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PREFACE
The fourth issue of Studies in Linguistics, Culture and FLT is comprised mostly
of papers within the wider field of media studies and semantics.
Two of the papers deal with the problem of media (ir)reality. “Representations
of Reality in The Demarcation Zone Between Reason and Sensation in English
and Bulgarian Language Advertising Discourse” focusses on the discrepancy
between the way advertising agents are supposed to describe the object
of attention so that it is presented as close to the truth and the real world as
possible, and the use of “enticing and sensational verbal and nonverbal means
of expressing information so that they can sell not only the product but the life
styles they are trying to impose on their target audiences” (Todorova, 2018).
Thus, the paper dwells on the distortion of reality or irreality so that consumers
are tricked into buying the advertised products.
The influence media have on people’s perceptions and beliefs is the focus
of the other paper, i.e. “Mirroring Reality or Establishing a Virtual Reality:
The Influence of the Media on People’s Opinion on Muslims”. This time the
victims are the members of a religious community who are widely perceived
through negative stereotypes. The theoretical base of the paper is comprised
of previous studies conducted on the image of Muslims in the media which are
being juxtaposed with the results from a survey conducted among Bulgarian
and international informants on their perception of Muslims and the way the
media have influenced their opinion on that religious group. The interesting
conclusion reached is that the media do not actually influence the informants’
opinion on that religious group but their understanding is formed on the basis
of personal experience.
“Press Journalist’s Profession in Poland after Political Transformation in 1989
and Nowadays” is more theoretical and regional at the same time as it studies
the process of development of press journalist’s profession in Poland over the
span of twenty-nine years (see Mikosz, 2018).
Another theoretical paper in the field of media studies focusses on the common
traits and differences in the verbalisation of superstructures in media genres.
Two media genres are analysed: the radio discussion and the TV news and their
prototypical superstructure, which characterises the genre in different languages
is revealed. In addition, the paper also identifies the specific features of “the
superstructural components typical of a concrete lingual culture together with
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the peculiarities of the communicative behavior of the representatives of the
British, Belarusian and Russian lingual cultures” (Shevtsova, 2018).
“The Evolution of the Headline – From Print to Patterns and Virality (An
Overview of Research in English and Bulgarian)” deals with the differences
between print and online headlines. The study also presents the specific
guidelines introduced by leading researchers in the field of writing for the web,
their proposed classifications and typologies of headlines online. In addition, the
paper “offers a discussion of recent findings concerning the specific development
known as “virality” and the so-called “viral headlines” with their characteristic
features” (Iglikova, 2018).
Yet another paper in the field of media Studies has at its focus some particular
techniques employed in the media discourse. “The Transition of Names:
From Proper Names to Common Nouns” deals with proper names’ trend to
be transformed into common nouns through the use of names in plural form,
presence of definite article, lack of capitalisation and use of closed compounds
(see Aleksandrova, 2018).
The last two papers in this issue are on different subjects. “A Cognitive and
Cross-Cultural Study on Body Part Terms in English and Turkish Colour
Idioms” deals with idioms and more particularly with the cognition of English
and Turkish speakers through their use of body part terms in basic colour term
idioms. The paper “addresses the distribution of the body part terms in Turkish
and English basic colour term idioms and conceptual metonymies underlying
these idioms, and it interprets the findings in terms of socio-cultural and sociocognitive structures in the minds and linguistic practices of people of Turkish
and English cultures” (Hastürkoğlu, 2018).
“An Attempt at a Typological Investigation of the Ice Motif as a Symbol of
Death” analyses the ice motif and its manifestations in a mythological and
literary context. The study proves that the recurrent meaning of ice truly is a
symbol of death and its various other connotations (see Velikova, 2018).
The last paper in this issue “Past-Time Reference, Tense, and Aspect: Past
Simple and Present Perfect” deals with the problem of “how temporality is
expressed linguistically and in relation to the temporal adverbials” (Tsvetkova,
2018). The study uses the empirical results obtained through various tests by
students in Primary Education with a Foreign Language (English) and the
practical outcomes of the tests are discussed in terms of the students’ future
teaching practice.
True to its aim to provide a wide platform for studies in various fields, this issue
of SILC once again contributes to the general academic debate with an array of
interesting qualitative and quantitative research.
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REPRESENTATIONS OF REALITY IN THE
DEMARCATION ZONE BETWEEN REASON AND
SENSATION IN ENGLISH AND BULGARIAN
LANGUAGE ADVERTISING DISCOURSE
Rumyana Todorova*
Abstract: The paper deals with different representations of reality in the demarcation
zone between reason and sensation in English and Bulgarian language advertising
discourse. On the one hand, there exists an explicit requirement for advertising agents
to describe the object of attention in a way which is nearest to the truth and the real
world. On the other hand, text producers have to use enticing and sensational verbal
and nonverbal means of expressing information so that they can sell not only the
product but the life styles they are trying to impose on their target audiences. So,
the strategies and techniques vary with various advertisements promoting goods and
services even by the same company. The intermingling of knowledge and distortion of
reality or irreality with the hope that ignorance or lack of knowledge on part of text
receivers would help ‘trick’ them one way or another is shown in examples of English
and Bulgarian language ads. The texts are structured in such a way that they can
provoke consumers’ dreams, illusions, fantasies and imagination for better feelings
and emotions as well as pleasure and satisfaction bordering with perfect bliss.
Key words: reality, reason, sensation, demarcation zone, advertising discourse

1. Introduction
Advertising discourse contains information presented in most cases in an
unusual and at times even strange manner which provides a lot of food for
thought together with pleasure and satisfaction and last but not least provoking
consumers’ imagination and sensation. It is also expected for ads to reproduce
‘the real thing’ (see Wernick, 1994, p. 31) so that target audiences could be
aware of the benefits of the products and services offered, though as Wernick
asked: “If Coke is the real thing then what is real?” (ibid.). This statement means
that reality in ads can have different faces depending on different factors. Some
of them can be social and cultural, national or global, but others are definitely
related to consumers’ personal likes and dislikes, beliefs and prejudices, as
well as ways of viewing and accepting the world around them and on a larger
scale. These multiple representations can have a number of interpretations and
probability predictions as the centre of orientation is not always the same for
* Professor PhD at Shumen University, Department of English Studies, Shumen, Bulgaria,
e-mail: r.todorova@shu.bg.
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text producers and text receivers. There are cases, however, which challenge
our imagination in more than one direction and it is us who decide which of the
multifarious versions of reality would take us to our dreams and illusions and
would satisfy and flatter our ego. It is a fact that advertisements represent reality
in a sensational and provocative rather than in a reasonable and sensible way
but it is also true that they also have an impact on reality even though we as text
receivers are unwilling to admit it.

2. Previous research in the field
There is some research on representations of reality as well as on the use of
imagination in various types of text. One of them is Wernick’s treatment of
reality connected with ideology (not in the political sense of the word)* and
symbolic expression of information (see Wernick, 1994). Todorova’s book
Strategies in the World of Advertising (2001) touches briefly upon this issue
as regards the interrelation between enjoyment (as suggested by Lacan) and
the pleasure principle (das Lustprinzip introduced by Freud) as opposed to
reality bordering with the serious or as Freud calls it the reality principle (see
Freud, 1985). In the book, reality in advertising discourse is presented through
different values such as family, health, ecology, animal protection, the human
ego, etc. expressed by a number of strategies advertising agents apply for the
fulfillment of their aims.
Musolff and Zinken (2009) discuss the role of discourse for metaphorical
meaning and understanding in cases of constructing various social realities.
In their case reality is presented through the prism of metaphoric usages which
can either coincide or be different in different cultures. As regards nonverbal
representations of reality text recipients should apply a lot of imagination related
to the use of multimodal metaphors and this fact is exploited by Forceville and
Urios-Aparisi (2009) as well as by Kövecses (2010).
Various researchers elaborate on the issue of imagination and its interrelation
with reality having to do with reason and sensation bordering with feelings,
emotions, illusions and dreams. Thus, for example, Grady (2007) investigates the
nonverbal occurrence of metaphors, while Fauconnier and Turner (2002) discuss
their multimodality. Johnson (1990, p. xxxvi), however, treats imagination as “a
creative capacity to reorder representations and to generate novel structures”.
In respect to imagination and its relation to reality and knowledge, Einstein
(n.d.) dwells upon the fact that “imagination is more important than knowledge”
* E.g. English Oxford Living Dictionaries provide the following definitions of ideology
which suit the ads’ purposes perfectly well: ‘the set of beliefs characteristic of a social
group or individual’; also, ‘visionary speculation, especially of an unrealistic or idealistic
nature’.
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and also that “knowledge is limited to what we know and understand, while
imagination embraces the entire world”. Charlie Galichibi (2015, URL) has
come to the conclusion that imagination and knowledge are complementary
because of their dynamic nature. Imagination is also the trick used “to satisfy
our needs” and “to distract us from realities we would rather avoid” (ibid.). All
this is true and can also be applied to advertising discourse where manipulation,
knowledge and reason, creativity, imagination and sensation play the leading
role for a successful advertising text.
Todorova (2018, pp. 297-302) has done a similar small-scale research in the
respective field in a paper titled “Knowledge, Reality and Imagination in
Advertising Discourse” where she shows that if text receivers are either ignorant
or unaware of certain things related to the advertised object of attention, they
would take the presented facts at face value and at the same time enjoy the
information in the way it appears.

2.1. Research Questions
The present case study aims at showing how imagination and reality are
exploited for achieving a greater effect related to the product in question on
target audiences. In some cases what helps in depicting the narrative are parallel
realities. In others, it is quite difficult to notice the demarcation line between
imagination and reality. In still other cases, imagination is based on a different
construal of reality or rather of an invented, created or distorted one and although
text receivers are well aware of it they like it that way as they can start dreaming
and imagining in the direction of their own construed reality-to-be until the
point of buying the object of desire when everything can be broken down to lots
of pieces of disillusionment or often times shattering dream-come-true stories,
at least to a certain extent.

3. Methods
The methods used for the analysis of advertisements as regards the mentioned
issues are Critical Discourse Analysis (CDA) and cognitive linguistics approaches
which help interpreting the exploitation of imagination and sensation as a way
of expressing various representations of our life and reality in the verbal and the
nonverbal components of the ad narratives. Various cultural factors and social
practices are also taken into account, if present and where needed.

4. Data Analysis
As the paper is part of a bigger study which focuses on the presented issues in
commercials and billboards as well as in printed advertisements of different
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products, the analysis elaborates on the ways some of these issues are
exploited.
Advertising, as part of the mass media, reflects in one way or another and at
the same time creates various versions of reality. Therefore, it is of particular
interest to see how different cultures use and employ their versions of reality in
the analysed ads which are just some samples from the corpus.
In the excerpted sources, the commercials are more dynamic and the shots
follow in quick succession, which allows audiences to use their imagination
more often than not as it is difficult at times to follow the narrative and they have
to fill in the missing gaps in a way they like or make up the stories according to
their own knowledge, views and perspectives about the world they live in and
at large. On the contrary, the print ads rely on the simultaneous multimodal
exhibition of information, thus leaving the reader to decode the intended
information by making references to the verbal and the nonverbal components of
the respective ads. In some cases the recipients’ interpretations can be contrary
to what advertising agents have planned and projected. In principle, the role of
copywriters is not to represent reality as it is, as this kind of depicting it would
be boring and uninteresting especially in such types of text. The idea behind
the message is as Alberto Giacometti, a famous Swiss artist, has stated about
the impact of art on people, “The object of art is not to reproduce reality, but
to create a reality of the same intensity” (n.d.). So, advertising agents usually
recontextualize universal human experiences and give them some plausible
relevance to the object of attention, which means that they do not directly
replicate reality but give it a certain twist that will serve their aims and will
bring about pleasurable feelings in potential buyers. In connection to advertising
and how it provokes people’s imagination, another quote of Giacometti’s about
art is also true about the way we perceive the world, “When you look at art
made by other people, you see what you need to see in it” (ibid.). So, once again
everything depends on consumers’ views, prejudices and beliefs as well as on
their needs and demands on which they start building their imaginary stories.
Imagination, however, is definitely connected with personal experience. In this
respect, advertising agents provoke it in their own ways. As Edward Hopper
reveals he “realizes that what he is making is not a depiction of reality, it is a
depiction of HIS reality. The way he feels about a subject is inherent in the way
he renders it” (Popular Posts, 2018).
As regards the interconnection between imagination and knowledge, Albert
Einstein (2018) states, “I’m enough of an artist to draw freely on my imagination,
which I think is more important than knowledge. Knowledge is limited.
Imagination encircles the world”. In principle, imagination feeds on knowledge
and reality due to sense and reason.
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In commercials imagination triggers a number of anticipatory mechanisms and
audiences start making hypotheses and presuppositions of what to expect as the
narrative goes on.
Such narratives which are quite sensational and provoke audiences’ imagination
are the Peugeot ones broadcast on Bulgarian TV. They are based on different
real life situations but the unexpectedness and even strangeness of the
presentation of information makes them rather intriguing and challenging. This
trick helps advertisers reinvent the brand image so that it becomes even more
memorable and desirable. The information about the respective car does not
matter that much as it can be found anywhere else. What is of importance is
related to the drives and the associations the narrative provokes in every person,
undoubtedly connected with their imaginations, desires and illusions. These
can be social status, identity and self-esteem, confidence in society or at least in
the community one lives and works.
Thus, one of the Peugeot 208 commercials reads in the following way*:
‘There is no more icing left’

or in another commercial:
‘More icing/ there is none left/ There are no fruits’ (in a
restaurant’s kitchen; false statement as one can see in the nonverbal component that there is plenty of everything and cannot
guess what the person’s intentions are).

‘If you lend me your car I’ll go and get some’ (the presupposition can be as I do
not have one and it will be much quicker that way; the idea, however, is that it is
worth driving such a car at least for a moment and that it is a real treat).
In a while, the dialogue goes on as follows:
‘What happened?’
and the reaction is:
‘Everything is shipshape’.

In the abovementioned texts a lot is left to the text receivers’ imagination and a
lot of anticipatory mechanisms are at play.
In another one of the same brand, though, the information is more or less
predictable in the Bulgarian culture and real life situation. It may not be the
case in other cultures and circumstances:
‘Look. Some cronies are loitering around your car. If you don’t move it, you’ll be
sorry’. (The idea is again for his boss to give him the keys for the car and let him
do the job because he likes driving this make of car even for a little while).
* The author has presented the translated versions of the Bulgarian ads in order to facilitate
processing ease. Translation: author’s.
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In billboards the time for using our imagination and predictions is quite short as
we can almost immediately find out what the information is all about. And yet,
the way the message is presented provokes our fantasies and we start dreaming.
In some cases it can be daydreaming but still it has to do with the workings of
the human mind in the direction of something desired and something that will
never be fulfilled, if we do not buy and avail ourselves of the advertised product.
Thus, in the following billboards about Kaufland products in Bulgaria there are
quite a lot of things to wish for rather than the products themselves:
‘The emperor would like a generous treat
With quality products from Kaufland’
‘The queen is looking forward to/expecting a king’s feast
With quality products from Kaufland
Nice week’
‘The prince is looking forward to/expecting a king’s feast
With quality products from Kaufland’

Though these are not repetitive experiences and are imaginary in themselves
as they are based on the fairy tales we know dating back to our childhood, they
have to do with the so called learned knowledge. Not that kings, queens and
emperors do not exist in real life, but they are far away from our own reality and
present-day situation in Bulgaria and only the knowledge and the memory we
have of them makes us accept such information unproblematically. This kind
of reproducing a version of reality is called rote replication of reality and has to
do with “learning something in order to be able to repeat it from memory rather
than to understand it” (Cambridge Dictionary, 2018). In the abovementioned
ads it does not mean that we do not understand them. But it seems that the
situation is too far away from the Bulgarian reality. In this case, it turns out that
the messages about the products Kaufland offers are presented in a somehow
pseudo real way but this does not hinder comprehension as “our perceptions
cannot always be equated with reality” (see Applequist, 2013, p. 903). It does not
take addressees a lot of time to grasp the information either and it is connected
with space construal as text receivers do not normally stop in front of billboards
for a longer time. The presented situations are constructed around two lexicothematic fields which are interrelated. One of them consists of king, queen,
prince and in another ad of theirs there is also a princess. The other one is
related to treat, feast and products. So, ‘high quality’ is the uniting element and
the interrelation between the two as the semantic features of the entities from
the first field are “high esteem” and “royalty”, while in the second one treat has
to do with “a special and enjoyable occasion or experience” and feast – with
“enjoyable thing”, “something that is very enjoyable to see, hear, experience”
(Cambridge Dictionary, 2018). There is an expression in English “treat sb like
royalty” which validates the aforementioned statement and makes it possible
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for the fields to intermingle. The positive characteristics of both entities are
transferred to products. From then on, until some products from Kaufland are
bought potential customers can start imagining a number of things pretending
for a moment at least that they are in the king’s, queen’s or prince’s shoes and
dreaming that they are having a ‘generous treat’ or a ‘feast’ with Kaufland goods.
In this way, the unexpected, surprising and challenging beginning of the texts
attracts the audience’s attention and the copywriter’s aim is easily achieved.
TV commercials about Kaufland products express the same idea but this time
the characters are played by small children which allows for the subconscious
connection of the narrative with fairy tales which children love to watch and
listen to. This does not mean that these commercials target kids; they address
mainly and mostly their parents who themselves had once been kids and what is
more, they love their children and satisfy their preferences in any possible way.
So, in every kid playing the part of either a prince or a princess families see
their own little treasures. Thus, imagination coupled with enjoyment is in full
force again. The transfer of messages and meanings is fulfilled with the mixing
of entities from two domains as people mentally make the connection between
time (past and present) and space (the present environment) (see Radden,
2011). In these particular texts the borderline is between the existence of kings,
queens, princesses and princes in an invented reality or world of fairy tales
and the present. As for space dimensions, the narrative appears in a presentday situation and environment. In the Bulgarian situation this presentation of
reality in the ad is invented or pseudo real, but in another culture, say British,
Swedish, Danish or Belgian, this narrative corresponds perfectly well to one
of the messages. What matters, though, is the provider’s intention to ‘upgrade’
the level of service, obviously with lots of delicacies, i.e. the queen’s and the
prince’s treats will be like the king’s feasts – lavish and generous.
In the following billboards of Kaufland’s in Bulgaria there are again one sentence
texts which leave text recipients make probability predictions in any way they
like or can depending on their background knowledge. They can imagine or
create various versions of (invented) reality based on this statement:
‘Your daughter is with a broken heart. Again.
Whatever happens.’
‘My mother-in-law is coming for a visit. But is fasting.
Whatever happens.’

These two texts are more predictable as they presuppose the answer and anybody
can make up a story based on the reported news but definitely connecting it
with Kaufland and the products they offer. In these cases, advertising agents
rely on the sensation provoked by the unexpectedness of the information. Yet,
the information makes sense but the viewers are tickled and left to decide what
narrative to contrive on their own. These are open-ended billboards letting
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text receivers choose their products according to the respective situations and
according to their own tastes. Some interpretations can be: In the first message,
mothers (or parents) will compensate for their daughter’s bad mood with some
food from Kaufland as their child loves it. In the second message, some women
having mothers-in-law may react negatively and go for the products their
husbands’ mothers do not like or cannot eat just then. The sensation is there,
anyway, and the connection with reality is plausible and possible. As people like
sensations and news having negative nuances, they will like the ad, as some of
the understatements can be: ‘It serves her right’ or ‘So, what?’.
In the last two cases, the stories are constructed on the basis of familiar cognitive
and social models of the world and as such they are easily recognizable and
identifiable. The interpretations, though, can be different for each text receiver
depending on their background, culture and community setting, personal
experiences, views, prejudices, beliefs and points of orientation.
As for English language commercials, some of my favourites are the ones
about Nespresso featuring George Clooney in which there is always something
unexpected, sensational and at times unreal or even absurd. There is a lot left to
addressees to presuppose, make (wild) guesses or assumptions and inferences
and apply a lot of anticipatory mechanisms and hypotheses. However, all of
these would have been much easier to solve with the help of any of the search
methods for decoding information*, if they were print advertisements. With
commercials, because of the dynamism in the succession of shots and the
progression of the narrative, which is very dynamic in the mentioned ones,
there is no time for retrieval of information at all. So, target audiences have to
use their imagination in any way they like, which makes the story even more
interesting and intriguing for them as they themselves get involved in it and
become part of it. Sensation is there but in the long run they have to have some
reason while making each move as the plot is often unpredictable. What they
should definitely possess in some cases is some previous information about
some details utilised in the information.
Last but not least, I will provide only one of the many examples in this respect
with one of Nespresso’s latest commercials from April 27, 2017. Viewers should
have some knowledge of the films some shots of which are intricately interwoven
in the commercial but with George Clooney “montaged” in them. So, we should
ask the question: Is this the augmented** reality which is the hype nowadays?
Anyway, what is inevitable is the so called complementarity of imagination and
knowledge. If we want our imagined mental spaces to take the right direction
* For search methods see de Beaugrande, R., & Dressler, W. (1981). Introduction to text
linguistics. London, New York: Longman; see also Todorova, R. (2015). Strategii v sveta
na reklamata. Shumen: Konstantin Preslavsky Publishing House.
** For a definition of ‘augmented reality’ see Rouse (n.d.).

Volume 4 - 2018

15

we should have some prior knowledge of what is happening in the world
around us and at large. In this case, it turns out that the travel scenes used in
the commercial are from several classic films: The Muppet Movie; Easy Rider;
Smokey and the Bandit; Planes, Trains and Automobiles; and Seabiscuit. The
narrative includes some shots along Clooney’s trip from a place where there are
only ordinary coffee machines to Nespresso Boutique & Café in Beverly Hills.
The reason for this long trip is a phone call by Andy Garcia who is drinking
Nespresso in a nice environment and starts teasing Clooney with the idea of
having one with him by saying:
‘Hello from paradise. How is it going? Oh, it’s a perfect Nespresso
morning, George? Hold on a second’ (he is sipping his coffee
making a noise of pleasure and satisfaction over mobile phone)

The place Andy Garcia is at is somewhere in the tropics with hot weather, while
George Clooney is obviously shooting a film at a place with awful weather
conditions – chilly and rainy. The trip George Clooney undertakes is imaginary
and actually non-existent, but the place he gets to is real, not invented. Once
again we get to Wernick’s question: ‘If Coke is the real thing then what is real?’
(see Wernick, 1994, p. 31). The answer is definitely, at least for the situation in
the ad:
‘Nespresso. What else?’

The (il)logicality is kept till the end when first the barista in the coffee shop asks
him an ambiguous question:
‘How far would you go? (after a pause) For a coffee?’

And then, Andy Garcia comes up with a phone call from the place Clooney
originally was. One can see that he has obviously decided to take a Nespresso
machine to George:
‘Hey, George! Where are you? I brought you a Nespresso.’

Thus, once again, reason, reality, sensation and enjoyment go hand in hand in
these types of text but in most cases the demarcation zone is hard to define.

5. Results and Key Findings
The analysis confirmed the fact that there are a couple of social-cultural as well
as cognitive factors that play an important role in decoding the way reality is
presented in advertisements irrespective of the products offered. In each case,
different manipulative strategies are applied connected with previous knowledge
and personal experience, reliance on sensation, yet bordering with reason at
least to a certain extent. Imagination plays a dual role first, because it is used
by text producers the way they feel the plot of the ad, and second, because text
receivers will use their own imaginative inclinations. Whether these two types
of imagination overlap, coincide or take different strands is a question which
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remains unanswered because of personal experiences, likes and/or dislikes and
of the various ways of addressees’ view of the world.

6. Conclusion
In general, advertising agents have some ideas expressed in the presentation of
the promoted object of attention but as people are different and as they accept the
world in a different way their interpretations of the virtual or augmented reality
and imaginations will be different. However, what matters most is the fulfillment
of the pleasure principle which triggers sensations, dreams and illusions while
receiving information from advertisements loaded with plenty of distorted and
dream-to-be realities which may eventually ‘come true’, if potential consumers
buy the product or avail ourselves of the services offered. The disparity between
the reality we live in and the created reality in advertising discourse is what
does the trick in the manipulation of target audiences.

7. Implications
The implications for future research in this field can be to extend the analysis to
a number of ads showing one and the same brands by different companies and
use informants so that we study the way they decode the respective ads and use
their imagination based on the multimodal representation of invented ‘real life’
stories and narratives while making their purchasing decisions. Augmented
reality in advertising discourse is also a state-of-the-art way of using various
means for depicting information in the digital era, which is definitely something
to dwell and elaborate on.
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MIRRORING REALITY OR ESTABLISHING A
VIRTUAL REALITY: THE INFLUENCE OF THE
MEDIA ON PEOPLE’S OPINION ON MUSLIMS
Desislava Cheshmedzhieva-Stoycheva*
Abstract: The paper marks an intersection between previous studies conducted on
the image of Muslims in the media and a survey conducted among Bulgarian and
international informants on their perception of Muslims and the way the media have
influenced their opinion on that religious group.
Key words: Muslims, media reality, virtual reality

1. Introduction    
Muslims are one of the fastest growing and most contested group of people
that have entered the public eye mostly through their presentation in the media.
Although it is believed that locality can trigger differences in presentation,
various studies unanimously show that coverage on Muslims is predominantly
negative influenced by the associations that exist between Muslims and terrorist
groups like Boko Haram, Al Qaeda and ISIS/ ISIL. Due to the international
character and range of terrorist activities there are almost no people who
have remained immune to the negative image presented by the local and the
international media.
At the same time, there is the notion that people are not just passive observers who
believe everything they see or hear, but they rely on their background knowledge
of the matters discussed (Gamson & Modigliani, 1989, p. 9; Freyenberger,
2013) and can assess which part of the information they are presented with to
appropriate and which to discard as fake, exaggerated or simply ideologically
motivated.
The paper is an attempt at assessing the influence the media have on the public
as well as personal opinion of their audiences. To this end, a survey has been
conducted among groups of international students studying in Bulgaria as
well as Bulgarian students and adults and the findings have been compared
to previous studies on the topics most discussed in the media in the UK and
Bulgaria (see Poole, 2002; Cheshmedzhieva-Stoycheva, 2018).

* Assoc. Professor PhD at Shumen University, Department of English Studies, Shumen,
Bulgaria, e-mail: d.stoycheva@shu.bg.
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2. Previous research in the field
Most research on media presentations focus on the fact that the media not only
create but also alter reality to such an extent that they create a mediated reality or
different versions of reality (Fowler, 1991; Poole, 2002; Cottle, 2003; Dobreva,
2011). In addition, no one can deny the role of the media in manipulating or
at least affecting public opinion as they are everywhere and provide their
interpretations of various events. If the viewers have not encountered anything
of the kind they might easily form their opinion of the matter at hand based
solely on the presentation they have been subjected to. All this gives reasons
for scholars to talk about “fabricated” reality or realities (Dobreva, 2011;
Cheshmedzhieva-Stoycheva, 2018) or biased and preferential reporting (Van
Dijk, 2000, p. 7; Croteau & Hoynes, 2003, p. 159; Entman, 2007; McNair, 2009).
Thus, a kind of virtual reality is created simply because the events and matters
presented and analysed are so remote to the audience they target that the images
they create are unrealistic.
Talking about the presentation of Muslims in the media, both studies taken as
basis for this research show a variety of topics employed by both the British
and the Bulgarian media. In her analysis covering a period of 6 years, Poole
(2002) analysed 51 different topics in the UK newspapers, while in a similar
study, however, conducted over a shorter period of time, CheshmedzhievaStoycheva (2018) reviewed a total of 31 issues presented by both the British and
the Bulgarian printed media.
Despite some differences in the topics covered, the general conclusions drawn by
both scholars showed the influence of international news on the general image
of Muslims in the UK and Bulgaria respectively. This in itself triggered different
attitudes towards the members of that group as well as the establishment of
different stereotypes which in their bigger part were negative associated mostly
with terrorist activities.
Scholars working on the stereotypes that are present in Western perceptions of
Islam show some contrasting ideas: on the one hand, there are the images of
the “ideal, pure Arab” and the “mega-rich ‘oil sheikhs’” as presented by Klein
(2009), while on the other, the images of the “‘terrorists,’ ‘suicide bombers,’
people who are ‘anti-West,’ and ‘oppressors’” (Abbas, 2011, p. 71; see also
Allen, 2005; Karim, 2006; Cheshmedzhieva-Stoycheva, 2018). To all this Poole
(2002) adds:
Muslims are homogenized as backward, irrational, unchanging,
fundamentalist, misogynist, threatening, manipulative in the use of their
faith for political and personal gain, and yet with politically unstable
governments and movements. (p. 18)
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In her analysis on the stereotypes employed by the Bulgarian and the British
media Cheshmedzhieva-Stoycheva (2018) has mentioned the stereotypes of the
terrorist, the veiled woman, the Muslim victim, and the homogeneous group of
Muslims.

Research Questions
In order to study the influence of the media on the public opinion of Muslims
and to test its scope, the following questions have been developed:
•

•

•

•

How would you describe a Muslim? – The question aims at assessing
existing stereotypes as well as common perceptions in the minds of
the informants.
Do you personally have Muslim friends or acquaintances? – This
question is provoked by the generally held notion that stereotypes and
general perception of various issues may change based on personal
experience which is especially true of ethnic and/ or religious groups.
What is the image of Muslims presented by the media? – The question
aims at establishing the knowledge informants have of the image most
frequently featured in the media.
Does the image of Muslims presented by the media influence your
attitude to people from that group? If so, how? – These two questions
are closely related to the theory mentioned above that media shape
and influence reality while at the same time the way this media reality
is established is also governed by the willingness of the separate
individual to accept it or not. They also aim at assessing the extent
to which media presentations of Muslims have influenced personal
attitude.

3. Methods
As the paper compares the findings of broader studies on the image of Muslims
in the media which are based on Content and Critical Discourse Analysis and a
survey the results of which are also analysed through the prism of the same two
approaches, it can be concluded that the methods of analysis employed are both
quantitative and qualitative.

4. Data Analysis
A total of 65 international students have been used as informants in addition to
52 Bulgarian informants*. The groups of informants most prominently featured
* Special thanks to Nedka Dimitrova for conducting the survey among her students at
Varna University of Management, Dobrich campus.

Volume 4 - 2018

21

in the survey are the one of 21-30 year-olds, followed by the one of informants
under 20. The prominence of these two groups is suitable to the goals set in this
paper as these two groups can generally be defined as comprised of young adults
who are generally characterised with high Internet literacy, great involvement
in social media and a different way of perceiving information. The latter has
also been influenced by the new ways of media content presentation, such
as live-streams, blogs, vlogs, among other which allow for up-to-the-minute
presentation of the event and rely mostly on visual perception rather than on
verbal expressions and it is a well-known fact that visual images stick more
easily.
The social information required from the informants was related to their religious
background in order to assess how much their stereotypes are influenced by
their own experience. At the same time, the informants who are Muslim might
provide additional insight into the characteristics that they attribute to members
of their own group and contribute to the autostereotypes the group have about
themselves.
In addition, the major group of informants comes from various backgrounds
and is comprised of international students studying in Bulgaria. Thus, they have
been exposed both to the Bulgarian, but even more so, to their home media.
This fact, even though not a subject of this research, will provide ideas of the
influence other national media have on people’s opinion on the matter. Thus,
the scope of the comparison goes even further than just the media in the two
countries taken as the basis of this study.

5. Results/Key Findings
Looking at the responses provided by the informants to the first question which
is mostly aimed at understanding the idea they have of Muslims, i.e. “How would
you describe a Muslim?”, it should be noted that only 1 out of 65 international
students and 6 out of 52 Bulgarian informants have stated that they do not have
a clear idea of how to describe a Muslim.
The interesting observation here is the fact that 3 of the Bulgarians who cannot
describe a Muslim are actually members of the same religious group. This could
be attributed to the fact that all three informants are members of the young
adults group, so they might lack religious self-identification or they might not
be too religious and therefore not feel different from Christian Bulgarians. It has
also been stated that Bulgarian Muslims are more integrated and more similar
to Bulgarian Christians, frequently sharing the same holidays and celebrations
(see Cheshmedzhieva-Stoycheva, 2018). In addition, some of the international
students who have filled the survey, have shared in private conversations with
one of their lecturers that Bulgarian Muslims are not true members of the
religious group as they are not so devout as they should be. All this can also
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account for the fact that the same response, which can basically be generalized
as “no idea”, has been provided by 3 members of the older groups of Bulgarian
informants, i.e. 31-40 and 41-50.
Most of the other answers provided by both Bulgarian and international
informants gravitate around two main ideas: Muslims are a religious group, i.e.
describing Muslims as religious, following the Sunnah, praying to Allah, etc.,
and the fact that they are “similar to us”, i.e. just normal human beings. Both
notions are generally positive to neutral in their expression, which leads to the
conclusion that the group of Muslims is generally well accepted by both the
Bulgarian and the international informants.
There are also some responses that provide more specific characteristics of a
Muslim. Thus, for example, international respondents from the group of under
20s Christians state the following: [1] “They don’t eat cows” (Ukrainian)*; [2]
“A person that wears robes and have beliefs” (Seychellois); [3] “A person from
the Middle East” (Ukraine).
As one can easily see the first statement shows lack of in-depth knowledge of
Muslim culture which is actually supported by the fact that the informant does
not have any Muslim friends or acquaintances and his/ her understanding of
that group is based solely on the general knowledge, the media presentations or
the stereotypes transferred from one generation to the next. The inaccuracy of
this statement can also be a result of indifference to that particular group which
is something characteristic of younger generations – they do not pay so much
attention to detail, they tend to be more open-minded and focused on the things
that are of interest to them.
Apart from this single case of flawed perception, one can see the focus on clothing
which is generally associated with the typical Muslim appearance – a robe,
which is usually associated with the image of Arabs or oil sheikhs mentioned
above. The topoi mentioned, although very generic as the Muslims in this vast
area are quite different and not all of them wear robes, is also conducive to the
stereotype of oil sheikhs.
Appearance is the focus of two other responses provided by Bulgarian
informants: the first one is from the age group of 21-30 year-olds, who has
defined a Muslim as [4] Dark hair, sometimes dark skin; the other, from the
age group of 41-50s, who has stated: [5] Mostly a man with a beard and a long
hair”. Both dark hair and sometimes dark skin as well as beard are considered
a stereotypical feature of Muslim identity especially when we talk of media
* The author has attempted to preserve the statements as authentic as possible, however,
some spelling, grammatical, syntactical, and stylistic mistakes have been corrected to allow processing ease. In brackets are the nationalities of the international students from
Dobrich campus of Varna University of Management.
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presentations where Arab beard is considered also a sign of radicalization (see
Friedel, 2016; Cheshmedzhieva-Stoycheva, 2015; Cheshmedzhieva-Stoycheva,
2017; Cheshmedzhieva-Stoycheva, 2018). The latter can be attributed to the
stereotype of Muslim terrorist presented by the media as the members of the
various terrorist organizations are usually presented with long beards. The
features also have to do with the typical appearance of an Arab or the Maghrebi
roots which Muslims usually share (see Cheshmedzhieva-Stoycheva, 2018).
It should be mentioned though that long beards are not considered typical of
the Bulgarian Muslims (see Sadkova & Kabak, 2017). This can lead to the
conclusion that the image, at least in these two cases, is greatly influenced by
the media rather than by personal experience.
It is interesting to note that none of the informants has mentioned the head
covers and the veils worn by some Muslim women which have provoked so
many debates in various countries all over Europe. This is also telling of the
prototypical male dominated perception of the world. The reason for that
can also be found in the general media presentation of Muslims as terrorists,
primarily male, as will be discussed below.
The answer, provided though jocularly by one of the Bulgarian 21-30 informants,
actually touches on the terrorist stereotype generally associated with Muslims:
[6] Allah Akbar. The phrase which has become the slogan of all terrorist attacks
is easily recognizable by the general public. Its popularity can also be attributed
to the influence of the media as there is no possible way for the audience to know
what a terrorist has said prior to blowing himself up if the media covering the
story have not mentioned that someone has heard the words uttered. Descriptions
such as [7] “Fanatic” (a 21-30 years-old Christian) and [8] “Rather like fanatics”
(a 51-60 years-old Christian), provided by Bulgarian informants, further stress
on the mediated reality audiences are subjected to, as terrorists and terrorism
are not phenomena Bulgaria has intimate experience of.
At the same time, 4 of the under 20s non-Muslim international informants as well
as 3 informants from the group of Christian 21-30 have mentioned “politeness”,
“kindness”, “law-obedience” and “hard work” as features that describe a Muslim.
Two of the latter are Bulgarians who study at Varna University of Management
but have been considered a part of the international group as they are mostly in
the company of international peers and thus can be influenced by their opinion.
Moreover, they are also exposed to daily exchanges with Muslims who are
different from the Bulgarian Turks. Still, the long-time Bulgarian experience is
definitely visible in their stereotypical ideas of Muslims.
A Russian under 20s of a different religious adherence has also shared [9] “In
my experience religious Muslims are calm, restrained, even jammed”. The
positive descriptors are somewhat supported by an under 20s Muslim informant
who has explained that: [10] “A Muslim is a person who follows the Quran and
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the Sunnah of our prophet. A Muslim person should not harm anybody because
Islam promotes safety of all people despite their beliefs” (Tajikistan). The same
notion is further supported by informants some of whom Muslims aged 21-30
who have stated that the members of their religious group are
[11] [t]raditional and conservative (Argentine); [12] very quiet; they try
to be always happy and to help everybody (Albania); [13] Sympathetic,
believe in all human are equal (Jordanian); [14] Polite people, follow rules
(Ukrainian).

Bulgarian informants from the same age group provide similar statements:
[15] Good people when they are among other ethnic groups; [16] People
who always follow their own traditions, people who have strong value
system, protect what is their own and fervently defend it; [17] It depends on
the separate person, but in general they are compassionate, welcoming and
hospitable; [18] In my opinion Muslims are intelligent people.

The similarity of perception transcends ethnic experience and culture
boundaries. What these statements also do is that they also support the attempts
of various Muslim activists who are trying to disperse the negative association
that exists between Islam, aggression and jihad.
In addition, a Bulgarian informant aged 31-40, who has described him/herself
as a Buddhist, extends the positive qualities attributed to Muslims further:
[19] Muslims who are true believers are humble, generous, helpful and
caring people. It really depends on how devout a person is. If it’s someone
who strictly follows his/ her religion, then at least on the outside, they would
wear the type of clothing which will distinguish them as Muslims. If they
don’t follow their religion strictly, they would look like anybody else.

All these statements mark the positive side of the opinions on the Muslim
religious group. They also show that when people are aware of each other the
negativity in the media presentations does not have such a strong impact on the
opinion of the audience. This also has to do with the way stereotypes are altered.
The closer the distance between the stereotyped and stereotyping group, the
smaller the influence from the outside – people form their own opinion based
on personal experience.
It is interesting to note that the positive statements mentioned so far coincide with
the stereotypical idea of Bulgarian Turks who are actually the biggest Muslim
group in the country. Bulgarians generally describe their Turkish neighbours as
hard-working, hospitable and kind (see Cheshmedzhieva-Stoycheva, 2018, pp.
176-177) but also naïve and easily manipulated by their political leaders. This
idea lurks in the description provided by a Bulgarian informant in the age group
41-50: [20] In the cities – normal people, but in the villages – a little retrograde
– too religious, low educated.
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The same descriptors (segregated, illiterate, gullible) are used by the British
about moderate Muslims. The international student from Argentine (e.g. [11])
mentions “conservatism” which is a characteristic usually attributed by the
British to South Asians who live in very close communities and extended
families and practice intermarriages. The same characteristics are mentioned
by an older Argentinian student (21-30), and it can be assumed that the Russian
student who used jammed in [9] had the same idea in mind.
Statement [15] is also interesting to analyse as it touches on another idea
frequently reiterated by the media as well as by the scholars working in the field
of religious studies and radicalization as well: segregation provides a fertile
ground for radical ideas. It is not by chance that Muslims only neighbourhoods,
especially those where illiteracy and unemployment are high are the breeding
grounds for future terrorists (Gartenstein-Ross & Grossman, 2009; Korteweg,
Gohel, Heisbourg, Ranstorp, & de Wijk, 2010).
Another stereotype that is touched upon in the informants’ perception of Muslims
is their heterogeneity. International informants in the second age group of 21-30
and a Bulgarian in the same age group have stated:
[21] It is difficult to describe because they are all very different. The Muslims
I know are laughing a lot, extremely friendly and the religion is important
to them (Finnish); [22] To be honest Muslims who follow their faith and
beliefs are so nice and lovely people. But! Lots of them who are not devoted
paint a bad picture (Montenegrin); [23] I don’t believe in stereotypes, so I
couldn’t describe someone without meeting them.

This group of definitions is charged with high implicitness. In [21] and [22] one
could see the juxtaposition between people whom the respondents know and
such that they do not know which is exemplary of the distinction between Self/
Own and Other while at the same time there is also the distinction between
the religious vs. the not-so-religious members of the community. In contrast to
the generally held notion that moderate, i.e. not so religious Muslims, are more
open-minded and tolerant, or, in general, more like Christians, statement [22]
seems to imply the opposite. Naturally, it can also be a matter of inaccurate way
of expression and it could also be that the intention of the informant was to use
“radical” instead of “not devoted”. The last statement in this group, i.e. [23],
is also ambiguous. Viewed on its own, it perfectly matches the definition of a
stereotype and the individual’s involvement in its creation. The ambiguity comes
from the fact that the Bulgarian informant who has provided this answer has
actually stated that he/she has quite a lot of Muslim friends and acquaintances
which contradicts the initial claim.
In addition, some Bulgarian informants define Muslims as “troubled” people:
[24] “A troubled person, but a person non-the-less” as well as [25] “not very
considerate when there are other people around them ... especially if they are

26

Studies in Linguistics, Culture and FLT

of other nationality”. Both statements are provided by Bulgarians who are in
the age range from 21 to 30, so these are people who might not have had too
much experience with other religious groups. The use of “troubled”, which
on its own can be ambiguous as to what exactly is meant, actually shows the
influence the media have had on that particular informant and the general image
of the terrorist that is being broadcasted. The latter has been confirmed by the
informant him/herself in their answer to the last question in the questionnaire.
The other statement, i.e. [25], can be related to religious freedoms and rights.
In Bulgaria although Turkish is not considered an official language, it is freely
spoken on the streets by Bulgarian Turks and there are classes in mother
tongue taught in schools. Thus, ethnic Bulgarians can very frequently be in a
situation in which someone sitting next to them is talking in Turkish even in
administrative buildings and public places. This is actually what many of the
more nationalistically inclined people oppose.
Looking at the image the media present, i.e. question 3 of the survey “What is
the image of Muslims presented by the media”, respondents’ feedback almost
unanimously revolves around the negative image of the Muslim terrorist. One
of the answers is actually accompanied with a picture of a person wearing a
turban, firing a gun with the Twin Towers and a plane in the background. This
is not surprising as various scholars consider the events from September 11 as
pivotal in the establishment of Muslim identity (see Ahmed, 2005; Allen, 2005;
Lyon, 2005; Karim, 2006; Gale & Hopkins, 2009).
Forty-four of the international informants and 40 of the Bulgarian ones have
mentioned one aspect or another of this negative image of the terrorist. In
addition, 4 of the international and 8 of the Bulgarian informants have stated
that they are not aware of the image the media promote or they simply do not
want to answer this question.
There is a group of answers that show difference in presentation between local
and international media or between American and European ones. Some of the
images presented are described as:
[26] In France the image of Muslims presented by the media is: they are
a part from the population; they just enjoy the French social system and
sometimes they are described as terrorists but not all media show this image;
[27] There are different images presented in the media. It depends on the
country; [28] In the American media the image is very bad. What is more,
they are racist. The European media are more open-minded; [29] They
are presented in the foreign media as terrorists and extremists; [30] [The
image of Muslims] is very bad of course in the Western media; [31] Well,
with Muslims crossing Bulgaria to get to Germany the picture presented
is not good; [32] I can’t think of a clear image of Muslims presented by the
Georgian media.
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This group of answers focuses first on the difference between local and
international press which was also commented on by Poole (2002) and later
on analysed by Cheshmedzhieva-Stoycheva (2018) and second, on some of the
stereotypes which are different from those already mentioned.
It is interesting to note that although the informants are aware of the images and
stereotypes presented by the media, they have not appropriated them and that
is why they have not mentioned them as responses to the first question. Thus,
for example, none of the informants has described Muslims as people who avail
from the welfare system or as in the case of [31] none of the Bulgarian informants
have mentioned refugees as one of the images they associate Muslims with.
At the same time, the coverage that seems to influence informants’ image of
Muslims is that provided by [28] American or [29] “foreign media”*.
There is also some ambiguity as to the reference “Western media” in [30] as
it is not clear whether the informant supports the opinion expressed in [28] in
reference to the American media or has in mind the European media west of
Albania which is his/ her place of origin.
Another group of responses from the international informants touch on the
ideological function of the media and the influence they have on public opinion.
At the same time, they show some positive images of Muslims:
[33] In our country Muslims are men who help anyone if they can. The
image of Muslims broadcasted on the TV in other countries is not of real
Muslims, those Muslims use religion for their goals; [34] The image of
Muslims presented is good and shows how Muslims and Islam respect
and cooperate with the other religions and that’s the big evidence which
proves that Islam and the Muslims are not terrorists and that Islam is a
religion that calls for peace and freedom; [35] A rich person riding a camel
or an expensive car; [36] Some of them are good. But I like Christians; [37]
Media can’t give an image (for me).

The first two of the responses, i.e. [33] and [34], continue the trend from the
previous section of distinguishing between local (positive image) and foreign/
international media (negative image) and show awareness of the images covered
by both of them. In addition, it should also be mentioned that [33] is the account of
a Kazakh and [34] of an Egyptian, both of whom are Muslim and the population
in both countries is predominantly of that religious denomination. Thus, it could
be assumed that it is only natural that the image of Self being broadcasted is a
positive one.
The image mentioned in [35] actually coincides with the image of the rich
sheikh which is positive, though rarely mentioned by the informants on the
first question. The last two responses in this group though, express the personal
* In this case “foreign” refers to non-Moroccan media as the informant is of Moroccan
background.
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opinion of the students. In the case of [36] one can also talk about a kind of
prejudice or even discrimination as despite the positive image presented by
the media, the person has decided to express his/her personal preference to
Christianity. On the other hand, [37] in a way denies the role of the media in
spreading particular images.
Looking at the answers provided by Bulgarian informants one can notice the
same trend of audience awareness of particular images that have not been
appropriated by them and therefore can be said that have not fossilized into
stereotypes:
[38] Brainless voting machines; [39] Muslims are presented as some kind
of invaders in Europe; [40] Big bearded savages who beat their wives and
terrorize the West “in the name of Allah”; [41] We all listen that the Muslims
have come to Europe and try to misbalance strong countries like Germany,
France, and England. In fact, this is all made by the Americans who want to
make wars because they have weapons to sell!; [42] The media is trying to
influence people’s opinion about Muslims – if it’s good to become bad.

Based on the hype around the refugee crisis in the past few years, it is not
surprising that two of the respondents, i.e. [39] and [41] mention the image of the
refugee and the way it is being broadcasted in the media. At the same time, [41]
as well as [42] provided the reason for the media presentations which, similar
to some of the answers above, hint on the ideology in the media. Response [38]
presents a typically Bulgarian phenomenon – the image of Bulgarian Turks as
a major voting force which has been wooed by their politicians at the time of
elections.
There are also opinions that presented the media and the images they show in
a positive light:
[43] The media usually present their positive side; [44] I think they
are doing a good job; [45] Usually negative but lately there have
been more TV programmes that focus on the virtuous and peaceloving Muslims, such as “Hug me – I’m Muslim”; [46] Some media
present them as radical fundamentalists, though in our local media
they are presented as being Western-European cultivated and prone
to more open relations and views.

The statements coincide with the generally positive accounts of the images
provided as responses to the first question by the Bulgarian informants. However,
these statements contradict the idea of the media presenting a virtual reality but
rather support the idea of them mirroring the existing reality.
Looking at the last question, testing the media’s influence on public opinion, i.e.
“Does the image of Muslims presented by the media influence your attitude to
people from that group? If so how?”, there are only 9 responses which are in the
affirmative. The remaining 56 responses state that the opinion of the informants
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has not been influenced by the media and the reasons provided (whenever there
are such) verge from “I’m not stupid” to “Because I have Muslim friends”.
Eight of the Bulgarian informants have provided positive answers while 5
have refrained from answering this question, thus the majority of 41 people
have stated that the media do not affect their opinion. The reasons provided are
similar to those shared by the international students.
Some of the reported ways media have influenced informants’ opinions are
mostly related to informants being wearier when around Muslims in public
places, making people feel worried about their future, making them generalize
the community as radicals, people are scared of possible terrorist attacks or
other illegal activities. There is one answer that deserves special attention as it
provides the opinion of a Muslim: [47] “As a Muslim I am constantly offended
and prosecuted because of my religion mainly by people who believe what they
read or hear on the media and have no proper knowledge on the religion”. As
explicitly stated Muslims are the real victims of negative media portrayal and
the lack of interethnic exchange and communication.

Conclusion
The paper focuses on a survey conducted among Bulgarian and international
informants trying to gauge the influence the media have on the image of Muslims
that both groups have. Based on the findings and the reported influence the study
aims at deciding on one of the two statements held about the media: creating a
virtual reality or mirroring the existing reality.
Analysing all the answers provided by the informants the conclusions reached
are:
•

•
•

•
•

The majority of the responses to the question related to the existing
individual stereotype of a Muslim shows prevalence of neutral to
positive perception of Muslims as “just humans with a different
religion”;
There are only a few responses that focus on the negative stereotype of
the Muslim terrorist;
The answers to the second question show that the majority of the
informants have friends or acquaintances who are Muslim which has
led to the conclusion that the stereotypes they have of Muslims are
influenced by personal experience, rather than presentations in the
media.
The latter has been supported by the responses to the last question where
the majority of the informants refute the influence of the media.
Still though, the third question provides interesting feedback on the
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images generally presented by the media which show prevalence
of negative presentations mostly associated with the events from
September 11 and the more recent terrorist attacks.
All these conclusions lead to the deduction that the media do portray
predominantly negative images of the Muslim community, however,
globalization and personal contacts have prevented the fossilization of these
images into stereotypes in the informants’ consciousness and thus the media
do not have an impact on personal perception.
Therefore, it can be stated that the media do create a kind of virtual reality
which can influence public opinion, however, at least the younger generation,
represented by the informants surveyed, remain immune to it and live in their
own intercultural realities, counting on their own experiences and forming
their own opinions based on them.

Implications
Although the number of surveyed Bulgarian informants and international
students is sufficient (being over 100) for the conclusions drawn, it would
be interesting to trace out the opinions on the matter of a bigger number of
informants of various age groups. Thus, the conclusions made would sound even
more convincing and of a bigger substance. In addition, the survey could also
include more countries and lead to more conclusive evidence on the influence
of the media.
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PRESS JOURNALIST’S PROFESSION
IN POLAND AFTER POLITICAL
TRANSFORMATION IN 1989 AND NOWADAYS
Joanna Mikosz*
Abstract: The article presents press journalist’s profession in Poland after the
political transformation in 1989 and nowadays. In the first part the Author discusses
changes in press journalism occupation after the political transformation in Poland
in 1989. Joanna Mikosz presents the work conditions in Polish editorial offices and
consequences of appearing foreign publishing houses at the Polish press market. The
article shows positive and negatives changes of transformation in the shape of Polish
newspapers and magazines and work of journalist’s profession. The last part of the
considerations will attempt of answer what kind of role press journalism in Poland
plays nowadays, what kind of dailies and magazines are the most popular and in which
direction will go in their development.
Key words: journalist’s profession, journalist’s profession in Poland, political
transformation in Poland

1. Introduction
Journalism is the activity of gathering, assessing, creating, and presenting news
and information. It is also the product of these activities (Słownik terminologii
medialnej, 2006, p. 43). Journalism can be distinguished from other activities
and products by certain identifiable characteristics and practices. These elements
not only separate journalism from other forms of communication, they are what
make it indispensable to democratic societies. History reveals that the more
the democratic society, the more news and information it tends to have. As
Marek Chyliński and Stephan Russ-Mohl state: “Full freedom of journalism is
only in seven countries in the world. On the top of the each year list of “World
Freedom Index” published by the organisation “Reporters Without Borders”**
* PhD at the Department of Journalism and Social Communication, Lodz University, Poland, e-mail: mikoszj@wp.pl
** Reporters Without Borders (RWB), or Reporters Sans Frontières (RSF), is an international non-profit, non governmental organization that promotes and defends freedom of
information and freedom of press. The organization, with a head office in Paris, France,
has a consultant status at the United Nations. Reporters Without Borders has two primary
spheres of activity: one is focused on Internet censorship and the new media, and the other
on providing material, financial and psychological assistance to journalists assigned to dangerous areas. Its missions are to: continuously monitor attacks on freedom of information
worldwide; denounce any such attacks in the media; act in cooperation with governments
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are: Denmark, Finland, Iceland, Ireland, Netherlands, Norway and Switzerland
(Chyliński, Mohl, 2008, pp.14-19).
Changes that took place in 1989 had a great meaning for Poland, especially for
the subsequent political and economic transformations. The introduction of the
democratic system, the transition from the state-controlled economy to the free
market one, and undertaking sweeping reforms were the driving force behind
the new Polish economy. Political transformation had some influence on the
face of Polish journalism too. Poland was the first country from the communist
block which entered the path of transformation.
2. Previous research in the field
There are a lot articles and books which discuss the problem of the political
transformation in Poland in 1989 and its influences on journalist’ s occupation.
The study at hand is a continuation in the wide array of research conducted
at Polish universities. Results of them were also presented at many academic
conferences.
A very profound study was conducted by Z. Bajka (Dziennikarze lat
dziewięćdziesiątych, R. Filas (Dziesięć lat przemian mediów masowych w
Polsce (1989-1990), 1999), K. Pokorna – Ignatowicz (Problemy zawodowe
polskich dziennikarzy u progu XXI wieku, 2010), Z. Oniszczuk Z., (Strefy
wpływu kapitału niemieckiego w polskich mediach, 2010).
Worth mentioning are also: I. Fiut (Pisma społeczno-kulturalne w latach 19892000, 2000), W. Pisarek (Kwalifikacje dziennikarzy w opinii redaktorów
naczelnych, 1995).
It needs to be highlighted that the Polish media after 1989 got laws regulatingthe
public and private media, investigative journalism, media ethics, journalists’
organizations, advertising and the media, the problem of competition in
the media, political lobbying and independence of the media. The binding
documents concerning journalist ethics are “The Journalist’s Social Code of the
Association of Journalists of the Republic of Poland” passed in 1992 and “The
Journalist’s Social Code” as of 1948, applied to the members of the Association
of Polish Journalists. Besides, in 1995 all journalism associations as well as
some organizations of broadcasters accepted the charter of media ethics, where
the following rules were formulated:
•
•

the rule of truthfulness – all information must be true,
the rule of objectivity – the author must show the reality regardless of

to fight censorship and laws aimed at restricting freedom of information; morally and financially assist persecuted journalists, as well as their families; and offer material assistance
to war correspondents in order to enhance their safety. Retrieved from http://www.rog.at/
wp-content/uploads/2016/09/2016-Ausschreibung-Polnisch.pdf (2018, April 6).
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personal opinions,
• unequivocal separation between news and comments – so that the
reader could distinguish between facts and comments,
• the rule of honesty – a journalist is obliged to work according to the
dictates of his/her conscience,
• impartiality,
• respect, tolerance – respect for dignity, rights, personal goods, the right
to privacy as well as good name of other people,
• the rule of freedom and accountability for message content,
priority of the readers’ rights (Sobczak, 2000, p. 196).
The objective of the journalist’s work is, as was mentioned above, to serve the
whole society as well as, small societies at the regional and local level and ethnic
minorities. Obtaining the status of the professional journalist is “also to give
to the journalist the privileged position in getting information, transparency
in public life, controlling and social criticism” (Taczkowska, 2012, p.74). A
journalist can frequently have dilemmas which party he/she should support and
who is right. However, the recipe is simple. The journalist’s duty is, first of all,
to present arguments in an objective way. They can, however, reveal whose
opinion seems to be more convincing. What is important, it is necessary to retain
objectivity regardless of changing political powers, successive governments or
prevailing ideology.
While pursuing professional assignments a journalist must be convinced that
first of all he/she serves the society and their country and thus should behave
according to professional ethics. A journalist is also accountable for the reception
of his or her messages, so in pursuit of media success, he or she must not drive
people into the trap of their inner emotions.
The press, as well as the other media, should use the truth in the service of
humanity, with the purpose of development, shaping and improvement of the
condition of every person. Thus, the accountability for the truth rests with
individual journalists providing news.
It is important to mention the Polish Journalist’ s Association (SDP). It is the
oldest organization of journalists in Poland (it was established in 1951) which
enjoys the greatest authority. The Association actively participates in initiatives
aimed to develop a state of law and civic society. Pursuant to the provisions of
its statutes, the Association is a non-profit voluntary, professional and creative
association of journalists. Currently, it has 2,700 members. It has 16 local
branches in the biggest towns and cities of Poland. SDP groups operate in the
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press, the radio, television and Internet editorial offices as well as information
agencies*. The aims of SDP are:
• ensuring reliable media information to the society,
• supporting creative journalism,
• ensuring ethical behaviour among journalists, and
• protecting the rights of journalists.
Activities of the Association take various forms, including: conferences
and seminars, discussions, contests for journalists, contacts with foreign
organizations (SDP is a member of the International Federation of Journalists
in Brussels).
The Polish Journalist’ s Association takes particular care to ensure that
journalists comply with the ethical rules and standards. It is also engaged in
publishing activities-on its own, or in cooperation with other organizations.

3. Methods
In the present paper the author analysed the political and social consequences
in the press market that followed in Poland after the transformation in 1989.
The objective of the interest was provoked by the changes in the contents and
graphics formula of dailies and magazines. The author undertook the task by
showing positive and negative consequences in the profession of press journalists
and how the profession is received today. The text also presented the results
of researches connected with journalists’ attitude to their work and results of
popularity of the Polish press.
Among the methods and research techniques used during writing the article is
the historical method which gives chronological and thematic ordering of the
press, embedding analysis of its activity and determination of status in specific
historical circumstances and accompanying social, political and economic
conditions.

4. Data Analysis
The changes in Poland after the political transformation included the collapse
of communism and opening the borders with Western European countries. New
legal regulations concerning the publishing of press were passed in 1990 and they
included: the abolishment of censorship and liquidation of the Central Office for
the Control of Press, Publications and Cultural Events. The previous licencebased press system was transformed into the registration-based one and thus the
only condition for the publishing of a newspaper became the court registration
of the title, which accelerated the establishment of new papers whose existence
* Retrieved from http://old.sdp.pl/about-us (2018, August 6).
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depended on the market only. Besides, under a parliamentary resolution, the
communist concern RSW “Prasa-Książka-Ruch” was dissolved which meant
the end of state monopoly in the field of distribution and, consequently, all the
papers published by RSW were sold to companies owned by Polish and foreign
publishing houses. In 1992, the Law of Broadcasting was stated*. Subsequently,
other laws adjusting Polish law to European Union law were enacted. In 1997
the new Polish Constitution was introduced. According to it, the freedom of the
press and other media in Poland is guaranteed. Censorship and licensing of the
press was prohibited, yet licensing of broadcasting was accepted. Press titles
must be registered only in court.
Political transformation brought a lot of new rules in the press market. We can
point out the following changes:
•

•

•

•

•

•

•

polish press, from the first time since 1945, was able to fully develop
and express different points of views and opinions as well as provide the
information that before was left unspoken (such as social protests);
previous “underground” papers (like for example: Roman–Catholic
Church press) as well as the papers published abroad began to be
published officially (for example: “Kultura”**);
Poland also started to be an attractive investment destination for
foreign companies from many countries like: France, Germany, Italy
or Scandinavia. We can indicate for example such companies as : Orkla
Media, Passauer Neue Press or Jurg Marquard;
in Poland there appeared the Polish press company too like Agora, which
was established in 1989 by Andrzej Wajda, Aleksander Paszyński and
Zbigniew Bujak;
the number of newspapers and magazines has increased by almost
half, from 3,007 in 1990, to 4,340 in 1995. By 2001, there were already
5,837 press titles - nationwide and local ones (as stated before, today
there are more than 7000 titles) (Filas, 1999);
in the press market there appeared new newspapers – one of the most
important was “Gazeta Wyborcza”***-the first totally independent
newspaper in postcommunist Poland” (Oniszczuk, 2010, p. 197);
the cultural changes led to the rise of commercial mass press (for

* Broadcasting Act made possible the launch of private, commercial radio and television
stations.
** "Kultura" - was a leading Polish-émigré literary-political magazine, published from 1947
to 2000 by Instytut Literacki (the Literary Institute), initially in Rome, then Paris. It was
edited and produced by Jerzy Giedroyc and ceased publication upon his death.
*** Today, “Gazeta Wyborcza” is the main press title of Agora and one of the biggest Polish
newspapers, which achieved big marketing success after 1989.
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example: “Super Express”) based on tabloids, and sensational and
erotic magazines addressed to the reader expecting rather unrefined
entertainment;
transformation also led to the vulgarization of the media and
brutalization of the language (the weekly “Nie” published by Jerzy
Urban);
political changes after 1989 brought also changes of situation of social
– cultural magazines in Poland. Titles connected with the previous
system, no longer exist; there appeared many new titles (most of them
influenced by the to process of commercialization). In this group we
can distinguish film, theatre, art, photography and music magazines
like: “Machina”, “Film”, “Wiadomości Kulturalne” or ”Notatnik
Teatralny” (Fiut, 2000,pp. 64-66);
on the other hand, elegantly illustrated magazines were published (for
example: “Twój Styl” - magazine for women), addressed to wealthier
people;
magazines for young people which were edited before 1989 (“Płomyk”)
began lose popularity. Their place took colourful magazines edited
abroad like ”Popcorn” or “Dziewczyna” which did not have any
educational and didactic value;
besides, there appeared a number of magazines connected with new
parties and political groups, for example: “Gazeta Polska” (centre-right
circles). The catholic press such as “Niedziela” (Częstochowa), “Gość
Niedzielny” (Katowice) also won substantial readership;
specialized titles like “Komputer Świat”, “Dom i Wnętrze”, “Magazyn
Budowlany” also started to be printed: (Fiut ,2000, p. 66);
the abolishment of state monopoly along with the privatization after
1989 led to the creation of a politically diversified press market. The
law of supply and demand began to work there, which resulted in
competitiveness. This, in turn, made the publishers adapt to the tastes
and expectations of the readers. The content and graphic formula of
papers got more attractive as well. The computerization of editorial
offices after 1990 led to new technologies and made possible the editing
newspapers and magazines in accordance with the highest European
standards;
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The layout of “Przyjaciółka” (magazine for women) before political the
transformation – edition from 10.02.1980.

The layout of “Przyjaciółka” after 1989.

- diversity in terms of subjects, typography and political allegiances leads to
publisher competitiveness like: modern layouts, advertising becomes the main
source of income, special interest supplements like for example “Budownictwo”
or “Motoryzacja” added to “Dziennik Łódzki”.

5. Results and Key Findings
The analysis confirmed the political transformation caused numerous changes
in the profession of press journalists. Journalists loyal to the communist
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authorities left or stopped being important. Another reason for the injection of
new blood into the circle of journalists was the inability of older generation to
adapt to new editorial techniques. Unlike in the past, technical skills and not
political sympathies became essential (Bajka, 2000, p. 45).
The media offered quite resonable payment so young people were eager to work
in editorial offices. Moreover, newly founded colleges, where students were able
to major in journalism, did not lack candidates. Their graduates joined the ranks
of new editorial offices of the local branches of newspapers such as “Gazeta
Wyborcza” and “Super Express” or worked for commercial radio and television
stations (Bajka, 2000, p. 45). The journalist market was just being created so
it was easy to find a job. Inexperienced persons were needed most frequently,
as experience in journalism meant that it was acquired in the former political
system which was usually rejected in the “new” Poland.
At the beginning of the 1990 “the number of journalists in Poland was 11.000.
10 years later it was 18.000-20.000, at times the number of journalists was
even 25.000. The discrepancy in the calculation is connected with disparity in
qualifications. We can distinguish the following groups of journalists (Bajka,
2000, p. 42):
- full-time journalists;
- having their own business (single service journalism);
- creating its own sub local press (main income is work in other company, school
or office);
- people working in public relations or media relations in other companies;
- politicians who treat themselves as journalists too;
- retirees (journalists, or former journalists connected with the association of
journalists);
- journalists creating online magazines which do not have paper editions.
Wiesław Sonczyk says that this generational change after 1990 can be called
“personnel revolution” (Taczkowska, 2012, p. 87). According to him “the big
problem of today’ s media is that anyone who wants a job in the sphere can find
employment. Journalists are also employees of advertising agencies, volunteers,
amateurs and enthusiasts in this profession. It is a unfavourable condition for
the public and also for journalists, but a convenient situation for publishers and
broadcasters” (Taczkowska, 2012, p. 87). Wiesław Sonczyk notes that: “young
people, who meet the minimum requirements and are fully available can often
be easily manipulated” (Taczkowska, 2012, p. 87).
Nowadays, it is more difficult to become a press journalist than in the 1990s. In
spite of the stability of journalistic standards, the hierarchy of most significant
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characteristics of a good journalist was the subject of substantial redefinition. In
the past, social and political involvement were highly appreciated. A talented,
creative and brave person was able to cope with journalism. Now these features
are replaced by the powers of observation, creativeness, aptitude for making
social contacts and passion to seek the truth as well as the awareness that this
profession provides a ticket to the attractive media world. Today press journalists
must meet substantially higher standards. A journalist is not to just provide
information but also do everything to retain the readers.
It should be noted that these standards and high needs for candidates apply in
the professional press editorial offices in Poland. The situation looks different in
online journalism. The Internet and new technologies opened a wide spectrum
of opportunities for the participation in the process of creating information not
only to professional journalists but also to regular users. They can publish their
texts either in online magazines or on social network websites.
The time when, regardless of qualifications, almost everybody had the
chance to become a press journalist is gone. Now, journalists increasingly
appreciate their place of work as: “competitors are following closely. [...]
Older journalists think that they are treated in an unfair way as they are
substituted by young ones, they become inconvenient and their work is not
appreciated” (Pokorna-Ignatowicz, 2001, p. 28).

Working one’s way up the journalist ladder requires a lot of patience and
involvement. There are different types of papers and thus work in the editorial
office of a daily newspaper is entirely different from work in the editorial office
of a yearbook. Each of these places provides the opportunity to develop one’s
talent for writing and gaining professional experience. However, the best way
to obtain solid journalist skills is to begin on-the-job training or attachment in
the editorial office of a daily newspaper. Work there is more dynamic than in
the editorial offices of periodicals. The dailies’ editors-in-chief “suffer from a
chronic shortage of staff” (Ziomecki, Lis, Skowroński, 2002, p. 6). As work there
is in full swing it is possible to learn the ropes. First of all, journalist beginners
are given substantially more tasks in the dailies than in periodicals. Initially
they are assigned low-level tasks such as note taking, preparing short news,
listings or even writing horoscopes and then they are gradually assigned more
ambitious orders. Secondly, during the on-the-job training or attachment the
young journalists are able to learn a lot from experienced staff members. What
should be taken into consideration is the fact that the journalist’s profession
must not be treated as “a means to make a fortune”. There are other occupations
that allow earning considerably more and in a shorter time. At the beginning
of the professional carrier, journalism does not bring many profits. Actually
almost all beginners are poor people and their financial situation remains quite
bad for many years. We talk about a profession where a strictly feudal system
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prevails: you are promoted with age and this requires a lot of time” (Bereś, 2007,
p. 146).
However, it should be remembered that before journalist trainings begin it
is necessary to know the essentials of journalistic techniques which include
knowledge of the press genres and ability to make use of different sources of
information. Secretaries in editorial offices note that there is no time to train
the “young” for a job. That is why a candidate is required to have proper
preparation and thorough factual knowledge that he/she will use in practice.
These requirements are of crucial importance as numerous young journalists
are criticized for frequently being unprepared for interviews, lacking basic
information about their interviewees, mixing up facts and persons, asking
banal, stereotype questions” (Pokorna-Ignatowicz, 2001, p.24).
Thus, it is necessary to acquire the know-how which is essential in this
profession. It is also good for beginners to be acquainted with some issues, such
as law, economy or culture:
“Everything is needed in this profession, each skill can be of some use but
nothing specific is necessary. You must be able to make calculations in order
to be a physician, you must have a driving licence to be a driver – and you
do not even have to be able to write to be a journalist. That is why it is so
difficult to say which skill or character trait is the decisive factor in journalism.
A press journalist should certainly have passion and something else. But how to
explain what this “something” is? You can be prettier, more brilliant, and more
intelligent than others. On the other hand, you can be uglier and more stupid
but work like a titan, insolent and a real pest. This is also a talent in journalism.
That is why, journalism is an open profession where actually everybody can be
admitted” (Pokorna-Ignatowicz, 2001, p.3).
However, it should be emphasized that not everybody is able to perform this
social function. In spite of the numerous professional skills, a journalist must
also possess some special character traits. From the very beginning, it is
important for the candidate to be aware of the fact that you are a journalist for
24 hours. As Ryszard Kapuściński used to say: “We cannot just close the office
at four in the afternoon and start doing something else. This is a job that fills all
our lives and there is no other way to be a journalist. Or at least to be a perfect
one” (Bereś, 2007, p. 145).
A staff member is expected to be permanently available, flexible, work in a rush
as well as do day and night duties. Besides, a journalist must always be at the
disposal of the assistant editor who can call up at night in order to give them a
news assignment.
Presently, editorial offices have high demands for candidates to work in the
editorial press office. We have many educational institutions training future
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journalists. Future representatives of the “fourth power” are able to study this
profession on the academic (for example: Warsaw, Lodz or Cracow University),
post-secondary or even vocational basis (organized by universities or editorial
offices like “Dziennik Łódzki”). It is necessary to thoroughly prepare yourself in
order to perform this responsible service. This preparation should be conducted
in two directions. First, a candidate should acquire a wide range of general
knowledge (historical, linguistic, philosophical or economic education) as well as
social and political knowledge. Another requirement is certainly the knowledge
of the press and journalistic techniques and genres. The modern journalist
encounters both a variety of genres (article, coverage/report, interview) and
techniques (press, radio, television, press agencies, Internet). Thus, a journalist
is a person who deals with gathering information, editing and writing press
texts (Słownik terminologii medialnej, 2006, p. 45). Press journalists can be
employed by the newspaper on a full-time basis, under a contract to perform a
specific task or any other contract that obliges them to produce a journalistic
material.
A journalist is either a reporter collecting material or a member of an editorial
office who processes, edits and elaborates information received. A permanent
collaborator of the editorial office or a field correspondent also possess the status
of a journalist, regardless of the fact whether they receive a fixed salary or only
remuneration for lineage. What is important, a journalist can also have another
job (for example work for another newspaper). However, in practice this may
cause many problems as it would not allow a journalist to work for a single media
organisation to maintain the necessary objectivity. This is a serious problem that
particularly concerns local and sub-local papers such as, for example “Dziennik
Łódzki” and “Express Ilustrowany” which are similar with regard to the editing
formula although addressing different groups of readers. A student undergoing a
training or traineeship is also considered to be a journalist. A newspaper library
worker is also entitled to this status provided their job, apart from collecting and
preparing materials, involves some creative elements.
It should be emphasised that a journalist working for a newspaper under a
contract to perform a specified task, order contract as well as trainees should be
provided with appropriate certificates stating that they are press journalists. In
this way they become reliable and their future interviewees will have no doubts
about their status.
Nowadays, editorial offices look for high demands for candidates to work
in the editorial press office. Knowledge gained at university its not enough.
Expectations for candidates for the profession of the press journalist reveal that
they are complicated and difficult to meet. The above list should be extended
with: “knowledge of the native language”, as unfortunately some journalists
seem to lack it. Some of them do not consider it necessary to extend their

Volume 4 - 2018

43

knowledge and improve professional qualifications. According to journalists,
it is almost exclusively technical skills that constitute professionalism and
learning them guarantees success in the profession (Pisarek, 1995, p. 27).
Expectations towards editorial staff members are constantly growing, and that
is why journalists are required to constantly increase their preparation. Last
year it was easy to noticed that many editorial offices expects that their workers
will also gain new skills. Press journalists occupation stopped being connected
only with searching, selecting information and writing articles. Now journalists
also take photos for their articles, preaper articles for the online editions of
paper daily magazine. Some companies also expect that their journalists will
work also to other media as radio or tv of the same owner. An example can
be some regional publishers. They also opened radio or tv programs and they
require that press journalists will work for them too.
The press and other media are becoming increasingly influential so
professionalism and competences in journalism become a binding rule. However,
it should also be said that the journalist’s profession is not as safe and secure as
it used to be. Employment conditions are far from being perfect. Contracts of
employment are designed in such a way that a journalist may actually be made
immediately redundant. There are not editorial statues or collective agreements.
In many offices young journalists are treated as potential substitutes and trainee
journalists are used as bogey-persons for full-time journalists.
5.1. Discussion of Findings
Nowadys, the meaning of journalism has changed. In other epochs the media
had creating culture, propaganda and mobilization function. At present- as
Wiesław Sonczyk noted-”Everything the media do build their market position
and bring income to the company” (Taczkowska, 2012, p. 87). Recently a real
revolution affected the journalistic profession. We found out that information is a
commodity to be produced, attractively packaged and simply sold at an enormous
profit. Now many titles are dominated by the publishers, who are guided only by
profit. Transmission of information has secondary importance for them. Even
journalists changed their attitude to their work. The research carried out in 2010
by the Polish Journalists Association (Stowarzyszenie Dziennikarzy Polskich)
shows that ¾ journalists carry commands of their superiors in editorial offices.
Only 11% declare directs to their conscience. 14% carry provisions of the rules
and editorial statutes. Only 4 % show the importance of codes of journalists’
associations as signposts unions (Taczkowska, 2012, p. 92).
The political transformation after 1989 also had a big influence on reading
interests of Polish people. In recent times, the interest is provoked by the
colorful press (mainly gossip magazines for women). Tabloid journalism tends
to emphasize topics such as sensational crime stories, astrology, gossip columns
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about the personal lives of celebrities and sports stars. Nowadays among the
most widely read magazines in Poland are Gossip Weekly “Życie na gorąco”
is in the second place (15,22%)*, after the television magazine (“Tele Tydzień”20,88%)**. A similar situation applies to the newspapers. The most popular one
is the tabloid “Fakt” (11,07%), the second place occupies the opinion forming
daily – “Gazeta Wyborcza” (7,48%)***.
There are many reasons which led to that situation. Not only gossip is attractive
to readers. The tabloid press is also identified with the worries and problems of
their readers, brands what is bad, it builds its self-image as the only defender in
front of the “evil world”. Such fear of the “evil world” strengthens relations with
dramatic and horrific events, disgusting, yet primal instinct called “voyeuristic”.
The tabloids tell us that their mission is to disclose, expose, and trace everything
hidden from the eyes of citizens, hence the strong display of acts of crime,
crimes or offenses against morality and decency. What is intentionally hidden,
concealed from the people, is genuine and sincere, so the tabloids can reveal all
these by focusing on them. Facts convince the recipient that they only tell the
truth. And the truth is, we have a monopoly on tabloid magazines are the best
mechanism for promotion.
Another way of propitiation of the readers is to create the illusion that the editors
are very concerned with for example, health problems of their readers. We can
say, that the narrative of tabloid magazines plays a fundamental role in society
and helps in peeling the course through life for many Poles.
Polish editors also use other ways to sell their magazines. The most popular one
is adding supplements. Supplements**** are met with great readership interest,
and are often are the only reason why a given paper is bought. Supplements are
focused on particular subjects such as sports, culture, building, economy, etc.
Supplements fulfil a range of functions, e.g. information, guidance, advisory,
entertainment, and aesthetic. By supplement we can also understand a gadget
(CD, book, cosmetic or food samples etc.). Such supplements have a great

* Numerical data come from XII-V.2016. Retrieved from http://www.wirtualnemedia.pl/
artykul/tele-tydzien-z-najwiekszym-spadkiem-czytelnictwa-wsrod-tygodnikow-duzyawans-goscia-niedzielnego-dane-tygodnikow-i-dwutygodnikow (2018, May 8).
** Numerical data come from XII-V. 2016. Retrieved from http://www.wirtualnemedia.pl/
artykul/tele-tydzien-z-najwiekszym-spadkiem-czytelnictwa-wsrod-tygodnikow-duzyawans-goscia-niedzielnego-dane-tygodnikow-i-dwutygodnikow (2018, May 8).
*** Numerical data come from XII-V. 2016. Retrieved from http://www.wirtualnemedia.pl/
artykul/tele-tydzien-z-najwiekszym-spadkiem-czytelnictwa-wsrod-tygodnikow-duzyawans-goscia-niedzielnego-dane-tygodnikow-i-dwutygodnikow (2018, May 8).
**** They can be classified into two categories. By supplement we can understand a text supplementing or complementing the main issue of the newspaper or magazine. Supplements
are attached regularly or occasionally and addressed to a specific audience.
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influence on circulation and very often determine the commercial success of a
paper (Słownik terminologii medialnej, 2006, p. 18).
It can be concluded that current readers do not just buy the magazines for their
content of substance. They expect also additional attractions from their publisher,
such as the above mentioned permanent or occasional text supplements and
various and attractive gifts.
Publishers are in a difficult situation. They must – with each new issue of
their magazine – surprise the audience and stand out from the competition to
encourage their readers to chose their title and not another one.
Polish readers can also buy opinion-forming dailies and magazines. In this
case, we can say that these titles create their brand. Popularity provides a
carefully developed information, whose content is rich, but most of them are
proven and reliable. It is most probably thanks to specialists who prepare the
articles. Description of events is highly informative, it lacks exaggeration and
sensationalism. The large format of such newspapers allows for information
to be narrated and serious way, using a high level of language. The center of
gravity is located at the national and international news from such domains as
politics, economics or law. Journalists play the role of authorities and they are
spokes persons of public interest.
The opinion-forming “Gazeta Wyborcza” is the most widely read daily in Poland.
Its popularity depends not only on the high level of knowledge and a wealth of
informative articles – but also the names of journalists who, through their work
contribute to the success of this title. Other opinion-forming magazines also
provoke readers’ interest in Poland. They are not so popular as entertainment
and gossip magazines but they have regular readers too. The press market of
opinion–forming magazines is primarily divided by political criteria. Journalists
are like personal advisers who help people to understand events in the country
and abroad. These magazines try to build a strong position in the press market.
The issue discussed must have their own identity, be original and unique looks
for their own way. The most popular opinion-forming magazine in Poland is
“Newsweek Polska” (6,29%)* and its takes the 5-th position from “Tele Tydzień”
– the most popular magazines in Poland.

6. Conclusion
The answer to the question what the media are today and what kind of role
press journalists play there is still opened. Media instilled a passive and egoistic
attitude to the world, which prevents us from reflection on not only personal life
* Retrieved from: http://www.wirtualnemedia.pl/artykul/tele-tydzien-z-najwiekszymspadkiem-czytelnictwa-wsrod-tygodnikow-duzy-awans-goscia-niedzielnego-dane-tygodnikow-i-dwutygodnikow (2018, May 8).
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but also on the country whose citizens we are. This mass character and satiety
with the information reinforce our conviction that we do not have any influence
and everything goes on without our participation. On the current situation in
editorial offices journalists can only express an opinion. Nowadays for them
the most important problems of journalists are that non-professionals joined
this profession and that editorial offices have their own political sympathies
(44%). Also that we can observe a decline of social trust (25%) as well as media
manipulation (35%). Pressures from own medium or outside to manipulate the
content are-in the opinion of journalists-the worst practice. 1/5% of respondents
also report about personnel abuses at work (Taczkowska, 2012, p. 93).
One of the methodologists compared journalists to “priests in ancient religions.
It is true, the media have an enormous power today: they can elevate or destroy
people, they can ‘expel’ people from society. This burdens journalists with
a special responsibility. And many of them are able to face this challenge. It
should be said loudly in order to oppose the vision of media as a huge mortal”
(Kapuściński, 2001, p. 68).
For many editors the meaning of journalism changed. Its ceased to be only a
method of inquiry and literary style used in social and cultural representation. It
ceased serving the purpose of playing the role of a public service machinery in
the dissemination and analysis of news and information. Journalistic integrity
are ceased to be based on the principles of truth, accuracy and factual knowledge.
So it needs to be highlighted that “the biggest danger of journalism of 21st
century is the low level of journalism ethic. The best example of this hypothesis
is journalist annual award “Hiena Roku” granted by the Polish Journalists
Association (SDP). The basis for giving such “title” is violation of professional
ethics, dishonesty, lack of impartiality, conduct incompatible with journalism
workshop and violation of freedom of speech”*.
It is easy to observe that ideals which inspired the Polish publishers after the
political transformation changed. Some editors forgot that in a democratic
society, access information plays a central and the most important role in
creating a system of checks and balances, and in distributing power equally
between governments, businesses, individuals, and other social entities. For
many of them their social mission lost its meaning. Nowadays publishing
magazines started to be only a big business. Editors are ready to do everything
(even to break all ethical rules) to sell their titles.

* Retrieved from: http://ssp.amu.edu.pl/wp-content/uploads/2013/06/ssp-2013-2-295-310.
pdf (2017, February 6).
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COMMON TRAITS AND DIFFERENCES IN THE
VERBALIZATION OF SUPERSTRUCTURES IN
MEDIA GENRES
*

Alesia Shevtsova**
Abstract: The article deals with the semantic structure (superstructure) of two media
genres: the radio discussion and the TV news. There have been revealed the components
of the prototypical superstructure, which characterize the genre in different languages.
Besides the universal parts we have identified specific features of the superstructural
components, which are typical of a concrete lingual culture. There have been discussed
some peculiarities of the communicative behavior of the representatives of the British,
Belarusian and Russian lingual cultures.
Key words: superstructure, media genre, communicative behavior, TV news, radio
discussion.

1.Introduction
In modern linguistics one of the most urgent problems is identification of specifics
of structural and communicative organization in discursive genres of different
lingual cultures. Particular attention is paid to the research of media discourse,
its genres, national specifics in the context of globalization of the information
space. Media discourse in general has acquired a high social significance as
a possible factor in the formation of the worldview of individuals and social
values. At the same time, the Belarusian-language media discourse is a littleinvestigated area. Problems of communicative interaction, a range of strategies
and tactics of the participants of the Belarusian-language media discourse have
not yet been analyzed and described.

2. Previous research on the topic
The modern approach towards the study of various texts and discourses
suggests a combination of two main research paradigms: communicative that
presupposes the interpretation of the discourse as the language in action, and
* The research was carried out within the framework of the research and development
program “Trends in the development and functioning of the Belarusian-language media
discourse in the context of globalization and intercultural dialogue” (State registration No.
20161437) of the subprogram “Belarusian language and literature” of the state program of
research “Economy and Humanitarian Development of the Belarusian Society” for 20162020.
** PhD, Associate professor at Mogilev State A. Kuleshov University, Belarus, e-mail: alice_shev@mail.ru
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cognitive according to which one of the main functions of the text is to form and
transmit any information, i.e. knowledge (Kubryakova, 2012; Lee, 2016).
Following the cognitive and communicative paradigm of linguistic researches,
we make an assumption, that there are universal structural, communicative and
pragmatic characteristics of realization of separate media discourse genres and
a definite regularity of their language embodiment. Texts of any genres have
their own typical schemes (mental models). This idea has been confirmed by
some researches in the field of cognitive sciences (Carley, 1997; Deane, 2008).
They say that complicated cognitive processes are facilitated by the division of
large volumes of information into definite items of the organized data, which
are known as schemes.
Cognitive tendencies in modern communicative researches of media discourse
are shown through the fact that, on the one hand, any genre of media discourse
is connected with the concept of communicative style, i.e. with the choice of
speech tools of a speaker in various situational contexts; on the other hand, it is
also connected with the concept of cognitive style, in the broadest understanding
defined as rather stable specific features of cognitive processes of the subject
which are expressed in the cognitive strategy used by the individual.
The research of media discourse in the cognitive and communicative plan
is relevant owing to the fact that it allows to open a new foreshortening of a
particular media genre. Thanks to the chosen approach in this research a lot
of attention is paid to the semantic organization of media genres, which is
understood, following T.A. van Dijk, as a superstructure (Dijk, 2006, p. 160).
Besides, we have an opportunity to establish a prototypical semantic structure
of the whole genre, comparing its component structure and language realization
in typologically various languages.

3. Data analysis and discussion
Using the method of a logical analysis supported with the method of
discourse markers identification we revealed the superstructure of British
and Belarusian radio discussions and British, Russian and Belarusian TV
news. The superstructure is considered as the scheme consisting of semantic
components which characterize this genre of texts (Karpilovich, 2012, p. 90).
The superstructure reflects not a concrete text content, but a certain type of
texts and allows to develop a universal model of a concrete genre.
Each of the structural components is represented through certain language
means – separate words, words of certain lexico-semantic groups, phrases
and whole utterances. So, in the case of radio discussions such components
as greeting and summarizing are marked by etiquette formulas of greeting
and farewell; statement of the problem – verbs and phrases of speech activity
and acoustic perception; the guest’s portrait – words with a general meaning
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“best”, “leader”, “expert”; discussion of the problem – speech stereotypes with
the meaning of consent / disagreement, evasion of the answer, generalization,
specification of information, etc. The link to the website of the programme and
ways of getting in contact with the guest give to the listeners a chance of feedback
after the end of the air and are marked by numerals, names of broadcasts and
e-mail addresses.
At the same time, a certain genre in different languages and linguistic cultures
is supposed to have some specific linguistic characteristics, distinctive features
of stylistic realization caused by features of its participants’ speech behavior as
representatives of various ethno cultural communities. For example, returning
to the superstructure – the specific subcomponent wishes to listeners has never
been revealed in the British radio discussions. Probably hosts and guests of
these programmes try not to interfere with the personal space of the interlocutor
and listeners (Shevtsova, 2016, p. 107).
Some of the specific subcomponents of the Belarusian radio discussions are the
wishes to listeners and the time of the next air which are marked by some verbs
of the imperative mood. The use of some optative verbs is caused by the radio
hosts’ aspiration to make a favorable impression on the audience, to involve the
listeners into listening to the next broadcast. Thus, the genre of radio discussion
possesses universal semantic structure and is characterized by a number of
specific subcomponents in the British and the Belarusian radio discourses. This
media genre also has a number of national and cultural features of language
expression of semantic components.
Turning to the genre of TV news in the course of the study we found that it
has a universal semantic structure as well, i.e. a scheme consisting of semantic
components that are characteristic of this genre. English, Russian and Belarusian
TV news have a certain superstructure that has a communicative-cognitive
character, which helps the addressee (of a certain television channel) to arrange
the information according to the assigned communicative goal. Thus, we have
identified three main components of the semantic news structure, which coincide
with the structure proposed by T.G. Dobrosklonskaya (2008).
1) Introduction. The news reader welcomes the audience, and then reads out a
list of news, which he or she is going to discuss further in the programme.
2) The main part of the programme, in which they describe each message
from the introduction in more details. In this structural part, the following
subcomponents can be distinguished:
• the text of the news reader/s;
• correspondents’ reports;
• interviews with the participants in the event.
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3) Conclusion, in which the news reader says goodbye to the audience.
During the analysis an additional component of the semantic structure was
identified – the weather forecast, which is not present in all evening releases.
So in the English news this element is missing. And in the Russian news
programmes it is a separate last block.
All the components of the semantic structure of the television news discourse
perform certain pragmatic functions that are realized with the help of a number
of communicative and speech techniques that have their own set of language
tools and are defined in the speech by certain linguistic markers (Shevtsova,
2016, p. 37).
The urgency with which the texts of the media are created, as well as the search
for a more concise form of narration, make it possible to classify the media as
“clichéd” (Firstova, 2008, p. 8). In the course of the study, we identified certain
language markers that signal or indicate the components and subcomponents of
the superstructure of the news programme. They are a kind of clichés, inherent
only in the television news discourse.
1) In the accession block, we have identified the following language markers:
• signaling of the start of the program: From NBC news’ headquarters in New
York – this is “NBC nightly news” with Lester Holt (NBC); В прямом эфире
«Панорама». В студии Елена Сычева, здравствуйте! (Belarus-1); У эфіры
праграмма “Навіны рэгіена”. У студыі Крысціна Каранкевіч. (Belarus-4).
• announcing the list of news: tonight, the breaking news; the headlines tonight;
сегодня в программе; вітаю Вас і у гэтым выпуску.
2) Among the language markers of the main part, we distinguish the
following:
• indicating the order of the parts: First with some of the main developments
(ABC news); and to a growing trend across the country (NBC); Начнем с
новостей из России (First Channel); И к другим новостям (First Channel).
• indicating the beginning and the end of the reportage: We will learn more
with Peter Alexander. Peter Alexander at the White House, thank you (NBC);
О белорусской армии в цифрах, фактах и комментариях расскажет
Виолетта Соколович (Belarus-1); Подробности узнаем в прямом эфире у
моего коллеги Константина Панюшкина (First Channel); Пазнаёміліся з
імі і наші карэспандэнты (Belarus-4).
A distinctive feature of the Belarusian-language news at this stage is the lack of
representation of the correspondent on the Belarus-4 television channel.
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3) The following language markers correspond to the final part: Thank you for
the privilege of your time, good night (NBC); На сёння Аб’ектыў скончыў
працу, з вамі быў Яраслаў Сцешык, да пабачэння (Belsat).
On the basis of the analysis, it can be concluded that the structure of both
analyzed media genres in different languages corresponds to the norms of
speech etiquette*. Even the superstructure of the news programme corresponds
to the formula of speech etiquette, which has three stages of conversation (the
beginning of the conversation (greeting / acquaintance), the main part and the
final part of the conversation) (Sternin, 1996, p. 9). This correspondence partially
explains the universal nature of the structure under analyses. However, along
with the common traits we have found some specific components as well. That
peculiarity can be explained by special features of the communicative behavior
in the different cultures.
A number of features of communication of Anglo-Saxon culture have been
established by T.V. Larina earlier (Larina, 2009). However the identification
of national specific features of communication in the field of the Belarusian
radio discourse and its comparison to the British ethnostyle represents a new
direction for further researches.
The Anglo-Saxon culture is perceived as extremely individualistic, having high
tolerance to uncertainty (Larina, 2009). The British radio hosts even when they
are talking about very “definite” social and economic subjects do not avoid
uncertainty. For example, in the course of introducing the guest to listeners,
they can say: Let’s listen to someone who is really concerned about this because
they are involved in it. He is a West Point graduate. He speaks fluent Arabic ...
and ... of course has some economic experience. Only some general information
about the guest of the program is provided in this example. Participants of the
Belarusian radio discussions prefer more exact information both about the guest
of the program (age, status, relationship status, posts), and the subject under
discussion.
The British ethnostyle is characterized as non-impositive. British radio hosts
prefer an indirect expression of motives, they avoid the use of an imperative and
try not to interfere in any zone of personal autonomy of the interlocutor. For
example: You’ve mentioned him frequently in your book, your diaries. I’m ... I’m
more interested in you, really ... But it would be interesting ... I mean what you
think about it? On air of the Belarusian radio it is possible much more often to
hear a direct imperative: Раскажыце падрабязней, што б гэта азначала?
* Speech etiquette is a set of rules of speech behavior of people determined by the relationships of speakers and reflecting polite relations between people (Sternin, 1996, p. 4)
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4. Conclusion and implications
The research has shown that the communicative style of Belarusian
communicants, in contrast to the British (having a high degree of emotive
character, individualistic approach, intolerance to provide direct communicative
impact on the interlocutor), can be described as a straightforward, reserved,
rejecting uncertainty, with a prevailing collective basis, showing preference
to accurate and detailed information. Turning to the analyses of the news
programmes, the most emotionally colored and bright ones are the Russianlanguage news (48% of selected stylistic devices fall on Russian), followed by
English (32%), and the most stylistically neutral are the Belarusian-language
news (20%).
The above mentioned patterns of communicative behavior of the Belarusian
participants find linguistic expression in a frequent use of peremptory statements
detailing the issues, speech patterns, and contributing to clarify of information.
For the participants in the Belarusian radio discussions it is typical to have more
interaction with the audience, as indicated by the questions addressed to the
audience or on behalf of the studio’s guest throughout the program, extensive
use of tactics involving the audience in a dialogue through the use of direct and
indirect addresses, generalizing pronouns and nouns (Larina, 2009).
The British host practically always states the personal vision of this or that
problem (As I see it; I’m more interested in ...). In the speech of the Belarusian
participants non-authorized utterances, which do not mention definite addressees,
prevail (Хацелася б пачуць вашу думку наконт таго...). The British hosts
give the overestimated assessment to the guest of the programme more often,
and resort to the numerous emotionally loaded lexemes (Today we have another
marvelous Monday ... and today ... we have a fabulous individual and she has
quite an extensive background).
Thus radio hosts give communicative support to the interlocutor. British
give preference to tactics of assumptions and strengthening of emotiveness.
Realization of this tonality of communicative behavior of the hosts of radio BBC
is promoted by a rather frequent use of epithets (642 – 33,6% of all lexical-stylistic
means), metaphors (510 – 26,7% of all lexical-stylistic means), interjections
(168), to a metonymy (22), antitheses (20): That sings a very confident thing for
a young man to do (epithet); As if you don’t know about human body, even know
its ... most generic warmth. We are electricity and water (=generate energy)
(metaphor); She was a great name in England (metonymy); How you make it and
how you lose it? (antithesis). The emotional and expressional level of the speech
of hosts and guests of the Belarusian radio discussions is lower in comparison
with British. It is achieved through a considerably lower amount of interjections
in the Belarusian radio discussions (33 vs. 168), as well as by a lower number of
jokes and compliments.
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To summarize the results of the research, it should be admitted that the
superstructures of the radio discussions and the TV news as well as the
communicative behavior of their participants in British, Russian and Belarusian
programmes bear both similarities and specificities. The analogy in their
semantic structure can be explained by the universal stereotypes, globalization
and etiquette norms. The specific characteristics occur thanks to the differences
of the respective lingual cultures.
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THE EVOLUTION OF THE HEADLINE - FROM
PRINT TO PATTERNS AND VIRALITY (AN
OVERVIEW OF RESEARCH IN ENGLISH AND
BULGARIAN)
Radostina Iglikova*
Abstract: The present article deals with the differences between headlines in the media
of print and the qualitatively new phenomenon that is the web or online headline. The
article begins with an overview of the discussion of the nature of print headlines in
both English-language and Bulgarian-language literature and uses this as a platform
for introducing the discussion concerning the evolutionary aspect of headlines in the
so-called “Digital Era”. The study touches upon the role of the World Wide Web as a
medium and its influence on user behavior patterns and, in turn, the effect these have
on the web headline as such. The specific guidelines introduced by leading researchers
in the field of writing for the web are also discussed, as well as their proposed
classifications and typologies of headlines online. In this relation the paper discusses
the specific models for creating successful headlines online by applying a particular
set of patterns, each of which consists of a constant underlying structure and a set of
empty slots which allow for customization and variation in each new headline. The
use of such repetitive patterns for generating web headlines is also considered for
its contributions to linguistic efficiency and the resulting improvement of online user
experience. In addition, the article offers a discussion of recent findings concerning the
specific development known as “virality” and more specifically – the so-called “viral
headlines“ and their specific features.
Key words: print headlines, web/online headlines, headline patterns, viral headlines,
writing for the web

1. Introduction
The present article proposes a discussion of headlines from an evolutionary
point of view, focusing in turn on three separate aspects of existing research on
the language of headlines – print headlines, pattern-based web headlines and
viral web headlines. Since literature on the problem is abundant in English as
the language of origin of the Internet and the World Wide Web and, respectively,
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of the web headline as a phenomenon, it is deemed appropriate to enrich and
diversify the current overview by employing the author`s specific background
and including a discussion of existing research in Bulgarian. In addition, the
article aims to underscore the relationship between the quality of web content
headlines and their popularity on the one hand and the regulative principle of
textual efficiency on the other.

2. Overview of research on the language of headlines
2.1. From traditional media to “New Media” - differences between
print headlines and online headlines
Research on newspaper language and the language of headlines in particular is
abundant and provides various approaches and perspectives. Some authors (Bell,
1994; 1984, pp. 145-204) focus on the effect of the audience on the language of
newspapers, while others (Kress, 1983a; 1983b) emphasize the potential power
of newspapers and the language they employ to manipulate audiences. Van
Dijk studies the structural and schematic aspects of news (van Dijk, 1985, pp.
69-93; 1986, pp. 155-186) and also applies a discourse analytical approach to
problems such as power inequality, prejudice, ideology and racism reflected in
the language of media (van Dijk, 1989, pp. 199-226; 1992, pp. 242-259; 1995a,
pp. 27-45; 1995b, pp. 9-36; 1998, pp. 21-36; 1999, pp. 307-316; 2000, pp. 33-49).
Crystal and Davy (1969, pp. 173-192) discuss the stylistic specificities of two
newspapers on a comparative basis, whereas Lung (2000) focuses on newspaper
genres.
A number of studies investigate linguistic variation from the methodological
perspective of Biber’s Multi-dimensional (MD) or Multi-factor corpusbased approach to studying register (Biber, 1988, 1995, 1998). These include
research on the use of contractions in newspaper language done by Chafe and
Danielewicz (1987), the work on relative pronouns in American newspapers
done by Biesenbach-Lucas (1987, pp. 13-21), Kikai et. al. (1987, pp. 266-277),
Jacobson (1989, pp. 145-154) and Olofsson (2008), as well as Louwerse et. al.’s
(2004, pp. 843-848) research on variation in cohesion across spoken and written
registers. Westin (Westin, 2002) offers a diachronic perspective to the study
of English newspaper discourse within the MD framework, whereas Mårdh
(Mårdh, 1980) focuses on newspaper headlines synchronically, while Schneider
(Schneider, 2000) approaches English newspaper headlines diachronically.
The methodological aspect of discourse analysis of newspaper headlines is
investigated by Develotte and Rechniewski (2001).
Bulgarian researchers in the sphere of the language of New Media focus on
issues such as the choice of metaphors in new media and their effects on society
(Marinova, 2013; Shulikov, 2012, pp. 11-27), the effects of technology on
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language and the development of virtual communities (Grozeva, 2011; Kirova,
2007, 2010, 2013). Furthermore, there are discussions on issues of remediation
and hypermediation of traditional media in a changing world (Velikova, 2009,
pp. 72-91; Prodanov, 2011), the socio-representational role of New Media
(Dobreva, 2011, pp. 17-30; 2012, pp. 28-63; Kaleva, 2013, pp. 37-50) and its
effects on the freedom of speech (Prodanov, 2013, pp. 217-226; Pavlova, 2013,
pp. 160-169).
The fact that writing for print differs considerably from writing for the New Media
in general and for the Web in particular is discussed in the Bulgarian literature
from the perspective of the rhetorical and stylistic specificities engendered by the
changing paradigm (Antova, 2014; Dacheva, 2014; Kasabova, 2012; Mihailova,
2000; Todorova, 2013, pp. 123-128; Weiss, 2013, pp. 149-157).
Changes in the way people use language resulting from the way in which people
behave (including linguistically) within the new context of the World Wide
Web have received extensive treatment (Crystal, 2001; McGovern et al., 2002;
Morkes, Nielsen, 1997; Morville, Rosenfeld, 2007; Nielsen, 1997, 1998, 2000,
2006, 2007a, 2007b, 2008, 2011a, 2011b, 2012; Redish, 2012). Differences due to
the fact that “people behave differently when online” (McGovern et al., 2002, p.
1) strongly affect the nature of web content headlines. Nielsen (1998) claims that
there are considerable differences between print headlines and online headlines
because of the different way they are employed in terms of medium, context,
user expectations and reading habits. In this respect, the author outlines two
main differences:
“Online headlines are often displayed out of context: as part of a list of
articles, in an email program’s list of incoming messages, in a search engine
hitlist, or in a browser’s bookmark menu or other navigation aid […] Even
when a headline is displayed together with related content, the difficulty
of reading online and the reduced amount of information that can be seen
in a glance make it harder for users to learn enough from the surrounding
data. In print, a headline is tightly associated with photos, decks, subheads,
and the full body of the article, all of which can be interpreted in a single
glance. Online, a much smaller amount of information will be visible in the
window, and even that information is harder and more unpleasant to read,
so people often don’t do so” (Nielsen, 1998).

Redish also observes that “[H]eadlines online have to do even more than
headlines in print. On paper, you usually see the headline and the article together
on the same piece of paper. Online and especially on a mobile, the headline
often appears first by itself as a link” (2012, p. 157).
The quality of headlines is crucial as they provide the first contact and impression
the user has with the content. As Orendorff (2014) points out, “[T]he headline
is the most important element of any page. It isn’t just your audience’s first
impression; sometimes it is their only impression.”
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The specific behavioral patterns of web users can thus be seen as ultimately
advised by a (conscious or intuitive) striving for efficiency (Iglikova, 2016, p.
204; 2017, pp. 70-74) – online people “look at headings and subheadings first;
they scan for hyperlinks, numerals and keywords” (McGovern et al., 2002, p.
1). In other words, Web users value processing the largest possible amounts of
content with the least possible effort and for the shortest amount of time possible
in an environment so rich in information and potential candidates for their
limited time and attention. This emphasizes the potential of headlines to “make
or break” user experience – “[O]n the Web, you live or die by your headings (or
headlines as they are called in newspapers and magazines). A good one makes
it easier for readers to find your article, and much more likely that they will read
what you have written” (McGovern et al., 2002, p. 5).
While headlines in print media occur along with the text they introduce
(including illustrative material etc.), headlines on the web occur in isolation.
They appear in a variety of contexts:
as listed results generated by search engines such as Google, for
example;
• on the homepages (start pages) and landing pages (web pages on web
sites containing related links, classified and organized according to
some principle - as belonging to a category within the website, as
results from a search query within the website executed by the user, as
being the most recently added or most frequently read, etc.); here they
serve as hyperlinks to their respective content;
• on content pages, along with the actual content they refer to.
Of all three situations of occurrence of headlines on the Web, only the last
one - the content page - provides users with simultaneous access to both the
headline and the related content. In this case, headlines on the web resemble
print headlines the most in that the information they provide is supplied and
supported by the content; this means that users in this specific case can rely on an
additional source of information apart from the headline itself. The presence of
two simultaneously available sources of information, one of which is the actual
content and the other simply serves to introduce it, would potentially lower the
requirements towards the headline in terms of clarity and perspicuity, since the
user has already been granted access to the body of content, and information
missing in the headline can be immediately supplied.
•

Similarly, any existing ambiguity (intentional or not) can be immediately
resolved by reference to the content. In this sense, headlines would not have
to perform the function of labels and exhibit the clarity and perspicuity this
function involves, due to the fact that users do not need to guess what the
headline (i.e., the label) in question actually stands for. Therefore, headlines
which occur in print along with the content they introduce can afford to be
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ambiguous or intentionally confusing and indeed often rely on this strategy in
order to raise readers’ interest and provoke particular actions on their part. This,
among others, is their goal in competing with other sources of content for the
attention of readers, and this is what makes them effective.
Headlines on the Web, however, occur in the aforementioned at least three
different contexts and need to satisfy the specific requirements of each of
those contexts. An important factor in shaping headlines is the specific nature
of the World Wide Web and the ways in which the information it stores can
be accessed by users. Due to the vast quantity of available content, all the
information cannot be presented at once, but instead needs to be layered and
accessed in stages. Regardless of the particular type of information-seeking
behavior a user exhibits (Cove, Walsh, 1988, pp. 31-37; Caramel et. al., 1992, pp.
865-883; Catledge, Pitkow, 1995, pp. 1065-1073; Morville, Rosenfeld, 2006, pp.
35-38; Stolley, 2011, p. 73; Enge, 2015, pp. 41-42) they access this information
via an interface in the form of the architecture and navigation of web sites.
The architecture refers to the specific ways in which the available content is
organized (in categories, by tagging), while the navigation provides the means
for accessing the already organized content. Web site navigation includes
elements such as menus, categories, links, search tools etc. These are the routes
through which users access the underlying content.
Due to the specificities of the World Wide Web as a medium, the first source of
information available to users about the content a particular website (or websites,
if a search engine is used) offers is the headline. Before users actually reach the
content itself and the contents page where it is located, they need to complete
a process of selection based only on the "label" of the actual content, i.e., the
headline. In this sense, users rely on headlines in their process of selection
among competing alternatives (Iglikova, 2017, p. 71). As a result of this fact
and its practical importance, a lot of effort has been dedicated to researching
the effectiveness of headlines - i.e., what features a headline needs to possess
in order to achieve the goal of its creators - attract users to the content they
provide.

2.2. Research on writing for the web. Patterns for creating web
headlines
Literature on writing for the Web (Krug, 2006; Nielsen, 2008; Redish, 2012;
Stolley, 2011) proposes guidelines for creating successful texts. Literature in
the field points out the importance of following these guidelines in order to
compensate for the “impatience” of web users, the extremely limited resources
of time and attention people are ready to spend on any piece of web content.
All these guidelines are aimed at promoting processing ease, i. e. efficiency, the
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processing of the largest possible amount of content in minimum time and with
minimum (physical and mental) effort.
The existence of patterns for creating headlines with analogous structures is an
important means of ensuring the high quality of web headlines (Iglikova, 2017,
p. 72). Patterns serve as templates or models used for creating specific headline
occurrences. Firstly, these patterns include sets of constant elements which build
up the basis of the pattern itself. Secondly, they have empty “slots” or positions
to be filled by elements in order to produce concrete occurrences. In addition to
the constant elements which build it, each pattern contains information about
the structural relations among its constant as well as variable constituents.
Thus, when users recognize a pattern, they can reactivate previous knowledge
and experience about the processing operations this particular pattern involves
and apply it to the current occurrence. Approaching actual occurrences in this
manner ensures economy of processing resources which would have otherwise
been necessary in establishing a new structure. Instead, users can focus only
on the variables, i.e. the new elements which fill the slots provided by the
recognized pattern. This way the use of patterns enhances efficiency by allowing
for analogous processing of numerous actualizations and specific occurrences.
The repetitive and consistent use of patterns for creating web content headlines
also enhances efficiency and processing ease as it enables the acquisition of
the pattern by the user: “[W]hen users learn the structure of content and see
patterns in how content is organized and accessed, they become more proficient
in searching and browsing of a site” (Baehr, Schaller, 2010, p. 115).
The blank “templates” or patterns can be organized into several categories.
Morrow (2012, pp. 6-8) offers the following classification:
•
•
•
•
•
•
•
•

Threat Headlines – focusing on people’s fears and apprehensions;
Zen Headlines - promising users a solution to a problem or a (number
of) way(s) to make their life easier;
Piggyback Headlines – relying on the reputation of a famous person/
organization etc.;
Mistake Headlines – focusing on possible mistakes people are likely to
make in certain situations;
How to Headlines – offering practical tips and instructions;
List Headlines – promising a specific number of options for readers to
consider/choose from;
The headline classification proposed by Bly (2005, pp. 22-25) includes
eight basic types:
Direct Headlines – “state the selling proposition directly, with no
wordplay, hidden meanings, or puns”;
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Indirect Headlines – “[T]he indirect headline makes its point in a
roundabout way. It arouses curiosity, and the questions it raises are
answered in the body copy”;
• News Headlines – “[I]f you have news about your product, announce
it in the headline”;
• How-to Headlines – “[H]ow-to headlines offer the promise of solid
information, sound advice, and solutions to problems”;
• Question Headlines – “[T]o be effective, the question headline must
ask a question that the reader can empathize with or would like to see
answered … Question headlines should always focus on the reader’s
self-interest, curiosity, and needs”;
• Command Headlines – “the first word in the command headline is a
strong verb demanding action on the part of the reader”;
• Reason-Why Headlines – signals a “list of … features”; “Reason-why
headlines need not contain the phrase “reason why.” Other introductory
phrases such as “6 ways,” “7 steps,” and “here’s how” can do just as
well”;
• Testimonial Headlines – include a quote from a user; “[Q]uotation
marks around the headline and the body copy signal the reader that the
ad is a testimonial”.
An interesting observation on the tendency for web headlines to share similar
structures which lack originality (Finberg, 2011) attributes this feature partly
to the efforts of online media “to manage the complexity of a 24-hour news’
cycle” (a development also discussed in Bulgarian Media Studies literature, see
Prodanov, 2015). As a result of these pressing specificities of the information
cycle online, “many websites have template-driven publishing systems”which
are essential to timely publishing but have “little flexibility” (Finberg, 2011).
•

2.3. Research on virality and the efficiency of web headlines
A study (Lee, 2014) based on 3016 headlines from 24 top content sites provides
evidence regarding the most popular words and phrases featuring in the most
popular headlines, i. e., the so-called “viral” headlines (see fig. 1 and fig. 2
below):
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Fig. 1 – List of most popular words in viral headlines (Lee, 2014)

Fig. 2 – List of most popular phrases in viral headlines (Lee , 2014)
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A different study by Lai and Farbrot investigates the effect of using questions
in headlines and claims that “questions in headlines are significantly more
effective than declarative headlines in generating readership” (Lai, Farbrot,
2014). A study by Conductor (Safran, 2013) which isolates “the five general
ways in which headlines are written” has different findings. The five “high-level
headline types” include “Normal” (declarative statement) structure, question,
“How to” structure, structure featuring a number and, finally, a reader-addressing
structure (ibid.). When ordered according to users’ preferences, these headlines
achieved scores which established the “number” structure as the most popular
among successful headlines (36 %), followed by the reader-addressing structure
(21 %), the “How to” structure (17 %), the “normal” structure (15 %) and finally,
in last place, the question with 11 % (see fig. 3):

Fig. 3 – Overall headline preferences (Safran, 2013)

The same study ranked these five basic structures or patterns for creating
headlines according to gender preferences. The results show that while overall
preference for the five headline structure types is gender neutral, females are
much more affected by numeral-containing headlines and “How to” headlines
than males (a preference of 39 % and 18 % respectively among females opposed
to the 32 % and 17 % among males), whereas males are more prone to click on
reader-addressing headlines, normal headlines and questions (22 %, 17 % and
12 % as opposed to 20 %, 13 % and 10 % respectively among females (see fig.
4):
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Fig. 4 – headline preferences by gender (Safran, 2013)

These findings also pertain to the adherence to the principle of efficiency in web
content headlines, as the authors of the study explain the results in terms of the
clarity of the headline, i. e. “the more the headline resonated, the more explicit
the headline was as to what the reader was going to get out of reading the article”
(Safran, 2013). This definition is synonymous with the principle of efficiency
which has to do with achieving processing ease through the consistent use of
patterns and the compacting of surface structure within a highly demanding
context where “the modern internet user is forced to be more discerning about
the headlines they click on, and is hyper cognizant of where they are investing
their time” (ibid.).
Another study based on 65 000 paid link titles (Bennett, 2013) compares
headlines in terms of their use of positive and negative superlatives and points
out the following – “compared with headlines that contained neither positive
(“always” or “best”) nor negative (“never” or “worst”) superlatives, headlines
with positive superlatives performed 29% worse and headlines with negative
superlatives performed 30% better”.
In line with the aforementioned findings, English-Bulgarian research on the
relationship between virality and headline patterns also includes two casestudies by the author of the present article. The first one offers a comparison
of headlines from 3 different websites in terms of the specific numerals used
and their frequency of occurrence and aims at providing an interlinguistic,
comparative aspect to the analysis of numerals and the phenomenon of virality
(Iglikova, 2016, pp. 203-211). The second case study is a comparative, corpus-
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based case study of the patterns employed in English-language and Bulgarianlanguage viral headlines pertaining to one particular topic (the taste of Coca-Cola
at McDonald’s) and provides a descriptive analysis of a specific phenomenon
and a comparison of the approaches to creating headlines on English-language
websites on the one hand, and on Bulgarian websites, on the other (Iglikova,
2017, pp. 71-84).

3. Conclusion
The relevance and growing importance of integrating research from various
fields dealing with the language of New Media in general and the language of
headlines on the web is undeniable. It has to do with the multifaceted nature
of the World Wide Web and its transformation of various kinds of traditional
media. For this purpose, the present article attempts to offer an overview
of available research concerning the topic and in this way to enable certain
continuity and consistency of further research. The article also provides an
overview of Bulgarian research on the topic, which is deemed to be necessary
for the integration of local, cultural- and language-specific findings within the
overall global picture of “digitally born” texts online.
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THE TRANSITION OF NAMES: FROM PROPER
NAMES TO COMMON NOUNS
Aleksandra Aleksandrova*
Abstract: The paper deals with proper names’ trend to be transformed into common
nouns in both Bulgarian and English-language media texts. It traces the mechanisms
leading to this transformation- using names in plural form, presence of a definite
article, lack of capitalization and use of closed compounds. A combination of those
mechanisms contributes further to the common meaning of the expression.
Key words: names, shift of meaning, metonymy

1. Introduction
Names often shift from one class of words into another. A nickname can become
an official personal name (a first name or a surname) while it is also possible for
an official name to become a nickname. A shift from proper name to common
noun and vice versa is also observed. This shift is metonymically motivated
and happens with a name that very often appears in the media and is mentioned
in relation with a certain phenomenon or event. The type of metonymy this
shift of meaning is based on is prototypical metonymy – the name becomes
synonymous with that phenomenon and at a later stage it functions as a common
noun. The shift of meaning is indicated by the following features: plurality,
use of quantifiers like many, now many, any, etc., lack of capitalization, and
use of closed compounds. It is possible for some of those features to be used
concurrently.

2. Previous research on the topic
According to Jespersen (1990), the transition of some proper names into
common ones happens when one quality is selected as the best known, “and is
used to characterize some other being or thing possessed of the same quality”
(Jespersen, 1990, p. 67). Barcelona (2004) argues that names often originate
“as descriptions of a given entity on the basis of a different related entity or
circumstance and this type of description constitutes a straightforward instance
of metonymy” (Barcelona. 2004, p. 14). Eventually, these descriptors become
“rigid designators with unique reference (i.e. they become real names), and
* Assist. Professor PhD at Shumen University, Department of English Studies, Shumen,
Bulgaria, e-mail: a.aleksandrova@shu.bg
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this semantic fact constrains their grammatical behaviour to a greater or lesser
degree in many languages” (ibid.). However, when names’ morphosyntactic
behaviour violates these constraints and they start behaving like common noun,
there is obviously a metonymic motivation and there often is a metonymically
induced change from common nouns to proper names and back to common
nouns, which Barcelona calls “a metonymic return ticket” (ibid.). According to
Panther and Thornburg (2003), in a prototypical metonymy, which facilitates the
shift of meaning discussed in this paper, “the target meaning is more prominent
than the source meaning, although the source meaning must of course have a
sufficient degree of salience in the context of the utterance in order to be able to
activate the target. (Panther, Thornburg, 2003, p. 107). Barcelona (2003) defines
prototypical metonymy as a “typical metonymy with individuals as targets and
as referents” (Barcelona, 2003, p. 246).

3. Analysis
Proper names are capitalized and cannot be used in plural. Yet, it is possible for
a name to appear in plural form, uncapitalized, accompanied by a quantifier, or
as a closed compound in both English and Bulgarian media texts, thus shifting
its meaning from proper to common.

3.1. Plurality
When used in plural, names stand for a type of people, considered to possess a
quality ascribed to the individual in the metonymic source:
“When he ran for mayor in Burlington initially he was a real long shot, he
ended up winning by 10 votes, I think, because people believed in him,”
Jerry added.
Now the town has an open waterfront which is enjoyed by everyone.
It was the first of many battles fought by Mr Sanders, and even a cursory
stroll around the town and the crudest of straw polls demonstrated that the
affection for the most unlikely of political Don Quixotes remains powerful
in his home town. https://www.telegraph.co.uk, 17/08/2015)

3.2. Use of quantifiers
Names in plural form can be accompanied by quantifiers like many, how many,
many a, etc. In the following excerpt, the expression how many Picassos means
‘how many people with great artistic talent’:
Graffiti was born from inner city neighborhoods as a way to express the
community’s inner feelings and frustrations. Their works normally have a
message for people to interpret or to decode. And, until now, these messages
have been largely ignored. “It’s sad to think about how many Picassos were
overlooked because no one took the time to mentor or nurture the gift,”
says abstract artist Floy Ealy Edjole. (www.retrosektart.com, 26/06/2016)
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In the next excerpt from The Economist, Mozarts, Michelangelos and Einsteins
in the metonymic source activate concepts ‘genius composers’, ‘prominent
sculptors and painters’ and ‘eminent physicists’:
This is dangerous territory. Some experts take the view that more people
mean more problems. But every economist is also a human being subverted
by his prejudices. Mr Simon was opposed to birth control, although not
for reasons of faith: he was a Jew, not a Roman Catholic. He just felt it
was wrong, but he sought to give some logic to his prejudice by asking
how many Mozarts, Michelangelos and Einsteins had been lost to the
world by birth control. A tricky question. Are Michelangelos the inevitable
products of fecund communities or the fortunate accidents of small and
specialised civilisations? (https://www.economist.com/node/604696)

It should be mentioned that the quality which activates the target
is the most salient feature of the referent – the trend the individual
in the source notion is mostly associated with. For instance, it is
known that Einstein, apart from a brilliant scientist, was a masterly
violinist, but this quality does not activate a target with such meaning.
Michelangelo was not only painter and sculptor, but also an architect
and a poet, yet the metonymic source Michelangelo activates the
concept ‘genius sculptor’, or ‘genius painter’.
3.3. Use of adjectives
Names in plural can be accompanied by adjectives like new, future, etc. In the
next excerpt, new Saladins and new Lionhearts stand for people who are likely
to start religious wars in the future:
The moral is the message: the crusades were “madness” and massacre,
“unprecedented before Hitler”. The scholarship is unsearching. Without the
background of Zengid politics or Islamic schisms, and without the context
of the conflicts of Christendom, it is impossible for the reader to make real
sense of Saladin, or a real king of Richard. Still, Mr Reston has a timely
warning against loose talk of new crusades today: nothing is more likely to
stir up new Saladins – or on the rebound, you could add, new Lionhearts.
(The Economist, 18/10/2001)

In the next excerpt, Future Mozarts stands for people who have already found their
talent in music and started working on its development and popularization:
Classical music; For Future Mozarts, No Place To Shine?
Music’s growth period, though, is long over – or rather, the growth long
ago moved elsewhere, to popular music…... All of this could simply mean
that the orchestra and the concert are redundant institutions, and that in
the last half-century another technology, that of recording, has taken over
their role in providing access to performed music. (The New York Times,
24/05/2008)
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3.4. Uncapitalized names in plural
Unlike English-language texts, in Bulgarian texts it is possible for names to
be uncapitalized when they function as common nouns. In the next excerpt,
симеончовци is the plural form of Симеончо, which is the diminutive form of
Симеон. Симеон is the name of the Bulgarian tsar Boris III’s son:
Много съжалявам за загубата. Аз и ръководството осигуряваме на
футболистите всичко необходимо, живеят си като „симеончовци”.
Нищо повече не искам да говоря (http://www.novsport.com/
news142439_1068.html, 04/05/2011)
I am really sorry for the loss. I and the management provide our football
players with everything they need, they live like the young Simeon.*

The popular phrase “живея/живееш/живеят си като Симеончо” (to live
like the young Simeon) means to live very well. Uncapitalizing the name and
using it in plural form shifts it more towards a common noun.
3.5. Pluralized names with the definite article
When used with a definite article, names have a meaning that can be expressed
in the following way:
X

(a person ascribed certain qualities)

→ The Xs

(a group of people having one of the qualities

ascribed to X)

In the next excerpt, Гинките is used for people who have managed to sign an
important contract in a dubious way:
За Гинките и хората...
В момента България за едни е страната на неограничените
възможности, за други пък е просто лоша майка (мащеха), към
която е все по трудно да изпитваш обич. Хора и ситуации всякакви,
но едно е сигурно-абсурдите никога няма да свършат. И докато
едни се чудят как да преживеят с минималната си заплата и да си
купят вечеря, други с уверен размах си купуват неща от сорта
на...ЧЕЗ…Става дума за доскоро обгърнатата в мистерия Гинка
Върбакова, която купи активите на ЧЕЗ и която по-късно надълго
и на широко обясняваше по интервюта, че е направила заветната
сделка чрез собствена фирма и никой не стои зад гърба ѝ. https://
www.actualno.com/curious/za-ginkite-i-horata-news_663717.html
About the Ginkas and the people.

* Translation mine.
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At present, for some people Bulgaria is the land of unlimited possibilities,
while for others it is just a bad mother (a stepmother), who gradually
becomes hard to love. There are all kinds of people and situations, but one
thing is for sure- the absurd ones will never come to an end. And while
some people it is hard to make ends meet on a minimum pay, others quite
confidently buy something like…CEZ*. The case in point is the mysterious
Ginka Varbakova, who bought the assets of CEZ and who later on explained
at length that she finalized the cherished deal via her own company and
nobody is backing her up. **

The above text demonstrates that common nouns derived from proper names
can be used with a negative connotation. This use can be achieved by the
context in which the name appears. In the above excerpt, the name Гинките is
used in plural and is juxtaposed with the word хората, meaning ‘people’. By
this juxtaposition it is implied that the name bearer is considered as something
different from a person. The negative attitude is even stronger in the next excerpt,
where the name is again used in plural and it is not capitalized. It is also evident
in the use of vocabulary from the domain of animals and animal husbandry:
Глобално ни показаха как калинките***, при подходящ режим на
отглеждане,
могат да пораснат до гинки, а някои от най-добрите гинки могат да
станат даже милионерки. https://varnautre.bg/
It was globally demonstrated how the kalinkas, with an appropriate
husbandry routines can grow to ginkas, and some of the best ginkas can
even become millionaires.****

3.6. Closed compounds in plural
With closed compound, the shift happens in several steps. First, a common
noun used with a proper name becomes part of the proper name. When it
becomes well established, it is capitalized. As a result, names like Бай Ганьо,
Райна Княгиня, Дон Кихот/ Don Quixote were created. In those cases, a
transition from common noun to a proper name is observed. Then, when one
* ČEZ Group (Czech: ‘Skupina ČEZ’ České Energetické Závody) is a conglomerate of 96 companies (including the parent company ČEZ, a.s.), 72 of them in the Czech Republic. Its core business is the generation,
distribution, trade in, and sales of electricity and heat, trade in and sales of natural gas, and coal extraction
(www.wikipedia.org)

** Translation mine.
*** „калинка”, which is the Bulgarian word for a ladybird, functions as a common noun for someone who
has been appointed on some high-level administrative position on political grounds without having the
necessary qualification. This figurative meaning of “калинка”, originates from the name of the director
of State Fund Agriculture, Kalina Ilieva, who became notorious for her inexpedient appointment. ��������
T�������
he etymological meaning of Kalina is the word „калина” (mountain ash). Then there is a shift in meaning from
common to proper noun. Then, the associative meaning of Kalina as someone who has been appointed on
some high-level administrative position without having the necessary qualifications is transferred to the
noun калинка. Kалинка���������������������������������������������������������������������������������
(ladybird)����������������������������������������������������������������������
is the diminutive form of Kалина, which is aimed at achieving a derisive effect. (see Aleksandrova 2016)

**** Translation mine
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quality attributed to name’s referent is selected and is applied to another referent
or a list of referents, who are believed to possess the same quality, the newly
created expression is spelled as one word and function as a common noun. The
plural form of the compound brings it even closer to a common noun. In the
next excerpt, the expression Донкихотовци is used to stand for people who are
“determined to change what is wrong, but who does it in a way that is silly or
not practical” (www.ldoceonline.com):
Заветите на Ботев и съвременните Донкихотовци
Зарекохме се да помним патриотизма на знайните и незнайни българи,
загубили живота си в името на родината. Но само ден след това ще
сме забравили за тези думи. Нека поне си спомним за духовността
и историята, за онази борба с вятърни мелници, която ни прави
съвременни Донкихотовци. Защото ги има и такива. И те са тези, за
които родната страна не е мащеха. (https://www.monitor.bg)
Botev’s legacy and the contemporary Don Quixotes
We promised to remember the patriotism of the known and unknown
Bulgarians who lost their lives in the name of their motherland. But just
a day later we will forget those words. Let us recall the spirituality and
history, the fight against windmills which makes us contemporary Don
Quixotes. Because they do exist. And they are those whose motherland is
not their stepmother.

Closed compounds can have positive or negative connotations. This does not
depend on the context, but rather on the quality attributed to its original referent.
In the following excerpt, Байганьовци is used to stand for a common, plain,
clumsy uncouth people:
Комунистически Байганьовци, неразбиращи чужди езици,
разузнават по света от името на ДС
Тайните служби на червената власт - неграмотност и талант
единствено да служат за лош пример https://www.faktor.bg/bg/articles/
petak-13/-komunisticheski-bayganyovtsi-nerazbirashti-chuzhdi-ezitsirazuznavat-po-sveta-ot-imeto-na-ds-84177
Communist Baiganjovtsi who do not speak any foreign language,
reconnoitre the world on behalf of The Committee for State Security.
The Red authority’s secret services- illiteracy and talent only for the sake
of serving as a bad example.*

The use of proper names closed compounds is to be found predominantly
in Bulgarian texts, while in the English-language texts they are not so well
established.
* Translation mine.
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3.7. Uncapitalized closed compounds
This way of forming common nouns from names is used mainly in Bulgarian
media texts, while in English language texts it is not found. In the next excerpt,
харипотъровци stands for people interested in illusionism:
Школа за харипотъровци отваря врати в Русе
Школа за млади магьосници и последователи на Хари Потър отваря
врати в Русе, съобщи собственикът Розен Тодоров. Вече са се записали
24 деца от дунавския град.
ht t p://w w w.segabg.com /ar ticle.php?sid=2003042600010140001,
26/04/2003
A school for Harry Potters opens in Ruse.
A school for young magicians and Harry Potter’s followers opens in Ruse,
its owner Rozen Todorov announced. Twenty four children from the
Danube city have already enrolled.*

4. Conclusion
Proper names can serve as common nouns in both English and Bulgarian
language. In both languages there is a use of plural forms. The definite article
is used with proper names in both languages. A combination of plurality and
use of the definite article is present in both languages. Uncapitalization is more
frequent in Bulgarian texts and is almost lacking in English-language texts.
Closed compounds were found only in English-language texts, while they are
well exploited in Bulgarian texts, where they are often uncapitalized.
The use of a plural form, the presence of the definite article, the uncapitalization
and the formation of closed compounds are ways of shifting the category of the
word from proper to common. A combination of them emphasizes this effect
and contributes further to the common meaning of the expression.
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A COGNITIVE AND CROSS-CULTURAL STUDY
ON BODY PART TERMS IN ENGLISH AND
TURKISH COLOUR IDIOMS*
Gökçen Hastürkoğlu**
Abstract: This study aims to reveal and compare the embodied cognition of English
and Turkish speakers through their use of body part terms in basic colour term idioms.
More specifically, it addresses the distribution of the body part terms in Turkish and
English basic colour term idioms and conceptual metonymies underlying these idioms,
and it interprets the findings in terms of socio-cultural and socio-cognitive structures
in the minds and linguistic practices of people of Turkish and English cultures. In order
to achieve this aim, the idioms with Berlin and Kay’s basic colour terms and body part
terms are selected from the specialized dictionaries on idioms. After the collection of
data, the cognitive analysis is conducted within the framework of Conceptual Metaphor
Theory. The result demonstrates that although there are some conceptual metaphors
and metonymies which tend to be universal as they are grounded in bodily experience,
English and Turkish speakers’ conceptualizations through the basic colour terms and
body parts vary tremendously because of different socio-cultural and socio-cognitive
backgrounds of these speech communities.
Key Words: body parts, colour idioms, conceptual metonymy, cultural cognition

1. Introduction
The concepts of conceptual metaphor and conceptual metonymy have been
used frequently in recent years especially with the cognitivist approaches to
language which use the notion of embodiment as the starting point in the studies
conducted within the framework of disciplines such as cognitive sciences,
linguistics, and cultural studies.
In Embodiment and Cognitive Science, Gibbs (2006, p. 9) outlined the
‘embodiment premise’ as follows:
People’s subjective, felt experiences of their bodies in action provide part
of the fundamental grounding for language and thought. Cognition is what
occurs when the body engages the physical, cultural world and must be
studied in terms of the dynamical interactions between people and the
environment. Human language and thought emerge from recurring patterns
* This study is based on a part of the PhD Thesis of the researcher entitled “A Cognitive
Study on the Comparison of Basic Colour Terms in Turkish and English Idioms”.
** PhD at Atılım University, Department of Translation and Interpretation, Ankara, Turkey,
e-mail: gokcen.hasturkoglu@atilim.edu.tr
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of embodied activity that constrain ongoing intelligent behaviour. We must
not assume cognition to be purely internal, symbolic, computational, and
disembodied, but seek out the gross and detailed ways that language and
thought are inextricably shaped by embodied action.

As Gibbs suggests embodiment is related to the physical and biological body,
also to the social body and the linguistic practices of people are directly affected
by their experiences in the social world.
Lakoff and Johnson, in Metaphors We Live By, discussed the metaphorical
structure of human mind and revealed the tendency of structuring abstract
concepts in terms of more concrete concepts (1980, p. 109) in the process of
meaning-making. Metaphors and metonymies were described as correspondences
between conceptual domains which are source and target ones. The difference
between conceptual metaphors and metonymies lies in the fact that in metaphor
there are two separate domains while metonymy takes place within only one
domain. Metonymy means referring one thing in order to refer to another which
is related to it. One of the definitions provided that “Metonymy is a cognitive
process in which one conceptual entity, the vehicle, provides mental access to
another conceptual entity, the target, within the same idealized cognitive model”
(Radden and Kövecses, 1999, p. 21). Metonymy emerges from three types of
relationships: WHOLE FOR PART and PART FOR WHOLE and PART FOR
PART (Barcelona, 2011; Kövecses and Radden, 1999).
In this study, as a kind of PART-WHOLE metonymy, body part relation is
investigated in the idioms, more specifically basic colour term idioms, which
are one of the most prominent representative aspect of culture. It is commonly
believed that in terms of the center of thoughts, feelings and actions, different
languages have different locus in the body. For instance, the heart is believed
to be the central faculty of cognition including emotional and intellectual
activities in Chinese (Yu, 2008, 2009), while liver is observed to be the center
of both emotional and mental activities in Indonesian (Siahaan, 2008). Thus,
in this article, idioms which are constructed around basic colour terms (white,
black, red, green, blue, yellow, brown, pink, purple, orange, and grey) as Berlin
and Kay (1969) put it, and collocated with body part terms are elaborated on in
order to shed light on the similarities and variations of collocational realizations
of colours and body parts in Turkish and English speaking communities by
providing the socio-cultural motivation behind these conceptualizations. As
the idioms are regarded as one of the most culture-representative linguistic
elements, analyzing and comparing the idiomatic expressions constructed with
the basic colour terms and body parts are thought to be an effective study for not
only linguistic but also cultural and cognitive reasons.
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2. Previous Research in the Field
Body part terms have taken the attention of some scholars in recent years
in Turkey. They have been investigating the body-part terms with different
approaches especially from the perspective of cognitive linguistics. Among
them, Öz (2011) analyzes the use of head and its subparts such as mouth,
eye, ear, etc. to reveal the figurative language uses by adopting Conceptual
Metaphor Theory. Aksan (2011) studies the mataphorical uses of head (baş)
and foot (ayak) in Turkish with respect to the image schema of verticality. He
concludes that head and foot are valued and conceptualized differently because
of their positions in the body, as head is topmost and feet are the lowest. Ruhi
& Işık-Güler (2007) investigates the conceptualization of face (yüz) in Turkish
and presents the use of this body part term in order to reflect emotions. Baş
(2015) reveals the embodied cognition of Turkish speakers via the idiomatic use
of body part terms in order to communicate their emotions and reveales how
emotion is culturally conceptualized by Turkish speakers.
The number of cognitive studies on colour terms is fewer than those analyzing
the body part terms in Turkish. For instance, Hastürkoğlu (2017) compares the
cognitive motivations of basic colour terms in Turkish and English idioms in
order to find out the distribution and frequency of basic colour term idioms, to
specify and compare the conceptual metaphors/ metonymies underlying them,
their meta-domains and sub-domains, the positive, negative, or neutral qualities
attributed to these idioms and interprets the findings in terms of socio-cultural
and socio-cognitive structures in the minds and linguistic practices of people of
Turkish and English cultures.
After reviewing the previous studies on body part terms and colours, the
present study aims to investigate and compare the use of the basic colour terms
collocated with the body part terms in Turkish and English idioms for revealing
the conceptualizations and embodied cognition of Turkish and English speaking
communities.

3. Method
The idioms analyzed in this study were collected from a large number of
specialized dictionaries of idioms in English and Turkish. For the English
data, Cambridge International Dictionary of Idioms, Thesaurus of Traditional
English Metaphors, Oxford Dictionary of Idioms, Collins CoBuild Dictionary of
Idioms, Metaphorically Speaking: A Dictionary of 3800 Picturesque Idiomatic
Expressions, McGraw-Hill’s Dictionary of American Idioms and Phrasal Verbs,
Dictionary of Idioms and Their Origins were scanned. For the Turkish corpus,
the colour term idioms with body parts in the Online Dictionary of Proverbs
and Idioms of Turkish Language Association (TDK) and in a number of printed
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dictionaries on idioms which were compiled by Yörük and Yörük (1997) and
Aksoy (1998) were gathered for this study.
The quantitative and descriptive data analysis was conducted after the preparation
of the final list of the idioms of both languages. The results were illustrated
through a table for each basic colour term in order to show the similarities and
differences between the conceptualizations of English and Turkish speakers.
Furthermore, the cognitive analysis of the data focused mainly on identifying
the main conceptual metonymy around which each idiom revolved within the
framework of Conceptual Metaphor Theory and the findings were interpreted
by taking into account different socio-cultural and socio-cognitive structures of
Turkish and English speakers.

4. Results and Discussion
After the collection of the data, it can be put forward that Turkish is richer than
English in terms of the number of the distribution of body part terms in basic
colour term idioms. The results are demonstrated through the tables below for
each basic colour term used in idioms with body parts and the discussions on
the underlying conceptual metonymies follow each table.
Table 1. Distribution of Body Part Terms in Turkish
and English White Colour Idioms
Body Part Term in Turkish

Number

Body Part Term in English

Number

Yüz (Face)

6

Liver

1

Sakal (Beard)

4

Hand

1

Saç (Hair)

3

Göz (Eye)

2

Saç (Hair) with Sakal (Beard)

1

Saç (Hair) with Baş (Head)

1

Topuk (Ankle) with Gerdan (Throat)

1

Şakak (Temporal)

1

Alın (Forehead)

1

Alın (Forehead) with Yüz (Face)

1

In Turkish, there are 21 idioms with a body part term which are ak gözlü, ak
sakaldan yok sakala gelmek, ak sakallı, ak topuk beyaz gerdan, ak yüzlü, alnı
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açık yüzü ak, alnının akıyla, gözünü ağartmak, saç ağartmak, saçı değirmende
ağartmamak, saçı başı ağarmak, saçına ak düşmek, şakakları ağarmak, sakalı
değirmende ağartmak, sakalına ak düşmek, yüz akı, yüzü ak, yüzü kireç gibi
ağarmak, (bir işte) saç sakal ağartmak, (bir işten) yüz (yüzünün) akıyla çıkmak,
(birinin) yüzünü ağartmak demonstrating the fact that body part terms are
frequently collocated with the colour white by Turkish speakers.
As illustrated in Table 1 yüz (face) is the major bodily center in Turkish mostly
associated with moral concepts such as honesty, honour, and innocence as it
is the fact in alnı açık yüzü ak and ak yüzlü in which the mapping between
white and face has generated the general conceptual metonymy WHITE FACE
STANDS FOR MORALITY, or in terms of the sub-concept, there is WHITE
FACE STANDS FOR HONESTY conceptual metonymy. As it is also stated by
Ruhi and Işık Güler, yüz (face) is closely related to “identity claims, socially
valued attributes, evaluative judgments on moral values, and equity in sociality
rights” (2007, p. 688) as in the Turkish examples. Furthermore, yüzü kireç gibi
olmak signifies fear which proves the fact that face is an important external
body part in the expression of emotions (Yu, 2002, p. 344). This idiom contains
a metonymic relation between source and target domain generating WHITE
LIVER STANDS FOR COWARDICE conceptual metonymy.
Sakal (beard) is the body part term with the highest frequency in Turkish. The
white beard is associated with old age, as hair of human beings turns white
when they become old. Sakal is used in Turkish together with hair and head
again signifying old age, and also wisdom. What is more, şakak (temporal)
which is white also symbolizes old age.
The eye with the colour white is used two times in Turkish demonstrating the
conceptualization of EYE IS A CONTAINER FOR EMOTIONS. A white eye
also signifies anger in Turkish as in the example of gözünü ağartmak. Also a
person with white eye is associated with evil in this language as in the idiom
ak gözlü.
Despite the low frequency, saç (hair) together with sakal (beard) and saç (hair)
together with baş (head) and şakak (temporal) are conceptualized by Turkish
speakers in order to refer to old age. The collocation of the colour white and
the body part topuk (ankle) and gerdan (throat) signifies beauty which is one
of the common associations of white. What is more, the white forehead in the
idiom alnının akıyla signifies pride and the mapping between white and face
has generated the conceptual metonymy WHITE FOREHEAD STANDS FOR
PRIDE.
On the other hand, when compared to Turkish, the number of metaphorical
expressions with the colour white in which there is a body part metonymy falls
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dramatically in English. The number of these idioms is only two: white-livered
and with white hands.
Liver, one of the inner body parts, is collocated with the colour white in English
in order to refer to cowardice which can be regarded as culture-specific for
English speaking communities.
Lastly, as observed in the idiom with white hands, morality is conceptualized
through the collocation of the colour white and hand connoting honesty in
English.
Table 2. Distribution of Body Part Terms in Turkish
and English Black Colour Idioms
Body Part Term in Turkish

Number

Body Part Term in English

Number

Gönül/ Yürek/ Kalp (Heart)

6

Eye

1

Göz (Eye)

5

Leg

1

Yüz (Face)

4

Alın (Forehead)

2

Ağız (Mouth)

2

Bağır (Chest)

2

Baş (Head)

2

Diz (Knee)

1

Karın (Abdomen)

1

Parmak (Finger)

1

Kulak (Ear)

1

Ayak (Foot)

1

İç (Inner body)

1

There are 29 black colour idioms with a body part term in Turkish which are
açlıktan gözü/gözleri kararmak, ağzı kara, alnına kara sürmek, alnının kara
yazısı, ayaklarına kara su inmek, dizlerine kara su inmek, gönlü kara, yüzü
kara, yüzünü kara çıkarmak, gözü kara, gözü kara çıkmak, yüz karası, yürek
karası, yüreği kararmak, kara yüzlü, karabaş, kara bağır, gözüne kara su inmek,
başına karalar bağlamak, bağrı kara, kara ağızlı, kara gönüllü, karakulak,
karnı kara, on parmağında on kara, gözü kararmak, gönlü kararmak, kalbi
kararmak, and içi kararmak.
It is illustrated in Table 2 that kalp (heart) is the most frequently used body part
in Turkish black colour idioms and it communicates emotions as observed in
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the idioms gönlü kararmak, gönlü kara, kalbi kararmak, kara gönüllü, yürek
karası, and yüreği kararmak. In Turkish yürek, kalp and gönül are considered
synonymous and these idioms include one of the basic human experiences
which is dark and they are observed to yield EMOTION IS DARK generic level
metaphor (Kövecses, 2000, p. 39). As dark is associated with the negative, all
of these idiomatic expressions refer to negative emotions such as distress. Other
than distress, heart is associated with ignorance as observed in kara gönüllü
and malignancy in the idiom gönlü kara both of which are again negative
conceptualizations.
The second most frequently used body part in Turkish black colour idioms is
‘eye’ as in the idioms açlıktan gözü/gözleri kararmak, gözü kara, gözü kara
çıkmak, gözüne kara su inmek, and gözü kararmak They all again consist of
negative conceptualizations such as hunger in açlıktan gözü/gözleri kararmak,
uncontrollable courage in gözü kara and gözü kara çıkmak, longing in gözüne
kara su inmek and anger in gözü kararmak.
Face is another body part term which is frequently used in Turksh black colour
idioms: yüzü kara, yüzünü kara çıkarmak, yüz karası, and kara yüzlü. The
common point in these idioms is that they all yield BLACK FACE STANDS
FOR DISGRACEFULLNESS conceptual metonymy. Thus, it can be inferred
that black is associated with immorality when collocated with the face in
Turkish.
When compared to Turkish body part terms constructed with the colour black,
the number of body part idioms in English is very few. As illustrated in Table 2,
there are only 2 body part metonymies in English one of which is constructed
with ‘eye’ as observed in black eye connoting a malignant person. The other
body part idiom is black-leg which is a culturally-specific expression originating
from the fact that the bird rook has black legs and always steals food through
cunningness. Even today, the term rook is used for people who deceive innocent
people (Black-leg, n.d.).
When it comes to the colour red, it was observed that Turkish and English are
identical in terms of the number of red colour idioms with body parts.
Table 3. Distribution of Body Part Terms in Turkish
and English Red Colour Idioms
Body Part Term in Turkish

Yüz (Face)

Number

4

Body Part Term in English

Face
Hand

Number

3
1

It is illustrated in Table 3 that there are 4 body part idiomatic expressions in
Turkish which are yüzü al al olmak, yüz kızartıcı, yüzü kızarmak, and yüzünü
kızartmak. As it is the face through which human beings can express their
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feelings and emotions, it is used in Turkish idioms mostly in order to describe
shame.
In English, there are four red colour idioms with body part terms which are
to catch someone red-handed, to be left red-face, red in the face, and to give
someone a red face. Most of the body part relations in English red colour idioms
are constructed with ‘face’ like Turkish. In to be left red-faced, red in the face,
and give someone a red face there lies a general conceptual metonymy RED
FACE STANDS FOR EMOTION, or more specifically, RED FACE STANDS
FOR SHAME/ EMBARRASSMENT. This conceptual metaphor/ metonymy
is embedded in Turkish and English cultures because of the physiological
characteristic of the human body as the face physically becomes red when the
person is embarrassed.
Table 4. Distribution of Body Part Terms in Turkish
and English Yellow Colour Idioms
Body Part Term in Turkish

Vein (Damar)

Number

1

Body Part Term in English

Belly
Liver

Number

1
1

In terms of the yellow colour it is illustrated in Table 4 that there is only 1
body part idiomatic expression in Turkish which is sarı damarı tutmak. In this
idiom used commonly in Turkish speaking communities, there is a relationship
between the target domain of obstinacy and the source domain of vein of the
blond people.
In English there are 2 yellow colour idioms with body parts which are yellowbellied and yellow-livered. The common point between these two idioms is that
their connotation is the emotion of fear.
Table 5. Distribution of Body Part Terms in Turkish
and English Green Colour Idioms
Body Part Term in Turkish

Number

Body Part Term in English

Eye
Thumb
Finger

Number

1
1
1

Although there is no green colour idiom with body part relationship among the
source and target domains n Turkish, there are 3 idioms in English which are
to have green fingers and to have a green thumb, both referring to be good at
gardening and the green-eyed monster attributed to the jealousy of a person
among English speakers.
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Table 6. Distribution of Body Part Terms in Turkish
and English Blue Colour Idioms
Body Part Term in Turkish

Number

Body Part Term in English

Beard
Eye
Nose

Number

1
1
1

As it is illustrated in Table 6, there is no idiom constructed through a body
part and blue colour in Turkish. However, there are 3 idioms in English, bluenosed, a blue-eyed boy, and bluebeard, with body part metonymies. The
expression bluebeard has derived from a French folktale written by Charles
Perrault, referring to villain men who murder their wives and thus it requires
encyclopedic background knowledge in order to grasp the meaning. The second
idiom blue-nosed has originated from the Puritan settlers recognized by their
blue-coloured noses because of the cold in winter (Wilkinson, 2002, p. 596),
and this idiom has been embedded in the minds of the people speaking English
as referring to people with pride and strict morality. Moreover, the colour blue is
also collocated with ‘eye’ in the idiom blue-eyed boy referring to a person who is
considered as favourite and well-treated especially by people of authority, hence
it generates BLUE EYE STANDS FOR A FAVOURITE PERSON conceptual
metonymy.
Table 7. Distribution of Body Part Terms in Turkish
and English Pink Colour Idioms
Body Part Term in Turkish

Yüz (Face)

Number

1

Body Part Term in English

Number

As it is illustrated in Table 7 there is only 1 pink colour idiom in Turkish
constructed with a body-part term which is pembe bir çehre. It refers to the
healthy appearance of a person generating A PINK FACE STANDS FOR
BEING HEALTY conceptual metonymy. Nevertheless, there is no body-part
metonymy in English pink colour idioms.
Table 8. Distribution of Body Part Terms in Turkish
and English Brown Colour Idioms
Body Part Term in Turkish

Number

Body Part Term in English

Nose
Liver

Number

1
1

It can be observed from Table 8 that Turkish has no brown colour idioms
with body part metonymies. However, English has 2 metonymy-based
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idioms which are brown-nose connoting to flattering someone for the sake of
promotion, generating A BROWN NOSE STANDS FOR FLATTERING FOR
PROMOTION conceptual metonymy, and liver-brown used to describe the
physical characteristic of something.
The other three basic colour terms, orange, grey, and purple, are not collocated
with body parts in the idioms used by Turkish and English speakers.

5. Conclusion
This study aimed to provide a systematic description of Turkish and English
basic colour term idioms with body parts in terms of the cognitivist theory and
demonstrate the commonalities and variations between the use of body parts
in these languages revealing the embodied cognition of English and Turkish
speaking communities. More specifically, it analyzed the distribution of the
body part terms in English and Turkish basic colour term idioms and conceptual
metonymies underlying these idioms in order to interpret the findings in terms of
socio-cultural and socio-cognitive structures of English and Turkish cultures.
In terms of the frequency of the basic colour term idioms with body parts in
Turkish and English, it was revealed in this study that Turkish is richer than
English. It was observed that the most frequently used body part in Turkish is
‘face’. The reason behind this can be the fact that face includes all the sensory
organs of the body and it is the place through which the human beings can
demonstrate their feelings.
However, English speakers use the basic colour terms with body parts less when
compared to Turkish speakers and the number of the idioms constructed with
‘liver’, ‘eye’ and ‘face’ is the same.
Accordingly, the findings of the study proved that people from different speech
communities use various parts of their body for conceptualizations of their daily
experiences. As Synnott claims (1993) “every culture constructs its own body
differently” (p. 262). People belonging to different cultures “conceptualize how
the mind (i.e. the cognitive functions of thinking and feeling, etc.) is related to,
or located in, the body differently” (Yu, 2009, pp. 367-368). Relatedly enough,
despite the low number of commonalities, Turkish and English speaking
communities differ in terms of their bodily centers because of not only linguistic
but also cultural and cognitive reasons.
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AN ATTEMPT AT A TYPOLOGICAL
INVESTIGATION OF THE ICE MOTIF AS A
SYMBOL OF DEATH
Galina Velikova*
Abstract: Prompted by Frye’s classification of literary works the present paper embarks
on an investigation of the ice motif and its manifestations in a mythological and literary
context. It is based on a restricted corpus, yet the survey made proves the recurrent
meaning of ice to be a symbol of death and its various other connotations – inherently
associated with the primal meaning revealing it in different aspects in the works to be
analyzed.
Key words: ice motif, manifestations, fixity, non-fixity, antinomies.

1. Introduction
The present work investigates the frequency of usage and the various
manifestations of the ice motif in the context of mythological and literary
history. It proceeds from the assumption that motif is an independent, stable
unit, characterized by a constant primal meaning, hardly affected by the nature
of the literary work it might be employed in, the genre, the time or the trend
it belongs to. In this respect motif is regarded as a thematic fixture in plot as
its narrative life, but broader in meaning, therefore more dynamic and free to
transform (Nichev, 1986, p. 130).
The study will add to the multiplicity of interpretations to O’Neill’s drama “The
Iceman Cometh” which is a text initiating and generating various new meanings
and readings. It was written by a man “born condemned to be one of those who
has to see all sides of a question” (like one of the protagonists in the same play)
(O’Neill, 1994, p. 32), who created a world full of ambivalence and ambiguity,
who was preoccupied with the archetypal quest for finality but represented it
in terms of antithetical absolutes. No wonder the play has been given so many
different interpretations in the context of world dramatic tradition.
The present approach to “The Iceman Cometh” was prompted by N. Frye’s
classification of literary works. According to it the play may be included in the
mythos of winter with the recurrent motif of ice, or the iceman in particular,
symbolizing death and various other connotations inherently associated with
* Senior Lecturer, PhD at the Department of Foreign Languages and Applied Linguistics,
Naval Academy, Varna, Bulgaria; e-mail: galya.velikova@gmail.com
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the primal meaning, such as darkness, hopelessness, chaos, etc. (Frye, 1987, p.
222) Starting from the fact that ice is formally present in the title and given as a
key to understanding the whole work by the dramatist himself immediately puts
forward the following questions:
If the principle of homology is applied, how can a typical significative
detail (the ice motif in this case) reflect the whole structure of a literary
work and be employed in its structural model?
• How does it take up the theme, orchestrate the dramatic action and in
what terms?
For lack of space we are going to dwell only on the ice motif and its manifestations
here without specifying its usage in the framework of the play.
•

We should make it clear that the method employed in this investigation proceeds
from the assumption that the meeting of a certain statement with another kind of
verbal expression results in their interaction and gives rise to new connotations.
The conclusions were made upon a restricted corpus of examples, however, they
are based on the Barthesian integration principle (Barthes, 1989, p. 7).*

2. Analysis
Motif, as one of the basic units of formal organization, was borrowed from
Wagnerian musical drama and gradually acquired the status of an independent,
stable unit, characterized by a constant primal meaning, hardly affected by the
nature of the literary work it might be employed in. The ice motif, for one,
recurrent in “The Iceman Cometh” as a symbol of death, is clearly defined, still
it reveals itself from different aspects (Todorov, 1985, p. 143)**, thus allowing a
complete survey of its fundamental meaning and secondary connotations in a
typological plan.
To deduce the meaning of ice we should associate it first with the image of
water as an element of transition between different cycles and interpret it as the
congelation of the symbolic significance and stultification of the potentialities of
water (Cirlot, 2006, p. 156). In this aspect it is usually represented in mythological
thinking. It is present in the chthonic myths of Buddhism whose nether world
consisted of hot and cold hells. Even more obviously is the image defined in
the description of the seventh earth according to the Koran, the sacred book of
Muslims: this was Iblis’s home surrounded by congealed ice and mortifying
* Actually the integration principle according to Barthes has two aspects: structural and
more general. Structurally it allows signification to be described in a theoretical plan and
discourse to be segmented in an operational plan. At the same time, the semiotic system is
delineated in the context of social and historical development.
** The ice motif can be classed as a complex transformation as different parameters are
added to it, elucidating it from different angles.
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poison. Beyond it was the Inferno enveloped in ever raging flames. Also to
be conceived in this respect is the deity of frost together with these of the sun,
moon, wind and clouds in the Finno-Ugric religion. Evidently in all of the above
quoted instances ice is considered as a fixity, as a rigid dividing line between
various dynamic levels.
On a higher level of thinking, however, the image appears in a somewhat
specialized distribution – ice as opposed to fire – probably due to the natural
human propensity to think in terms of ceaseless alternations which make
possible the continued existence of all phenomena and establish a dialogue.* So
the creation of the world in the Scandinavian cosmological and eschatological
myths is due to the interaction of two natural forces – ice and fire. “The cold and
heat meet ... to make the earth”, and then the so-called Ragnarökkr, the twilight
of the gods, will be heralded by a dreadful winter ... in which everything is
doomed to destruction ... until fire consumes all” (Brandon, 1970, p. 562).
Like the world it is present in, the ice image seems to be realized in terms of the
opposition form versus non-form, fixity versus non-fixity. Let us first explore its
fixed manifestations to find its stable projections in an ever-changing universe.
Signifying rigidity and solidification ice stands for regularity and precision to
such an extent as to symbolize reason, abstract thinking, science (Jobes, 1961, p.
817) – not accidentally Urizen, the deity of cold reason from Blake’s mythology,
is traditionally depicted by means of Scandinavian imagery – snow, ice, frost,
etc. In “The Snows of Kilimanjaro” “the great, high and unbelievably white
square top of Kilimanjaro” stands for the sublime, the ideal and the combination
of both concepts might be interpreted as a symbol of Truth, of Integrity, even
of Immortality (Baker, 1972, p. 191). Hemingway’s notion of the ideal is very
close to Nietsche’s call in “Human, All Too Human” for the “cold Alpine lands,
scarce warmed by the autumn sun and loveless”. But besides the words “cold”
and “loveless” the allusion to the Alpine lands is also revealing as the root “alb”
(meaning “white” in geographical names) is, as a rule, related to the light of the
supernatural, to the dream-land isles man has lost and to which he returns again
and again in his folktales. So, having acquired the connotation of “sacred”,
white (the Alps) is once again associated with cold, freezing, sublime.
Curious but not unusual is the gravitation of such categories as pain, suffering
and hate round the ice image. Thus in Shelley’s “Prometheus Unbound” its
usage is not only descriptive but also symbolic – the “burning cold” of the
chains is suggestive of Prometheus’s unbearable suffering while the “crawling
glaciers” impart almost a physical sensation of the lifelessness of frozen nature
and create a visualized image of death:
The crawling glaciers pierce me with the spears
* According to Lotman dialogue is the basis of all signification forming processes (Lotman,
1990, p. 46).
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Of their moon freezing crystals, the bright chains
Eat their burning cold into my bones ....
				
(Shelley, 1981, p. 156)

In a similar context the ice image is associated with a bleeding wound. In “A
Midsummer Night’s Dream” Shakespeare uses it to convey the physical intensity
of pain, prompted by the contrast between “hoary-headed” and “crimson”:
Hoary-headed frosts
Fall in the fresh lap of the crimson rose.
				
(Shakespeare, 2016, p. 1094)

R. Frost develops the image still further. In his poem “Fire and Ice” ice is
equivalent to hate and destruction:
But if I had to perish twice
I think I know enough of hate
To say that for destruction ice
Is also great
And would suffice.
		
(Frost, 1972, p. 508)

He represents the world in terms of two opposing principles and the survival of
mankind in choosing between one of them. According to his poetic vision the
equivalent of fire, which is desire, is contrasted to ice, i.e. hate, whose logical
consequence might be destruction or death. A similar indicative system seems
to be employed by the narrator in “The Quest for the Holy Grail” cycle where
interpreting an event he assigns the sun and fire to Christ whereas cold and ice
to Lucifer (cf. Todorov, 1985, p. 77).
Up to now the stated symbolic connotations of the image culminate in the
eschatological notions of people from different historical periods and illustrate
different stages of human thinking. The subterranean, the terminal of our
existence, is also the place where the Inferno was located, and is therefore
inseparable from the idea of Death. According to Christian medieval beliefs ice
was a means of punishment for the envious who spent eternity half-submerged
in a freezing river (Tokarev, 1980, pp. 37-39). In Dante’s “Divine Comedy” the
most horrible sinners were frozen in the icy Cocit lake. Right in the middle of
the lake stood Lucifer deep submerged in ice. In Swedenborg, one of Sartre’s
predecessors, hell’s fire and ice are both torturing and destructive – if fire stands
for impassivity, then ice is related to the startling realization of one’s own
impasse and horror caused by it (Stoyanov, 1973, p. 147). In his novel “Heinrich
von Ofterdingen” Novalis, too, made a contribution to the eschatological line
– he represented Arcturus, the archer, who, by shooting the North Star, would
herald the end of the world, as a ruler of an ice-bound kingdom in which man
and nature slept enchanted. Here the ice image is already an embodiment of
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Evil leading to death and passivity. The sailors in Melville’s “Moby Dick” saw
it in a similar light. For them the whiteness of snow and the whale is ambiguous,
fascinating, mysterious.
Conceived on a purely semantic level as a symbol of chastity the image is further
extended, including not only all resultant connotations but also the explicit idea
of dormant death. The traditional similes
“as chaste as ice”
		
(Shakespeare, 2016, p. 2042),
“as chaste as unsunned snow”
		
(Shakespeare, 2016, p.3011)

signify innocence, purity and intangibility but can also be interpreted as frigidity,
coldness and barrenness. Lacking firm delineations ice becomes the opposite of
love, sex and life, associated with sterility, frustration and finally death.
Obviously on diverse semantic and structural levels it is realized as the symbolic
equivalent of death revealing it in different aspects. Hence all its variations may
be identified as a representation of one single motif – the ice motif as a symbol
of death.
The inference drawn is valid even though it is based on a restricted number of
examples illustrating one side of the opposition form versus non-form. But the
universe is a dialectical unity of fire and ice and man has to experience the whole
symbolic chain of life: stupor – death – unreality – non-existence in order to
find his place in it (Stoyanov, 1973, p. 224). Thus Coleridge’s Ancient Mariner,
not being aware of the full significance of the world he lived in, had to endure
it thrust upon him and conceive the ghostly Life-in-Death as a marriage of two
opposite elements, as the dialogue of two voices expressing the extremes of the
universe (Beer, 1974, p. 430). Coleridge often illustrated his poetic thought by
means of the fire versus ice antinomy, expressed through life and death. The
same idea led him to envision the supreme triumph for any creative genius, the
creation of a work which would represent in finite terms the indefinite dialectic
between the expansive sun and the hardened ice for ever ready to lose or modify
its form at the touch of warmth. In a similar way he strove to represent the
pleasure dome in “Kubla Khan” as a symbol of art – as a rare miracle combining
fundamental oppositions: life and death, or creation and destruction. It is a
paradoxical thing,
a miracle of rare device ...,
a sunny pleasure-dome with
caves of ice
(Coleridge, 1981, p. 96)
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where “sunny” stands for the fires of our mind, “the caves of ice” being perhaps
related to the cavernous depths of the unconscious. Analogically, the sacred
river Alph runs into caverns measureless to man and a sunless sea, i.e. into an
infinity of death, only to return to life after that in the “gardens bright”.
But blending of the extremes is already a process, not a state, characterized by
amorphousness and instability, lack of entities, of clearly defined qualities and
dimensions. In this case the ice image signifies the indefinite and unpredictable
human relations and becomes symbolic of illusion and uncertainty:
What a sea
of melting ice I walk on.
(Massinger, 1840, p. xxxiii)

The world pictured as the battlefield of opposing principles is the realm of
illusion, of doubt and ambiguity. The traditional antinomy between fire and ice,
resolved as the blend and marriage of these elements, results in insubstantiality
imparted on reality - a typical image of the Elizabethan poets who recorded it.
Spenser, for instance:
My love is like to ice, and I to fire ...
What more miraculous thing may be told
That fire which all things melts, should harden ice
And ice which is congested with senseless cold
Should kindle fire by wonderful device.
(Spenser, 1972, p. 36)

The antithesis used here serves more to reveal the miraculous, the unbelievable,
which corresponds to the only real wonder in nature – the process of creation
– where death and life meet to give dimensions and form to the indefinite and
the heterogeneous. Unlike Coleridge Shakespeare envisions and dialectically
conceives the situation as Death-in-Life:
Candied with ice, caudle thy morning taste
		
(Shakespeare, 2016, p.2482)

which is implied by the association of the ice image with candy, i.e. food,
and respectively life. For him they are not only intermingled but co-existent,
interchangeable, as well. The ability of ice to form and be formed is an impulse
to be found in all life. It fascinates and threatens, and is instinctively humanized.
Hence, the next stage in the development of the image is personification. For
Coleridge there was life in “the secret ministry of frost”. So in “The Ancient
Mariner”,
The ice was here, the ice was there,
The ice was all around,
It cracked and growled, and roared and howled
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Like noises in a swound.
		
(Coleridge, 1981, p. 73)

ice is animated, omnipresent and omnipotent, like a god. Ever-lasting, aggressive,
it is part of a personified nature alien to man which strives to destroy him. The
idea reaches its climax in the iceman figure who retains the hostile attitude to
man and becomes identifiable with Death, thus signifying the final resignation
with the inevitable end.

3. Conclusions
Obviously realized on various semantic and structural levels the ice motif leads
to and includes different manifestations of its primary meaning – no matter
whether directly or figuratively. Represented in finite terms in an indefinite
universe it comes to signify the ways to dusty death and is even equated to it.
Imposing the idea of fixity, ice becomes the equivalent of pain, of a bleeding
wound, of hate and punishment, each of the connotations embracing the ones
previously mentioned. It may be fully charged with symbolic death correlated
to illusion, chastity, destruction, or taking part in the elemental fire versus ice
opposition it presages Death-in-Life or the reverse process. The animation of
ice is apparently a final stage in its evolution and understates surrender and
acquiescence to personal annihilation. Thus, the function of this significative
element will always be to arrange the whole structure of a literary work by
portending Death and/or its manifestations.
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PAST-TIME REFERENCE, TENSE, AND ASPECT
PAST SIMPLE AND PRESENT PERFECT
Miroslava Tsvetkova*
Abstract: Stemming from the most common errors in the use of English tenses by
Bulgarian learners, the article deals with the comparison and contrast between the
Past Simple and the Present Perfect as special attention is paid to their temporal and
aspectual meanings. For non-native speakers the distinction and the relationship
between time, tense, and aspect can be confusing. Time can refer to the past, present,
or future, tense generally describes an action or state in the present or past, while
aspect is concerned with the duration and completion/incompletion of the process.
The article aims at locating the study within the broader theoretical framework of how
temporality is expressed linguistically and in relation to the temporal adverbials.Tests
made by undergraduates of Primary Education with a Foreign Language (English)
are analysed in order to interpret temporality. Various semantic restrictions typical of
the perfect in English are outlined. The focus of the discussion is mainly seen from a
teaching point of view.
Key words: time, tense, aspect

1. Introduction
Time and temporality are grammatically encoded by basic linguistic categories
such as tense, mood, and aspect. ‘Tense’, ‘aspect’, and ‘time’ together provide
a broad base for insight on the distinction between the Past Simple and the
Present Perfect.
Comrie (1985, p. 9) defines tense as “the grammaticalised location in time”.
Hamm and Bott (2014) support the same meaning: “the grammatical means
to indicate the time when an action or event occurs, or when a state or process
holds”.
Tense specifies when a situation takes place in relation to time because time
expresses the perception of reality. This explains why a present tense can refer
not only to the present, the way a past tense refers not only to past time.

2. Background of the study
2.1. Research questions
* Assist. Professor PhD at Shumen University, Department of English Studies, Shumen, Bulgaria, e-mail:
m.tsvetkova@shu.bg.
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The aim of the paper is to locate the study within the broader theoretical
framework of how temporality is expressed linguistically and in relation to the
temporal adverbials. It focuses the attention on past-time reference, tense, and
aspect in order to help the undergraduates of Primary Education with a Foreign
Language (English) avoid the mistakes they make when using the Past Simple
and the Present Perfect.

2.2. Time and tense
Although time and tense sound similar to Bulgarian learners of English, the two
terms do not overlap. Naming Past Simple and Present Perfect learners can be
embarrassed. At first glance they refer to different times, i.e. past and present.
Actually, both of them refer to the past. But the present and past tenses can refer
to the past and the present as well as the future time.
He visits Rome every year. (expressing a repeated action)
The train arrives at 3.15. (expressing future time)
By the same token, apart from denoting the past time, a past tense can refer
to the present time. There are examples in hypothetical sentences, in reported
speech, as well as in some other structures:
He got angry because he realised the truth. (denoting the past time)
If I had more money, I would travel around the world. (denoting the present
time; talking about something in the present which is impossible, because it is
not true)
Did you tell him you were busy? (sequence of tenses; denoting the present
time)
It’s time you changed your hairstyle. (denoting the present time)
From a morphological perspective, some grammarians claim that there are only
two forms of the verb, the present and the past (see Quirk et al., 1985, pp.175176).

2.3. Time and aspect
Time refers to the moment an action takes place, whereas aspect refers to how
the speaker sees the event or action. Aspect characterises the contour of the
situation, such as the completion, duration, or repetition of the action.
Time
Present
Past
Future

Aspect
Simple
Progressive
Perfect
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Table 1. Time and aspect.

Some grammarians consider Perfect and Progressive as the two main aspects
in English. Others call Simple the indefinite aspect, which does not make clear
whether the action is complete or habitual.

2.4. Tense and aspect
Teaching English grammar and the Present Perfect, in particular, to Bulgarian
learners is a great challenge for second language teachers.
The Present Perfect is contrasted with the Past Simple since learners often
mistake them because both of them refer to the past. Although both tense and
aspect are related to time, there is a difference between them and it lies in the
perspectives from which the situation is viewed. The Present Perfect emphasises
the present effect of a past action. The Past Simple, however, focuses on the past
effect. According to Huddleston and Pullum (2005), tense bridges the location
time of an action or state and the time of speech (the present or past). Aspect, on
the other hand, expresses the temporal properties and the way they are related
to the reference time.
The study sticks to Biber’s classification (Biber et al., 1999, p. 460) of the Perfect
as an aspect although many grammarians classify it as tense. That is why the
article compares the aspects of the Past Simple and the Present Perfect and only
the latter is marked as [+perfective].

3. Methods of analysis
The present study employs the test method to help interpret temporality. This is
a qualitative study of relevant quantitative results which means that the analysis
of the results will be concentrated on the types of errors the students make
concerning time, tense, and aspect.

4. Data analysis
The tests to be analysed are sat by undergraduates of Primary Education with
a Foreign Language (English) at Shumen university. The main purpose of the
study is to explain why Bulgarian learners have problems with the English
Present Perfect and to suggest how it may be effectively taught. In the current
study, the use of the Present Perfect is contrasted with the Past Simple.
The errors that were found were divided and presented in two sections: namely,
errors which belong to the Past Simple and the Present Perfect. The total number
of 72.29 errors were found with expressions of the Past Simple, whereas 43
errors were found with expressions of the Present Perfect.
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As many as 8 different substitutions were found for expressing the Past Simple:
Present Simple was used instead of the Past Simple:
*I am born in Varna.
*I was born in Aytos when the 20th century end.
One of the possible explanations why the Past Simple is substituted by the
Present Simple can be the fact that the students did not master the inflections of
the verbs. Another explanation is that the students use the Bulgarian equivalent,
so the negative transfer is the reason for the error. L1 transfer can also be
considered to be the major cause of the difficulties Bulgarian learners have
using the Present Perfect in English. For example, Bulgarian learners tend to
use the Past Simple in English where the Present Perfect is required.
The Past Simple and the Present Perfect are first encoded for temporal
specification, that is, whether the clause is modified by some temporal adverbials.
Temporally specified examples are generally outnumbered by unspecified
ones.
Students suggested that durative adverbials (e.g., for three years, since 1900, all
these years) or those specifying time spans (e.g., in three hours) as well as those
with a strong present-time orientation (e.g., now, at present) tend to favour the
Present Perfect.
On the other hand, the Past Simple often occurs with specific past-time adverbials
which refer to the past time that is over and disconnected with the present (e.g.,
yesterday, last month, in 1990, an hour ago, at 4 o’clock, etc.) and specify the
temporal location.
But when a past-time adverbial is not explicit and the remoteness should be
defined in the context, then the trouble comes. The past tense is used for a
completed period versus an incomplete one:
Tom Jones lived in Sunbury all his life. (complete – implies Tom Jones is dead)
Tom Jones has lived in Sunbury all his life. (incomplete – Tom Jones still lives
there)
The duration and completion/incompletion of the process including its beginning
and end are the interpretations students fail to make.
The present perfect, on the other hand, is used for an indefinite versus a definite
situation:
Have you ever gone to the Namib?
Did you go to the Namib?(He was in South Africa last month)
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Normally, durative adverbials combine with unbounded verb phrases so there
is no endpoint built in, while cardinal and frequency adverbials are used with
bounded verb phrases.
He has lived in London since 1984.
Tom has studied for an hour.
*Mum cooked the dinner for a second.
Lisa called Edward twice.
Sometimes the verb phrases acquire an interpretation derived from their original
meaning.
Edward has been ill twice. (all his life; he is still a child)
Jason was ill twice. (repeatedly every two months)
Another common mistake derives from situations when the verb form is
accompanied by time adjuncts that refer to a period of time that is still open at
the moment of speaking (e.g. this week/month/year, etc.).
He has written three articles this week.
Adverbials with less distinctive patterns include temporal quantifiers (e.g.,
always, never, ever), adverbials expressing frequency (e.g., often, three times),
recent past time (e.g., before, just, recently), or the speaker’s evaluation of a
situation in relation to the present (e.g., already, yet). Temporal specifiers that do
not fit into these categories include today, this afternoon, and adverbial clauses
led by when.
Temporal quantifiers are adverbials, which quantify over a contextually defined
time span. Whentheyoccurwith the Present Perfect, the boundary of the
contextually defined time span coincides with the present moment.
He has never been to Paris. (This is still his dream)
I have always dreamt of being a princess. (Although I am not a child, this is
still my dream)
Temporal quantifiers differ from durative adverbials in that they make reference
to the present implicitly. The exact duration or temporal location of the present
is recovered from the shared knowledge of the interlocutors, whereas in the
case of for- and since-adverbials, such information is specified in the lexical
semantics.
Then transitivity was encoded to investigate signs of the Present Perfect
expanding from transitive to nontransitive contexts. Verbs were classified
depending on whether they were transitive or intransitive. The category of
transitives includes monotransitive verbs (e.g., feed [the chickens]), ditransitive
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verbs (e.g., give [him a present]), and complex transitive verbs (e.g., consider
[it right]). Nontransitives include copular verbs (e.g., be, become, get, feel) and
intransitive verbs (e.g., smile, die). Phrasal verbs (e.g., take away, go down), on
the other hand, can be both transitive and intransitive.
Negation was also encoded. Negative clauses contain either clausal or subclausal
negators (e.g., not yet, never, nobody, nowhere, no longer).
He has not finished yet.
Nobody has resisted it.
I have never eaten raw fish.
The errors in the tests come from the fact that the Present Perfect was not always
situated in the time between ‘now’ and ‘at any time’ within the time span and the
Past Simple was not restricted to the time between now (the present) and then
(the past). In order to interpret the errors, I also had into account the meanings of
the Present Perfect following Comrie (1976). These four readings of the perfect
can make its use easier and more comprehensible for the learners.
The continuative perfect explained the erroneous use of the Past Simple in some
sentences. The present moment plays an important role here because the state
or the event has not only started in the past but persisted until the moment of
speaking or writing (the present time) (Comrie, 1976).
I have known Mr. Johnson since last year. (I still know him)
Excluding the duration of the process, students made the mistake to use the Past
Simple instead:
*I knew Mr. Johnson since last year.
A lot of students missed the point that since last year gave the starting point
of the state but the situation was not over. Last year is probably the specific
past-time adverbial, which makes them use the Past Simple for a completed
situation.
As in the continuative perfect, the present is part of the experiential (or existential)
perfect, too. The experiential perfect expresses one or more experiences up to
the present time (Comrie, 1976). It denotes an event that could recur at present:
Have you seen “The Star Wars”? (The movie is still on and you can go and see
it)
A specific change of state is involved in the resultative perfect:
She has locked the door. (the door is locked now)
Emily has torn her dress. (the dress is torn now)
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We have walked for hours. (We were walking up to the present moment and now
we are tired)
Students made less mistakes with this use of the Present Perfect. A probable
reason for this is that this case is described and discussed in textbooks.
The semantic relation between the resultative perfect and the past is another
reason for the errors. The resultative perfect indicates a state or event that
happened before the present moment (Comrie, 1976). It expresses a situation
located in the past but simultaneously related to the present.
As the name of the fourth reading says ‘the perfect of recent past’, it is used for
recent past situations (Comrie, 1976):
We have just had lunch.
I haven’t read many magazines recently.
Adverbs like recently and just carry this meaning and they reminded the students
they have to use the Present Perfect.

5. Results/ Key findings
The study concluded that
•
•

•

•

aspect, both grammatical and lexical, and tense are together parts of
the linguistic study in the time domain.
the relation between tense and aspect, in the Present Perfect in the
current study, is more than the sum of their parts. The Present Perfect
bridges the gap between the past and the present.
temporality can be expressed through adverbials or they can be
neglected in their interaction with the above-mentioned grammatical
categories.
the Present Perfect is ambiguous with respect to its four interpretations
(following Comrie, 1976).

6. Conclusion
Although, the use of time and tense was central in this study, the perfective
aspect was also included because tense and aspect are closely related.
Although there was a view which held that grammar should be taught and
learnt naturally and implicitly (Krashen, 1982), the author supports the idea
that the boundary between the Past Simple and the Present Perfect should be
differentiated, otherwise, themessage could be misinterpreted. For this reason,
various semantic restrictions typical of perfect readings (Comrie, 1976) were
outlined, too. To conclude, explicit instruction can help implicit knowledge to be
developed into producing meaningful sentences in communicative situations.
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7. Implications
The four readings suggested by Comrie (1976) lead to a different interpretation
of the errors related to the Present Perfect, which in turn leads to better students’
learning outcomes.The findings outlined in the survey results can help for the
easier comprehension of the grammatical categories.
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