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I

The subject of our analysis will be journslistic photography
produced for newspapers and periodicalas. At the beginning I have
to point out that I‘m eware that by regarding prese photography as
a form ¢f propaganda I do not discover America. My intention is
to delineate the theoretical cognitive consequences of that the-
sis. Bafore I try to do that, let me define some basic concepts,

Acoording to M, Ssulozewski propagenda is an "intentional,
persuive influence exerted on'a group with the purpcse of causing
desirable behavioral reactions through the modeling of human atti-
tudes"'. It follows from the above definition that the socisl si~
gnificanos of propaganda oonsists in motivating people to action,
forming their attitudes towards life and giving them airoction-
as to how %o evaluate faotlz.

Thereforé, one of the elements of the theoretical nodol of ena-
lysis of prese photogrephy (as a form of propegenda) has to be &
category which we shall define as "the change of the state of con-
soiousness caussd in the receivers by the photogrephs presenied to
them". The reporting prese photography (called "preas photography®
here) oan be identified asm the reporting photography which gete
published in newspapers, periodicals or is made for them. I atres-
- sed "the reporting prou photompby' in order to ocontrast 1%
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with other typon-ét photographe which are often published in the
presas, such as: advertisements, portraits, or photogrephs of land-
scapes. They are not the objeot of apalysis in this paper. Out of
many different areas of photography, reporting photography ie dis-
tinguished by 1ts subject and by its strict technical rules =
which have to be obeyed during the work of photographing (including
the Tules of behavior obeyed by the photographer himself),

The subjects reporting photography are people as members of
the society: their interactions with other people, their influence
on their enviromment (physical and biologiocal), its results, end
the social effects of catastrophes and natural  calamities (such
as floods, hurricanes, drcugh¥s, the eruptions of volcanos, fires
and a0 on). Shortly speaking, i1f photography as & way of registe~
ring reality is a language, then the set of photographs of which
the press photography is made up may be compared %o a colleation
of stories about human actions - a ocollection published in the
preas or oreated for publishing. The fact that photography is tre-
ated here as a form of propaganda (in the sense of the word defi-
ned sbove) seema to lead us %o an analysis of its influence on the
state of social consciousness &nd to an analysis of these features
of photos (both essential and formal) which determine that influ-
ence, Nevertheless such analysie would hardly provide an answer to
the question: "what i1s the press photography and how does if work
as a social phenomenon?"., It would a merely answer the question
about the soclal effects of the published photographs.

1 believe deeply that it is impossible to give an account of
the press photography that would not run into false simplifica=~
tions unless we previously consiruct a theoretical model <for the
analysis of that phenomenon, ] =

The £irst and nscessary requirement of such a model is to idm-
tify preas plotugraphy &8s a separate subjeot of anaiylia, then =
to put i1t in such (arbitrarily estabilished) limits 4s it seems
necegsary and helpful for the attainment of the ressarch goals,
The second requirement is to formulate hypotheses concerning fthe
mutuel relstions among different elements of the models, Let us
assume that press photography as & whole has the following aspecis:

1) the authors of the shots, who independently interpret rea-
1lity and shape the market for photography - despite the fact that
they are subjected to varisus kind of pressures,
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2) persons who seleot photographs, i.e., editors and ocensors
whoese choice of photos is determined by what is offered %o them,

3) the receivers of the photoi without whom press photography
would not make any ssnse.

¥What ultimately gete published is a result of the compromise
between alms and intereats of those three groups. When we want to
correctly evaluate the level of photography in a given couniry we
ought to take into account the influence of all these thres sla-
ment#. Otherwise our results will be far from being true.

Por instance, the responsibility for the decline of the Polish
prees photography in the recent yeara is usuelly put on the "selec~
tive sieves”, that is editorial offices and censorship. According
to the common view our photographers are excellent, no worse than
the best ones in the world but there are no columns where they
could present their talents. I hate to admit that the view is fal-
se. This opinion can be proved through the analysie of the photo
market. In order to make such analysis we do not have to survey
the archives. It is enough to take a look at the results of the
World Press Photo Competition. Polish photographers tske part 4in
that competition, but they do not win eny prizes, Needleas to say,
every author gends in his best works and does not have %o  take
censorship in to sccount, St111, even the boldest regort from Po~
land (e.g. "Minus one® - a photoreport on abortion made by H, Nu-
sialéwna and sent in for the competition) never goes beyond the
moral issues. The reason for thie should be locked for not so much
in the external limitations as in the photographers themselves -
in their attitudes towards soolal reality and in their sensitivity
to moral issues. An interesting politieal photoreport will never ‘
be made by a photographer, even the most competent one, who  doss
not have any political views, likewise an interesting report on
social problems will never be made by & person whose own 1deal of
social order is not dear to him., Polish photographers do have cer-
tain views on moral issues, therefore they mainly explore that
field. The decline of Polish photo-report is revealed in the po~-
werty of the photo market. A change in the influence of the "se-
lective sieves” is not sufficient for the improvement of the i~
tuation, On the other hand, it is true that monotonous editorial
orders combined with the monopolistic position of editors conside-~
rebly limit the area explorsd by photogrephers - redusing it to
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what is oonsidered acceptable ai a given point of time (usually.
moral isoues are comsidered acceptable), In reality, we obaerve au
interdependence of different phenomena, As was suggested earlier
the above -diagnosis ocannot be made -however -unless we adopt a model
of enalysis. < '

The framework of analyesis offered by ue so far 41w not suffi-
cient for the purpose of empirical analysie; it is too generval,

II

If we went to moke 1t more adequate we have to increase 1its
cemplexity. In order to make our reasoning as clear as poasible,
let us aspume that each element of the model in an independent
entity and deseribe it separately.

The photo market

The assume that the photo market is the total number or photo-
graphs offered to editors and fulfilling the techulcal require=-
mente for publication. This definition needs slight modification,

ks & matter of fact not all publishable photos get submitted
tc editore, On the basis of their previous experience the "delive-
rers” of photos may thing that even intereating plcotures presen=~
ting some toplic will not get published and therefore they do not
offer them to editors, However, the editors are not only "pasasive®
receivers; they can always let the photographers know that they
need photos on a special toplc which previously was a taboo, As
8 result the market ia supplied with new, previously unknown pho=-
tographs,. : y ool

It is important to keep in mind that there alwaya exists the
potential photo market ready to turn into actual market (as it wes
defined earlier), Therefore the photo market cén be defined as the
total number of publishable report photographs, made in a given
period. : 320 ’ ‘
The sociological analysis of press photography cannot be res-
tricted to mere desoription of the photo market, that is to the
description of the subject matter of the photos -~ which are sub-
mitted to presa editors, The photo market 18 an expreasion of the
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photographers’ consciousness which ought %o be analyzed by the so-
ciologist, Thersfore, the sociologist should not merely 1list the
topice. Through the analysis of the photo market and through the
comparison of that market with our knowledge about reality we
ought to try to answer the following questions: Firstly, what ori-
teria of interpretation of the reality were employed by the authors
of the photographs? What was their real (really employed) hierar-
chy of values? Secondly, we ought to ask: why did they ewploy $ho-
se partioular oriteria; for what reascn did they photograph such
and such events, and aocme other ones?

It 48 impossible to answer the avove questions without analy-
zing "the state of consciousness" of the author of the photos,
We assume that "humanistic facta" (such as the creation of photo-

“reports) can be regarded as the response of an individual subject
to a life situation; the response aiming at the modification of the
given eituation in the direction favorsble to the aspiration of the
subject. We @lso accept the old-fashioned axion according $o which
every men has the free will which allows him %o evaluate eventas
and form his own attitude towards them, :

Therefore we cannot agree with the hypothesis, s&ccording fto
which the photographer: 1) simply fulfills the requirements of his
employers, 2) his choice of the topic is determinsd by the expec-
ted profite (obtained through selling ths photos) or by the facli~
lity of the topic.

In some aituations‘phbtographers take pioctures even though
they know that due to the topic the pbotoa will not be published;
they often take photosraphs doapito the fact that they are forbid-
den to do that,

"We know two pictursl of S8 general Kutschera's fUneral. A1l
inhabitants of the houses located along the road where the funeral
procession was passing, got previously driven out and 811 disco~
vered witnesses were under penzalty of death, There were hold pho=-
tographers in the oapital, who did not fear to risk their lives,
in order to make & documentary photograph'3 - writes Waclaw Zdzar-
gkl in “The History of Warsaw Photography". \

Their own independence, with regard to the topic is streesed
by the photographers themsslves.

39, 2asarski, Historia fotografii warszawskiej, PWY,
Warazews 1974, p. 232-233. .
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"As a proffesional I kmow that some things won’t sell, nobody
will buy them, but st41l I regleter them on the film"%.- says Ste-
fan Figlarowioz. ;

"Baturo prigzes highor [...] all the agressive American school.
He explains: I make & photoreport, because I think something 1is
wrong, because I want to fight 1t'5. '

The photographer usually to talk his readers Ainto something
and to talk them out of something. He wants his readers to look
et the world from his point of view., The question is: what is im-
roctant 1o him and what is hie polnt of view. =

We therefore think the following thesis to be trues the major
factor influencing the shape of the photo market is the conscio-
- usness of the photographers and not the "seleotive sieves" or

the demand, : : v 2

This does not mean that the questiont: "what determines that
consciousness" can be avoided. Still, it protects as egainst naive
sizplications, We are far from ignoring the demand, Even though
the lack of demand cannot stop the photographers from registering
events of special importance, it determines the lubjoot matter of
sveryday production, which is done for a living.

The "selective sieves"

It would go beyond the scope of this paper to describe exactly
how the "selective sieves" work and what deteruines the oriteria
for the selection of photographs - as they are applied in practice.
48 a result of such pedantry press photography would disapear from
tie field of our analysis. From our point of view it is important
to analyze the oriteria of selection - as they are applied in the
photo market, We analyze the works, comparing the submitted ones
(1,e. the "official® part of the photo market) with those whioh
got published. The criteria of identification ocan be divided into
two groupa: criteria concerning the topios of the photos - (1.0..'
their essential features) and criteria concerning formal features.
The goal of the analysis of this element is to answer the Zfollo-

4s.71 glarowiocz, XNotowaé na bionie, -‘Kontralty'
197" no. 4. Po 610 : £ 7
3? Go Hawrooki, Oblektyw w oku, "Kontrasty® 1977, no. 4,
P. .
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wing question: what oriteria are applied in the process of selec-
ting photos for the purpose of publishing? And to what extent the
applied rules of smelection are socially approved? The question
"why do they?" goes beyond the scope of our considerations. We fo=-
ocus on the "selective sieves" because of thelr relations with the
other elements: the photo market - on the one hand, and the ocon-
ficiouanesa of the receivers, on the other.

In the description of the "selective sieves” it's worth-while
to take into consideration the proportion between the number of
photos submitted to the publisher and the number of photos which
can be actually published. For example, in Poland, in the second
half of the seventles there were six periodicals publishing phoio-
reports. Thus, it was possible to publish six photoreports (ebout
50 photos) weekly. It may be interesting to note, that in ocompa=
rison with the supply of photos that number was gquite sufficient,
Only the sctually published photos reaoh the public and give the
press photography its social meaning.

The ohange in the state of consciousness of the receivers

The olaim that the perception of photoreports published in the
papers has an impact on human consciousness has never.been empiri=~
oally proven but it ia'comnonly considered true. There are various
~reasons why it is impossible to test on a large scale the Jjupaot
of photographs on human consciousness. First, the sume pictures ha-
ve different impact on the consciousnesa of different people. The
impact depends on the level of their education and oulture, on
the current mood on the attitude towards the periodical where the
photos were published, on the very circumstances of perception (on
the bus or at home, after dinner etc.). It also depends on  the
values, views and the personal experience (which determine the ca=-
pacity for empathy) of the receivera.

The second reason why it is impossible to determine the impaoct
of the photoa on the consciousness of the receivers is the fact-
that they are Just one out of many "oultural prcducts® with whioh
the modern man gets in touch.It 18 impossible to analyse the impact
of each of those "culturel products" neparately bcoau-o of their
considerable diversits.,

It 18 feasible to propose & "minimal program' - within whioh
we could show the impact of photoa on the human consciousness . by
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making the following experiment. A group of people chosen for the
experiment would be shown photos on a certain topic whereas anot-
her group, the so called “comtrol group” would not be shown them.
Obviously, an earlier test would have shown an identical attituds
of both groups towards the given fact. After the experiment we
ought to repeat the test and compare its results with the original
resulte, : : ‘ . : b

Despite such difficulties the social 1mpo:tanon'ot some events
is so great that the impact of photographs of those events is sinm-
ply evident (e.g. the first viamit of Pope John Paul II to Poland

or the events in the spring of 1981), .
Thers are other interesting problems related to the percep-
tion of photographe, They can be expressed in the form of the fol-
lowing questions: What kinds of photographe have impact on peopls?
What do psople like to look at and why do they like 1t? What do
they look at unwillingly? What séems shooking or disgusting to
them? ' e .

G

At the end we ought to @sk how the outlined model ocen be
epplied, In my opinion, two types of application are possible.
First, keeping in mind the model as a whole, we can describe each
of its elements separately: e.g. the photo market,the subjeat mat~
ter of the published photos, and finally thelr social reception.
In such case it is partioularly important to examine their histo-
rical evolution. Second, we could apply the model as ‘& whole to
account for particular phenomena, It m;ght'bo.ospooially ~useful
for the snalysis of partiocularly 1mportaps momentp in social life,

Stawomir Olzaoki

POZOGRAFIA PRASOWA JAKO ZJAWISKO SPOLECZNE
I PRZEDMIOT BADANIA SOCJOLOGICZNEGO

_Autor kredli zascdy anelizy fotografil prasowej jako zjawiska
spolecznego, uwik*:snégo w kontekst instytucjona s Zwracajgoc uwa-
¢ na spoxeczne mechanizmy wytwarzenia, selekeji i publiksoji fo-
ografii presowej. Czgéé druga artykulu zawiera model analigy wply~
wu fotografii prasowe) na postawy odbiorcéw.



