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Abstract 

Background: This article deals with the historical and cultural prerequisites for the decline of significance of truth in 

Western societies. In response to the formulated problem question, the ideas taught in the disciplines of humanities 

and social sciences are briefly discussed, the existing conditions of the power to form the directive regime of truth in 

the context are outlined.  

Objectives: The aim of the paper is to analyze historical and cultural prerequisites for the decline of the meaning of 

the truth in the public discourse.  

Method: This article is prepared using the methods of analysis and synthesis of academic literature. The analysis of 

academic sources and the citation follows the chronology according to the publishing year of the source. The 

methods of comparison and analogy are also used, the authors’ insights and generalizations are provided. 

Conclusion: The main conclusion is formulated that culture, as shown by the history, has some self-regulatory 

mechanisms that occur in different forms as a significant condition, which prevents the establishment of a 

unidirectional regime of the truth. 
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1. Introduction 

Relevance and problem of the research. Organizations, both public and private, communicating about their activities 

usually face the questions of how much information to present, and what its relation to objective reality is. In this 

case, there are certain differences revealed between legal responsibility and moral responsibility, which is more 

highlighted in the context of corporate social responsibility (CSR), and becomes a difficult challenge in a 

competitive environment, characterised by moral duality. In the studies which examine the public image, this 

problem is quite often partly bypassed or certain compromises are offered hoping for growth prospects, as a certain 

stimulus to achieve declared values (Christensen et al., 2013). However, where is the guarantee that dishonesty in 

respect of the truth will evolve into integrity? The issues of the truth, as far as the written sources are known, have 

been ardently discussed from the times of Hellenic civilization. According to the ancient Latins, cujus regio, ejus 

religio (whose realm, his religion). Observing the public discourse of the 20th-21st century can give the impression 

that the question of confrontation of the truth and untruth has reached a peak, when mass media instruments have 

gained the distinctive power in the public context. Recently, it is attempted to understand the rhetoric of both the 

United Kingdom’s withdrawal from the European Union, and D. Trump’s campaigns, where the problems of public 

statements of truth/untruth are highlighted extremely radically (Suiter, 2016). The author analysing the processes that 

occur in the USA, the United Kingdom, France, and also in Eastern Europe, noticed that political ethics rules 

previously in force no longer work. Advertising carried out by a thriving propaganda, radical European political 

movements, as well as commercial structures, public relations strategies in the general information stream only 

highlight this problem, and the usual limits of ethical standards become blurred and easy to change by 

communication strategists. Truth in the public discourse has acquired the instrumental character, when the facts or 

manipulating them becomes a means of the power to influence the public opinion. Cultural values and norms often 

change over time (Giddens, 2009) and, according to Foucault (1980), each society has its regime of truth, its general 

politics of truth. In this context, it is important what reasons determine the interpretation of a fact, and how it is 

reflected in the cultural context. In addition, it is important to consider the reasons of why the organizations tend to 
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adapt to the norms of a particular society. This is relevant for both new organizations starting their activities and 

shaping their integrity policies, and those already operating in response to changes in societies and planning the 

perspective. Thus, the problem question is raised – (1) what are the conditions of the mentioned truth regime and its 

change, and what can be the starting point of the solution of this problem? (2) how do value attitudes existing in the 

society influence organizational policies in respect of the truth? 

The purpose of the research is to analyze historical and cultural prerequisites for the decline of the meaning of the 

truth in the public discourse. 

Methods of the research. The article is prepared using the methods of analysis and synthesis of academic literature. 

The analysis of academic sources and the citation follows the chronology according to the publishing year of the 

source. The methods of comparison and analogy are also used, the authors’ insights and generalizations are provided. 

2. Results of the Research 

Reflecting on the development of the thought of the Western civilization and the analysis of recent trends highlights 

the presumption that the regime of the truth as a value in the society cannot be compared with the one-way traffic in 

accordance with the predetermined route. On the one hand, it is quite a complicated task to evaluate how the 

meaning of truth as a value changed in the historic perspective in general, since there the problem of a reference 

point arises. Statistical research, public opinion polls are a relatively young sociological area, and various texts 

written a few centuries ago include reflections of the time resulting from more or less subjective position. On the 

other hand, it is possible to observe some trends. In addition, it would be wrong to state that this is a new problem, 

the problem of modern or post-modern times. The realities of truth, lies, justice, and injustice in Europe are widely 

discussed from the times of Ancient poleis, mostly inseparably from moral and ethics. Controversy of the truth as the 

unchanging idea, and the truth as a persuasion was already relevant in Socrates’ polemics with sophists, who 

developed utilitarian ethics, as well as in the ethics of stoics, where the truth and justice, according to Marcus 

Aurelius (2012), is one of the principles of the “social” man, the citizen outlining the good. 

According to Baranova (2002), the belief that the truth is a match of the idea (the subjective image in our mind) and 

the thing (something beyond the mind), (in which the medieval theologian Thomas Aquinas has introduced the 

platonic God’s clause) prevailed in the European civilization from Aristotle’s times. Aristotle grounded the principles 

of justice as a moral virtue relevant to the society, and the common good, guaranteed by the law:  “<...> we consider 

the actions, whose purpose is to create and maintain happiness and everything it is made of, for the whole 

community of citizens to be just” (Aristotelis, 1990, p. 146). In other words, the agreement is based on the moral 

imperatives. But what is identified in culture as “moral” or “immoral” is determined both by the human psychology 

and the agreement and is volatile, therefore, in the 18th century Kant (1999) proposed the principle of categorical 

imperative and considered the mind to be the essential starting point, what should be sort of protection from the 

impact of these variables. After a while, Mill (1871), defending the opportunities of utilitarian agreement, although 

admiring Kant, argued to the contrary, again, idealistically claiming that with the development of civilisation the 

possibilities of compassion and reasonable agreement increase, so each step on the path of political improvement 

helps to avoid contraposition of interests by eliminating various unequal legal privileges. According to Mill (1871), 

the development of the mind, the perception of the common good and unity serves as something what the “religion 

did formerly”. Thus, there should “be more” truth, but both Kantian and Mill’s idealism are negated by genocide and 

various authoritarian regimes. 

The value basis and the attitude towards what the truth is, is provided by culture, which, according to Myers (2012) 

conveys the long-term models of behaviour, ideas, attitudes and traditions, is not static. For example, Held (2006) 

conveys the marxist approach to evolution of the society and its culture in the course of history, according to which, 

choice opportunities of each new generation are partly “inherited”, that is determined by the efforts of previous 

generations. These efforts to “construct” the society and its values occur both in ancient (e.g., Plato’s “Republic”) 

philosophic-social systems and later ideologies. For example, according to Bauman (2015, p. 66), in the opinion of 

pioneers of the Enlightenment, the rules implemented by the tradition have become an obstacle rather than help for 

the whole life, believing that their aim is to “arrange the society”. Later this accompanied the decline of traditional 

communities and strengthening of the individualism and has become a strong impulse for modern culture of society 

and its values. These tendencies are typical of not only Europe. For instance, Giddens (2009) discusses the opinion of 

the contemporary government of Japan, which declares that Japan would successfully overcome social problems, if 

“the citizens of the country less complied with some of their fundamental values” (p. 39).  The author questions 

whether the values will change easily by the order of the government. However, the consequences of another, 

communist experiment, carried out in Eastern Europe, even after the collapse of the regimes de jure, had an 
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irreversible impact on the values of the liberated societies (Tismaneanu, 2009). In this context, some authors also 

distinguish the role of the authority and religion. Fromm (2013) drew attention to the differences in the meaning of 

the authority in different societies. For example, in the primitive society, only the authority is the most competent to 

carry out a task. In the patriarchal society the object of the authority is a woman, and in bureaucratic, hierarchically 

organised society everyone, with the exception of the lowest social layer, can be the authority. It must be recognised 

that hierarchical structures in post-communist societies have transformed, outgrowing from the institutional role into 

the sources of corporate power, mixed with pop-culture, dictating the rules of the game of the new elite.  

Both the Western and the Eastern European culture for many centuries developed on the basis of moral and ethics 

formed by Hellenistic philosophy and Christianity, supported by the religious authority. According to Žiliukaitė et al. 

(2016), who researched the values of the post-communist society, the change of values in traditional societies is 

inseparable from the change of religious values, as well as the “place” of the religion in the social structure. And the 

influence of the latter in social structure is rapidly declining in the 20th–21st centuries. In our times, the time has 

come for the society (this mysterious and incognizable “imaginary being”, which by the decree of the modern spirit 

had to replace God, taking over his function to take over and administer human affairs) to admit that a person has 

sufficient powers to deal with them alone and give up prescribing (Bauman, 2015, p. 72-73). Having questioned the 

cultural tradition in this way and the transferred the decision power on an individual’s freedom scale, the 

fundamental basis of values, which becomes sensitively ductile to the sources of information power, is eliminated. 

Not coincidentally, Suiter (2016) is trying to look at the changes in Western societies from the perspective of the 

latter half a hundred years, relating with the changes of liberal economics, democratic processes, education of a great 

part of the of electorate and their reactions to the ongoing processes (e.g., migration). On the other hand, although, 

compared to the previous centuries, both the level of education and economic well-being of Western states have 

increased incomparably, but the subjectively perceived dimension of personal safety remains little altered, thus, the 

politics often focuses on the highlighting of worrying phenomena (e.g. migration). In this context, the role of interest 

is significant. For instance, Coleman (1994), discussing various social theories, speaks about the role of the control 

of interests and resources. According to the author, within a couple of centuries interest has been transformed from 

euphemistic descriptions to more open forms. Machiavelli’s advice for a ruler, which led to the development of the 

idea of ruling the state free from any moral standards, are presented as one of the classic examples of the dominance 

of interest. The more so as the regime of individualistic values Myers (2012) called caring for what is “best for me” 

has occurred in the course of the history in the Western culture. In this context, not only the collective memory gaps 

are relevant, but also the influence of the image created by a person, the media on voters’ decisions (Street, 2004; 

Hyun, Moon, 2014; Bakiner, 2015; etc.). Furthermore politicians use social media and personalization to circumvent 

mainstream news media, disrupting conventional processes. This personalization arguably increases voters’ reliance 

on personal characteristics as voting heuristics (McGregor, 2017). It is not coincidence that J. Baudrillard (1985) 

speaks about the simulated reality, which has neither the origin nor the reality, which could be called a hyperreality, 

i.e. the reality that has existed for centuries, but most highlighted during the postmodern era, at the time of an 

increasing media dominance. In other words, the Aristotelian principle of truth, as a match of the “thing” and its 

“essence” loses the previous functionality, as the user’s relationship with the reality is decreasing in the stream of 

flooding news, which the user has less opportunities to “check” and there remains more or less possibility of “trust”. 

Therefore, according to Rubavičius (2010), popular culture and mass-media industry extends the opportunities to 

construct the proper user, life styles, beliefs and attitudes (p. 20). It fosters organizations to invest in the development 

of the brand as virtual reality. But here we face a certain possibility of fiction of the truth, even in the cases when 

organizations demonstrate high standards of CSR. The use of these standards can be thought of in the context of the 

development of the company’s brand (Bhattacharya, Kaursar, 2016), especially as an instrument to increase the 

attractiveness and income (Cha et al., 2015). At the same time, because of giving prominence to CSR, there is a risk 

for the brand of the enterprise that due to internal and external reasons this strategy becomes dominant, using social 

responsibility rather as a marketing strategy, leaving actual values in the background (Vveinhardt, Sonkutė, 2015, p. 

16). In this dynamic environment, the studies of trends within operating organizations can be divided into several 

conditional groups according to the highlighted problems and the outlined prospects: orientation towards the public 

values (adapting to the changing public expectations); CSR ideals formed by organizational values (shaped on the 

basis of moral values); turning back to the moral, based on the tradition of faith. The trends are summarised in the 

table. 
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Table 1. Attitudes and prospects 

Attitudes Sources Idea Prospects 

Flexible adaptation to 

trends in public values 

M. Vashchenko (2017); 

C. L. White et al. 

(2017); Y. Lu and I. 

Abeysekera (2017); L. 

Laidroo and U. Ööbik, 

(2013); et al. 

Organizations respond 

flexibly, taking into 

account the expectations 

and pressure in a 

particular society 

Organizations operate in a flexible 

manner. Public values are 

highlighted as a variable and 

alterable component. This is the 

most difficult component to define 

because of the duality and dynamics.    

There is a danger of moral duplicity 

when different standards are applied 

in socio-cultural environments. 

Construction of 

universal CSR values 

U. R. Richter and K. E. 

Dow (2017); L. 

Corazza (2017); T. Jain 

(2017), J. Vveinhardt 

and E. Stonkutė 

(2015); et al. 

Certain universal fair 

play rules declared by 

companies, based on the 

unwritten agreement with 

stakeholders 

Develop standards for responsible 

performance. The values declared by 

the organization become a certain 

social contract with the 

commitment, the implementation of 

which is controlled to a certain 

extent by stakeholders. Conformity 

of the declared values with the 

reality depends on the stakeholders’ 

consciousness and civic activity. 

When there is the lack of internal 

moral imperatives, the risk of CSR 

turning into a marketing instrument 

arises. A variety of standards and 

uncertainty. 

The values derived 

from the traditional 

religious belief 

J. Cui et al. (2017);  

C. M. V. D. D. 

Schouten et al. (2014); 

B. Muniapan and  B. 

Satpathy (2013); et al. 

The commitment based 

on religious and moral 

system of values 

Specifically defined universal values 

derived from personal moral 

commitment, determining the 

integrity of values in activities of the 

organization. High moral standards, 

high risk of losses in breach of them. 

The problem of truth in both the public and private sector organizations is emerging as an issue of radical fairness in 

relations with everyone in one way or another affected by the activities of the organization. In this case, the question 

arises not because of how much the organization is fair in its internal and public activities, but whether it is fair at all. 

At the same time, there inevitably raises the question of the extent to which it is worth to the organization be honest 

in the environment that tolerates double moral standards. 

The logic of competitiveness presupposes a certain moral compromise, which to a lesser or greater extent is chosen 

by both organizations declaring CSR and not declaring it. Does this mean that the significance of truth in public 

discourse tends to experience the full failure? However, the answer is not unambiguous. Analysts dealing with the 

trends of historical and cultural evolution of the society state, but underestimate the fact that these processes are not 

unidirectional. On the one hand, the historical evolution of culture gives the person the power of the decision about 

the truth and its value, on the other hand, this burden is not psychologically easy. Can a labile new pop-political 

culture take over this burden of decision? The answers may be looked for in the trends that take place in societies. 

On the one hand, orientation of both the USA and the European radical politicians towards conservative ideas can be 

seen as a certain reaction to the climate of opinion. The studies and forecasts of the trends of recent decades in the 

world show that Catholic population of the African continent will increase up to 49.3% by 2020, the growth 

tendencies are visible in the Asian continent, Europe, and in South America Christians will continue to be an absolute 

majority. It is predicted that the Christian population in North America and Europe will account for about 80% of the 

total population (Johnson et al., 2013). On the other hand, business responds in the most sensitive way by 

constructing socially responsible relationship with the consumers based on traditional values in different countries 

(Whelan, 2007; Muniapan, Satpathy, 2013; Dhanesh, 2014; Mostafa, ElSahn, 2016; Campos, 2017; etc.). This shows 
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that in spite of the idea of the liberal society developed from the French revolution and the secular politics of the 

state, the tendency to return to conservative values relevant to a traditional culture is strengthening both in Europe 

and in other countries. 

3. Discussion 

Power, regardless of its nature, source or the historic period, tends to set the rules of the game based on 

self-preservation and this corresponds to the truth regime. However, this regime could not be equated to the fatalistic 

one-way traffic, as culture, as it is shown by the history, has some dynamic self-regulatory mechanisms. The regime 

of the truth as a value in the society is not unidirectional. Several historical and cultural prerequisites of the decrease 

of the significance of truth can be distinguished. Although it may seem paradoxical, but in Western culture, which is 

based on the Aristotelian definition of the truth for a few centuries, the truth is losing the adequacy of connection and 

the reality, that becomes subject to interpretation when moral values are changing. Looking from historical 

perspective, perception of the truth as a value in Western culture is inseparable from the structures supporting the 

values, one of which is religion, the influence of which began to weaken significantly under the influence of the 

ideas of the Renaissance and the Enlightenment. This is related to the utilitarian worldview and the opportunities for 

the emergence of individual interest, the power of which is redistributed and the number of economically strong 

power centres is increasing with the modernising society. With the increasing flow of information, the consumers’ 

psychological opportunities to process it do not change, therefore, the role of trust, transforming into persuasion, 

converting relationship with reality into the hyperreality construct, is increasing. Historical examples show efforts to 

shape the culture on the basis of the interest-based system. The more so as the expanding media industry is becoming 

one of significant players of the power to develop interests, shape the user, form attitudes and values. However, in 

this context, the need of the public to return to the fundamental constructs is highlighted, where the issue of truth is 

highlighted by a new problem when using these trends the corporate-political structures use the destroyed system of 

values. Anyway, the return of the society to religion and traditional values is a sign, fostering responsibility towards 

organizations declaring stakeholders to review their policy of values. Universal values derived from personal moral 

commitment defined in this aspect determine integrity of values in activities of the organization. 
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