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Introduction and overview

● Presentation based on paper from Language and 
Power doctoral course “Power and Language of Media”. 

● Hypothesis: the news production of the articles 
amplified the polarization between groups of people. 

● Qualitative and quantitative means are used to test 
the hypothesis. 

● Focus on how quantitative means may corroborate 
qualitative analyses.
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Questions to focus on

● If you are a qualitative researcher: 
Would you, after this presentation, consider using or 
recommending the methods/tools used here? 

● If you are a corpus linguistics researcher: 
What other easily accessible methods/tools may aid 
qualitative analysis? 

● If you are a media/communications researcher: 
Do you know of any other media research that focuses 
on article structures?

3 Qual: Would you for example consider recommending them to a student writing a bachelor/master’s 
thesis in your subject area? 

Background material – the articles

● Blesk (Bednářová 2017): Lidl lákal zákazníky na černocha v 
mikině. Kolem letáku je teď poprask. [Lidl enticed customers 
by black man in a sweater. Now there is turmoil around the 
leaflet.] 

● iDnes (Wirnitzer 2017): Lidl čelí kritice rasistů kvůli černochovi 
v letáku. Ustupovat nehodlá. [Lidl faces criticism by racists 
because of black man in leaflet, but will not stand down.] 

● Deník (Zelenková 2017): Reklama na ilegální migraci? Černoch 
v letáku Lidlu vyvolal pozdvižení. [Ad for illegal migrants? 
Black man in Lidl leaflet causes commotion.]
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Question and hypothesis

● Did the production of the news texts amplify the 
polarisation evident in the original social media 
postings?  

● Hypothesis: the articles did amplify the 
polarisation between groups of people by 
constructing the three different news items in the 
same way, as follows:

5 The question under scrutiny is whether the production of the news texts amplified the polarisation evident in the original social 
media postings. The hypothesis of this paper is that the articles did amplify the polarisation between groups of people (see 
below) by constructing the three different news items in the same way, as follows: 

1. Comments negative to ‘non-white’ models, made by 
a) politicians not yet established in the government and 
b) ‘ordinary people’, particularly male social media commentators. 
2. Comments positive to ‘non-white’ models and supporting Lidl’s stance, made by 
a) Lidl themselves, 
b) ‘ordinary people’, female as well as anonymous social media commentators, and 
c) established political ministers and experts. 
3. Comments from experts trying to explain the negativity. 
A structure such as this contributes to an impression that there are only negative comments in the paper. A swiftly browsing 
reader may miss the comments described in bullet points 2 and 3 entirely. Qualitative and quantitative means are here used to 
test the hypothesis.

Question and Hypothesis, cont.

1.  Comments negative to ‘non-white’ models, made by 

a) politicians not yet established in the government and 
b) ‘ordinary people’, particularly male social media commentators. 

2.  Comments positive to ‘non-white’ models and supporting Lidl’s 
stance, made by 

a) Lidl themselves, 
b) ‘ordinary people’, female as well as anonymous social media 
commentators, and 

c) established political ministers and experts. 

3.  Comments from experts trying to explain the negativity.

6 The question under scrutiny is whether the production of the news texts amplified the polarisation evident in the original social 
media postings. The hypothesis of this paper is that the articles did amplify the polarisation between groups of people (see 
below) by constructing the three different news items in the same way, as follows: 

A structure such as this contributes to an impression that there are only negative comments in the paper. A swiftly browsing 
reader may miss the comments described in bullet points 2 and 3 entirely. Qualitative and quantitative means are here used to 
test the hypothesis.



Methods – qualitative analysis
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How quantitative methods may 
corroborate findings
● Keywords: “words typical of the corpus of interest when 

compared to another corpus” (Brezina 2018:79).  
★ Corpus of interest = the 3 news items. 
★ Reference corpus = representative of Czech language 

● Keyword analysis – check the texts’ theme(s) against a 
representative, balanced corpus. 

● Dispersion of keywords – beginning, middle, end –  
or not at all?

8 Say that you are analyzing just a few texts. You suppose that they are about something specific. If there 
is a corpus in the texts’ language that is either the same kind of texts only much, much larger, or a so-
called representative and balanced corpus, that is constructed to reflect the general written or oral 
language of the same time as your text (or perhaps another time, if you want to see differences over 
time), then you can use it to double-check your intuition. 
You may find things that you didn’t think about! 
The dispersion of these keywords may also be a revealer. If something you want to analyze closer 
appears only in the beginning, the middle or end of a text – does that make a difference? Or if it turns 
out that it only appears in one of your texts – what does that say about the other texts or authors? Then 
perhaps you need to look for synonyms – and if they are also absent where you expected them to be 
present, you are definitely on to something. 
It is perfectly feasible to do this without other tools than your eyes and a pencil and paper, but why not 
try it and see what you find? Or perhaps you can expand your amount of texts from, say, three to ten, 
just because it will be easier to get an overview with the tools available.



How quantitative methods may 
corroborate findings

Table 1: Dispersion of keywords in the Blesk article.

9 The keyword “vysvětluje”, explain, is once in the middle coming from Lidl, then twice in the part where 
the expert comments start. This is actually a keyword even when compared to a corpus of journalistic 
text only, which is more surprising, since there are often experts explaining things in news media. An 
open question, that we do not need to answer here, is why the journalists feel a need to report 
”explanations” so much in this case? Is there a need to explain the threats to a liberal democracy, 
perhaps? 
”The keyword “české”, Czech, is only present in the first part, where the negative comments are 
reported. 
NOTE: racism. Starting from the middle, never in the beginning. 
Not surprising: Lidl in genitive and ”leaflet”. 

How quantitative methods may 
corroborate findings

Table 2: Dispersion of keywords in the Deník article.

10 The number of keywords is higher because the text is longer and the 1, 2, 3 structure is iterated. 
Note: Racism – starting from the middle, never in the beginning. 
Not surprising: Lidl in nominative and genitive, and ”leaflet” also in those cases.  
Here, the male model is mentioned, although not in nominative, but in accusative (could also be 
genitive, but that is not the actual case here).  However, here we can see the word “názory” – opinions – a 
word that you might perhaps expect more in articles on postings from social media. The postings were 
all about opinions, but this is the only article that mentions the word. Note, however, that it is only 
mentioned in the final part of this article – where these experts are allowed to take an overview, or a 
top-down review, of the postings.



How quantitative methods may 
corroborate findings

Table 3: Dispersion of keywords in the iDnes article.

11 Not surprising: Lidl in nominative and genitive, and ”leaflet” in singular genitive and plural locative.  
Only article that mentions the party SPD – they were created in the first half of 2015, just as the 
reference corpus was created, so they come up as a keyword. 
This item also shows a slight difference in its ‘otherising’ keywords. Two of them are mainly shown to 
be otherising when looking at the context: “evropě” [(in) Europe] and “různé” [various], the latter used in 
association with both rasy [races] and “barvy pletí” [skin colours]. The word form ‘(in) Europe’ is here 
only used by the Lidl spokesperson to explain that their company is a part of Europe, implying an 
internationalistic view, as opposed to the nationalistic view of the commentators of type 1, hence both 
otherising them and confirming their worldview.

Discussion and questions

● If you are a qualitative researcher: 
Would you, after this presentation, consider using or 
recommending the methods/tools used here? 

● If you are a corpus linguistics researcher: 
What other easily accessible methods/tools may aid 
qualitative analysis? 

● If you are a media/communications researcher: 
Do you know of any other media research that focuses 
on article structures?
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