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Summary. Discourse analysis is a research method well rooted in linguistics and in such sciences as 
sociology and cultural studies. Meanwhile, in management sciences, discourse analysis seems to be 
ignored and marginalized. At first glance, the answer to the question whether discourse analysis sup-
ports the research process in the field of management sciences may seem obvious. On the other hand, 
discourse analysis is relatively rarely used in scientific research and business practice. To understand 
the possible applications of discourse analysis, the definition of the term was first reviewed. Second-
ly, phenomena are discussed, the nature of which makes it possible to understand discourse analysis; 
special attention was paid to public relations. The article ends with a  recommendation to improve 
the synergy effect between management and discourse analysis. Discourse analysis is a difficult and 
non-obvious research method derived from the humanities, but necessary when it is necessary to study 
what is hidden in the organization, inaccessible directly to the researcher.
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1.	 Introduction

Success in business is like riding a bike.
Either you go forward or you fall.

Jackson Brown

It is not without reason that we begin our reflections with a thought which is both mean-
ingful and metaphorical. Its message is simple, success is an incredible skill that helps you 
keep your balance, is a chance to move and follow a well-thought-out direction and stay on 
the market. It’s a kind of way to be someone and strive to be on top (success is top) (Pycka, 
1994), to be down (failure is down). The metaphorical message, which is known to cognitive 
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scientists (Tabakowska, 2001), allows us to take a close look at management, which has more 
than one name.

The first associations coming with a concept, refer to the management of something, 
someone. You can manage your company, human resources, time, emotions (Tabakowska, 
2001). This management is not only planned, but also targeted for a specific purpose. It strives 
to create together with methods and techniques a management concept that will lead to the 
expected, intended effect. It is possible when a wider context and research methods are taken 
into account, which give us the field to show off and to describe the issue that interests us.

Social sciences, including management sciences, strive  – as every area of life  – for 
a kind of autonomy. This autonomy is obtained on institutional grounds, opening in higher 
education institutions appropriate fields of study, specialties or creating a whole  – endowed 
with an adjective pointing to a specific discipline  – the university.

Autonomy manifests itself in the search for unique research fields (cognitive, holistic) 
and  – above all  – characteristic for a given field of methods and research techniques well- 
established and thought-out for the needs of selected topics. Obtaining such methods is quite 
rarely done by developing from scratch, it is often a continuation of what someone started, 
but it did not develop in its entirety, to give a place to those who will return to the problem. 
More often we are dealing with the adaptation of methods and techniques taken from other 
sciences, therefore interdisciplinary in this area turns out to be useful and important be-
cause it offers many possibilities together with interesting research conclusions. An example 
of such adaptation is the use of observations in sociology or an experiment in psychology. 
Thanks to them, we can see a given phenomenon in two ways and find out that this approach 
is better because it facilitates the description of a problem which we analyze and evaluate.

It is no different in the management sciences, which broadly adapt the methods from 
the above-mentioned teachings. There is no obstacle for management science to adopt a dis-
course analysis derived from linguistics and widely used in sociology. All the more so be-
cause “Discourse is a key factor in the construction of social life and has a driving force 
in it”1 (Duszak, Fairclough, 2008, p. 23). It means that it fits into communication and works 
on its course depending on the situation of the communication event. We can achieve a lot 
through discourse.

In connection with the above, several important questions are asked: What is discourse 
analysis? What do we call discourse and is it a phenomenon other than what has been stud-
ied so far? What for does the manager need discourse? (Szeluga-Romańska, 2016). What 
functions does the analysis of discourse in the process of managing the organization per-
form? What is it researching? What effects do the results of such research give to you? What 
management phenomena does the discourse analysis look at? What results can be obtained 
using this research method? Are there discourse analysis techniques that are only used in 
management.

On the margins of the above considerations, one should ask another question whether 
the analysis of discourse fits into the management sciences so much that the researcher who 
uses it keeps his identity as a scientist in this field, and does not become e.g. a sociologist for 
a moment. This is not strictly a question in the field of management methodology, but the 
answer to it is important due to the current scientific promotion in Poland.

	 1	Authors’ own translation.
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In order to answer such questions, we analyzed the selected discourse literature refer-
ring to the methodology of management sciences in order to draw conclusions, which will 
allow us to undertake research on communicating the organization with the environment both 
internal and external.

2.	 Discourse and discourse analysis  – definitions and demarcations

According to Słownik wyrazów obcych i zwrotów obcojęzycznych z almanachem [Dic-
tionary of foreign words and foreign phrases with almanach] by Władysław Kopaliński, the 
term ‘discourse’ comes from the Latin ‘discursus’, meaning ‘to discuss’ and means conversa-
tion, discussion, and speech (Kopaliński, 2000, p. 136).

Paul Ricoeur defined discourse as an event and meaning (Ricoeur, 1989, p. 85), so un-
derstanding discourse is the interpretation of the text, the implication of its meaning (Malews-
ka-Szałygin, 2004, p. 85). It can be said that discourse is a series of language behaviours 
(Grabias, 1994, p. 231). Lech Nijakowski writes that “discourse is, in brief, a text in context, 
and therefore not only a fixed system of signs, but also the social context of its creation, dis-
semination and reception” (Nijakowski, 2006).

This definition seems to be clue to understanding what discourse is and, in particular, 
how it differs from text or conversation.

According to Michael Foucault, “history constantly proves that discourse is only some-
thing that explains the struggles or systems of domination, but also why and what for we 
fight  – it is the power we are trying to gain” (Foucault, 2002, p. 8). So we have an indirect 
reference to various organizations as systems of power. The power in itself cannot do without 
communication, and thus without a variety of types of messages. According to the authors 
of the book Rytualny chaos. Studium dyskursu publicznego [Ritual chaos. A study of public 
discourse] as a discourse we can analyze: “the entirety of messages in the social circulation, 
so both the area of communication in everyday life […] and the area of the mass media” 
(Czyżewski et al., 1997, pp. 10–11). 

After defining the discourse one should present what it is and what its analysis consists 
in. Tim Rapley writes that “discourse analysis is not a unified, mummified approach to stud-
ying language in use. It can be treated as a research stream flowing from many sources, a set 
of loosely related practices and associated theories used to analyze speech and text” (Rapley, 
2010, p. 25).

Nevertheless, such a wide-ranging team of research practices has a specific goal. It is, 
as Lech Nijakowski writes: “reconstructing the structure of discourse. The meaning of a par-
ticular message can be fully read only when we look at it from the perspective of its place in 
the structure of a given discourse” (Nijakowski, 2006).

“This structure of the discourse covers all messages related to a given organization or 
problem. Therefore, discourse analysis deals not only with the discussion of e.g. newspa-
per articles, but also pictures, comic books or radio and television programs. It allows you 
to reconstruct broadcast meanings in all dimensions, because, e.g. receiving the content of 
a newspaper means not only reading the article, but also viewing graphics and photos, paying 
attention to titles, subtitles and bolds of text, etc.” (Nijakowski, 2006).
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Two examples of how to analyze discourse can be given:
	– quantitative content analysis focused on the number of occurrences of words and phras-

es in the speech, e.g.: 
•	 number of occurrences of a  word category, surface of text  – how much space in 

a newspaper is allocated to text,
•	 the placement of the text, whether there is a reference to the text on the cover of the 

newspaper,
•	 arrangement of photos,
•	 airtime, font size of the title;

	– qualitative content analysis that draws attention to argumentation strategies. It focuses 
not so much on the concepts themselves as on the relationship between them (networks 
of concepts) (Grzymała-Kazłowska, 2004, p. 13; Jabłońska, 2006)

These two ways are ones of many, that can be used in analyzing organizational texts. 
Attention should be paid to their number and variety. These are both formal internal docu-
ments, such as: regulations and ordinances, as well as informal texts of employees on in-
ternet forums (Rostek, 2010) in addition to advertisements, press texts and many more. All 
this shows the richness of the organizational phenomenon in humanistic research (Kostera, 
Nierenberg, 2016)

3.	 Phenomena explored by discourse analysis

Discourse is an indicator of the nature of organizational culture. If we understand the 
organizational culture as 

Czesław Sikorski defines it as a system of patterns of thinking and acting that are fixed 
in the social environment of the organization and are important for the implementation of its 
formal goals (Sikorski, 2002, p. 4).

It can be said that discourse analysis is such a method of understanding the organization 
by outsiders. One can also risk the wording that employees also carry out pseudoanalysis 
of organizational discourse for themselves, trying to interpret it in the best way possible to 
achieve success. It is possible when you believe in the words that are interesting illustrated by 
Rhonda Byrne in the book Sekret. Reading it, you can feel that everything that we want to do, 
what is in ours dreams, is possible and real in achieving what we are interested in at the mo-
ment, because: “the gravity law gives you what you think  – the end, dot” (Byrne, 2007, p. 15).  
Undoubtedly, this is also related to how communication takes place between yourself and others 
in a fragmented world (Banaszek, Florkowski, 2005). It is worth taking advantage of new forms 
of organizational communication, namely employer branding (Kantowicz-Gdańska, 2010), once 
and company image management, or public relation (Adamus-Matuszyńska, 2010). Special 
attention should be paid to the study by Arlie Russell Hochschild titled Zarządzanie emocjami. 
Komercjalizacja ludzkich uczuć (Russel Hochschild, 2009) in which we clearly can find the 
connection between action and emotions, as well as life success in every field of life.

Both researchers and stakeholders of the organization (clients, contractors, etc.) try to 
interpret and understand all messages that flow out of the organization to obtain profit, gain 
a competitive advantage or strengthen alliances.
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William J. McIver argues that “organizational culture is a set of social norms and value 
systems that stimulate the behavior of members of the institution, important from the point 
of view of relations meaningful for the realization of a specific purpose, and occurring in 
time and space between people and between people and the elements of the organisation” 
(Pietkiewicz, Kałużny, 1993, p. 47). 

Therefore, if it is known that norms and values can be declared and actually implement-
ed (or both), discourse analysis will show us the assignment of norms and values to one of 
the above-mentioned collections. The difference between these norms and values, which are 
only declared, and not respected, or implemented in reality, will be manifested by the differ-
ence between formal and informal messages and the activities of the organization. Attention 
should be paid not only to the content, but also to such elements of the message as: its con-
text, which together with the text can create irony, as well as the ambiguities included in it.

4.	 Anthropology and ethnography of organizational culture

Organizational members responded to four open‐ended questions about the organiza-
tion’s culture at two times, six years apart. Results of a content analysis of the responses in-
dicated that organizational values remained stable, despite extensive changes in the top lead-
ership of the organization coupled with environmental forces that were pushing for change in 
the organization’s culture (Campbell, 2004, p. 47). 

Mariusz Bratnicki, Roman Kryś and Jan Stachowicz are followers of the anthropolog-
ical approach to organizational culture, in the name of which organizational culture is rec-
ognized as sharing meanings and symbols, rituals and cognitive schemes, constantly formed 
and transformed as the organization tries to balance the requirements of internal cohesion 
with the needs of reactions detected in the environment (Bratnicki et al., 1988, p. 67).

While the majority of organizational rituals are available at least for employees, their 
meaning can only be known through their in-depth analysis.

The identification of standards and values guiding the organization leads to the identifi-
cation of types of organizational culture. If we consider the proposal of Charls Handy quoted 
by Nogalski, who distinguishes four cultural orientations (rarely existing in a pure form), 
which are in fact types of organizational culture:

1)	power orientation,
2)	orientation on the role,
3)	task orientation,
4)	orientation per person (Nogalski, 1998, p. 124).

It turns out that the nature of the company’s documentation  – ordinances, regulations, etc.  – 
influences not only on the focus on the role or power, also on the formal language, as well 
as informal  – similar to the private office décor or the content of advertisements on information 
boards. It should be remembered that the message is not just a document, film, e-mail or voice 
recording. Design and spatial attributes of places are also very important  – they carry infor-
mation for the crew and people from outside. Here, too, discourse analysis gives a decrypt of 
meanings contained in the above-mentioned elements.
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The components of organizational culture can be also considered in relation to the dis-
course, especially those elements that are hidden or ostensible. According to Edgar Schein 
quoted by Kostera, there are three levels of organizational culture:

1)	visible, conscious  – artefacts and cultural creations, visible patterns of behavior, sym-
bols, ceremonies,

2)	partially visible and conscious  – norms and values, bans and ideologies, behavioral 
guidelines,

3)	invisible, usually unconscious  – attitude to the environment and reality, human nature 
and interpersonal relations, activity (Kostera, 1996, p. 75).

The artifacts, the rituals and the symbols read properly and not only through the content 
they communicate, but also through the organizational context, point to norms and values 
actually realized, not just declared. The proper deciphering of norms and values and read-
ing them from behind the curtain of the organizational elites declarations allows to read 
the “organizational paradigm”, the above-mentioned unconscious level of the organizational 
culture. This reading has important consequences  – cognitive, because it allows to know the 
essence of organizational and practical culture, because it enables its real change. The knowl-
edge of the strategy of interpersonal communication (Filipiak, 2004, pp. 144–150), which 
avoids silence and selective expression, also helps to replace it with a holistic, cognitive view 
of a given topic. Magdalena Stefańska (2002), Piotr Kwiatek, Marek Zieliński (2002) and 
Jacek Trębecki (2002) write about this in an interesting way.

In turn, the institutional ethnography (IE), is a social ontology, pioneered by Dorothy 
Smith, a  Canadian feminist-sociologist. Conceptualizing the discourse as social relations, 
which are organized by human activities and are empirically examined, IE was increasingly 
used by non-sociological scientists in areas such as education and health (Peacock, 2017).

Also learning about the organizational climate is simpler by analyzing discourse, espe-
cially discourse changes in the context of the changing environment. Here again, the trans-
formation of the so-called personal documents texts (diaries, blogs, letters, e-mails) do not 
say everything without an organizational context  – e.g., the situation of the organization on 
the market.

5.	 Brand of organization

One of the most important objects studied by management science is the organization’s 
brand. Notes that the role of brand as more than just a marketing communications icon is 
increasingly obvious to leading businesses. Brand drives nearly two‐thirds of customer pur-
chases and impacts nearly every function area of the business. It stands to reason, then, that 
extending the equity of the brand will fuel growth while allowing the business to outpace 
competitors (Davis, Halligan, 2002). The concept of a brand is ambiguous and has blurred 
boundaries. A brand is a “trademark or brand is a name, a  term, a symbol, an inscription, 
a pattern or combination thereof, color composition, melody or combination of all these ele-
ments used to distinguish a given product from competing products” (Altkorn, 2005, p. 128).

The brand defined in this way is a combination of symbols and signs. That is way the 
brand is a specific language creation and an ideal object of discourse analysis. These emotions 
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are so strong that Martin Lindstrom claims that brands are “perceived by man as sacrum” 
(Lindstrom, 2009, pp. 105–123).

Leslie de Chernatony distinguishes the following approaches to the brand concept (de 
Chernatony 2003, p. 45): 

	– As a work, the brand is a part of culture, often a symbolic product. Analyzing artistic 
discourse, or rather the discourse of art, gives an answer to what the brand is in the 
process of managing the organization. As a logo subjecting to the reading in a certain 
context, it is the language symbol of the organization. As an institution, in this case the 
brand covers the whole organization that creates it. In this case, the product or service is 
the same as the organization. As a value, a brand can be considered as a group of values 
(de Chernatony, 2003, p. 45), for example conservatism, elitism and wisdom, embod-
ying the Rotschild Investment Bank. The advantage of such a brand’s understanding is 
timelessness  – wisdom or individuality, they will never grow old. The disadvantage  – 
the problem of determining the value and matching them with the values of the staff 
(Ollins, 2004, p. 93).

	– A brand can be understood as a stenographic record  – a certain number of information 
about a product or service (de Chernatony, 2003, pp. 38, i.e. a brand is defined as a bun-
dle of information. We can accept seven bits of information at the same time (de Cher-
natony, 2003, p. 38).

	– As a vision  – another approach to interpreting a brand used by managers is to treat it 
as a kind of a lighthouse whose light shows the travelers the right direction of the road. 
Metaphorically it means, that a  lighthouse looks like a  journey to success. The role 
of the brand in this approach can therefore be defined as a consequence of the vision 
(de Chernatony, 2003, p. 38).

	– As a risk limiting factor  – in this approach the point is that the brand gives the consumer 
confidence in the usability of the product, also regarding the profitability of investments 
in the city.

In addition, we deal with the recognition of a brand as a: legal instrument, a company, 
positioning, a personality, identity and relationship (de Chernatony, 2003, p. 48). It also in-
volves with the Bank for the Services Exchange, which takes place in interpersonal contacts. 
It is often the manipulation leading to the destruction of relationships and all activities2. 
Therefore, it seems important to shape one’s own personality and create a strong embedded 
identity in itself, that image, promotion, self-promotion and self-presentation will be effec-
tive and will bring success. It could also help to have a holistic view of the issue by appealing 
to the senses, which can strengthen being yourself. It depends on the strength of the given 
sense and its activation at a given moment without weakening the other receptors.

Similarly, an advertising is subject to discourse analysis. A lot of space is devoted to 
it and an advertising appears in various aspects. Attention is drawn to what it expresses, 
what kind of the information carrier it is, what it is for and what it is its message. This last 
is not always legible, it is often conditioned by an individual approach and understanding 
of the image or advertising text. Looking at the advertisement in the context of discourse 

	 2	Three parts of the Helen Fielding novel referring to the history of the Bridget Jones Journal can 
be used as literary examples (movie).
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is an interesting mental experience and allows to extract this, what constitutes the sense 
and the essence of the discussed phenomenon. Expressing this through language, indicating 
the messages that characterize them and situating them in context is a  research adventure 
worth launching, digging into it and ending it with descriptions and conclusions. Accord-
ing to Barbara Jabłońska, who writes: “[…] common features for sociologically and critical 
oriented analysis of discourse, which distinguishes them from the linguistic approach, is the 
understanding of discourse both as statements and text, attaching importance in the research 
process to the context in which it works and paying attention to its processuality. However, 
the difference in these approaches is that in critical studies, in addition to the descriptive and 
explanatory plane, the normative plane is added” (Jabłońska, 2006, p. 57).

The statement shows that during the discourse analysis we focus on statements, text, 
context and consider them, taking into account three possible approaches: description, ex-
planation and normativity. They are closely related to the communication event and proces-
suality (Gajda, 2010), which occupy an important place when discussing management in the 
area of research.

The employer brand can also be subject to discourse analysis as P. Raj Devasagayam, 
Cheryl L. Buff, Timothy W. Aurand, Kimberly M. Judson write: “External branding initia-
tives and communications can be used internally, among employees, to build positive brand 
associations and brand affinity. Further, implementing an internal brand community can lead 
to increases in the emotional buy‐in of employees and ultimately could help companies in-
crease the proportion of »champion« employees” (Devasagayam et al., 2010, p. 210).

6.	 Standardization of discourse tests

Management is an extremely grateful and bearable topic. A registration, a picture and a re-
cording can be the research material. Definitely an interesting reference are memes or images 
that are presented on such portals as Demotywatory. On their basis, one can show the discursive 
and axiological side of a given issue. Discourse tests are also conducted to check how they 
function and what they characterize. Such considerations are undertaken by the authors of the 
Qualitative analysis of discourse in social sciences (Wodak, Krzyżanowski, 2011), who propose 
solutions in various possible discursive paths. Certainly these are preliminary descriptions that 
give researchers the chance to develop in different directions, depending on th methodology 
adopted and the research slope, which is not always uniform, often mixed, because it uses ma-
terial that requires interdisciplinary analysis. Do not be afraid of such analyzes, because they 
are an interesting view of management in both narrow and broader sense.

7.	 Conclusion

The presented point of view encourages deeper research on the example of specific 
references that clearly show that the discursive form of management is not only interesting, 
but especially the description is important for science, because it gives holistic, cognitive and 
pragmatic opportunities to look at what has so far been was overlooked, and which, in our 
opinion, needs to be emphasized.

https://www.emeraldinsight.com/author/Raj+Devasagayam%2C+P
https://www.emeraldinsight.com/author/Buff%2C+Cheryl+L
https://www.emeraldinsight.com/author/Judson%2C+Kimberly+M
https://www.emeraldinsight.com/author/Raj+Devasagayam%2C+P
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This is a type of managerial profiling, i.e. searching for a prototype, stereotype, meta-
phor, metonymy, cognitive models, which in terms of cognitive linguistics are the image of 
the discussed concept and problem and indicate the experience of the user (Lakoff, Johnson, 
2010), who uses and processes, gives sense what he says creates the conceptual reality and its 
scope. Discourse analysis allows you to find different variables affecting events and identify 
their mutual influences. So far, there are no discourse analysis techniques specific to manage-
ment and quality sciences, but the pre-paradigmatic nature of this scientific discipline allows 
the use of methods and techniques from other scientific disciplines.
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