-
na, one does neglect the key questions of G. M. Weinberg:

1. Why do I see what I see?

2. Why are things the way they are?

3. Why do things change?

These questions also apply in media system research. In
this view, organization is a structured system, that is ordered
in a certain way that gives the discourse social-technical
scope.



The systemic theory assumes that an organization, in-
cluding media, constitutes an organism that functions in
a specific environment from which it draws resources and
to which the discourses produced in this organization are
directed (entry, exit) [12].

With the present state of the law, management of Polish
public media must be a combination of two goals: achieving
commercial success and representing public interest. Polish
public media are in the form of trade law companies that are,
by nature, focused on profit. This is what the minister of the
treasury expects, as he functions as the owner of the media
companies. From the other hand, Polish public media are
subject to the Broadcasting Act, where there is described the
public interest (mission) [13]. For many years further govern-
ments have been trying to solve this problem, but usually it
has ended with promises and overtaking influences over pub-
lic media. K. Jakubowicz even mentions a crisis of legitimacy
of existence of public media. In research the recipients declare
the need of their existence, however, on the other side, they are
disappointed with their practices and actions [14].

Management of media discourse is then an important
part of various disciplines described by sociology, political
sciences, economy and many others. One of the most im-
portant research issues connected with this area is media
management. It should be understood both in broad terms,
concerning media seen as a field referring to social, political
and economic phenomena, and in wider terms, understood as
management of media company functioning in a particular
environment. Research on these issues is quite difficult, as
it has so far been poorly recognized and requires creating
a particular terms apparatus, appropriate research tools,
setting issues that are parallel and separate in relation to
classical management.

5. Discussion

Nowadays we are also witnesses to the birth of a new
style, discourse, new kind of language, language in and of
media, or Polish media language. This situation requires
finding a common ground that would connect the joint
features for this category of utterance applying mostly mass
media means. We also happen to deal with a new phenome-
non of elimination of written language and verbal language
from function of basic means of communication and media
discourse creation where the printed language code is be-
ing replaced with audiovisual code. Texts are being given
a monitor dimension (are read on the computer screen), the
recipient is given the image of written language. Moreover,
the domination of hypertext, also in press, breaks the rule of
linearity, which causes the need for constant recontextual-
ization of utterance and creates an almost infinite number
of readings. Media, gradually addicting to their maker,
creator-sender, give birth to their own existence that refer
solely to themselves, media discourses. Like it or not, we
have become prisoners of media, every day we deal with so
many messages that we are not able to become free of them.

We are witnesses to the birth of new media discourse,
new style, new kind of language, language in media or
Polish media language, in which dominates the tabloid
medium of data transfer with such language functions as:
phatic, impressionistic, magical and persuasive, with more
common elimination of the basic cognitive function. It is
uncertain where the fault lies, some say that the media are
to blame, others that the recipients. Management of media
discourse is not a simple task. It is the main factor of medi-
atization of the society and source of modern culture-cus-
tom system. To manage media discourse means to create
reality, relations, recipients’ interactions. It is a difficult
and responsible task.

6. Conclusion

1. In Poland, works on media discourse management are
not numerous, although their number is increasing every
year. It is unsurprising then that we cannot distinguish a
significant, especially Polish, publishing record in this area.
Media discourse management is still a new topic, a difficult
one in terms of research. The concept of discourse itself is
defined multifariously and its meaning depends on the field
which deals with it.

2. Media discourse management is thus an important
part of various areas described by sociology, political sci-
ence, economics and many more. One of significant research
issues connected with this area is media management. It
should be understood both in the broader sense, i.e. refer-
ring to the media understood as an area dealing with social,
political and economic phenomena, and a narrower one, un-
derstood as management of a media company functioning in
a specific environment.

3. Media discourse management is the main factor of so-
ciety mediatisation and a source of the current cultural and
social system. Managing media discourse means creating
the reality, relations, and interactions of the audience. It is a
difficult and responsible task.

4. We are witnessing the birth of a new media discourse,
a new style, new variant of language, language in the me-
dia, media language or the Polish media language in which
tabloid-style communication with language functions domi-
nate. The media, which are gradually becoming independent
from their creator, or broadcaster, are producing their own
creations: media discourses which refer only to them. Wil-
ly-nilly, we are the prisoners of the media; the amount of me-
dia coverage we encounter every day means that we cannot
free ourselves from them.

5. Creativity of media discourse extends the informa-
tion function, influencing the way of thinking, political
views, and the aspects of everyday life. The way that in-
formation is delivered, discourse construction, is one of the
factors of socialisation. The media provide entertainment,
coordinate social activities, define authorities, initiate
development and influence how the audience of a given
discourse speaks.
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1. Beryn

PerynspHicTb pyXy Ha I1acaKupcbKoOMy aBTOMOOI/Ib-
HOMY TPAHCIIOPTi 3arajibHOI0 KOPUCTYBAHHS € OJIHUM 3
HAWBaKJIWBIMINX TOKA3HUKIB, SIKUI XapaKTepU3ye Pi-
BeHb SKOCTI HAJaHHS TPAHCIOPTHUX IIOCJIYT HaCaXKU-
paM i edeKTUBHOCTI eKcIayaTalii pyXoMoro CKJanxy
aBTOTpaHCHmopTHUX mignpuemcts. llix perynspuicTio
pyXy 3a3Buuail po3ymiloTh Taky opranisamiio poboru
TPAHCIOPTHUX 3acO6iB Ha MaplIpyTax HepeBe3eHb, 3a
SAKOI BOHU BIATIPABAAIOTHCS 3 KOKHOTO (II04aTKOBOTO a60
MPOMiXKHOI0) 3yNMHOYHOIO NMYHKTY 3TiZIHO BCTaHOBJIEC-

HOTO PO3KJay pPyXy. AKIIO 119 yMOBa He BUKOHYETbLCH,
TO Ma€ MicIie HeperyJasipHiCTb PyXY, SKa BUPAKAETHC Y
Bi/IXWJIEHHI MOMEHTIB Bi/IlTpaBJieHb TPAHCIIOPTHUX 3aCO-
6iB 3 3yIIMHOYHUX IIYHKTIB BiJl pO3KAaLy PyXy y Olubruuii
abo MeHmwuii 6ik [1].

Y noTrpuMaHHi peryJagpHOCTI 3alliKaBJeH] K macaxu-
pHY, Tak i aBTOTPAHCIIOPTHI MiATPUEMCTBA-TIEPEBISHUKH,
OCKIJIBKY TPU HEPEryJISIPHOMY pyci 36iJbIIyETHCS TPU-
BaJIiCTh OYiKyBaHHS TPAHCIOPTY Naca’kupamMu Ha 3yIMH-
HOYHUX ITYHKTaX, CIIOCTEPITAaETbCA HEPIBHOMIPHE HAIIOB-
HEHHSI MapIIPYyTHUX TPAHCIIOPTHUX 3ac00iB, BUHUKAIOThH
Bi/IMOBY mmaca’kmupam y mepeseseHHax. HacaigkaMu mporo




