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Abstract 
 

The thesis focuses on the analysis of representations of Russia in relation to the Nation 

Branding theory of Simon Anholt (Anholt, 2007, 2010). The empirical study examines the 

representation of the country in the output of Russian English-speaking media and transnational 

media. The aim of the research is to compare them in the end. The bidding process for the right 

to host World Football Cup 2018 is chosen as a case study.  

Previous research has shown that during similar events in other countries, even when 

there were attempts to manage the branding process and change the image of the country, 

transnational media have usually a critical approach to the coverage, while domestic outlets are 

more loyal and create more positive image to their country of origin. (Barr, 2011; Berger, 2010; 

Ding, 2011; Han, 2011; Latham, 2009; Manzenreiter, 2010; Hoppe, 2011) 

The theoretical framework of the study is based on the representation theory and the 

construction of meaning in media texts. The theoretical part uses works by Fairclough (1995), 

van Dijk (1991) and Hall (1997). It talks about the most important notions of the theory, 

discusses the ways meaning is constructed in articles and outlines linguistic and narrative tools 

that are the most important for the empirical study. Among them are metaphors, hyperboles, 

topics, actors and the usage of sources. 

The research has a mixed-methods approach and combines content-analysis and 

discourse analysis. 

The findings demonstrate that there is indeed a difference in the coverage by Russian 

English-speaking media and transnational media. They have different approaches to the tone and 

angle of the articles, as well as the representation of sources. Moreover, it is confirmed that 

transnational media have critical approaches to portraying Russia. They discuss problems of 

Russia in relation to hosting Football Championship and sometimes there are more negative 

propositions in global media’s texts. At the same time Russian media seem to be biased and 

willing to present Russia in a more optimistic way. They focus more on positive developments 

that Russian is going to go through and present it as a country that is ready for change. 
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Chapter 1: Introduction 

 

1.1 Background 

 
International relations have always been one of the most important parts of the policy of 

any country. Economic relationships with the worldwide organizations and particular countries, 

exchange of ideas and partnership in one or another area of development are something that is 

common practice for any country in the world. Today the nation leaders seek to establish as 

many positive links as possible to secure themselves with the support of their foreign policy in 

the international arena.  

The construction of a particular country’s image and maintaining a favorable reputation 

on the international arena is a key goal of lots of countries. The importance of constructing a 

positive image to the outside world was recognized by the USA, China, Germany, Israel 

(McPhail, 2010, pp.: 96-99) as well as by many other countries. 

Russian Federation also attracts a lot of international attention by media and researchers. 

However, when looking at the articles about Russia’s image, they all agree that the image of the 

country hasn’t been managed properly and is rather controversial due to the history and the 

events happening in modern Russia (BBC, 2011; BBC Russkaya Slujba, 2009; Delvaux, 2011).   

During the times of the Soviet Union and the Cold War, little was known about Russia 

outside the USSR. It is common knowledge that the news and facts that were presented by 

Western media were most of the times far away from a positive portrayal. With the collapse of 

the Soviet Union the information about and from Russia became available to the rest of the 

world, but it seems that Russia and its leaders of those times didn’t really understand the 

importance of  working on the country’s image until recently. 

 

1.2 Statement of the scientific problem and its relevance 

 
After the 90-s, perestroika, the Chechnya war and Vladimir Putin becoming president 

there still was no specific direction, in which the country wanted to build its image to the outside 

world. Furthermore, it was developing chaotically, often with the help of foreign media and 

politicians. (Kemming & Huborg, 2010: p. 192; Nation Branding & Andreas Markessinis; BBC 
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Russkaya Slujba, 2009) However, after the South Ossetian conflict with Georgia, the Ukrainian 

gas conflict, when a part of Europe was left without any gas in winter, the necessity of image 

making and national branding was admitted by Russian Government. A special committee to 

promote a positive image of Russia abroad was created. (BBC Russkaya Slujba, 2009; Nation 

Branding & Andreas Markessinis) In addition, there were some attempts to build a positive 

image of Russia by the government at this time. (Kemming & Huborg, 2010: p. 192) 

In one of the documents outlining the activity of Ministry of Communications and Mass 

Media of the Russian Federation it is clearly stated in paragraph 5.3.3. that media should take 

part in the creation of a positive image of Russia inside and outside the country with the help of 

the mass media. (Minkomsvyaz Rossii, 2011) However, what is interesting about the new 

formed committee, which is created to handle this task, is that unlike similar departments in 

other countries, which activities and goals are quite transparent and visible for anybody, the 

Russian commission is working behind closed doors and information about its activities is 

unavailable. (Nation Branding & Andreas Markessinis)  

In connection to the nation branding theory and the role of media in the image creation, 

there is the assumption that Russia is represented differently in Russian media and foreign 

media. There have been a few researches conducted that study these issues separately. However, 

one that compares representation of the country in domestic and transnational/ foreign media is 

still missing. It is interesting to conduct this particular research to see how Russia is represented 

in media within the country. This is the case, because Russian media may be the instrument of 

the government, with the help of which, as it is pointed out above, in the link to the policy 

document of Ministry of Communications and Mass Media of the Russian Federation, the 

positive image of the country should be created. The discussion of media’s dependence on 

government and other related factors will be given further. So, it is very interesting to see what 

images and identities are created for Russia in Russian English-speaking online media. Even 

more interesting is to compare those to the perspective from the outside of the country, in this 

case to transnational media outlets. The choice of the particular media is, mainly, determined by 

the audience that these media are targeting. Russian media writing in English, obviously, do not 

orient themselves on inner Russian-speaking consumers. Since these particular media are 

published online and one of their publishing languages is English, they can be published, as well 

as accessed from anywhere and read by anyone, who is able to understand English and has 

internet connection. (Fenton, 2010: pp. 3-16; Sparks, 2007: pp. 133-134)  
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 This is because these media have, factually, the same audience - international online 

news consumers, who search for information in English. (Fenton, 2010: pp. 3-16; Sparks, 2007: 

pp. 133-134) Of course, the audience of big transnational media services, like BBC, CNN or Al 

Jazeera excels the size of the audience of English services of RIA Novosti or Pravda.ru, but 

potentially they are the same. It can be even assumed that when the consumer is searching for 

information about Russia, he/she is likely to end up on Russian news-sites, published in English.  

This comparison is helpful to understand what image of Russia is created and projected to 

the outside world by the media inside the country. At the same time it shows, how Russia is 

presented and portrayed by media outside the country. 

In addition, I think that it is important to study the issue of Russia’s representation in the 

media and its image in relation to a big cultural or sport event that will be held inside Russia. The 

reason for this is that there were no big global cultural events in Russia since the Olympic Games 

in 1980. And after 30 years the country and, very likely, its perception by the rest of the world 

have significantly changed. 

Thus, this research will not only investigate the activity of the Russian English-speaking 

media and transnational media outlets on constructing a specific image of the country, but will 

also complement to just a few researches that have been done on the topic of Russia’s 

representation in relation to nation branding or identity. Furthermore, it will fill the gap and 

make ground in the area of representation of Russia while big sport events - Olympic Games 

2014 and Football World Championship 2018, which will both take place in Russia. 

 

1.3 Statement of the aim and research questions of the thesis 

 
  The main goal of this thesis is to analyze representations of Russia in English-speaking 

Russian media and in transnational online media and compare them. This is to see the difference, 

if any, in the image construction of Russia by the media inside the country and the perception of 

Russia’s image and its representation by the media outside the country. This will help to follow 

how Russian media position the country and its image in the present or the future to impose it on 

the outside world and the transnational media as well. And on the contrary, to see through the 

coverage and representation of transnational media what kind of image exists already. In 

connection with this approach the aspect of comparing the representations by the media inside 

the country and outside is important. 
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 As a case study for this research a big cultural and sport event has been chosen - the 

coverage of the process of Russia’s application for hosting the World Football Championship in 

2018.  

In these respects, the main aim of the thesis is to study how the representation of Russia 

is constructed by English-speaking Russian media in comparison to transnational media in the 

framework of the application process for hosting the Football World Cup 2018. 

To answer the pointed out above aim of the research the following research questions 

need to be answered: 

1. How do Russian English-speaking online media represent Russia in the coverage of 

the chosen event? 

2. What identities do transnational media create for Russia in the coverage of the chosen 

event? 

3. How different are representations of Russia in Russian English-speaking online media 

and in transnational online media, by means of choice of angles, actors, relations as 

well as identities given to the country?  

In relation to these research questions there are results that are expected in the end of the 

research. Firstly, Russian English-speaking online media are biased in terms of creating a 

positive image for Russia when representing the country in the frame of chosen event. Secondly, 

transnational online media have a critical approach to Russia’s activities and tend to represent it 

in a balanced or biased to negativism way. Finally, Russian English-speaking online media and 

transnational media represent Russia differently and construct different meanings in articles by 

choosing different angles, actors and descriptions, as well as giving the country different 

identities.  

In this thesis bias and objectivity are connected to the concept of representation and the 

construction of difference between groups. According to Hall (1997: p. 234-235) the creation of 

difference can have positive as well as negative propositions. The construction of social realities 

within the texts is representing the reproduction of knowledge and power (Hall, 1997).  
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1.4 The scope of the thesis 

 
The purpose of this thesis is to examine the representation of Russia and possible 

attempts to construct the image of Russia in the frame of the bid for hosting the Football World 

Cup 2018. The literature review of the thesis looks at previous research in regards to nation 

branding and outlines it as a method. So, it examines what researches have been already 

conducted on this topic in general. The example of China’s attempt to build a positive image 

during the Olympic Games 2008 and the media coverage is given, as well as some other 

researches about other countries images are dwelled on. This part also touches upon media in a 

globalized world and media in Russia. The theoretical part of the research also explains the 

representation theory and dwells on the ways how meaning is constructed and interpreted.  

The empirical part of the thesis firstly talks about methods that have been chosen for the 

analysis. That section describes the methods, and touches upon their advantages and possible 

pitfalls, as well as critically evaluates the techniques. It describes linguistic and narrative tools 

that take part in the process of representation and are essential for the current thesis and explain 

their applicability in the study. 

The empirical part includes an analysis and presentation of the findings. It uses the 

outlined theory and collected data to compare the representation of Russia in the frame of 

application for the FWC 2018 by Russian online media and transnational online media, writing 

in English. A set of articles is selected for this purpose. This selection is guided by the important 

dates during the application process. Firstly, articles published in these media in August 2010 are 

examined. The reason for that is the visit of FIFA inspection committee to Russia in the middle 

of this month. It is important to follow what expectations, moods and views media presented 

before, during and after this event. Secondly, the articles on the related topic are collected in 

November and December 2010. This is connected to the fact that results were announced on the 

2
nd

 of December 2010. Again, it is interesting to see, how media presented Russia and covered 

the event before and after the announcement. 

The choice of the case for the research of the bidding process for hosting the FWC 2018 

is determined by the fact that this event gathers close attention of many people and companies 

from all over the world. (Raney, 2006) This occasion is a great opportunity for a country to 

promote its positive image and, roughly speaking, to advertise itself. (Anholt, 2007: p. 38; p.108) 

This is why this event can be so illustrative to notice differences between the desired and actual 

image already at an early stage. 
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1.5 Outline of the thesis  

The first two chapters after the introduction describe the theoretical framework of the 

thesis. The second chapter of the thesis dwells on reviewing what has been studied about nation 

branding and national identity. This section also includes the example of China’s branding and 

representation during another mega event - the Olympic Games. In addition, it includes the 

explanation of media and government relations in Russia, as well as the media’s position in the 

country, and media in the system of global processes. The third chapter presents relevant theories 

and talks about the representation theory, the construction and interpretation of meaning, as well 

as discursive approaches to the analysis of media output. The chapter presents some essential 

tools that construct the meaning and are most relevant for the practical research of this thesis. 

The fourth chapter discusses the chosen method and touch upon the structure of the 

empirical study. It talks about the relevance of the method, the sampling procedure and the code 

book. The fifth part focuses on the results of the empirical study. The results are presented in the 

fifth chapter, whereas interpretations of the results will be in the discussion part. It is structured 

according to the logic of research question. The conclusion elaborates on the results in 

connection to the aim of the study. 
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Chapter 2: Literature Review. Nation branding, Media in 

Globalized World and Media in Russia   
The second chapter is divided into two main parts. The first dwells on the nation branding 

method, explaining its origin and use in modern world. In addition, this section discusses nation 

identity and touches upon some minor examples of constructing new identities in media. At a 

close of this part the example of Chinese Olympic branding is given. 

The second section of this chapter talks about globalization of media, their features and 

possibilities, as well as about characteristics of media in modern Russia.  

 

2.1 Nation Branding during big sport events 

 

The idea of this thesis emerged after the acquaintance with the theory of nation and place 

branding, which underlines that everything today has its own image or brand. (Anholt, 2007; 

2010) Together with that there are specific views and identities that are given to different places 

all around the world. And, of course, media play one of the first roles in disseminating 

information and in representing specific places in particular way.  

When it comes to Russia, the biggest country in the world, there are no doubts that most 

of the world’s population have ever heard of it, or even have specific image of the country, 

which is based on the channels of perception and information that is available for them. This is 

why the role of media in the process of building the opinion about places is so important. How 

Russia and other countries are ranked according to the Nation Branding method of Simon 

Anholt, one can check on the web-site devoted to the Simon Anholt’s Index. (Anholt, N.A.) The 

assessment of Russia’s image and influence by other countries can be also tracked with the help 

of BBC World Service Poll or Gallup World Poll. However, the aim of this thesis is to study 

media output that can be an influencing factor on the formation of the position in this ranking.  

Thus, before one can start the examination of the media content on the particular topic, it 

is important to follow, how and why this specific case was chosen. It is significant to understand 

the nature of nation branding and touch upon national identity. Moreover, it is essential to 

highlight similar researches that were conducted on the topic. 
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2.1.1 Nation Branding Method 

The idea of Nation Branding or Place Branding was first coined and introduced by Simon 

Anholt in 1996. (Anholt, 2007: p. xi) It was further developed during the recent years and now it 

can be labeled as a complex theory, which is used on practice to measure attitudes and 

preferences of consumers from all over the world towards particular countries and regions. 

When explaining his theory Simon Anholt (Anholt, 2007; 2010) underlines that every 

place on Earth has its specific image, if it wants it or not, in the eyes of people outside the area. 

Sometimes, this image positive or negative, sometimes it is out of date, sometimes it does not 

match the reality, but it exists anyways. Moreover, the author underlines that reputation of the 

country has influence on its society, people, and cultural, economic and political relations. 

(Anholt, 2007: p. 12) Anholt argues that most of the times the perception of the particular place 

is connected in people’s minds with the stereotypes and clichés, which very often are far away 

from the reality. (Anholt, 2007: p. 1) This is why he encourages governments of different 

countries in his books and articles to work on their image to create favorable reputation.  

The notions ‘brand’ and ‘branding’ were borrowed by Anholt from marketing and 

advertising vocabulary, where the exact definition of this notion does not exist and it varies from 

industry to industry. (Anholt, 2007: p.4) To underline the novelty of his use of that word and 

specify the area of its application he adds the word ‘nation’. Although Anholt himself is cautious 

to use the word ‘brand’, because he fears the negative perception that may occur in some minds 

when they hear the “B-word” (Anholt, 2010: p.1), he suggests to use it as a convenient metaphor 

that helps to transfer the sense. 

Thus, at first, since I am going to operate in the frame of the Nation Branding theory, it is 

important to distinguish the notions ‘brand’ and ‘branding’ according to Simon Anholt: 

 

 “a brand is a product or service or organization, considered in combination 

with its name, its identity and its reputation 

 branding is the process of designing, planning, and communicating the name 

and the identity, in order to built or manage the reputation” (Anholt, 2007: 

p.4). 

 

Since the notions of the image and brand originate from the marketing science, Anholt 

draws connections between traditional understanding of branding and its use in regards to the 

places and nations through his theory all the time. He considers the creation of the reputation of 
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the place, nation or country as a process similar to creation of a company’s reputation. However, 

in the first case it happens “in a more complex and more random way”. (Anholt, 2007: p.8) 

Fairclough (2006) adds his clearance to the branding discourse, taking into account all 

areas of its application from companies to countries. “The technique of branding is based upon 

certain simple principles: your brand should reflect your strengths, commitments and values - 

your ‘brand values’; your brand is a promise to your customer; you should consistently 

communicate your brand values in what you do and how you behave”. (p. 102) 

As well as in traditional branding theory, Anholt also outlines four aspects of branding: 

 brand identity (it is visual, audiovisual and verbal features of the brand, like 

slogan, logo etc.) 

 brand image (the reputation itself) 

 brand purpose (the inner reputation, for example, the opinion of the country’s 

population about the country they live in) 

 brand equity (or the brand value together with audience loyalty) (Anholt, 2007: 

pp. 5-7). 

 

This is well-thought concept, which from my point of view gives very interesting and 

illustrative results in practice. However, before talking about credibility and objectivity of this 

approach, it is important to have a look at a research method. 

The Nation Branding theory demonstrates itself in practice in the international research 

programmes, which were first launched in 2005 and are continued now: the Anholt Nation Brand 

Index
TM

 and Anholt City Brands Index
TM

. (Anholt, 2010: p. 1) The method to conduct these 

surveys is explained by its author: 

 

“…each quarter I poll a sample of the 5 million consumers in the worldwide 

online panel run by Global Market Insite in Seattle, and track their perceptions of the 

cultural, political, commercial and human assets, investment potential and tourist appeal 

of 36 developed and developing countries. This adds up to an index of national brand 

power, a barometer of global preference”. (Anholt, 2007: p. 43) 

 

As Simon Anholt explains (Anholt, 2007), the reason to conduct this research every 

quarter of the year is connected to his hypothesis that the results of the survey that show national 

brand image and not the public opinion, for example, should be quite very constant and can’t 

change by more than a few percent over a year. (pp. 46-47)  

Anholt suggests that the views of the world’s population on a country is usually quite 

stable and something significant should happen to move the opinion about the place up or down 
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the scale considerably. (Anholt, 2007: p. 51; Anholt, 2010: pp. 177-179) In these respects, he 

gives the example of the cartoons scandal that started with the publication of satirical cartoons 

showing Prophet Muhammad in Danish newspaper Jyllands-Posten. After that “Denmark was 

the only country in the Index that suffered a reduction in its mean overall score between 2005 Q4 

and 2006 Q1” (Anholt, 2007: p. 51). The loyalties of the Muslim countries were gone, and on the 

example of Egyptian assets of Denmark one can follow significant drop by more than 30% on 

every aspect, except cultural heritage, which dropped by 16%. At the same time there was a 

slight gain in scores from Americans. (Anholt, 2007: pp. 48-51) 

 

2.1.2 Nation Branding and Sport 

Before pointing out the opportunities of the country’s image building with the help of 

sport and big international sport events, it is worth defining the main notions connected to it. 

First of all, it is important to note that the most literature and content produced by Simon 

Anholt appear to be a mixture between theory explanation, analyzing branding activities of some 

countries, cities and places and giving recommendations on how to implement the branding 

strategy. (Anholt, 2007, 2009, 2010) I believe that it is mainly connected to the fact that the 

author is a practitioner and relies mostly on the facts and figures from his research, as well as on 

the work experience on the field. 

In his book “Competitive Identity: The New Brand Management for Nations, Cities and 

Regions” (Anholt, 2007) Simon Anholt coins the term Competitive Identity (CI) as the best 

phrase, describing his theoretical approach to branding of places and nations. He defines it like 

that: 

“Competitive Identity (or CI) is the term I use to describe the synthesis of brand 

management with public diplomacy and with trade, investment, tourism and export 

promotion. CI is a new model for enhanced national competitiveness in a global world” 

(Anholt, 2007: p. 3). 

 

Further the author explains the need of creating a CI for countries. These reasons can be 

shortly summarized and clarified by the effects of globalization. (Anholt, 2007: pp. 19-21) Later 

in the same book Anholt talks about the need for the strong and clear identity strategy and 

innovations in the country, as well as the ability to inform about interesting things that are 

happening there to attract audience attention. (p.37) Moreover, the author discovered that when 

the inner audience, or the citizens of the country in this case, are loyal to the place where they 
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live, then the external consumers become more loyal as well and give the country higher grades 

in the researches of Anholt Nation Brand Index
TM 

(Anholt, 2010: p. 67). 

Thus, people should have the feeling of patriotism and be proud about and happy with the 

country they live in to impose the positive image of the place to the outer world. And I can’t but 

agree with Anholt, who says that patriotism of the nations shows itself during the big sport 

events. (Anholt, 2010: p. 66) Moreover, hosting of the big sport event is already a huge attention 

to the country, so it is a great opportunity for communication. (Anholt, 2010: p. 63) And as 

Anholt’s research demonstrate successful and well-branded sport and cultural events stay in the 

audience memory for a long time, leaving positive image of the place and country as well. 

(Anholt, 2007: pp. 108-110) 

This is why, from my point of view, trying to see the country’s activity in regards of 

national branding during the big sport event, or event connected to it can turn out to be a highly 

effective and illustrative way to measure it.  

However, Nation Branding as a theory has been criticized for the lack of consistency in 

the argumentation and “solid methodological grounds in the familiar social sciences (and not 

marketing)” (Villanueva Rivas, 2007: p. 52), as well as critical approach to the theory itself 

(Bolin & Ståhlberg, 2010). But from my point of view, it has solid enough methodological 

grounds to support its conclusions on practice, and those who are interested in it should be ready 

to broaden their horizons towards new information. Moreover, as Villanueva Rivas writes 

himself further, Nation Branding is a new, still developing theory. 

On the other hand, when getting acquainted with the Nation Branding theory, one can get 

a perception that the author prepossesses the fact that media need to be used as a channel for 

branding. This idea, of course, clashes with journalistic postulates of aiming to objectivity and 

being impartial. However, when one gives a thought to what Anholt is saying in his publications, 

it appears to be that he, actually, suggests starting the creation of positive image from the real 

changes in the place or country. (Anholt, 2007, 2010) Basically, he argues that branding can only 

be successful, when it is based on real positive developments and achievements of the country. 

And the aim of the managers then is to attract media’s attention to these positive things. (Anholt, 

2007, 2010) Therefore, media is not considered by Anholt as an instrument of dissemination of 

positive, but false information, but rather it is considered as an opportunity to tell the world about 

the good things that are happening in the country.  
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2.1.3 National Identity and Nation Branding 

From the first step of this part, it is essential to answer the question: What is identity? If 

one looks at the Latin origin of the word identity, the meaning will be “sameness of essential 

character”, or simply “the same”. There are four form of identity: corporeal, psychological, 

national and cultural. (Villanueva Rivas, 2007: p. 91) But in this particular paper I am mainly 

interested in the national and cultural identity, as they are important notions in the frame of 

Nation Branding theory. 

As Anholt underlines, Nation Identity and Nation Brand are, basically, almost the same 

thing with the difference that brand is communicating the identity. (Anholt, 2007: p. 75) 

And Bolin & Ståhlberg define ‘the nation’ as “a cultural identity imagined for political 

consumption” (Bolin & Ståhlberg, 2010:p. 94). 

So, National Identity is “collective and essential construes” or a set of common signs for 

a community, such as ethnicity, religion, mythology, language, geographies, common heritage 

that appeal to the entire community as a group. This opposes to the individualism. In addition, 

National Identity is a “political discussion on how nations construct their internal coherence, 

belonging and identifications”. (Villanueva Rivas, 2007: pp. 94-95) 

However, sometimes this constructs cannot be used to describe this notion, because there 

are countries, like Switzerland, where people speak three different languages, have two religions 

and three ethnic groups. Thus, Villanueva Rivas suggests that “nationality exists when its 

members believe it does”. (Villanueva Rivas, 2007: p. 96) 

What is the nationalism rhetoric today? In the past the old-fashioned one was targeting 

the inner audience, the population to unify it. Today, the new rhetoric is directed to the foreign 

audience. It is interested in attracting investors and tourists to the country. (Bolin & Ståhlberg, 

2010: p. 80) And still the old rhetoric can be used here as well. When people within the country 

are loyal to the place they live in, others are more likely to have positive image about this 

particular country. (Anholt, 2010: p. 67) 

However, Nationalism should be considered more like an ideology in any case. 

(Villanueva Rivas, 2007: p. 96) 

In these respects, talking about modern Russia and its identification search in the last 20 

years, it is worth noting the article by Ivan Zassoursky “Imperial Glory is back? Retelling the 

Russian National Narrative by Representation and Communication”. (Zassoursky, 2010) The 

author fairly writes about the loss of National Identity in Russia after the collapse of Soviet 
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Union (p.132), and the “cry” about the loss of Empire, which is namely Soviet Union (p. 124). 

As observations and research of Zassoursky show, Russia trapped itself in a desperate search of 

identity and turned back to the “Imperial Glory” of the past. It all turned out into nationalism, but 

from the negative side of this notion. In many cases it resulted in the hatred of other nationalities 

apart from Russian, living on the territory of Russian Federation. (pp. 136-137) 

The author of the article suggests the country to change the representation and switch 

from the thoughts about the past empire and move away from the Nationalism of Imperial Glory, 

and start thinking about the future idea of Russia. (Zassoursky, 2010: p. 141) 

This goes in line with the Anholt’s idea of ‘national narrative’ in the process of branding 

the nation. This means for a nation to have a shared dream of a future, rather than a shared 

interpretation of the past. (Anholt, 2010: p. 35) The measure of the success that can be reached 

with this approach, can be illustrated on the example of Estonia, which is branding itself apart 

from its Soviet and Baltic past and strives to have an image of a Nordic country. (Bolin & 

Ståhlberg, 2010: p. 87) 

2.1.4 The example of China’s branding during Olympic Games 2008 

Taking into account that there were no recent global sport events in Russia, I have to 

search for something that will illustrate trends of representing and self-representing during big 

spectacular occasions. The event of Olympic Games in China in 2008 is a good example of how 

these mechanisms work nowadays with the country that has contradictory image. 

Why at first place the cases of Olympic Games and Football World cup are comparable? 

These events are the only once that can be called truly global mega sport events (Manzenreiter, 

2010: p. 32). These sport contests can be called “a billion-dollar enterprise” (Horne & 

Manzenreiter, 2006: pp. 1-9), because of the enourmous investments into sponsorship and 

broadcasting rights and other assets, closely connected to these events. 

Moreover, the case of Olympic Games in China and the branding of the country is well-

studied from different angles, which gives the opportunity to critically overview these studies.  

(Ding, 2011; Manzenreiter, 2010; Han, 2011; Latham, 2009; Barr, 2011) 

In addition, the case of China is intersting as an example for this particular thesis about 

Russia and its representation, since countries share some similarities in some ways. First of all, 

there is a common image of communist country, even though it is already far away in past for 

Russia. Moreover, China, like Russia, is critisized for its corruption and human rights problems 

and recieves low political credibility from the outside world. (Ding, 2011: p. 302) On the 
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contrary, Chinese culture and traditional heritage are ranked quite high in the opinion polls 

(Manzenreiter, 2010: p. 37). And this is the case for Russia as well. (Anholt, N.A.) Secondly, 

China also recently realizes the importance of image management and in the process of building 

its brand there was no clear direction and there are succesfull and not periods. (Ding, 2011: pp. 

293-294) 

As I have mentioned above, big sport events can be a great opportunity to build a new 

image for the country and promote it. However, in case of China these attempts caused 

controversial opinions in the scholar’s environment. There are cases, when the success of 

China’s image campaign during the Olympics is underlined. (Ding, 2011: p. 298) Others say that 

it was, in fact, not that successful as an image campaign to the outside world. (Manzenreiter, 

2010) Furthermore, Manzenreiter (2010) stresses that these kinds of mega events theoretically 

can be a good chance to promote the country, but practically they are impossible to control. 

Another point, why China was not that successful in the image building concludes that the 

country is often damages its efforts itself with supression of protests and censorship (Barr, 2011: 

p. 12), or even when faking events and images during Olimpic Games and being caught on that 

(Latham, 2009: pp. 7-8). 

Before starting the overview of China’s branding goals and the media output, connected 

to that, it is important to understand, what national image is. For example, Ding (2011) explains 

national image as a “judgment” about the state by others, which is based on the previous 

behavior and characteristics, so that the outside world is able to predict the state’s future 

behavior (p. 295). Basically, image is people’s perception and view on the country, based on 

their experience connected to this particular state. 

So, what are the goals of China, when promoting itself on the international arena? 

Similarly to Soviet Russia, China’s government starting from the 70
th 

was convinced that 

negative image of the country in the West is created with the help of Western media and facts 

falsification. (Ding, 2011: p. 297) So, at first, the goal was to fight the manipulation and 

distortion of facts and present the official version of all events.  

China managed to create news agencies and channels that lay a claim on being global 

information providers, it controls its Internet space and has an army of expatriots that are loyal to 

China, espacially during the mega sport events. (Ding, 2011: pp. 299-300; Han, 2011: pp. 284-

285; Latham, 2009: pp. 27-28)  
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Even though China took a lot of effort to promote its positive image, it was a failure for 

the international point of view, because it was more focused on the domestic audience and tried 

to work with the international audience, using the same methods. China didn’t even have the 

centralised institution in their image management apparatus to deal with public opinion abroad. 

(Manzenreiter, 2010: p. 6) In addition, their promotional materials had sometimes the opposite 

from the desired effect. (Barr, 2011: p. 8) Furthermore, the events like Tibet protests during the 

Games have also influenced the image of China (Han, 2011: p. 3) 

As research of public opinion from different organizations about nation image of China 

have showed there was a slight increase in its image just right after Olympics, which dropped 

back to the previous indexes very soon. (Manzenreiter, 2010: pp. 10-14) At the same time, the 

domestic audience was quite satisfied with the Games and the country’s image in general. 

(Manzenreiter, 2010: pp.14-15) 

What was the role of media in these events and did it influence the public opinion of the 

international audience? A great example of the domestic media opposing global media is studied 

by Kevin Latham, that is representing his study as a search for “real China” (2009). He describes 

the opposition of Chinese governement and media to the transnational media, which was trying 

to discover “real China” from their point of view.  

The story started when one of the Chinese literally students abroad called international 

media and community not to pay that much of attention to and not make the conclusions about 

the country from the Tibet protests on the eve of Olympic Games. He invited everyone to visit 

his country to see the “real China”. (Latham, 2009: pp.27-28) 

Since Chinese governmental media were not allowed to touch upon the Tibet topic during 

the Olympics and other Chinese media have applied self-censorship and chosen not to talk about 

this theme as well (Han, 2011: pp. 287-288), transnational and international media were trying to 

find out the information that was not in Chinese media and show “real China”. They were 

wrirting about air pollution, human rights violation and wide-spread corruption in China, as well 

as trying to enclose China’s faking of images and videos from Olympic Games. (Latham, 2009: 

p. 31) 

That was soon concluded by Chinese government as anti-China bias and they claimed 

that all the western reports are made with already excisting prejudice. (Latham, 2009: p.33) Even 

a special web-site to deal with the mistakes and inaccuracy in Western media was created. 

(Latham, 2009: pp. 28-29)  
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To conclude, it may be underlined that in spite of China’s image building campaign, 

representations and images shown by Western media were far away from what China wished. 

Probably, it was because of, firstly, China’s own mistakes in the image management campaign, 

and, secondly, because Western media was trying to uncover everything that Chinese media was 

trying to hide. As a result, the image of China in eyes of international audience didn’t go up. 

However, from my point of view, it is significant to notice that it didn’t go down as well, despite 

all negative reports. So, the campaign can be considered partially successful, since China 

managed to attract international media’s attention to its achievements and development 

breakthrough. (Barr, 2011) 

2.1.5 Other researches on the topic 

A great attention was paid to China’s image building and representation in the previous 

section. However, there are other equally interesting studies that need to be included to this 

particular research overview. At the same year when the bidding process and the decision took 

place, the World Football Cup was hosted by South Africa. The representation of the country in 

the frame of this event is studied in Stockholm University. (Hoppe, 2011) The work studies the 

output of transnational media, such as BBC, CNN and Al Jazeera. The author has chosen the 

combinations of content-analysis and discourse to study the topic. His focus is on the 

representation through topics of the coverage. 

The main findings of the thesis demonstrate that South Africa is represented as deviant 

and being different. Hoppe underlines that media was pointing out differences and inequalities of 

Africa and the rest of the world. However, the study of the angles of the articles, based on the 

Hall’s (1997) argument about binary oppositions has shown that transnational media didn’t use 

pessimistic or negative premises in the coverage of the event. And as the author of the thesis 

continues, even though there was some negative critique, it was not that noticeable through the 

entire population of the sample. (Hoppe, 2011) As the author underlined in the results section, 

the main topics were football itself and fans of the game. Although, the coverage was mainly 

rather neutral, the topics of hooliganism, criminal, AIDS/HIV, social problems were also raised 

(Hoppe, 2011: pp. 33-34). 

Another paper on South Africa focuses as much on topics that attracted media’s attention 

and were reported on, as the clichés that appeared in those reports. (Berger, 2010) His 

argumentation starts with the point that since South Africa and the continent of Africa are often 

imagined as one, and they don’t have very favorable reputation, everyone expected rather 
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negative coverage of the event. Berger continues and presents the results that show that 

international media had contradictory combination of using negative and romantic clichés about 

Africa at the same time. He also concludes that the coverage of the event itself on issues that 

were not related to football was not very different from the ordinary coverage on the country or 

the continent. (Berger, 2010) 

Another interesting research was conducted at the University of Vienna. The author was 

studying the representation of stereotypes and nationality in the frame of European Football 

Championship 2008. The countries chosen for analysis were Germany and Austria. Among other 

findings he concluded that metaphors are not often used in the creation of identities and 

representation of countries. Another result is that in the articles that were analyzed the hyperbole 

is the most used linguistic tool. He has also touched upon the use of prominent actors in media 

texts. (Stocker, 2009) These elements will be further described in this thesis in the theoretical 

part. 

2.2 Media in Globalized World and Media in Russia 

It is extremely important to define the notions that are used in this thesis for further 

research. Thus, this part of the work will give an overview on what is considered to be globalized 

media. Moreover, this sub-chapter will look at the conditions, in which Russian media work, and 

will try to define the position, in which it is put by different influencing factors, like government, 

owners and advertisers. These things are essential to consider in the current research, because 

they are giving a broader understanding of how chosen media outlets function and in what 

environment they operate. In addition, overlook at English as a global language will be given. 

This is significant for this thesis to underline that the articles published in English are able to 

spread view, ideas, and representations to the broad audience all around the world. 

 

2.2.1 Media and Globalization: What is Globalized Media? 

As Machin and van Leeuwen argue (Machin & van Leeuwen, 2007) the modern history 

of media globalization starts with the first news agencies, “the first truly global media 

enterprises”. (p. 7)  

The next step in the history of media globalization was the spread of American media and 

culture. Machin & van Leeuwen (2007) outline that by 1990s American film industry was in 

control of 85% of the world’s movie market. (p.11) Moreover, there was significant spread of 

American culture together with TV shows, media and cartoon all over the world. (pp. 12-13) 
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Many people across the globe admit that they were somehow Americanized without even 

understanding of it or with understanding and acceptance. (p. 28) 

At the same time global media enterprises create special versions and production centers 

of global outlets or programmes in the local languages and in particular countries. This is why 

some theorists argue that globalization leads more to heterogenization than to homogenization. 

(Machin & van Leeuwen, 2007: p. 12) This in turn, creates ‘national identity’ all around the 

world. (p.13)  

This point is important for the current study. It is because it allows assuming that the 

findings and particular identities that are given to Russia in the text and will be uncovered during 

the research and describes in the empirical part of the thesis, represent country for the outside 

world in exactly this way. Thus, the opinion of this audience is built on the foundation of these 

representations. 

This goes in line with the idea of Nation Branding or Competitive Identity (Anholt, 2007, 

2010), but to understand how it exists together with the globalization theory, several important 

notions should be defined, as well as some theories to be outlined. 

From all the literature and points of view about the globalization, it is clear that it is 

impossible to draw one single definition of it. There is no even a single theory existing, which 

would unite common assets of all the points of view. However, there is an agreement that 

globalization means “interconnectedness”, “action at a distance” (Sparks, 2007: p. 126), “a 

process” (Machin & van Leeuwen, 2007: p. 29). 

Fairclough (2006) classifies globalization theorists into four categories: objectivists, 

rhetoricists, ideologists and constructivists (he himself belongs to the last one, as he points it out) 

(p. 14). The first ones understand globalization as simply an objective fact. Rhetoricists study the 

discourses of globalization and their use. Ideologists examine “how particular discourses of 

globalization systematically contribute to the legitimation of a particular global order… ”. (p.14) 

And constructivists see globalization as something that has significant impact on social 

construction. (Fairclough, 2006: p. 14) 

Sparks (2007) defines it as a first problem of globalization as a theory. The second pitfall 

that he notices it that most of the scholars, who discuss globalization are “social theorists”. They 

write their papers and lead discussions on the abstract level, sometimes forgetting about the 

evidences that appear in the real world. (p. 127) 
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Sparks (2007) gives different views on globalization as to a single process (Appadurai) 

and as to a set of various processes that occur (Giddens). (p.129) At the same time Beck sees it 

more a logic or  “the various anonymous logics of globalization - the logics of ecology, culture, 

economics, politics and civil society - exist side by side and cannot be reduced or collapsed one 

into another”. (Beck, 2000: p. 11) Another view by Held and his supporters tries “to explain 

contemporary globalization as simply a product of the expansionary logic of capitalism, or of the 

global diffusion of popular culture, or of military expansion, is necessarily one-sided and 

reductionist”. (Held, McGrew, Goldblatt, & Perraton, 1999: p. 437) 

The other two features of globalization are presented by two types of the influence: Top-

down globalization and Bottom-up. (Machin & van Leeuwen, 2007: pp. 34-36)  

The first one represents the process, for example, when a global media outlet or program 

brings to the local community its particular message, but conveys it with the help of the local 

approach. A good example is given by Machin & van Leeuwen (2007) by Cosmopolitan 

magazine. It creates the message and promotes the image of ‘fun, fearless female’, as well as a 

particular set of values, but adapts the way of transmitting that message to local environment: 

“…agenda, format and style are imposed by Hearst in New York and it is only the ‘angle’ which 

is adjusted to suit… preferences, as perceived by local editorial staff”. (p. 34) 

A Bottom-up globalization is imposed by the consumers themselves and is described by 

Machin & van Leeuwen (2007) on the example of the ‘third wave’ of feminism. Women are 

accessing American, or any other outlets or media directly from their countries in English and 

may become in favor of this particular culture and lifestyle. Thus, to satisfy the demands of their 

customers, local media have to follow these trends. (Machin & van Leeuwen, 2007: pp. 35-36) 

These findings demonstrate that users of the internet are searching and accessing the 

information they need not only in their home-country media, but they seek for ways to get the 

most relevant information for them all around internet. This can mean that they are looking for it 

all around the world. 

As one can see, media and communications are nowadays central to “contemporary 

social reality” and the processes of globalization. They, and especially in their electronic form, 

are experiencing less limitation and can easily cross the boundaries of the nation states. (Sparks, 

2007: p. 133; Fairclough, 2006: p. 97) Obviously, “it is in large part due to these media and 

transport technologies that the world, or at least much of the world, is now self-consciously one 

single field of persistent interaction and exchange”. (Hannerz, 1996: p. 19) At this stage it is can 
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be noted that this makes the media outlets, chosen for the current research comparable to each 

other.  

Today there is a confidence about the emergence of the global media companies and 

products. (Machin & van Leeuwen, 2007; Sparks, 2007) It the context of it Machin & van 

Leeuwen  have outlined the main features of media globalization and globalized media. Among 

them is domination of transnational media companies, media’s dependancy on interests of 

corporation and avertisers, as well as on the “consumer capitalism”, global media create new 

‘lifestyle’ identities, focus on symbolic and visual representation, homogenization of the content. 

(Machin & van Leeuwen, 2007: pp. 169-171) 

In his turn Fairclough (2006) advocates in regards to the neo-liberal globalist ‘nodal’ 

discourse, which includes the following claims of globalization: it is about liberalization and 

integration of markets globally; it is predictable and permanent; nobody is responsible for 

globalization and it brings advantages to everyone; it helps to further spread democracy in the 

world; it must have a war on terror. (p. 40) He argues that this theory is quite strong and has 

proved itself. (Fairclough, 2006: pp. 39-64) 

Even though all the media that are chosen for the research have elements of globalization, 

they cannot be called truly and purely global media, because of their bind to specific country, 

ownership reasons and content. They will be divided into Russian media and transnational media 

to avoid critique on calling some of them global. 

2.2.2 English as global language 

“English is not only mother tongue of some 400 million people, it is the second language 

of another 430 million, while 750 million speak it reasonably well as a foreign language and as 

many as a billion are learning”. (Machin & van Leeuwen, 2007: 125) Moreover, it is official 

language of more than 60 countries, 85 per cent of international organizations and 80 per cent of 

electronic information is stored in English. Today it is hard to avoid the fact about linguistical 

imperialism of English (Machin & van Leeuwen, 2007: p. 125)  

However, there are opinions that disagree with the concept of English as a global 

language, pointing out the rise of other languages, like Arabic, Spanish, Chinese and Hindi/Urdu. 

(Machin & van Leeuwen, 2007: pp. 125-126) 

This is, of course, sufficient argument in favour of other languages apart from English, 

but their rise does not cancel the existance of English as a global, widely spread language and 

worldwide accepted way of communication. 
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It it important to note that English goes through different modifications and 

transformations in different parts of the world. For example, the radiostation The Voice of 

America during the war propaganda used special kind of “simplified and standartised” English, 

containing only 1,500 main words and expressions. An it still uses this way of conveying the 

message to reach bigger audiences. (Machin & van Leeuwen, 2007: p. 127) 

Another case of this transformation is how English structure and usability can be changed 

in non-English speaking country on the example on Vietnam. It describes the work of 

vietnamese journalists and editors on the English-language outlet together with other editors, 

native-speakers of English. It clearly demonstrates how the structure of local language and its 

poetics can influence the structure of English. (Machin & van Leeuwen, 2007: pp. 128-131) 

However, sometimes, on the contrarory, the locals try to clear up the language and speak 

standart version of English, separating it from the local influences. It is illustarated on the 

example of Singapore. (Machin & van Leeuwen, 2007: p. 131) 

As a conclusion of this part it should be quoted: “global English as economically 

empowering, local English as expressing cultural identity”. (Machin & van Leeuwen, 2007: p. 

131) 

Whatever English it is, from my point of view it should be considered as a truly global 

language, which by all means is able to reach extremely wide and spread audience. English is a 

perfect language for a nation branding (or competitve identity) campaign in the modern 

globalised world. 

 

2.2.3 Russian Media and Politics of Freedom of Speech in Russia 

As I wrote earlier, the essential component of nation branding is identity. It is crucial for 

the country to understand how to position itself and to define, where it wants to go, to make sure 

that there is a “national narrative” (Anholt, 2010: p. 34). However, after the Soviet Union period 

there was nothing left of Russian identity, as well as of identities of other countries that were the 

part of USSR. (Anholt, 2007: p. 118) 

As I wrote earlier in this paper Zassoursky (2010) in his chapter tries to describe the 

search of identity in Russia during 90-s and attempts to understand what Russia needs to change 

to appear in a more positive light on the international arena. (pp. 123-142) 

According to the Constitution of Russian Federation, it is a democratic state (The 

Constitution of the Russian Federation), but in fact it is easy to notice that the reality is far away 
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from democratic values and traditions and the deviance from them is increasing. (Schmidt-

Pfister, 2008: p. 37) Further in the same abstract Schmidt-Pfister argues that there are simply no 

democratic tradtions in Russia. 

The main question today is if the media in Russia experience some kind of independacy, 

or it is influences and censored by different actors and factors? After the review of the literature, 

the conclusion can be drawn that it is second point that fits to the Russian reality nowadays. 

With the detailed history of media in Russia Arutunyan (2009) makes the point that it, in 

fact was never free or non-influenced. The author goes back 300 years ago and tells about the 

role of the media as a czar marionette, then as a weapon of propaganda in Soviet Union. (pp. 58-

69) Even though 90-s are sometimes consedered as an important period of freedom of press in 

Russia, it is impossible to say was it really like that.  

The main problem that Russian media of 90-s and in present experiences is the absence 

of financial independence. (Arutunyan, 2009: p. 57) After the collapse of Soviet Union, the big 

businesses started to invest in media in Russia, so those outlets were fully dependant on the view 

of their owner. (Soldner, 2008: p. 155) One should understand that there was a growth of media 

outlets during this period, but because of the instability and economic crisis in the country, none 

of them brough any profit. (Soldner, 2008: p. 155) 

The privatization of the state that happened during the 90-s also led directly to the 

ownership of the media either by the state, financial conglomerates ot enterpreneurs. This 

“massive investment in the Russian mass media market” led to the use of “outlets as a political 

resource”. (Soldner, 2008: pp. 160-161) 

Thus, as Russia is known for the close cooperation between power and businesses, it is 

fair to notice that there are no electronic media that are not influenced by the state, directly, or 

indirectly. (Soldner, 2008: p. 168) 

The only hope for independence was on the journalists who themselves owned media 

outlets. (Arutunyan, 2009: p. 29) However, at the same time the shortcomings of the media law 

allow government to pressure on media. There are were cases when media production companies 

were closed for “dissemination on extremism”, they were regularly checked by tax police and 

were put under the economic pressure. (Soldner, 2008: pp. 169-171) 

Moreover, Russia was even recognized by international freedom organizations as the 

third worst place for journalists in the world since Putin came to power. There were killings of 
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journalists and attacks on them. (Arutunyan, 2009: p. 57) Therfore, self-censorship is also a big 

phenomenon in Russian media. (Arutunyan, 2009: p. 79) 

So, one can see the lack of democratic values and principles in democratic society. 

However, with a glance on the Anholt Nation Brand Index
TM 

it is clear that the nations with the 

democratic state approach get the most points from the people taking part in the survey. Does 

this mean that Russia might have difficulties when promoting its positive image to the outside 

world? It’s yes and no. 

On the one hand, Anholt (2007, 2010) describes the approach to the nation branding as 

centralized, following the single strategy in every message that comes out of the country. It does 

not really seem to be a democratic approach and maybe than countries like Russia would be able 

to manage its image with the help of media. (Snow, 2010: p. 183) Moreover, there were already 

attempts by Russia to promote its favorable image abroad (Snow, 2010: p. 192), which 

drastically failed, especially when it was up to winning the information war in Georgian-Ossetian 

conflict, even though it was supported by US-based PR agency Ketchum. (Arutunyan, 2009: p. 

8)  

On the other hand, as I already mentioned, the best grading in the rating system of nation 

states get democratic countries. As the statistical research illustrated, there is significant 

correlation between the success on nation brand and the perception of country’s performance as a 

democracy. (Snow, 2010: p. 193) 

At first it looks like a vicious circle that if the country is not democratic enoug it can not 

be positively percieved by the outer world but there is a believe that the process of nation 

branding can help a country to become more democratic. (Snow, 2010: p. 187) Together with 

that media could get more freedom of action and speech. However, at the moment it is hard to 

imagine this kind of situation in Russia. 

2.3 Summary 

The first part of the chapter has outlined Nation Branding as a theory, as well as 

presented the pricip, according to which it functions as a method: every quarter specific 

ammount of people from different parts of the world are ask to rate countries on particular 

categories. Practice has shown that rating can change according to some media or real events. 

Big sport events are perfect for building favorable image and reputation in condition that 

event itself is managed well. An example of Chinese Olympic branding is given. According to 

the previous research that were conducted on that topic, western media were trying to seek for 
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disadvantages and pitfalls of the event, as well as to represent the country from the point of view 

of its problems. Even positive publications of Chinese media and small informational war 

between Western media and Chineese media institutions was not able to convince global media 

to be less critical. However, the opinion of global audience on China didn’t change significantly.  

Second part of the chapter explains globalization and theorizes global media. However, 

the conclusion looks critically at the notion of global media, and it is decided to label them as 

transnational media. It also concerns on the issue of English as a global language, since the 

research material and sample are is English. It also represents the situation around media in 

Russia and its relationships with power. The conclusion drawn suggests that the freedom of 

Russian media is limited.  

This thesis is going to analyze the representations of Russia in local and transnational 

media in connection to the big sport event. This will take the first probe of presentation and self-

presentation of the country during the preparation round to the mega sport events, but will also 

complement to the existing studies of Russia’s image in media from the new angle. Furthermore, 

it will prepare data initial data for the further research about image of the country during 

upcoming Olympic Games 2014 and WFC 2018. It will also allow to assume the connection 

between the represetnation of the media and the image of the country in general. 
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Chapter 3: Theory. Representation and construction of 

meaning in media texts. 
Chapter 3 consists of two main parts. The first section talks about representation theory in 

general and underlines important notions for this thesis. 

The second part deals with the construction of meaning in media texts. It outlines theories 

that are employed in this particular study and theoretically describes the linguistic and narrative 

tools that are used further in the empirical study. 

 

3.1 Representation theory 

Talking about representations and the creation of meaning and identities, it is important 

to study the origin of these notions and define them in order to make them applicable for the 

further research.  

It is not easy to answer the question, what exactly representation is. However, in this 

section the works of some most profound in this area scholars are used to define this notion. A 

very big contribution to the field of studying representation and meaning was made by Stuart 

Hall. He argues that representation is one of the key elements that produce culture (Hall, 1997: p. 

1).  

He roughly defines the main function of culture as a concern “with production and the 

exchange of meanings… between the members of a society or group” (Hall, 1997: p.2). He 

further makes a very important point for this study, that culture is about ‘shared meaning’ and 

that people with the same cultural background are very likely to interpret the same things in a 

very similar way, and, moreover, express themselves so that other members of the same 

community are able to understand them easily. (Hall, 1997: pp. 2-3) 

Languages are functioning as representational systems. They include “signs and 

symbols” that we use, whether it is written text, sounds, images or objects. However, all be 

themselves they don’t bear any meaning or don’t represent anything by themselves. Hall argues 

that it is “we”, who give the meaning to everything, creating the “frameworks of interpretation” 

within the culture. (Hall, 1997: p. 3). 

So, what is representation? There are several different, though similar definitions that are 

given by Hall only from different sources and all of them are not complete without each other. 

On the one hand, “Representation means using language to say something meaningful about, or 

to represent, the world meaningfully, to other people.” (Hall, The Work of Representation, 1997: 
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p. 15) Further, the author turns to the lunguistic meaning of the word ‘representation’ from the 

Shorter Oxford English Dictionary. From there we learn that it means to “describe or depict” 

something, “to call it up in the mind by description or potrayal or imagination”. It also “means to 

symbolize, stand for, to be a specimen of, or to substitute for”. (Hall, The Work of 

Representation, 1997: p. 16) 

In other words, representation helps to produce the meaning, using ideas and notions that 

are already saved in our minds. And this process happens with the help of language. Thus, as it 

can be now defined, representation is a process. Hall (1997) argues that there are, actually, two 

processes, involved and they make two systems of representation. (p. 17) 

Firstly, there are “mental representations”. These are the concepts that we keep in our 

heads and without them it would be almost impossible to make sense of the world and 

understand each other. The second part of this process helps to translate all these notions and 

ideas into common language. The term that is used for it is “signs”. (Hall, The Work of 

Representation, 1997: pp.17-18) It is important to keep in mind that these ar not only written or 

spoken words. It can be everything from images to objects, or even some abstrac notions. 

‘Iconic’ signs are visually expressed ones, whereas ‘indexical’ are those written or spoken. (Hall, 

The Work of Representation, 1997: p. 20) A good example of photography as representation 

instruments of the whole culture in specific period is given by Hamilton, when talking about 

post-war photography in France. (Hamilton, 1997) 

In the development of the representation theory, there are three approaches to 

representation: reflective, intentional and condtructionist. (Hall, The Work of Representation, 

1997: p. 15) The reflective approach believes that the meaning lies in the object, person, event 

or idea itself, and the language “functions like a mirror”. (p. 24) The intentional approach 

opposes reflective. It argues that the one who speaks, writes, describes and so one is the one who 

provides the meaning with the help of the language. (p. 25) The constructionist approach 

recognizes “public, social character of language”. It admits that nothing carries the meaning in 

itself. Nothing means anything by itself: “we construct the meaning” with the help of 

representational system, which includes signs and concepts. At the same time the advocates of 

this approach do not reject the existence of material world. However, they draw a line between it 

and symbolic processes and practices, using which the meaning, representation and language 

function. (p. 25) 
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Taday in the representatioln theory the constructionist perspective makes the most sence, 

and Hall (1997) advocates for it as well. (pp. 61-62) 

3.2 The construction of meaning 

As it was outlines above the meaning is constructed by the system of representations by 

means of signs and concepts. It is language that helps to produce the meaning and shared 

meaning that helps to understand it. It was also noted that things, object and ideas don’t mean 

anything by themselves. The meaning is constructed and interpreted to be understood. As Hall 

(1997) underlines, there is no law that things and objects must have only one specific meaning. 

(p. 9) 

There are codes “which govern the relationships of translation” between shared meaning 

and the language. (Hall, 1997: p. 21) These codes create and stick relationships between signs 

and concepts, as well as fix specific meanings in different cultures and languages. Thanks to 

them it is possible to establish relationships between “conceptual system”  and “linguistic 

systems”. An this what makes possible to produce the meaning and understand it. (pp. 21-22) 

However, these codes have not appear from the nature and they have not been always there. 

They are “the result of a set of social conventions”. (Hall, 1997: p. 22) 

The constructionist approach was greatly influenced by the work of Swiss linguist, 

Saussure. He is called the ‘father of modern linguistics’. His work had semiotic approach to the 

issue of representation and in his view the prodiction of meaning is dependant on language. 

“Language is a system of signs”. (in Hall, 1997: p. 31) Sign is a central notion of his approach. 

He divided it into two elements: signifier and signified. The first one represented the ‘form’ and 

the second one beared the ‘concept’ or idea in people’s heads. (p. 31) The relations between 

these two elements are fixed by codes. And this goes very much in line with the view on the 

meaning and representation that exists nowadays. 

Meaning can be changing and there is no single, unchanging meaning. And this is where 

the process of interpretation appears. Everything that is said, heard, seen of felt needs to be 

‘read’ or ‘interpreted’. (Hall, 1997: p. 32) 

From the semiotic approach (Hall, 1997: p. 36) it is important to underline two important 

notions. The also divide the concept of sign into two levels. They are called denotations and 

connotations. The first concept occupies the first, descriptive level and depicts the basic 

meaning. The second level is way more complicated and it is not just simple description and 

basic interpretations. At this stage interpretation uses signs and concepts in wider understanding 
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of social conventions, culture, beliefs. Basically, second level of connotations connects codes to 

“broader themes and meanings”. (Hall, 1997: pp. 38-39) 

 

3.3 Discourse and interpretation of meaning 

It was understood that interpretations and the interpretive nature of culture never produce 

the final meaning, they never reach the moment of “absolute truth”. Interpretations go after 

interpretations, producing an “endless chain”. (Hall, 1997: p. 42)  

In semiotic approach interpretations function in a closed, static system of the language. 

However, further developments are more seen in representation “as a source for the production 

of social knowledge - a more open system, connected in more intimate ways with social practices 

and questions of power” (Hall, 1997: p. 42).  

This second approach was called discourse. (pp. 42-43) This approach was developed by 

Michael Foucault, who outlined three main ideas in discursive approach the following way: “the 

concept of discourse; the issue of power and knowledge; and the question of the subject” (p. 43). 

Foucault defines discourse as “a group of statement which provide a language for talking 

about - a way of representing the knowledge about - a particular topic at a particular historical 

moment. … Discourse is about the production of knowledge through language. But … since all 

social practices entail meaning, and meanings shape and influence what we do - our conduct - all 

oractices have a discursive aspect” (p. 44). 

In the frame of this approach, there is so-called “regime of truth”. This notion contrasts 

the ‘Truth’ in its “absolute sence”, which does not change through the period of time, context 

and context. Foucault argued that each society has its own “regime of truth”. (Hall, 1997: p. 49) 

As Fairclough (1995) comments on this issue that the absolute truth is impossible to 

detect most of the times, so it is highly problematic to deal with this notion. He explains it from 

from the point of view of media analysis:  

 

“In media analysis one is always comparing and evaluating representations, in 

terms of what they include and what they exclude, what they foreground and what they 

background, where they come from and what factors and interests influence their 

formulation and projection, and so forth.” (Fairclough, Media Discourse, 1995: p. 47) 

 

This goes in line with what was dscussed before in this chapter: people from the same 

culture share the meaning, concepts and ideas and, thus, are able to interpret messages similarly. 
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However, there cannot be ultimately right or absolutely wrong in meaning, produced by 

interpretations. The questions here is which meaning is preferred meaning. (Hall, 1997: p. 228) 

According to Östman (2009) there are several ways how to indicate preferred meanings 

in the text:  

1. “conventions related to the elite form of “journalism of information” (Ekström 

2000b);  

2. tendencies inherent in news as a “problem-generating machine” (Altheide 1997, 

Nylund 2006); 

3. the foregrounding and downplaying of topics in thematic structures of news texts; 

4. linguistic strategies that invite audience to construct coherent and meaningful 

texts by filling in missing information (van Dijk 1988, Fairclough 1995),  

in accordance with established forms of common sence knowledge and value 

judjements (Glasser and Ettema 1989, Hall et al. 1978”. (Östman, 2009: p. 77) 

 

Narrowing the issue down to the media output, works of  Norman Fairclough (1995) and 

Teun A. Van Djik (1991) are helpful in analysing it. According to Fairclough there are three 

levels or “three sets of questions”, using which media texts can be analysed: 

1. Representation 

2. Identities 

3. Relations 

(Fairclough, 1995: p. 5) 

Studying representation means to see “how” something is shown. (p. 5) He argues that 

media texts do not simply ‘mirror realities’. They rather present their version of the event or 

relationship that is influenced by different factors. (Fairclough, 1995: pp. 103-14) The building 

of identities and construction of relations are those processes that procced in the text. They 

reflect the relations between three groups of participants: media workers or reporters, audiences 

and ‘other participants’, mostly from the public domain. (p. 125) 

He argues that the analysis of representational processes in texts goes down to “what 

choices are made”. (Fairclough, 1995: p. 104) Basically, it is important to pay attention to what 

is said and what is not said, but implied, or what is left behind purposevely, which linguistic 

tools are used to represent and what themes and topics and chosen.  

As it was underlined before, Fairclough advocates for the argument that text analysis is 

the  

“analysis of vocabulary and semantics, the grammar of sentences and smaller 

units, and the sound system (‘phonology’) and witten system. But it also includes 

analisys of textual organization above the sentence, including the ways in which 
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sentences are connected together (‘cohesion’), and things like the organization of turn-

taking interviews or the overall structure of a newspaper article.” (Fairclough, 1995: p. 

57) 

 

Van Djik (1991) in his text analysis approach has also a perspective towards analyzing 

‘coherent relations’. However, he is interested not only in relations between the sentences in the 

article, but also the units within the sentence. Moreover, he disputes that “an analysis of the 

meanings and coherence relations in discourse allows us to infer the beliefs of the speaker or 

writer about casual or other relations in society, beliefs which in turn are based on general 

knowledge, attitudes, and ideologies” (van Dijk, 1991: pp. 178-179) 

Important role in text analyzing and interpreting the meaning plays perspective. It is 

essential to follow, from which angle events and actions are depicted. Van Dijk suggests that the 

choice of the ‘point of view’ may imply an opinion of the writer. (van Dijk, 1991: p. 179) 

In addition, essential elements of the text understanding and studying it in the frame of 

discourse are implications, presuppositions, vagueness and irrelevant elements. (van Dijk, 1991: 

pp. 180-187)  

It is quite clear that journalists are also members of the society, so ther share concepts, 

knowledge, beliefsand ideas with other people. ( Louw, 2009; van Dijk, 1991) As van Dijk fairly 

notices: 

 

“The text is like an iceberg of information of which only the tip is actually 

expressed in words and sentences. The rest is assumed to be supplied by the knowledge 

scripts and models of the media users, and therefore usually left unsaid.” (van Dijk, 1991: 

p. 181) 

 

This textual occurences mentioned above can outline in the text and hide it there the 

opinion of a speaker or a writer. (van Dijk, 1991: pp. 182-183) Since the audience are also the 

members of the same society, the meaning that is in the text trasfers into there point of view on 

the situation. 

3.4 Linguistic and narrative tools 

As it was outlined previously, discourse and other means of textual analysis deal very 

closely with linguistics. It is not the only element of the analysis, but one of the main ones. In 

this section linguistic tools that help to study representations in texts are tackled.  
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In addition, this part deals with the narrative tools of media texts, such as actors, sources 

and the choice of the topic, or simply saying, how the news item is presented to the reader. So 

basically, it consists of two aspects: “story element” - the story itself with its participants and 

chronological order of the events; and “presentations elements” - how the story is told, how it 

was realized by a journalist and interpreted to a reader. (Fairclough, 1995: p. 91) 

3.4.1 Methaphors and comparisons 

From the theoretical component of the thesis it is clear that the construction of the 

meaning is always the matter of choices. As Fairclough argues, these choices are partially 

concerned with vocabularly: 

“the vocabularly one is familiar with provides sets of preconstructed categories, 

and representation always involves deciding how to ‘place’ what is being represented 

within these sets of categories” (Fairclough, 1995: p. 109). 

 

This process involves the choice of specific words from the synonim chain. Or even 

sometimes one single word or its abcense give the story or the text different meaning effect. (p. 

109) 

Van Dijk (1991) agrees that the meaning is built on the choices. For him the analysis of 

the choice of “variations of the words” falls into style and rhetoric, where style is “the trace of 

the personal opinions of speakers as well as of the social context of language use” and rhetoric 

“deals with special verbal ploys... that help catch the reader’s attention, and which therefore are 

primarly used with persuasive aim”. (van Dijk, 1991: p. 209) In his study of the presence of 

racism in the press he explains in details and shows on examples, how the selection of words, 

contrasting approach and ‘otherness’ can create specific meaning and cause particular 

perceptions of event, situation, actor and idea. (van Dijk, 1991) 

Both Fairclough and van Dijk recognize the power of metaphors and comparisons in 

media texts and the importance of studying them in terms of representation. (Fairclough, 1995: p. 

114; van Dijk, 1991: pp. 121-122) 

It needs to be underlined that metaphor is not just a “literary device”. (Fairclough, 1995: 

p. 114) They manage to create specific atmosphere of the report, constructing parallels that 

present in reader’s mind specific associations. Van Dijk (1991) notices that metaphors and 

comparisons play important role when “events and people are described by words that are 
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literally inappropriate in that situation, but which focus on a specific dimension of these events, 

or people” (p. 221). 

This goes in line with Hall’s (1997) discussion about stereotyping practice, which using 

some specific words, metaphors and comparions, “reduces people to a few, simple, essential 

characteristics, which are represented as fixed by Nature” (Hall, 1997: p. 257). Another point 

made by Hall is also important for this study. He reasons that when it is important to underline 

the difference between actors, the ‘binary’ forms of representation are used. (Hall, 1997: p. 229) 

The represetations are simply polirized with the help of descriptive tools. 

The distribution of positive and negative metaphors and comparisons in the text allow to 

see what differences are created (van Dijk, 1991: p. 122), as well as what association are created 

and what interpretations of the events are suggested. 

3.4.2 Negativizations and hyperbole  

Exaggerations are used as an instrument to emphasize the meaning. Moreover, they work 

in both ways - positive and negative overstatements. (van Dijk, 1991: p. 219)  

In addition, there are ways to underlines opinions and attitudes, both positive and 

negative. (van Dijk, 1991: p. 213) In this particular study the tracking of the presence of 

‘negativizations’ is importnant. This is again goes in line with the argument from the previous 

section about the choice of words. Negativizations underline the attitude of writer or speaker to 

the situation, event, person of a country, in case of this study. A good example of this 

phenomenon is given in van Dijk “Racism and the Press”, when young  participants of the urban 

disturbance with immigration background are labelled “thugs”, “hooligans”, “mobs” or similarly, 

and very rare with the word with less negative narrative “demonstrators”. (van Dijk, 1991: p. 

213) 

When it comes to hyperbole and other types of exaggeration, ther are not so rare in the 

reporting, as van Dijk (1991) argues. “Dramatization, exaggeration, and hyperbole are the main 

rhetorical tricks of the popular Press to make the news more exciting” (van Dijk, 1991: p. 219) 

As the author argues later in the same chapter, hyperbole occurs not only in the popular press, 

but also in the other, more serous tabloid media. This shows the attitude to some actors of news 

in the frame of some sensetive phenomena, like racial discrimination, for instance. (p. 220)  

This again helps to create the difference in media texts. However, exaggerations are not 

always negative expression about something. They can serve to support some event or point of 

view. 
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3.4.3 Actors of media texts 

Not only the choice of words influences the meaning, but also the choice of specific 

actors to represent the news makes the difference. (van Dijk, 1991: p. 151) In addition it matters, 

how these actors are presented in the text, what identities and characteristics are given to them. 

This allows to see the opinion of the writer about the actor and to follow his attitude to what was 

said or done. (Fairclough, 1995: p. 110) Fairclough defines participants of the article as an Actor, 

the one who is commiting the action, and the Patient, the one who is affected by the action. 

Apparently, the choice of passive or active voice in building a sentence matters a lot. 

(Fairclough, 1995: p. 26) This brings us to the point about inclusion and exclusion in the article, 

as well as foregrounding some things and backgrounding other.  

Sometimes the Actor can be missing or put in the middle of a sentence to move it to the 

background, whereas the Patient is moved forward and endued with some descriptive, 

representative characteristics. (p. 26) This shows that the author of the article wants to stress a 

subject, rather than an object. There can be various reasons for that and the answer on the 

question, whe it is done, should be sought in the every individual text. 

Moreover, the characteristic of the action is important. That also illustrates opinions and 

attitudes towards the actor. (Fairclough, 1995: p. 110) 

In regards to analyzing actors of the text Van Leeuwen proposes eight key elements of 

social practice: “its participants, their activities, the circumstances (time and place) of activities, 

the tools and dress prescribed, the eligibility criteria for participation, performance indicators for 

activities (e.g. should they be performend quietly and slowly, or quickly and efficiently), and 

reaction of participants to each other” (in Fairclough, 1995: p. 115). 

Thus, one can notice that constant particular representation of some specific actors may 

lead to the formation of specific attitude and construction of specific opinion in the audience 

towards the actor. (van Dijk, 1991: p. 114) For example, when one paricular country is 

associated with specific actions, traditions, policies and behaviour, or when members of some 

particular social groups are percieved by others in terms of some representative characteristic 

and generalized according to it. This is then the question of image and brand, or lable that event, 

person or place have. 

3.4.4 Sources 

When journalists are reporting on events, they always search for the ways to get related 

information. Sometimes reporters can act as direct eyewitnesses, but more often they use their 
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strategies to get material for the article or report. Most of this information is “indirect and 

discursive”:  

“Eyewitness reports of others, press conferences and press releases, other media 

texts, wire messages, interviews, telephone calls, hand-outs, official reports or 

documents, books and many other genres of ‘source texts’ are forms of discursive 

material used by journalists to write their news reports”. (van Dijk, 1991: 151) 

 

There is always much more information recieved by journalist than goes into an article, 

so it should be briefly summarized and severely cut to fit it all in the text. In addition, sources are 

not only bear explanatory function, or serve as a news indication, but they also have evaluative 

account, or, simply, opinion. (van Dijk, 1991: pp. 151-152) 

Sources are presented in the text in the form of direct or indirect quotes. However, 

especially, when the qoute is indirect, the meaning of the actual statement by a source can be 

changed or distorted. Especially, it counts for cases when words are extracted from the context. 

Mainly, the quotations in texts are the mixture between indirect and direct, or only indirect. This 

helps “varying the degree of distance... between quotation and what was actually said” (p. 152). 

There are several functions that quotes serve in media texts: 

1. The statement made be a famous, important actor is news by itself. 

2. The quote makes the article more interesting and lively. 

3. Quotes increase the credibility of the report, especially when they some from the 

reliable, trustworthy source. 

4. Quotes make it possible not only interpret topical news issues, but also make 

forecasts for the future and predict plans for new actions later. 

5. All quotations enable opinions, sometimes biased interpretations and rationalization 

of the current news affair, without breaking the dogmas of journalistic writing, where 

facts should be put apart from opinion, and the report should be impartial. 

(van Dijk, 1991: p. 152) 

To conclude it, sources and quotes make news article more credible and persuasive. (p. 

152) 

It is important to study sources and quotes to see, who speaks, what the speaker says, 

what other opinion are there, if any, how the narrative to the quote is made. Essential to 

understand who is given the right to speak and in what form, as well as if there is an opposition 

to what is said. (van Dijk, 1991: pp. 159-160) It is also possible to track the attitude of the 

journalist the the source and see how these relations are built. 
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3.4.5 Conjunctions 

Conjunctions are used to join words, phrases and clauses. (Margaret L. Benner and 

Towson University, 2011) Different conjunctions are used to create different meanings and 

relations between the parts that they are joining. Both Fairclough and van Dijk touch upon the 

issue of usage in media texts and its role in the creation of meaning of conjunction ‘but’. They 

underline that it is used to deny or contrast something that was said before. For example, “to 

combine a positive self-presentation of speaker or writer…, with a negative presentation of 

another group” (van Dijk, 1991: pp. 176-177). “But is often used in a reassuring way linking 

some risk or threat with the means of avoiding it” (Fairclough, 1995: p. 120). 

Moreover, conjuctions help to track relationships within the text, if one looks at them 

from the lingustic point of view. For example, when journalist give a quote and right after that it 

is followed by a conjunction, which function is to contrast two units of the text, then one can 

conclude that there is opposition to what was previously said. This is why it is important to give 

explanation to the types of conjunctions, which are categorized for the research. 

There are three main types of conjunctions: coordinating conjunctions (e.g. for, and, 

nor, but, or, yet, so), correlating conjunctions (e.g. either…or, both…and, neither…nor, not 

only…but also) and subordinating conjunctions (e.g. although, because, unless, as far as, in 

case), - and conjunction adverbs (e.g. besides, however, consequently, meanwhile, on the 

contrary). (Margaret L. Benner and Towson University, 2011)  

There are several functions that conjunctions play, but for this thesis it is important to pay 

closer attention to the following: 

1. conjunctions, joining similar ideas: and; 

2. conjunction adverbs, joining addition to what is already said: also, furthermore, 

moreover, besides, similarly, etc.; 

3. conjunctions, joining contrary ideas: but, yet, although, even though, whereas, 

while; 

4. conjunction adverbs, joining the opposition to what is already said: however, 

instead, etc.; 

5. conjunctions, used to introduce the cause/reason in the cause-effect relationships: 

for, because, as, since, etc.; 

6. conjunction adverbs that introduce the reason: due to, etc.; 
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7. conjunctions, used to introduce the effect in the cause-effect relationships: so, 

etc.; 

8. conjunction adverbs, used to introduce the effect in the cause-effect relationships: 

thus, therefore, etc. 

(Robert Harris, 2009) 

These conjunctions with the help of textual analysis are supposed to uncover meanings 

and demonstrate relations between different actors in the text.  

3.4.6 Topics 

Topics are crucial components of news reports; they “reflect many dimensions of the 

psychology and sociology of news”. (van Dijk, 1991: p. 71) The key point about them is that 

they show what what considered by a reporter or an editor the most important information about 

the event. (p. 71) Basically, topic shows the main angle, which was chosen to report at by a 

journalist for one or another reason. 

The vital point for the text analysis in relation to topics is made by van Dijk, when he 

argues that media texts are built in the form of imaginary pyramid, where bottom consists of a lot 

of detailed information, whereas top has to summarize and bring it on the most important 

features. The main topic of the entire article lies on the top, because the text has hierarchical 

structure, going from the most important to the less important things. (van Dijk, 1991; p. 72) 

This is an extremely important point that will help to identify the main topics of the sample 

articles in the thesis research. 

In addition to the main theme of the article there can be supplementing topics on the 

peripheria that influence the overall meaning of the news item. (p. 72) 

However, all in all it is the main topic that is idntified by the lead paragraph and 

sometimes first few sentences that attracts thy most attention and stays in the audience mind for a 

longer time. (p. 73) 

This is quite interesting and fair conclusion, because in addition to it van Dijk negotiates 

that the headlines and leads of news articles are not objective depiction of reality, but they are 

“necesserily biased by specific beliefs, attitudes, and ideologies.” (van Dijk, 1991: p. 73)  

However, sometimes the topic on the lower level of the article structure can be 

‘upgraded’ to the main topic by the headline. (p. 73) And this also reflects specific editorial 

choice, when the author of the article want to underline specific side of the event. 
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3.5 Summary 
Chapter 3 dealt with important notions of the thesis: representation, construction of 

meaning and dicourse. To sum it up, it was outlined that representation if considered as a one of 

the key elements that produce culture. The notion of shared meaning is introduced and the role of 

language in representation system is underlined. Representation is seen as a process, which 

functions through signs and symbols and is possible to interpret and understand with the help of 

concepts and views that are stored in people’s minds. 

It was also highlighted that through the pass of development of representation theory, 

there were three main approaches to it: reflective, intentional and constructionist. For the modern 

theory and for the current thesis, the constructionist approach is recognized to be the most logical 

and developed. The meaning is not hidden in objects, or not produced by the speaker only, it is 

constructed and interpreted with the help of language and according to the concepts and social 

conventions, that have developed through the history.  

It was dwelled on the famous work of Swiss researcher Saussure and tackled on the 

issues of decoding and encoding. Further the discursive approach to the text analysis was 

discussed. It is not only about the linguistics, but also about studying of coherent relations in the 

text. The preferred meaning of interpretations is outlined. Moreover, the scheme of Norman 

Fairclough on how to study media texts was emphasized. He defines three key elements in this 

process: representation, identities and relations.  

The ways of how to interpret the meaning of and search for hidden premises in media 

texts were theorized. It is concluded that it comes down to the determination of what choices are 

made in the text. The most important members of interpretation process are introduces: 

lunguistic and narrative tools. They are described in the sence of their application during the 

discursive analysis and it is explained how they influence the meaning and its interpretation. 

These theories and tools are the part of the construction of the practical research. All 

linguistic and narrative tools are represented in the code book and the questioniarre for the 

microanalysis. They are built according to the logic of measurement of the Fairclough’s 

elements: representations, identities and relations. 
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Chapter 4: Method and Material 
The chapter presents methods chosen for the empirical research for the thesis. It talks 

about the advantages of methods in this particular research and underlines them in general. It 

outlines the sampling strategy for the population of articles. Moreover, the chapter accesses 

methods from the critical point of view, predicting possible pitfalls and disadvantages of 

methods that may occur. In addition, issues of generalisability, validity and reliability are 

discussed. 

4.1 Research Method 
The research that is conducted in this study is mixed methods research (Bryman, 2008: p. 

23). It includes quantitative content-analysis and more detailed text analysis with elements of 

qualitative research with discursive approach. This chapter deals with the explanation of the 

relevance of chosen methods, as well as sampling strategy. In addition, it takes critical overview 

on methods and tries to predict possible pitfalls and difficulties that may occur during the study. 

The choice falls to these particular methods because of the following reasons. First of all, 

talking about content-analysis the “purpose of content analysis is to quantify salient and manifest 

features of a large number of texts, and the statistics are used to make broader inferences about 

the process and politics of representation” (Deacon, Pickering, Golding, & Murdock, 2010, p. 

119), so the research will have strong methodological base. Secondly, to follow the main 

tendencies of the chosen topic and to answer the research question, it is important to have 

systematic approach, that content-analysis offers. (Bryman, 2008, p. 275)   

The more detailed text analysis is important for this research to study the meaning on 

different level (van Dijk, 1991: p. 45), to uncover different contexts and hidden premises in news 

that are created by means of choices (van Dijk, 1988: pp. 25-26; van Dijk, 1991: p. 210; 

Fairclough, 1995: p. 104). In this particular study it is important to study representation and, 

from my point of view, these processes are the best to look at through the prism of discourse. 

The choice of the combination of two methods is guided by the desire to get more 

illustrative, and at the same time accurate picture. Fairclough (1995) argues that when one 

conducts so-called “microanalysis” on the coverage of some specific issue, it is best to combine 

it with other methods or another method of “text-oriented analysis”. As an example he offers to 

pick content-analysis for having data to draw generalized comparisons. (p. 105) And since the 

main research question is about compairng, this combination is perfect for this research. 
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4.1.1 Content-analysis 

So, why content-analysis is adequate to the purpose of this research? The research is 

aimed on the observing the main tendencies in and analyzing the representation of Russia during 

the bid for the right to host WFC 2018. To be able to look at a bigger picture of the analysis and 

generalize results and follow the trends of the coverage, it is important to use large amount of 

text. Thus, content-analysis is considered to be suitable for this purpose. (Deacon, Pickering, 

Golding, & Murdock, 2010, p. 119)  

Moreover, the idea behind the study is the see the patterns and tendencies of representing 

Russia during this big global event. Content-analysis provides with the possibility to count how 

many times the particular phenomenon, tone or angle appeared during the chosen period 

(Deacon, Pickering, Golding, & Murdock, 2010, p. 119) and this help help to answer research 

questions form the accurate statistical point of view. However, content-analysis is not able to 

reveal hidden premises and meanings (Bryman, 2008, p. 275), and this is the reason for 

conducting more detailed study with another method, which is discussed in the next section. 

In addition, it is important to study the basic matters of the subject. So, content-analysis, 

which was designed “to bring rigour and authority of ‘natural’ scientific inquiry to the study of 

human and social phenomena”, fits perfectly to the overall aim of research. Since the research 

method is a part of social science field, there are always different views and ideas on the same 

subject. For example, there is a concern that the claim of content-analysis as method, which 

provides complete objectivity overview on the problem, is “dubious” (Deacon, Pickering, 

Golding, & Murdock, 2010, p. 118). On the one hand, this is fair statement, because from my 

point of view objectivity in social science is impossible to reach, and authors of the concern 

mentioned above admit that as well (Deacon, Pickering, Golding, & Murdock, 2010, p. 138). On 

the other hand, the argument about the inability to reach free-value approach in the use of 

content-analysis for this particular study is vague and even somehow lame, because anyways this 

method has systematic approach and strong methodology (Bryman, 2008, pp. 274-275; 288-

289), whereas other tactics for analysing texts lacking it even more. 

There are several definitons of “content-analysis” (Bryman, 2008, p. 274; Deacon, 

Pickering, Golding, & Murdock, 2010, p. 118), but they all agree at the point that content-

analysis is highly systematic method, which studies samples according to pre-designed 

categories. The methos has some significant advantages, which are described earlier in details, 

among which are transparency, relative objectivity, flexibiliy etc. (Bryman, 2008, pp. 288-289) 
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However, like in every method there are some disadvantages, which are not that considerable for 

this particular research, but still worthy to tackle on. One of a few drawbacks of content-analysis 

is that it is particulary good in analysing documents and texts, whereas it is quite hard to apply to 

the study of TV content or pictures. (Bryman, 2008, p. 291) This point is not relevant to this 

study, because although the research will take into account the content of online publications.   

Another concern about the use of content-analysis that Bryman (2008) rises in his book is 

that it is quite impossible to design the categories for the research completely avoiding 

interpretations in the coding schemes. Since it was already underlined above that absolute 

objectivity is a myth and it was outlined theoretically how to deal with interpretations, from my 

point of view, the knowledge of the field and topic is benefiting the author and research in 

general. On the other hand, there is a fear that it can cause a bias at one point, but this paper deals 

with that issue further in the text. 

Other points about weaknesses of the content-analysis are inability to study latent 

meanings and great difficulty in answering ‘Why’ questions. (Bryman, 2008, p. 291) These 

concerns are not important for the first part of the study. Since the second method of text analysis 

deals with this issue. 

 

4.1.2 Discursive approach to text analysis 

The discussion of discourse, representation, interpretation and the tools of analysing was 

presented in previous theoretical chapter. Now it is time to outline the method that is going to 

complement to content-analysis. The chosen method cannot be fully labelled as “critical 

discourse analysis”, because it will be applied only to the parts of the texts, where the subject of 

the study is represented. This is done so due to the limitations of the study in time to conduct in 

and space or amount of pages that is eligible to presnt it. Instead the approach will be referred to 

as discursive approach or microanalysis (Fairclough, 1995: 105). There are a lot of different 

discursive approaches (Gee, 2011: Introduction chapter), which are crossing each other during 

practical research (Fairclough, 1995: p. 20) and, moreover, it is still developing concept (van 

Dijk, 1988: pp. 17-19). Thus, it is possible to take the most applicable for the particular elements 

of this practive and use them to get to most representive results. 

As it was already mentioned before, the study, following Fairclough’s scheme (1995: p. 

5) aims to look at relations, identities and representations in the sampled texts. Later in the same 
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book Fairclough suggests how to deal with these notions and how to work in their frame during 

the analysis. He pays attention to three points that should be noted: 

 “particular representations and recontexualizations of social practice (ideational 

function) - perhaphs carrying particular ideologies 

 particular constructions of writer and reader identities (for example, in terms of 

what is highlighted - whether status and role aspects of identity, or individual and 

personality aspects of identity) 

 a particular construction of the relationships between writer and reader (as, for 

instance, formal or informal, close or distant)” (Fairclough, 1995: p. 58). 

 

All these requires a certain level of interpretation, which is impossible to do with content-

analysis, so discourse approach, which is studying texts in details is perfect. Moreover, the tools 

underlined in the theoretical chapter will be used, which allows interpretations based on the 

theoretical knowledge and previous studies. 

Moreover, this thesis is not aimed to study only linguistics of texts. In this case, the 

method that would fit the best would be semiotics. (Hall, 1997: pp. 36-37) This research also 

pays attention to coherent relations in texts, and this is exactly how basics of the discourse 

analysis are defined. (Hall, 1997: p. 44; van Dijk, 1991: p. 46) 

Moreover, discourse deals with the meaning and its possible effects on the audience (van 

Dijk, 1991: p. 45), which is also very important argument in favor of this approach for this 

particular thesis. Since the idea of the work comes from the Nation Branding theory, which is 

concern with the image of the country, it is essential to be able to imagine and think of the effects 

that different representations in different media are going to leave in minds of readers. Basically, 

this approach allows to assume what perceptions and image these media may form. 

 

4.2 Material and Sampling strategy 
The choice of samples for this thesis is, firstly, dependant on the aim of the research, 

posed in the introduction part: 

How is the representation of Russia constructed by English-speaking Russian media in 

comparison to transnational media in the framework of application process for the hosting of the 

Football World Cup 2018? 

Thus, to achieve this aim Russian English-speaking media and transnational online media 

are needed. As a result, seven media outlets were chosen for the analysis. Among them is 

English version of Pravda.ru, English version of RIA Novosti, Russian Beyond the Headlines 

(RBTH), Russia Today, BBC, CNN and Al Jazeera.  
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This thesis deals with the critical-case sampling. (Deacon, Pickering, Golding, & 

Murdock, 2010: p. 55) As it was pointed out in the introduction chapter, the choice of the event 

is dependent on the fact that big sport events, like Football World Championship (FWC) attract 

lots of attention from not only sport fans, but also general public, investors and potential 

investors. (Raney, 2006) Therefore, it is interesting to analyze how the representations and 

identities are build by media inside the country for the international audience, as well as how 

they are constructed by transnational media outside the country. 

As a result, audience is the next criterion that determines the choice of media. All of them 

are online media, writing in English, so potentially they have the same target audience. It is so, 

because articles in this type of media can be published and accessed from anywhere and by 

anyone, who has internet connection and is able to understand English. (Fenton, 2010: pp. 3-16; 

Sparks, 2007: pp. 133-134) There are no doubts that the audience of transnational media, 

included in the sample, is bigger than the audience of Russian English-speaking online media. 

However, it is assumed that a person, searching information about Russia is likely to get to 

Russian-boosted English language online news channels. Thus, potentially, the audience of the 

chosen media in theis specific case is the same. 

There are around 12 Russian English-speaking online media, form which only four were 

chosen. Firstly, the matter of accessibility is important: it was essential that all the media would 

provide free access to their articles without paid subscription or registration. Another important 

point is relaive diversity between media: independent Pravda.ru; claiming independence TV 

channel, targeting mainly the audience outside of Russia, Russia Today; the internet issue of 

“Rossiyskaya Gazeta”, which is published with the support of government of Russian 

Federation,  Russia Beyond the Headlines; and state-run news agency RIA Novosti.  

As for the transnational media the biggest media outlets were chosen: BBC, CNN and Al 

Jazeera. In this case, BBC not only represent England as one of the most football nations in the 

world, but also represent Western-middle view on Russia. Another important issue, why BBC iss 

chosen is because England was also an applicant for hosting FWC 2018.  

CCN and Al Jazeera represent two polar views  - Eastern and American-Western. USA, 

actually, was also bidding for the right to host FWC 2022 against Qatar, Australia, South Korea 

and Japan. And Al Jazeera is here to keep the world balance of the flow of the press and avoid 

westernization of this study. Therefore, the transnational media are chosen to represent North 
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American continent, Europe and East (Middle East and Asia) in there view on Russia, which 

then appears to be in the middle. 

The sampling of the texts is made according to the main events in the bidding process of 

Russia for the right to host FWC 2018. It was decided not to begin from the very start in March 

2009, when FIFA announced the applicants, among which was Russia. The sample of texts starts 

with the visit of FIFA inspecting committee to Russia on the 16-19 of August 2010. The text that 

appear during the whole August are analyzied to see expectations, if any, the way press covers 

the visit itself and the post-coverage of the visist in the same month.  

The next month that is sampled is November 2010 as a month that precedes the selection 

date - December the 2
nd

. And, of course, the whole December 2010 is sampled to follow how the 

announcement of the decision was covered and post-reported. 

Due to the fact that texts were published in past, it was possible to retrieve articles using 

two different ways. First, the search in the archives of the media was conducted. Under archive 

one should understand the storage on the web-site of previously published texts according to the 

year, month and day of issue. These archives give access to all articles that appeared during this 

time. This way of sampling was possible for all Russian media, because all of them have 

archives on their web-sites, which they keep open for readers. The articles for a sample were 

searched manually in these media. They were picked when they responded to the topic of 

bidding for the hosting of WFC and touched upon Russia. 

The sampling strategy for transnational media was a bit different due to the limitations of 

their archiving system. All of chosen transnational outlets do not keep open archives on their 

web-site, so it it not possible to search for articles, published in past from their web-pages. Due 

to this limitation, another approach to sampling was used. The articles from transnational media 

were sampled using the search engine Google and the tags that are relevant to the topic. With the 

help of advanced search tools, it was possible to limit search to the time frame, and with the 

usage of key words or tags, it was possible to find articles. For example, the limitation of the 

time frame was from the first to the thirty first of August, and the key words were the name of 

the media, BBC, for instance, and the tags Russia and FIFA. The sample did not include blogs 

that were writing on the topic.  

This kind of sampling strategy, when articles from different media are sampled 

differently, may, potentially, be a source of error. However, as it was already outlined above, it 

was the only way to get texts for the sample. 
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All in all, the search gave 52 hits and all of them were included in the sample for content-

analysis. First of all, because it is a critical case sampling, so the choice of articles should be 

really intensive, and, secondly, it is essential to have rather big sample for content-analysis. From 

these texts 34 are from Russian media and 19 are from transnational media. It is somehow 

uneven, but this is what should be kept in mind when analizing research findings. 

The sample of articles chosen for the microanalysis of text consists of two texts from 

each media: the last article before the announcement of results, and the first article after the 

announcement of results. The choice is determined to see representations of the country before 

Russia was announced to be a host for WFC 2018 and right after to check the first reaction. 

Thus, the sample for the analysis with discursive approach consists of 14 articles.  

 

4.3 Analyzing material and presenting results 
As it was highlighted earlier, one of the methods is content-analysis and it is the 

technique that requires very systematic approach. So, it is essential to understand that half way to 

succsessful and credible results is the preparation phase, which includes desingning of the 

coding schedule and coding manual (see Appendix 1) for analysis (Bryman, 2008, pp. 283-

288). To create applicable and systematic design, it is important to keep in mind that there are 

some potential dangers that any researcher can meet (Bryman, 2008, p. 288), but it will be 

dwelled on them in details, as well as on the ways to avoid them in the next section.  

The data will be processed and analysed with the help of computer softwar SPSS. It is 

also appropriate in this research to talk about all three types of the analysis: univariate analysis, 

bivariate analysis and multivariate analysis. (Bryman, 2008, pp. 322-332) The first type will 

show statistical data and frequences of all variables repeating in their categories. This is 

important to learn the percentages of some phemomena within the entire population. Bivariate 

analysis is useful when it is essential to see if two variables are related to each other. The answer 

to how strong the relationships are will give the Pearson’s r method. (Bryman, 2008, pp. 325-

327) Whereas multivariate analysis is helpful, when there are spurious relationships between the 

variables. (Bryman, 2008, p. 330) In this case this analysis will help to see the relations between 

them, as well as to understand how they influence each other. A good way to check how 

confident one can be about the existence of relationship between two variables is the chi-square 

test (Bryman, 2008, p. 334). 
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The strategy of content-analysis includes the attention to descriptive data - how many 

times which technique or tool appear in all population. However, more important is to see 

relations and correlations between categories. With the help of crosstables it will be studied 

which categories depend on what types of media and time frame, as well as how they are 

correlated to each other. 

Although, discursive approach allows some flexibility and interpretations (Hall, 1997: pp. 

44-45), it also requires theoretical and practical preparations. The list of questions for the 

analysis is created. All the aspects in the questionnaire go in line with the use of lunguistic and 

narrative tools, discussed in the previous chapter. In this part it is important to study coherent 

relations and understand what is foregrounded and what is left behind and why. This analysis 

will also look at the creation of identities not only for Russia, but to actors, who are involved in 

the process of its representation in a text. Moreover, relations in the articles will be examined: 

what is the attitute of a journalist to the source, fact or statement. 

The results will be presented in relation to the research questions, which are posed in the 

beginning. 

 

4.5 Critical overlook on methods 
Firstly, to keep the logic of the chapter, it starts with content-analysis. Earlier in this 

paper it was underlined that most of the general disadvantages of the content-analysis as a 

research method are not related to this particular study. However, there are still some pitfalls that 

need to be dealt with to reach the most illustrative and accurate study results. 

First of all, as Bryman (2008) reminds it is important to be attentive to all details already 

in the designing of the coding schemes (p. 288). To avoid ‘discrete dimensions’, ‘mutually 

exclusive categories’ and ‘exhaustive categories’ it is essential to be précised and clear in the 

devising of categories.  

Another crucial point that was already raised in the paper several times is inability to be 

completely objective and value-free when analyzing text. However, from my point of view, it is 

vital to be as independent in the research as possible and to try to come around to objectivity as 

close as possible. To manage that the clear instruction on how to interpret elements of the text 

and what variables to choose will be fundamental. (Bryman, 2008, p. 288) 

This brings us to the next point about the full understanding and transparancy of the units 

of analysis. To test categories and their codes, as well as to make sure that the research is 
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designed properly and all possible categories are taken into account, it is advisable to conduct a 

pilot study. (Deacon, Pickering, Golding, & Murdock, 2010, p. 130) (Bryman, 2008, p. 288) 

Moreover, after the pilot when analysing the data it is important to be consistant during the entire 

study to avoid inaccuracy and confusion. 

Another danger that can be there while conducting the content-analysis is the possibility 

to get lost in the huge amount of collected information, numbers and data. It is always necessary 

to keep in mind research questions and stay focused. In addition, when processing data, one 

should be directed by statistical findings, avoiding assumptions and free interpretations not to 

create bias. Moreover, the crucial point is not to exxagerate research results, be transparent and 

clear. (Deacon, Pickering, Golding, & Murdock, 2010, pp. 131-132) 

As for the discursive approach, which by its nature requires interpretations, it is important 

to try not to be biased. However, the researcher should always remember the following thing. 

“No research is free of norms and values or their implications. This is particularly true in the 

humanities and the social science, where norms and values are themselves objects of analysis.” 

(van Dijk, 1991: p. 5) 

Thus, all ainterpretations should be based on the solid fundament of theory and search for 

the proves in the text itself that the meaning presented in the study is the most preferred meaning. 

However, in the social and discursive studies interpretations can be always followed by other 

interpretations, turning into “an endless chain” of meanings. (Hall, 1997: p. 42) This brings us to 

the point, where one has to agree that there is no right or wrong answer or meaning in the process 

of interpreting. However, one should try to decode the meaning, based on the social, political and 

historical frames. 

Discursive approach may be called subjective, but how to keep the research impartial and 

the resulta are valid is discussed in the next section. 

  

4.6 Generalisability, validity and reliability 
These are the key concepts that are crucial for every research, and the purpose of the 

researcher should be to reach them by the end of study. Otherwise, it will not have any scientific 

significance. 

The term ‘reliabily’ and ‘validity’ are very closely connected to each other: “if your 

measure is not reliable it cannot be valid” (Bryman, 2008, p. 153). Although, they are linked, 

these two terms should be distinguished.  
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When one talks about reliability, it should be understood as matter of consistency of 

measures. There are three key concepts that lie under that term: stability, internal reliability and 

inter-observer consistency. (Bryman, 2008, pp. 149-150) As it was noted above in the section 

“Methodological problems that may occur”, it is important to be consistant over time and 

categories and questions, as well as to test the approach before the actual research. Moreover, for 

the content-analysis the techniques and instrument included in the SPSS software will help to 

measure the reliability of findings from the outlined point of view. 

There are also different types of validity (Bryman, 2008, pp.151-152) and all of them 

help to assess the validity of a method for the particular research, as well as the design and 

findings. The choice of the content-analysis as a first method for this study was made according 

to the literature review and review of the previous research on the related topics. This may 

represent face validity (Bryman, 2008, p. 152) in the frame of content-analysis.  

When the decision about the methods was being made another type of content-analysis 

was planned to be adopted - ethnographic content analysis or qualitative content analysis 

(Bryman, 2008, p. 276, pp. 529-531) (Mayring, 2000). However, after reviewing the literature 

are consulting with a professor, it was uncovered that this method still pack sufficient 

explanation on using it in research. So it was recognised as invalid for this partucular study and 

the combination of two methods that are both wel-studies was chosen.  

It is also possible to check the validity of the measure by comparing it to the same 

concept developed by the other method. (Bryman, 2008, p. 152) And this is where the mixture of 

two methods is perfect, since they are going to test each others findings. Moreover, the concept 

can be checked be comparing some previous research on the similar topic. 

As for the discourse analysis validity, according to Gee (1999) it is impossible to say that 

there is one way to define validity once and for all research. (p. 94) He states that it is not 

reflecting the reality, because it is constructed by people, as well as the language constructs the 

meaning, which can differ according to the situation. However, discursive research does not 

depict the opinion of the researcher. Every study is conducted according to the pre-planned and 

theorized framework. (Gee J. P., 1999: pp. 94-95) 

Generalization of the research is how the outcome of the study applicable to the whole 

population. (Bryman, 2008, p. 156) In this case, the generalization of the research will mean that 

discovered tendencies and trends of the particular samples will be true for all articles about the 

bidding process for the WFC 2018 in English-speaking online media and global media. Since the 
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critical case-study is used, it is quite impossible to generalize these results in relation to the 

overall representation of Russia in these media in every article independent from the situation. 

Thus, these research covers representation of Russia only during this particular event, and it can 

be compared only to the very similar occasions, like the WFC 2018 itself, or Olympic Games 

2014. 

4.7 Code book 

The code book is divided into two parts: code scheme for the content-analysis and the 

questionnaire for the discourse analysis. (see Appendix 1) The code book is based on the usage 

of tools that were described in the theory chapter and it follows the Fairclough’s approach to the 

analysis of media texts (Fairclough, 1995). It, basically, looks at representations, identities and 

relations that exist in texts.  

General questions 

General questions, or as they sometimes called demographics consists of categories that 

help to define sampled texts in the research. They include questions about the origin of media, 

Russian or transnational, the name of the outlet and the time frame of when the article was 

issued. This data help to compare other findings to each other and see how they function within 

the chosen media. They serve as categories that statistically define other findings. 

Representation questions 

These questions are based on the narrative and linguistic tools (van Dijk, 1991; 

Fairclough, 1995) described in the theoretical chapter. Among them are metaphors and 

comparisons, negativizations and hyperboles, topics, actors and propositions, as well as 

mentioning of corruption in articles.  

Metaphors and comparisons 

This category is developed according to the research of van Dijk (1991) and Fairclough 

(1995), who theorize these notions, as well as according to Stocker (2009), who implements 

them in his research on the similar topic. As it was previously outlined, the analysis of media 

texts comes down to the detection of what choices are made (Fairclough, 1995: p. 109). The 

quantitative part of the research divides these notions into positive of negative ones and aims to 

detect them in articles. Basically, it doesn’t matter how many time posotive or negative 

metaphor/ comparison appears in text, it is important just register its presence there. 

The qualitative part of the research examines what exactly metaphors and comparisons 

are used in sampled texts. Moreover, it will be studied what meaning is created by their 
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connotations and how they are functioning in the context of an article together with other 

techniques and tools. 

Negativizations and hyperboles 

This set of questions measures exaggerations, which according to van Dijk (1995) can be 

highlighting the view or opinion of the author or speaker, as well as make the text more 

interesting and exciting. They can be both negative and positive, and this helps to find out the 

tone and the attitude to the subject. Negativizations are the negative exaggerations, whereas 

hyperboles demonstrate positive proposition. For this particular research it does not matter how 

many times they appear in the text, but their presence is noted in the quantitative part of the code 

book. It will help to compare their usage to the previous research (Stocker, 2009).   

In the qualitative part of the analysis, the exaggeration will be specified and outlined. 

There usage will be explained in terms of the meaning creations and discussed in the frame of 

overall coherent relationships in the text.  

Topics, actors and propositions 

These questions study topics, tone and actors of articles. The argument by van Dijk 

(1991) that headlines and lead paragraph in the articles, as well as the space dedicated to it, 

define the main topic is the foundation for this part of the research. Since van Dijk (1991) also 

argues that the topic structure in a media text can be imagined in a form of pyramid (p. 72), the 

second most important theme in the article is also register by the quantitative research. The topic 

range includes the most important themes for this study that were created after the literature 

review and a pilot study. Among them are: “Speculations, formalities and winning”; “Evaluation 

of Russia”, when there is an opinion in the headline or lead; “Development connected to WFC 

2018 in Russia at present and future” with positive proposition; “Problems and problems that 

exist in connection to WFC 2018 in Russia” with negative proposition; “Putin and his opinion”. 

All other, not relevant to the research purposes topics are united in the “Other” group. These 

categories are generalized, what makes them comparable to the previous research. The 

mentioning of corruption is also separately noted in articles, because it is seen as an important 

issue that was accompanying the bidding process and its coverage. So, its mentioning can 

possibly create negative connotations in some contexts. 

The quantitative part will statistically register topics and main actors of articles. It will 

also define the proposition, or the tone of the article, operating the same argument by van Dijk 

(1991) about the role of headline and lead. 
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The qualitative analysis will look at what is foregrounded and backgrounded in an article, 

how the topics are related to each other, what actors are involved and what identities are given to 

them. This will help to define the relations between different participants of a media text. 

Sources and conjunctions 

The set of sources is also determined be the choice of a journalist how to present the 

event. (van Dijk, 1991: pp. 151-152) It is important to see who is allowed to speak on the topic in 

different media. 

The quantitative part is detecting the presence of a source in an article for statistical data. 

Qualitative analysis is looking on how the narrative to the source is made, what identities are 

given to it. Moreover, it is important to see, what exactly the source is saying and why it is 

saying exactly this thing. This helps to see identities that are given to the actors and sources, as 

well as to understand relationships, established in the text. 

Another useful tool of understanding relations between units in texts is conjunctions. 

(Fairclough, 1995; van Dijk, 1991) As it was outlinedin the theoretical part, conjunctions are the 

detectors of journalist’s attitude to what is stated. They also help to represent some thing in a 

softer, nicer way, like with the conjunction “but” (Fairclough, 1995: p. 120). 
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Chapter 5: Results and Analysis 
The chapter consists of two main parts: the first section presents the results of empirical 

study, both of content-analysis and microanalysis. The presentation of the data is built according 

to the logic of the code scheme. 

The second part of the chapter deals with the analysis of the received results, which are 

presented in line with research sub-questions. The analysis of the data according to the main 

research question will be conducted in the conclusion. 

5.1 Results of the empirical study 
 

5.1.1 Content-analysis results 

General information 

As one can remember from the previous chapter, the sampling strategy chosen for this 

research is critical-case study. This means that in the particular time frame the whole populations 

of articles on the topic was sampled. Thus, it gives uneven dissemination of media outlets in the 

sample. Figures demonstrate that 65,4% of articles are from Russian media and 34,6% from 

transnational media. From them the biggest amount is by RIA Novosti (21,2%), then by BBC 

(19,2%) and Russia Today (19,2%), followed by Russia Beyond the headlines with 17,3%, and 

the least amount of articles were found in CNN, Al Jazeera and Pravda.ru. They have 7,7% of 

articles from the whole population each. 

Results show that 40,4% of articles were published before the announcement of the 

bidding results, from which 23,1% were issued in the time frame 1 November - 1 December 

2010 and 17,3% starting from 16 August till 31 August 2010. To be more specific, 9,6% of all 

articles were published when FIFA committee was visiting Russia in August (16-19 August), and 

7,7% were published the same month after the visit. 

Data shows that with the time the amount of articles published in Russian media was 

significantly growing with 73,6% in December of all articles published in Russian media. 

Whereas transnational media’s highest peak was in the month before the announcement of 

results (44,4% of all articles published in transnational media), and afterwards one can observe 

considerable drop of the publications, related to Russia and FIFA, to 33,3% in December, 

including the announcement day (22,2% of all articles in transnational media) (see Appendix 2: 

bar chart 1).  
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Representation  

The figures in this section demonstrate the presence of linguistic and narrative tools in 

sampled texts. So, as numbers display, only 25% of positive and 19,2% of negative metaphors or 

comparisons were used. As for negativizations, they appear in 7,7% of texts, whereas hyperbole 

is found in 28,8% of articles. At the same time corruption is mentioned in 32,7% of all sample.  

At the same time, numbers demonstrate that 76,9% of all positive metaphors or 

comparisons appear in articles by Russian media. As for the negative metaphors or comparisons, 

40% of all appear in Russian media, and 60% - in transnational outlets.  

From all articles where the corruption is mentioned, more than 58% of them appear in 

transnational media. The most frequent mentioning of corruption was during the month of 

announcement of bidding results - 58,8%. However, the month before contains 35,3 % of all 

articles, where corruption was mentioned. In 41,2% of cases when corruption is mentioned, the 

main actor of the article is Russia, in 23,5% - FIFA, 17,6% - another country, 11,8% - Russian 

and Qatar together, and 5,8% - other actors.  

Data shows that the appearance of negativizations about Russia appears equally in 

Russian and transnational media - 50% in each. However, as for the time frame, 75% of all 

negativizations appear in December. As for the hyperbole - more than 73% of them appear in 

Russian media. The majority of them (66,6%) appear in articles that are published from 2 to 31 

December.  

The analysis has revealed that 61,5% of articles have positive propositions, and only 

32,7% and 5,8% of texts have negative or neutral proposition respectively. As further figures 

show, 78,1% of all positive propositions appear in Russian outlets and almost 60% of negative 

propositions are in transnational media. Over 78 % appear in December, whereas the biggest 

amount of negative propositions (58,8%) appear during the month before the announcement of 

bidding results in both media.  

Numbers also show that Russia is the main actor of 63,5% of articles, followed by FIFA 

(9,6%), another country or other countries of the bid (9,6%), other actors (9,6) and Russia and 

Qatar equally (7,7%). From all population of articles, where Russia or their representatives 

appear as a main actor, more that 81% is in Russian media. In the same media FIFA never 

appears as a main actor, as well as Russia and Qatar do not share equally representation as a 
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main actor at all. Another bidding country is central actor in Russian media in 40% of cases of 

all articles, where they are the main actor.  

As for the main topics of articles, the highest number is scored by topics about 

speculations on the winner, reporting on formal procedures and announcing the winner - 48,1% 

of all texts. Evaluation of Russia and development in regards to WFC 2018 in Russia each scored 

11,5%. At the same time Putin or his opinion became the main topic of 9,6% of articles. The 

category “Pitfalls/ problems that exist in connection to WFC 2018 in Russia (negative)” did not 

become the main topic of any articles from the sample. (see Appendix 2: bar chart 2) Topics 

about speculations, formalities and winning take more than 44% of all topics in Russian media, 

followed by “Development” (17,6%), “Evaluation of Russia” and “other” (14,7% each) and 

Putin topics (8,8%). 

In transnational media 55,6% of all articles belong to the “Speculations, formalities, 

winning” group, over 27% are concern with “other” topic and around 11% is defined as “Putin” 

topic. Topic of development is never a main topic of articles in global media. 

At the same time the dissemination of articles according to their peripheral topics looks 

quite different. Positive developments were the sub-topic for 28,8% of all articles, followed by 

problems and pitfalls, connected to WFC 2018 in Russia (23,1%). The category “other” includes 

17,3% of all texts, whereas Putin and his opinion appears as peripheral topic in 15,4% of 

sampled texts. Evaluation of Russia and the category “Speculations, formalities, winning” gain 

5,8% and 9,6% respectively. 

Results for dissemination of the peripheral topics in Russian media are the following:  

Topic Percentage 

“Developments” 41,2% 

“Putin/ his opinion” 17,6% 

“Other” 14,7% 

“Speculations, formalities, winning” 11,8% 

“Pitfalls and problems” 8,8% 

“Evaluation of Russia” 5,9% 

 

The dissemination of peripheral topics in transnational media is the following:  
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Topic Percentage 

“Pitfalls and problems” 50% 

“Other” 22,2%  

“Putin/ his opinion” 11,1% 

“Developments” 5,6% 

“Evaluation of Russia” 5,6% 

“Speculations, formalities, winning” 5,6% 

 

93,3% of all articles on “Development” aspect as peripheral topic are published in 

Russian media. Figures also demonstrate that 75% of all “Pitfalls and problems” articles appear 

in transnational media. Putin and his opinion as peripheral topic appear both in Russian and 

transnational media with 75% and 25% accordingly. Evaluation of Russia as the peripheral topic 

appears in Russian media with almost 67%, and little bit more than 33% of them are in 

transnational media. The “Other” category united topics that are not relevant to the research 

purposes. Among them are the focus on some other countries and events, where Russia also 

appears as an actor of the article.  

Sources 

The sources that appear in the analyzed articles can be direct, indirect or mixed. The 

percentage presented below demonstrates the amount or sources talking about Russia used in the 

whole population of articles. In order to make numbers of the usage of sources in articles more 

illustrative, the following table has been created. (see Appendix: table 1) 

FIFA representatives are not quoted by Russian media that often - 100% of all direct and 

indirect quotes appear in transnational media, nevertheless, the dissemination of mixed quotes is 

50% in Russian and transnational media. FIFA talks about Russian within articles during the 

period of visiting the country on 16-19 of August (33,3% of all direct quotes; 25% of all mixed 

quotes), as well as after the announcement of results from 3till 31 December (33,3% of all direct 

quotes, 100% of all indirect quotes, 25% of all mixed quotes). The main topics of the articles, 

where FIFA appears as a source, are “Speculations, formalities, winning” with 66,7% of all 

direct quotes, ad 100% each indirect and mixed quotes.  
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The most articles where Russian politician or official appears as a source are published in 

Russian media: 83,3% of all direct Russian politician/ official quotes, and 60% each of indirect 

and mixed Russian politician/ official quotes.  

The biggest amount of quotes of Russian politicians/ officials appears under the 

following main topics: “Speculations, formalities, winning” (66,7% of all direct Russian 

politicians/ officials quotes; 60% of each indirect and mixed Russian politicians/ officials 

quotes), “Evaluation of Russia” (16,7%; 20%, 6,7% of all direct, indirect and mixed quotes 

respectively), “Putin/ his opinion” (20% and 26,7% of all indirect and mixed quotes 

accordingly).  

All of the Not Russian politician/ official sources talking about Russia are quoted in 

Russian media. 100% of all direct Not Russian politician/ official sources appear under the main 

topic “Evaluation of Russia”. At the same time, 40% of all mixed Not Russian politician/ official 

sources included in articles with “Speculations, formalities, winning” as a main topic.  

Figures demonstrate that 100% of all direct quotes of Not Russian politician/ official 

belong to articles with “Pitfalls and problems” as a peripheral topic. The most of the mixed 

quotes (40%) appear under the peripheral topic “Evaluation of Russia”.  

All citations of or reference to the Russian media as a source appear in the Russian media 

that are sampled for the analysis with the exception is 25% of mixed Russian media quotes in 

transnational outlets.  

Russian media used 100% of direct and indirect quotes from other Russian outlets in 

articles with the main topic “Evaluation of Russia”. As for the articles with peripheral topic 

“Developments”, they include almost all quotes of Russian media as a source: 100% of direct, 

100% of indirect and 75% of mixed quotes. 

 

5.1.2 Microanalysis 

Microanalysis has dealt with 14 texts from the overall sample and it used discursive 

approach to analysis. The results will be presented in this section and discussed in the following 

part. The presentation is based on theoretical categories that laid a foundation for the research. 

Metaphors, comparisons, hyperbole 

This part of the analysis dwells on the usage of the linguistic tools that create specific 

representations in sampled texts.  
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The microanalysis has discovered that in sampled texts there are no direct metaphors or 

comparisons used to portray Russia. None of the articles is an example of descriptive text, and 

there are no direct and obvious characteristics that lie on the top of the textual meaning. Not 

finding any direct descriptions in articles is though not a surprise, because according to Hall 

(1997) representations are built with the help of codes that create the meaning. They are 

interpreted by people with the “shared meaning” mindset. (p. 21)  

Russia is often directly called a “favourite” in both Russian and transnational media, or 

given a priority in the text, when there are other participants of the bid equally represented in the 

article. For example, an item from CNN from 17
th

 of November talks about every competitor and 

their weak and strong sides. However, Russia is presented the first in the article, and this 

underlines the recognition of its importance during the bid. 

However, there are other interesting identities that are given to the matters, closely 

connected to Russia and through which its representation is created in articles. With the help of 

metaphors and hyperboles Russian media create some ambitious positions, which express the 

support of their country in the bid. This one can easily track in the pre-announcement article 

from RBTH. The text is from the 26
th

 of November. It introduces positive proposition with the 

heading “2018 cup race puts new kid on the FIFA block”. It also creates some ambitions and one 

can suppose that there is even a challenge to other competitors, who, maybe, underestimated 

Russia before. The expression “new kid” creates this meaning. The author of the articles has no 

doubts, why Russia is in favor and has lot of chances to win the bid: “There’s no mystery why 

this is the case”. This is, of course, exaggeration and presupposition, because, in fact, it can be 

not that clear for some people, why Russia is a favourite. 

The bidding process is labeled as “jostle” and Russia is characterized as a favourite of the 

bid. There are no positive or negative metaphors used in connection to Russia. But the 

guarantees made by Russia are “rock-solid” and they have a “clear-cut programme” of their 

future developments. These kinds of descriptions underline the trustworthiness of the country. 

It should be noted that transnational media start to use metaphoric language and 

exaggerations after the announcement of results. Russian media use a lot of hyperbolic 

statements and phrases in order to highlight the victory and represent as something even more 

important than it is. 

The bidding process is represented as something very hard and intensive and the 

importance of victory is stressed: “Russia won the bid for the first time in history after a tight 
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race”. The fact that it was a tight race and it happened for the first time makes it logical for the 

text author in this case to justify the victory. The success of the bid is described as a “fruit of a 

lot of hard work and determination from the Russian delegation”, “wonderful opportunity for 

Russia to offer the world another "rainbow experience”. One can suppose that there is an 

excitement behind these phrases. It is also described in the following phrases: “tense day of 

lobbying and voting”, “giving Russia the right to host the world’s biggest sporting event for the 

first time”. Right after that the positive development that are supposed to happen in the country 

are outlined. 

The presentation of victory is done quite differently in Russian and transnational media. 

Already the first thing that jumps into eyes in these respects is that all propositions and headlines 

by Russian media are very positive, even cheerful, and at the same time global media have 

distant, quite neutral approach. 

There is also an underlining of the “wonderful diversity” that exists in Russia. It seems 

like a reply to the issues of racism in Russia that were discussed before the decision.  

An interesting way of representing Russia in a more positive way is one-side opposition 

to international media, which write about Russia’s victory. It seems like Russian outlets are 

trying to underline and exaggerate that Russia is unfairly criticized. One of the articles strikes 

with its biased conclusion. One can even notice a slight sign of ghoulish joy in this part. “After a 

campaign riddled with allegations of corruption, there will be plenty who assume Russia has 

bribed its way to success, and the next eight years are likely to lead to intense international media 

scrutiny of how the ambitious World Cup project will be converted to reality. But for now, 

Russian fans are simply enjoying the moment and hailing a famous off-field triumph – while 

dreaming of greater glories to come on their home turf.” 

There is a speculation on attacks from international press on Russia and a lot of critiques 

that is going to appear. It is underlined that Russia for now enjoys the victory. This makes one 

think that any critique in this case would be unfair, especially taking into account the expression 

that exists in Russia: You don’t judge the winner. 

 However, the focus is mostly on the victory and happiness that it brought to the country. 

The articles from Russian media are noticeably biased and express their joy and the unification 

with celebrating country. The line “people with flags flooded the streets of the country” tries to 

stress this unification. This hyperbole shows that the whole country is celebrating the decision. 

Even the negative notion of traffic jams in the center on Moscow is turned into something 
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positive. They “enlivened with cars’ horns blaring and drivers have been saluting and 

congratulating each other”. 

Articles from transnational media often present Russia and Qatar together as they are 

both the winners of the bid. These articles have neutral proposition and report on the victory with 

the attempt to keep the balance. They don’t use hyperbolizations and metaphoric language that 

much.  

They talk about challenges and the building plans of Russia, as well as about problems 

that exist in relation to racism in the country. In this case, it is not softened in any way and the 

statement about racism stands out. There are also concerns with the preparation to the WFC and 

journalists draw a line to the preparation of Olympics in Sochi, where costs went much over the 

expected amount. However, there are also negative connotations, which in some cases is more 

critique and in other hidden acquisitions of corruption.  

The expressions are also “Russia vowed”, “Russia promised” used often. It creates the 

feeling that there is no full trust to the country, so they underline that the said things are to be 

implemented anyways. One of the article notices that Russia is “ill-prepared” for the WFC and 

has to do lots of job. The reply from Russian side is given with promises and plans. This keeps 

the article balance. 

Topics, propositions and relations in the text 

It is very interesting to have a look how Russian and transnational media use different 

approaches in covering the same things and issues. They, basically, choose the opposite angles to 

cover the level of being ready to host WFC and the preparation. It turned out to be an opposition 

between positive developments from the side of Russian media and the description of problems 

and obstacles in texts of transnational media. 

These issues come down to matters of topic and proposition, because it is the way they 

cover problems and drawbacks of Russia as a host of WFC 2018 differ, but the issue of coverage 

stays the same. 

Russian outlets see this event as a booster for developments in the country, like 

transportation, infrastructure, sport object, tourism and so on. They touch upon the existing 

problems and admit that the country at the moment is not prepared for the event at any way. 

However, they underline that the event is going to take place in 2018 and there is time to 

implement all plans. Russian media focus on the description of what is planned. Even if they 

mention problems and something that Russia does not have for WFC, articles try to soften these 
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issues with the immediate reaction on how it will be solved in the future. Problems are 

mentioned in the text, but they get the least amount of space and attention, whereas the 

presentation of future developments is taking almost all space in the article. 

Especially, Russia Today is a good example of this case. The article is published before 

the announcement of results. All in the entire item is about positive developments, which Russia 

is going to have in case of the victory. However, it touches upon the problems in the country, but 

in a very interesting way. 

The amount of the text about problems includes only one small paragraph: “Russia is 

especially notorious for violence among football fans. Only a couple of months ago, there was a 

huge clash between football fans and the police in St. Petersburg. Many considered this to be a 

very strong blow to Russia’s Cup aspirations.” 

This part is immediately followed by the next paragraph, which starts with the 

conjunction “However”. This means that the author of the article treats the existence of problems 

in a very special way: he admits that they exist, but opposes them right after mentioning them. 

After “However”, there is in the form of indirect quote the “assurance” from fan’s organizations 

that it is not going to happen during the WFC. Interestingly to notice that these organizations are 

represented as some abstract association without any reference to their specification. The 

statement is followed by the next paragraph starting with “Moreover”, which helps to stress that 

there are many more things have been already done. It tells also about developments and 

improvements in Russia. There are also some abstract authorities used as a source, who assure 

that the building of infrastructure is going to take place anyways not dependant on the WFC. On 

the one hand, the word ‘authorities’ creates the trust of readers to the text, but in a closer 

inspection, one realizes that there is no particular reference to anyone.    

The role of the conjunction “but” is also quite important in the description of existing 

problems and creation of relations in the text: “a huge amount of work remains to be done, but it 

assures”; “Russia lags behind its rivals in terms of football infrastructure. But that is about to 

change”. Thus, the author of the text opposes all the problems that he mentions in the articles. He 

also tries to create the justification for them and show that they are all possible to solve and this 

process has already begun. 

The entire text is built in a very interesting way: paragraphs begin with underlining the 

problem that exists in Russia in connection to WFC and then the entire paragraph is devoted to 

how the problem is going to be solved, what is already done and what positive developments it 
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will bring to the country. This makes these issues not significant and gives the hope for better 

future of Russia in both cases if it wins or not. This represents Russia as a country that is ready 

for a change to become a better place.  

The use of conjunction is also important. They create special relationships between a 

journalist and what is said before. Basically, even when the negative information is given and is 

followed by conjunction “but” and the opposition of negative statement, it becomes not that 

pessimistic anymore. The problem statements are followed by “However” or they start with 

“since” and then the decision is offered. “While” in the improvement statements parts suggest 

that there are many additional positive things that will be improved in Russia simultaneously.  

All in all, even though the text touches upon problems, they are softened with offered 

decisions and they article presents Russia as a country ready for a big change. The same one can 

track in other texts by Russian media. They are trying to hide problems behind the promises of 

better future and development. 

Transnational media have different view on the same situation, connected to issues and 

problems in relation to WFC. They present these obstacles as bare facts, in a form of statement. 

This makes them stand out in the texts and speak for themselves. No comments or conjunctions 

are found around them, which makes one see it as an author’s agreement with those statements. 

“A shortage of budget hotel accommodation, huge distances between venues and a record of 

racism in domestic league football are often cited as potential weaknesses in its bid.” There is no 

softening or attempts to hide these issues behind the huge amounts of text about developments. 

In some cases, transnational media represent the opinion of Russian officials and their decision 

of the problem in a form of quotes. 

The other case covers this issue in connection to the report that was by made by FIFA. 

The article talks about disadvantages and advantages of Russia in a bid. Since there are other 

bidding countries are also covered in the same was, the text seems to present quite balanced 

overview of the FIFA’s report in connection to bid participants. 

The interesting example is article by CNN, which focuses on both Russia and Qatar. It 

seems like it has a negative proposition in the headline of the text: “Russia, Qatar win race to 

host World Cups as FIFA spreads its vision”. “FIFA spreads its visions” underlines the 

opinion that these two countries have won only due to the politics of FIFA to broaden horizons 

and bring the development of football to new lands. Thus, there is a context of not fair victory, 
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but the victory due to the political decision of the organization. The text is about Qatar and 

Russia, but it seems that it focuses more on the first one.  

There is an emphasis on the fact that there were many celebrities representing other 

bidding countries, “but Putin just stayed in Russia to wait for the result of the vote”. It creates the 

feeling that Putin was not worried about the vote and was sure about its results for Russia. The 

special negative connotation creates the statement before these words that comes out of the blue 

“We are not corrupt, insists FIFA official”. 

Actors and sources 

The choice of actors and sources also tells a lot about the attitude of the author of the 

articles and his/her view on the event. However, the bias can also appear in the way the actors 

and sources are presented. (van Dijk, 1991) A good example is an active use of Vladimir Putin 

by both Russian and transnational media. 

It is interesting to notice that throughout all articles the role and Putin in bidding process 

and the victory is underlined. Some of the articles even report on victory or some other issues 

connected to the bid, focusing on Putin. In more details that phenomenon will be presented 

further in the text.  

Not all of articles are written a day or two before the announcement of results, but those 

that are issued in this time frame are either focus on the decision of Vladimir Putin not to take 

part in the ceremony of announcement of results, making it the main topic, or they devote quite a 

lot space in the article to this decision. The decision of Putin is explained by his own words in 

forms of mixed quotes.  

For example, in RIA Novosti the premier explains his decision to miss the ceremony of 

the announcement of results “out of respect for the FIFA committee members”. He also says that 

he wants to give them an opportunity to make an “impartial decision”. He, in addition, calls the 

press scandal on the corruption among FIFA members “inadmissible” and sees these events as an 

“unfair competition”. Moreover, the proposition of the headline is rather negative: “Putin to miss 

Russia’s bid for 2018 World Cup”. This is creates the feeling of the bitter sacrifice that premier 

is doing in order to secure fair bid in the light of recent events. So, Russia is presented as a fair 

member/ player of the bidding process. There are just Putin’s opinion and view on the situation 

presented, without any other sources involved. The article starts with the announcement of the 

decision by Putin and moves on representing his opinion on the situation around corruption 

scandal. Basically, the text is built in the way that it is meant that those who were talking about 
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bribing scandal are playing unfair game. And in particular they were British media and Britain 

itself.  

In Russia Today the reason for this decision underlines that “he did not want to put any 

pressure on the FIFA executives”. Further the journalist underlines that Putin “condemned” the 

“unfair competition from other bidders” as well as media investigation about corruption in FIFA. 

This creates on the contrast to “other bidders” the meaning that Russia is a fair player, since 

Putin even sacrifices his presence on the ceremony to secure fair and impartial choice. 

The article from BBC, 1.12.2010, also focuses on Putin’s decision not to attend the 

ceremony of the announcement of the bid results. The proposition created in the beginning of the 

article is negative. Already in the headline there is very negative twist: “Putin not to attend Fifa 

decision over 'smears'”. The word ‘smears’ stands in citation marks, which can refer either to the 

fact that it is taken from somebody’s words or that it is not true. It is common technique in 

English language to put a word into inverted commas to show that it has either the opposite 

meaning or it is not true.  

Since the both meanings are possible, it is concluded that in this case the word has very 

negative connotation to the truthfulness of Russian premier’s words. 

Further in the text a journalist uses Putin as a source and quotes his word. However, since 

these words were said by Putin in front of Russian ministers, who is also highlighted in the text, 

logical is to conclude that they were in Russian. Thus, words that are given in the form of direct 

quote are the translation from Russian. According to BBC, Putin uses statements as “smear 

campaign”, “unscrupulous competition”, “filth, compromising material”. According to other 

already analyzed sources, there were more words about unfair competition. The sense is very 

similar, but with the version of translation by BBC, Putin’s words sound more harsh, or even 

rude and street language style.  

It is hard to suppose if it is really the matter of translation, because Mr. Putin is rather 

famous for his harsh, hard-line statements. However, these representations of Russian premier 

create negative connotations to him and to Russia, as a bidding country. 

The author of the article supposes that Putin in his statements referred to the investigative 

program by BBC about the corruption. Even though, it is not known for sure, the journalist 

underlines that BBC “has defended” the program. So, obviously, he positions himself on the side 

of BBC and against the opinion of Putin. 
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  Moreover, roles of government of Russia and Putin himself are underlined in articles 

that were issued after the announcement of results. In Russian media the role of Putin is not that 

highlighted, even though all articles pay attention to the fact that the government has played a 

big role to win the bid. The role of Russian government is underlined: “the massive support for 

Russia's bid from the State was recognised”, “tremendous backing from the Government”, 

“Russian application has also stressed the massive state support for the bid”. 

As for the presenting the same point in transnational media, it is done in a different way, 

underlining the role of Putin. The journalist describes the bidding process of Russia as a game: 

“the world's media was suggesting Moscow had thrown in the towel”, “Vladimir Putin has 

played a blinder”, “Some would say he will look very presidential”. It creates the feeling that it 

was Putin’s game and the result was dependant on his move. He is considered as a main figure 

that influence and secured the victory for Russia: “Putin, who personally lobbied throughout the 

bid campaign”, “Putin was such a key figure in Russia's bid”. Articles also remind of the role of 

Putin in the Sochi Olympics bid.   

Since Putin is often used as a source in these articles, the choice of the quote is made to 

bring up negative feelings about him and as a result about victory. “Mr Putin went so far as to 

invoke the spirit of World War II” when he was talking about the blockade of Leningrad, where 

Russian were still playing football. Perhaps, a journalist is right; it is a bit too far. But the choice 

of the quote demonstrates the attitude of the author to Putin. 

The usage of source is quite different and at the same time similar in sampled texts. The 

difference is the variety of sources: some articles have more, some less, some use only one 

source and other don’t use it at all. The similarity is that there is a specific circle of source and 

quotes that move from one media outlet to another. Most of the times all texts use the same 

sources, but with different quotes. 

There are two interesting types of sources that are both used in Russian media and one of 

them is applied in transnational media as well: foreigners working in Russia and for both types of 

media some abstract actors, like fan organizations, authorities, officials and so on. 

An interesting example of the source is the couch of Russian national football team Dick 

Advocaat. In the article he says that the opportunity to host WFC 2018 is very important for 

Russia and it would boost the football development in the country. Moreover, he expresses the 

hope that Russia wins the bid. A journalist uses in narration to the direct quote of Advocaat the 

phrase that the couch “certainly hopes that Russia will win the bid”. And then it is underlined 
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that he is more for Russia than for his own country: “even though his home country is among the 

bidders”. This perception is created by a journalist in the narrative part to the Advocaat’s words 

in the direct citation. It creates the meaning that even foreigners don’t have patriotic feelings to 

their home countries, but for Russia. It is even stressed later on in the text with the use of another 

foreign player of one of Russian teams, who, in combination with quote from Advocaat and 

other Russian football players, also seems to support Russia in the bid even though he just 

expresses his opinion about the advantages of the hosting of WFC.   

Another source that is used in another text is the “new managing director” of Russian 

low-cost air carrier Avianova Andrew Pyne, who promises low prices and security during the 

WFC for everybody and expresses his hope about Russia winning the bid: “I’m an Englishman, 

but right now I’m rooting for Russia with all my heart”. It is underlined in the beginning of the 

article that England is the main “rival” of Russia. And this quote suggests that even English 

people are more for the victory of Russia. 

As for the usage of undefined sources in selected articles, one must admit that they 

appear quite often in both Russian and transnational media. They can be “authorities” and 

“officials” talking about improvements. Sometimes journalists refer to “Russian media” or 

“British press”, or to analytics, and then it is followed by some opinion or view or justification. It 

is, probably, done in order to transfer the journalists’ opinion to the text without expressing it 

directly, because that would be the violation of principles of journalism.  

 

5.2 Discussion of results 

As it was outlined before the discussion of the empirical results will be built according to 

the logic of hypothesis and research questions. In total there are three sections, which are divided 

in proportion to research questions. 

5.2.1 How Russian English-speaking online media represent Russia in the 

coverage of the chosen event? 

This part is going to answer the put above research question and dwell on the hypothesis: 

Russian English-speaking online media are biased in terms of creating a positive image for 

Russia when representing the country in the frame of chosen event. It should be stated the 

research demonstrated that this assumption is true for the sampled media.  

It is important to have a separate look at representations by Russian media and then by 

transnational outlets. It is also important to keep in mind the event or situation of the analysis, 
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because according to van Dijk media communications also represent “specific type of social 

situation” and it is free to choose particular words and expressions over others. (van Dijk, 1991: 

p. 210) Thus, this discussion will first turn to the usage of linguistic tools to represent Russia in 

Russian English-speaking media.  

Figures from content-analysis show that only 25% of positive and 19,2% of negative 

metaphors or comparisons were used in all media that were sampled. This goes in line with the 

research results from Vienna, where the author discovers that the use of metaphors and 

comparisons is very low when representing countries during sport event. (Stocker, 2009) 

Moreover, van Dijk has already underlined the fact that these tools are quite rare in reporting. 

(van Dijk, 1991: p. 221) It is interesting to notice that 76,9% of all positive metaphors and 

comparisons appear in Russian media. In articles that were analyzed with discursive approach 

Russia is called a favourite of the bid. 

In addition, as van Dijk argues sometimes meanings are not only created, but also 

exaggerated. (van Dijk, 1991: p. 219) This technique is called hyperbole and as the findings of 

the research show is the most used in the chosen coverage. This is similar to results that the 

research from Vienna illustrates, where hyperbole is also the most appearing linguistic tool. 

(Stocker, 2009) To be précised, more than 73% of them appear in Russian media.   

These results can be interpreted in a way that Russian media are creating more favorable 

impression on the country, because either they undergo censorship/ use self-censorship, or they 

express their patriotic feelings due to Russia’s bid and afterwards victory. The bias of reporting 

on the victory will be touched upon later in this section. 

The results of this research about domestic media creating more positive impression on 

the country are comparable to studies done about China’s branding during Olympics. They 

illustrate that Chinese media were also trying to avoid hot, negative topics and were presenting 

the country and its deeds in a very positive manner. (Han, 2011; Latham, 2009; Manzenreiter, 

2010) 

This is even more emphasized by the proposition that are created in articles by Russian 

media. They were mostly defined by headlines of artilces, using van Dijk’s argument that that 

headings articulate the most important information of the text, which is chosen by a journalist. It 

entails the view, opinion and a perspective of an author on the event. (van Dijk, 1991) As 

numbers demonstrate, 78,1% of all positive propositions appear in Russian outlets. Although it 
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does not mean that all of these headlines talk positively exactly about Russia, but that shows that 

Russian media had general positive view on the bidding process and the victory.  

As it was outlined above in the theoretical part topics matter a lot in media texts. 

According to van Dijk article and its topics can be imagined in the form of pyramid, which 

includes lots of different “semantic macro-structures”. (van Dijk, 1991: p. 72) They are not 

placed in the text according to some chronological way, but they are located there in the order of 

their importance, and this is the journalist, who prioritizes them. However, it’s not always the 

case. It happens sometimes that lower level topics are actually more important and journalist 

emphasizes it. (pp. 72-73) 

Three main prioritized topics in Russian media are topics about speculations, formalities 

“Developments” and “Evaluation of Russia”. Interesting to notice that the topic about problems 

in connection to hosting WFC in Russia is never appears as a main. The peripheral topics, where 

“Developments”, “Putin/ his opinion” appear in most articles, whereas “Pitfalls and problems” 

and “Evaluation of Russia” appear in least texts, also underline the bias of Russian reporters to 

more positive coverage. Also Russia appears as a central actor in Russian media in more than 

80% of cases, it never shares the article with Qatar equally and FIFA never appears as a main 

actor. This focus on Russia is quite understandable, since these media are domestic. Anyways, it 

can be interpreted in a way that Russian media distance from all other events and participants of 

the bid for WFC and focus explicitly on Russia. 

The same is true for the results of discourse analysis, which has demonstrated the way 

Russian media deal with presenting problems in their texts. They find ways to soften them with 

the following telling about positive developments and change, or contrast them with the help of 

relevant conjunction and source that is promising to solve the issue. These kinds of techniques 

were described by both Fairclough (Fairclough, 1995: p. 120) and van Dijk (van Dijk, 1991: p. 

176) as a very effective way to hide the real opinion on the situation and demonstrate some signs 

of fake objectivity.    

Russian media are also trying to dramatize when representing the victory of the country 

in the bidding process: “Russia won the bid for the first time in history after a tight race”; “fruit 

of a lot of hard work and determination from the Russian delegation”; “wonderful opportunity 

for Russia to offer the world another "rainbow experience”; “tense day of lobbying and voting”; 

“giving Russia the right to host the world’s biggest sporting event for the first time”. There is 

definitely an excitement of the author behind these phrases. Together with hyperbolized 
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unification of the country in order to celebrate the victory, there is a feeling that journalists of the 

media may be actually a part of a crowd, who is happy for his/her country. This goes in line with 

the argument that journalist is a part of the society and can’t be fully impartial. (Louw, 2009) 

This is why it is impossible to say that the coverage of the bidding process and 

representation of Russian was impartial and neutral. On the contrary, one can see that there is 

significant bias to portray country in a better way. There is also an impression that place put 

themselves not as observers, but as participants of the society that support their country. Thus, 

one can conclude that expected result “Russian English-speaking online media are biased in 

terms of creating a positive image for Russia when representing the country in the frame of 

chosen event” has fully proved true. 

 

5.2.2 What identities transnational media create for Russia in the coverage 

of the chosen event? 

As for the transnational media, the expectation posed in the beginning in relation to them 

is: “Transnational online media have critical approach to Russia’s activities and tend to represent 

it in a balanced or biased to negativism way”. The same approach was used to reveal the 

tendencies and answer the research question as to the Russian media.  

Previous researches of similar cases in other countries have demonstrated that 

transnational or international media usually have critical approach in representing the country-

host of the big sport event. Especially this is the case when the country is hosting the event for 

the first time, or there is a controversial perception of it on the international arena. (Barr, 2011; 

Berger, 2010; Ding, 2011; Han, 2011; Hoppe, 2011; Latham, 2009; Manzenreiter, 2010) 

The findings of the analysis of foregn media’s representation of China’s Olympics 

demonstrate the critical approach to the search of “real China”. They were, basically, trying to 

uncover everything that Chinese media were not writing about: riots, fake events, ecological 

problems and so on. (Latham, 2009) At the same time there were also false acquisitions from the 

side of some transnational media and the representation of the country was reaching extremely 

negative point. (Latham, 2009: p. 33) 

As for the representation of South Africa when in hosted WFC 2010, it was concluded 

that the transnational media had also very critical approach to the coverage. They were raising 

very controversial and negative topics, concerning crime rate, AIDS/HIV, social problems and so 

on. However, the author of the research concludes that even though the media were critical, the 
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coverage did not have negative approach, but it was actually quite neutral. (Hoppe, 2011) Other 

findings, however, show that transnational media used negative and romantic cliches about 

Africa in their coverage. (Berger, 2010) 

All these findings go in line with the results of this study up to a point. Keeping in mind 

the expectations that were drawn in the beginning of this research, one can conclude after the 

analysis that transnational media indeed have critical approach to representation of Russia in the 

frame of this event. However, not all of them represent the country in extremely negative way. 

Nevertheless, one meets negative connotations in their articles. 

As it was stated above, the amount of metaphors appearing in sampled texts is rather 

small. However, numbers show that 60% of all negative metaphors and comparisons appear in 

transnational media. One must say that this is not a big gap between two types of media, but still 

transnational media score on this point more. At the same time and almost 60% of negative 

propositions are in transnational media. This shows that the transnational media have more 

critical, even negative view the entire event in the majority of cases. This can be connected to the 

corruption scandal that have erupted shortly before the announcement of results and was 

connected to BBC investigation.  

Thus, it is understandable that he majority of mentioning of corruption appear in 

transnational media. The most frequent reference to bribing scandal was during the month of 

announcement of bidding results and the month before. Interesting to notice that in 41,2% of 

cases when corruption is mentioned, the main actor of the article is Russia, in 23,5% - FIFA, 

17,6% - another country, 11,8% - Russian and Qatar together, and 5,8% - other actors. This angle 

is somehow not a surprise; it is common knowledge that Russia is criticized for the situation with 

corruption in the country. And even though this situation was not directed against Russia, but it 

was accusing FIFA members in taking bribes, but the victory of Russia was shaped with the 

strong contest of not fair competition and corruption scandal. This can create in line with the 

overall image of Russia in regards to corruption a very negative connotations and meaning about 

the country. This is somehow similar to the stereotypes’ and clichés’ coverage that was studied 

in relation to South Africa. (Berger, 2010) 

Another important part of the analysis is the topics. Van Dijk underlined the importance 

of them, because they show the angle of the report that was chosen by a journalist. He suggests 

that when reader does not have or maybe does not want to have an alternative source of 

information, topics will shape his/her perception of the event. In transnational media most topics 
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belong to the “Speculations, formalities, winning” group, around 11% is defined as “Putin” 

topic. Topic of development is never a main topic of articles in transnational media. 

The leading peripheral topic in transnational media is about problems and pitfalls of 

Russia in regards to hosting WFC 2018. They score half of all secondary topics, whereas positive 

developments take the last line in the topic rank of global media. It is also goes in line with the 

previous research about South Africa (Hoppe, 2011) and China (Latham, 2009). Transnational 

media have quite critical approach to the countries-hosts of big sport events.  

However, as discourse analysis has demonstrated transnational media are not trying to 

soften the problems that hey dwell on, like they do in Russian media. At the same time they also 

do not present only problems, but they give a voice to Russian officials and politicians to 

explain, how the problems are going to be addressed. So, they are keeping the balance.  

In addition, talking about Russia’s victory they address the experience of current 

preparation for Olympics 2014 in Sochi and criticize the excess of the budget. It was also noticed 

that BBC and CNN have more negative attitude to the victory of Russia, than Al Jazeera, which 

is the most balanced and objective of all. This may be on the one hand connected to the general 

view on Russia of the West, and on the other hand, it can also be bounded to the fact that UK and 

USA were also bidders and did not win. 

To summarize, one can definitely notice that transnational media have critical approach 

in the coverage of the bidding process, as well as in representing Russia. At the same time, they 

are not openly negative, but sometimes one can observe some negative connotations. 

 

5.2.3 How different are representations of Russia in Russian English-

speaking online media and in transnational online media, by means of the 

choice of angles, actors, relations as well identities, given to the country? 

It was already outlined that Russian and transnational media have different approaches to 

the coverage of the analyzed event. Russian media show positive developments and benefits that 

country will get with WFC 2018, touching only slightly upon problems. At the same time 

transnational media have much more critical approach and sometimes even negative views on 

Russia as a host of WFC. This was demonstrated in two previous sections by illustration of the 

usage of different proposition and topics. 

It was also mentioned above that Russian media focus mostly on Russia, as it appears as 

a main actor in more than 80% of articles. At the same time, transnational media look at the 
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event from more general point of view, reporting on FIFA, other countries, and even after the 

announcement of results they focus on both winners - Qatar and Russia. 

As it was underlined by van Dijk, the choice of actors and source in media texts plays an 

important role in identification of author’s attitude to the situation or subject. Apparently, this is 

a journalist who makes the decision on who is allowed to talk and what they are allowed to say. 

(van Dijk, 1991) 

The most used sources that talk about Russia in all articles are Russian politicians or 

officials, FIFA representatives, Not-Russian politicians/ officials and Russian media. They are 

all, except media represent official point of view. However, for instance Russian media do not 

use FIFA as a source that often, preferring to keep one-sided reporting. The vast majority of 

Russian officals appear in Russian outlets. At the same time, all Not-Russian officials appear 

also in Russian press. Most of them appear in main topics “Speculations, formalities, winning” 

and “Evaluation of Russia”. At the same time transnational media use mostly FIFA 

representatives to talk about Russia, but also representatives of Russia.  

This can be interpreted as the way for transnational media keep balanced reporting, 

because they search for opinions from both sides - the side of participant and the side that is 

making the decision in the end. In these respects, Russian media present quite biased source set 

when almost avoiding the view of FIFA.  

It is also interesting that all media use Russian premier Vladimir Putin quite often. 

However, the way how they use him as a source differs from Russian to global media. Especially 

the microanalysis of texts illustrates it quite well. Vladimir Putin is a good example of a 

prominent news actor, whose words, statements of actions become news by themselves. (van 

Dijk, 1991: p. 151) 

Russian media present him as a part of bidding committee, they do not single him out that 

much. He is portrayed as a part of the group, a citizen of his country. He is also represented as a 

fair and noble person, who “condemns” “unfair competition” and has to scarify his attendance of 

the announcement ceremony in respect to FIFA members to assure “impartial decision”. 

Somehow, in Russian media he is presented as a hero, or at least very noble politician, who is not 

going to give up his principles of being fair. 

In transnational media he is more represented as a “key figure”, a very influential person, 

who is singled out from the bidding committee of Russia and has power to interfere in the 

decision of FIFA by doing or not doing something. Transnational media present bid as Putin’s 
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game and characterize him as a tough, even rude sometimes politician, who is very strategic. 

They endow him with descriptions like “presidential”, “key figure”, “Vladimir Putin has played 

a blinder” and so on. Moreover, his quotes in transnational media sound more harsh and tough 

than in Russian media. The microanalysis has shown that even the choice of what he says and 

how creates negative perception of him. 

As it was pointed out in the results of microanalysis, Russian media create special 

narratives to foreign sources talking about Russia. Very illustrative examples are of Dutch couch 

of Russian national team Dick Advocaat or the British manager of the Russian airline, who both 

support Russia in the bid. The narrative by journalists try to underline that they have more 

feeling for Russian than for their home countries, by underlinin that even though their countries 

also take part in the bid, they express hope that Russia wins. This creates the connotation that 

Russia is loved by foreigners.  

On contrast, transnational media do not create any similar narrations, but they express the 

concern about Russia as a host of WFC. The expressions are also “Russia vowed”, “Russia 

promised” used often. It creates the feeling that there is no full trust to the country, so they 

underline that the said things are to be implemented anyways. One of the article notices that 

Russia is “ill-prepared” for the WFC and has to do lots of job. They also evoke the example of 

preparation to Olympic Games in Sochi and point at the budget spending. They also point out at 

the fact that both Qatar and Russia won the bid, because of the FIFA’s policy to broaden its 

horizons. At the same time Russian media express only excitement and happiness after the 

victory and portray it as deserved and fair. 

To conclude it should be noted that Russian and global media have different approach to 

the coverage of the chosen event and portraying of Russia. Russian media focus explicitly on 

Russia and benefits that it will get with WFC, as well as development that it will boost. The 

choice of source demonstrates that Russian journalists rarely seek any other opinion than official 

and that FIFA is rarely allowed to speak in articles. Other sources are introduced with narrations 

that help journalist to smuggle their opinion in the text. The victory is portrayed as a fruit of hard 

work and is underlined as deserved. 

On the contrary, transnational media have critical approach to the topic. They see Russia 

through the angle of problems that country has and express concern if it is the right choice to 

host such a huge sport event. However, with the choice of sources and statements they most of 
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the times keep the balance of reporting. Nevertheless, one can find in transnational media’s 

articles negative connotations in relation to Russia as well.  

Both Russian and transnational media can use the same sources, but they shape them 

differently, as in case with Vladimir Putin. 

Conclusions 
The thesis’ aim was to answer the aim of the research: How is the representation of 

Russia constructed by English-speaking Russian media in comparison to transnational media in 

the framework of application process for the hosting of the Football World Cup 2018? 

The findings have demonstrated that there are differences in choice of angles, sources and 

their narrations, topic and angles. And this is what construction of representation and meaning is 

all about - the choices that are made. (Fairclough, 1995; Hall, 1997; van Dijk, 1991) It has been 

also uncovered that these types of media use different approach to coverage of the chosen event.  

As it was expected Russian media centralize Russia in the coverage of bidding process 

for hosting WFC. The vast majority of articles focus on Russia as a main actor, which is quite 

understandable since these media are domestic. At the same time transnational media are also 

focusing on other countries, as well as on FIFA as on an organization that is in charge of the 

event. 

The propositions of Russian media are mostly positive and the topics that are covered are 

either positive or quite neutral in most of the cases. On the contrary, transnational media have 

much more critical position and the results of the study have demonstrated that global media’s 

proposition and topics are mostly negative or also neutral. It does not mean, however, that there 

is very negative attitude to Russia, but there is quite pessimistic view on the issue of bidding in 

general. 

It brings us to the point of Anholt, who underlines the importance of domestic audience 

being loyal to the country in order to make it more attractive to the rest of the world. (Anholt, 

2010: p. 67) However, as an example of China demonstrates having loyal people inside the 

country does not mean immidieate change in the perception of international community. 

(Manzenreiter, 2010) 

During the research it has been noticed that there is a noticeable difference in topics and 

angle. Russian media chose to cover the event from the point of view on developments and 

benefits that WFC 2018 will bring to the country. They are mentioning problems and obstacles 
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that exist in regards to the Championship, but they are opposed or softened in articles in various 

ways. As discourse analysis has shown journalists, especially, after the announcement of 

Russia’s victory, are not trying to be impartial and objective. One can easily notice their 

excitement about the winning.  

Transnational media, on the opposite, are keeping more balance in their items. Even 

though they point out the biggest obstacles and issues that Russia has in connection to hosting 

WFC, they almost always give a voice to sources that say that problems will be solved. 

However, there are also negative connotations and hidden premises in regards to Russia in 

transnational media texts. One can notice the link between the corruption scandal and the victory 

of two unusual for such events countries - Qatar and Russia. 

The critical approach of transnational media to the coverage of the bidding process and 

the critical coverage of previous WFCs and Olympics in places with controversial reputation 

(Hoppe, 2011; Berger, 2010; Latham, 2009; Manzenreiter, 2010), allow one assume that the 

coverage of the event itself in Russia will also be held under a very close attention from the side 

of interational media. Anholt (2010) argues that even hosting of a big sport event can become not 

a good branding opportunity, but a damage to the existing reputation, when there are mistakes in 

the realization and no proper preparation for the event. (p. 38) The critical approach of 

transnational media to Russia already now shows that they keep an eye on its actions and in case 

of failure or slip-up will be ready to report on it. 

Moreover, although Russian and transnational media are in some cases use actively the 

same sources, they treat them differently. For example, Russian premier at that time Vladimir 

Putin is represented in Russia as smart, noble politician, who condemns unfair actions of other 

countries and media against FIFA. And in transnational media he is represented as tough, sly, 

very strategic player, who knows his game and who can influence its result by doing or not doing 

something. 

In fact, transnational media keep on projecting the same old image of Russia that is 

already known by researches. The respondents of Anholts researches underline bad government 

and strong nationalism as the worst things about Russia. (Anholt, 2010: p. 58) Interesting to 

notice that these issues are among the most frequent appearing in the texts by transnational 

media. Having this information, one can only suppose that there is a link between the coverage 

of international media and the perception of Russian by international audience. 
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All in all, as it was expected the representations of Russia are quite different. Russian 

media are writing about the country that is ready for significant, positive developments and is 

ready for change, in spite of existing problems. They are treated like something small and 

temporary, and the focus is mainly on the bright future. Whereas transnational media are quite 

critical to Russia, they outlined all the problems that exist there. Moreover, transnational media 

express distrust to the country and its promises, and one can notice this lack of confidence in 

Russia on the level of its bid to host WFC and its victory. There are sometimes negative 

connotations in articles, but this can be connected to the standard view of Western media on 

Russia. In general, they have critical approach to representation of the country. 

In conclusion, it can be assumed that Russian is stepping on the way of managing its 

reputation and creating a favorable nation brand for itself. Moreover, after the conducted 

research and the study of the media’s position in Russia, one can assume that media might take 

part in that process as an instrument of the government. However, this cannot be considered as a 

conclusion, since there are no explicit proves for that. On the other hand, media can take the 

current position absolutely freely and no dependant of the outside pressure. They may create the 

existing coverage and representations unconsciously and influenced by the factors like being a 

member of the same society, the expectations of the audience and so on. From the often 

hyperbolized coverage of the case and the choice of tone and angle of reports, one can notice the 

formation of “national narrative” in Russian media. This term is used by Anholt to describe a 

common dream and image of the future of the country, shared by its citizens. (Anholt, 2007: p. 

34) He argues that this is essential first step in the way to successful branding. It is also possible 

that Russian media see some real positive changies in the country already. However, the current 

research has also demonstrated that the perception by transnational media, and as Anholt’s Index 

shows by international audience, is far away from favorable and positive. Although Russia is 

portrayed as not trustworthy and international media use critical approach to it, there are no very 

negative attitudes to the country.  

However, as Anholt (2007, 2010) keeps on repeating, the building of the brand is a hard 

and long work, so it may take lots of time or Russia to create more positive reputation for itself 

on the international arena, in case the country leaders want it. What Anholt also specifies is that 

the creation of positive image starts form the real changes within the country, and then it is 

important to attract media’s attention to them. What can be said after the reviewing of previous 

research and conducting of this thesis, is that it is, probably, impossible to significantly change 
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the image of the country to very positive by means of one or two global sport events. Although, 

that is might be true, but the findings of the research show that Russia needs branding on the 

international arena to correct its negative images that are repeatedly appear in transnational 

media and raise the level of the trust to the country. 
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Appendix 1: Code book 
General questions: 

 

I. Media’s origin: 

1) Russian media 

2) Global (Foreign) media 

II. What is the name of the media? 

1) Pravda 

2) RIA Novosti (RIAN) 

3) Russia Today (RT) 

4) Russia Beyond the Headlines (RBTH) 

5) BBC 

6) CNN 

7) Al Jazeera 

III. The time of the publication: 

1) 1-15 August 2010 

2) 16-19 August 2010 

3) 20-31 August 2010 

4) 1 November - 1 December 2010 

5) 2 December 2010 

6) 3-31 December 2010 

Questions about representation: 

 

IV. Positive metaphors and/or comparisons are used to describe Russia: 

1) yes 

2) no 

V. Negative metaphors and/or comparisons are used to describe Russia: 

1) yes 

2) no 

VI. Topic of corruption mentioned/ discussed/ touched: 

1) yes 

2) no 
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VII. Negativizations are used in relation to/ description of Russia: 

1) yes 

2) no 

VIII. Hyperboles are used in relation to/ description of Russia: 

1) yes 

2) no 

IX. The central actor of the article: 

1) Russia, representative of Russia 

2) FIFA, representative of FIFA 

3) Another country/ other countries of the bidding race, its/ their representatives 

4) Russia and Qatar together 

5) Other 

X. Proposition of the article: 

1) positive  

2) negative 

3) neutral 

XI. The main topic/focus of the article: 

1) Speculations, formalities, winning 

2) Evaluation of Russia (quoted) 

3) Developments connected to WFC 2018 in Russia at present and future 

(positive) 

4) Pitfalls/ problems that exist in connection to WFC 2018 in Russia (negative) 

5) Putin/ Putin’s opinion 

6) Other 

XII. Peripheral topic of the article: 

1) Speculations, formalities, winning 

2) Evaluation of Russia (quoted) 

3) Developments connected to WFC 2018 in Russia at present and future (positive) 

4) Pitfalls/ problems that exist in connection to WFC 2018 in Russia (negative) 

5) Putin/ Putin’s opinion 

6) Others 
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Sources questions: 

 

XIII. Sources talking about Russia: FIFA representative: 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XIV. Sources talking about Russia: Russian politicians/ official 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XV. Sources talking about Russia: Not-Russian politicians/ official 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XVI. Sources talking about Russia: Russian sportsmen 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XVII. Sources talking about Russia: Not-Russian sportsmen 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XVIII. Russian independent expert 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 



83 
 

XIX. Not-Russian independent expert 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XX. Russian business representative 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XXI. Not-Russian business representative 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XXII. Russian sport fan 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XXIII. Not-Russian sport fan 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XXIV. Russian media is quoted 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 
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XXV. Not-Russian media is quoted 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XXVI. Other source (Russia) 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 

XXVII. Other source (not-Russia) 

1) Yes (direct quote) 

2) Yes (indirect quote) 

3) Yes (mixed) 

4) No 
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Code scheme for textual analysis: 

 

1. What metaphors or comparisons are used to describe Russia in the text?  

a) What meaning do they create in the text? 

2. By what (type of) conjunctions and conjunctions adverbs the descriptions of the country 

are followed? 

a) What relations do they create in the text? 

3. What metaphors or comparisons are used in the descriptions of the matters and 

phenomena, related to the country? 

a) What meaning do they create in the text? 

4. By what (type of) conjunctions and conjunctions adverbs the descriptions of the matters 

and phenomena, related to the country, are followed? 

a) What relations do they create in the text? 

5. Is there hyperbole used in the texts? In what situations? 

6. Who are the sources in the text? Are they direct, indirect or mixed? 

7. What identities and narrations are given to them in the text? 

a) What meaning do they create in the text? 

8. Are the sources balanced in a sense of representation of different sides and opinions? 

9. What comment, if any, the journalist gives to what a source says? 

10. How are topics represented in the text? 
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Appendix 2: Charts and tables 
Bar chart 1
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Bar chart 2 
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Table 1 

Source Direct quote Indirect quote Mixed quote 

FIFA representative 5,8% 1,9% 7,7% 

Russian politician/ official 11,5% 9,6% 28,8% 

NOT Russian politician/ official 1,9% - 9,6% 

Russian sportsman 5,8% - 5,8% 

NOT Russian sportsman 1,9% - - 

NOT Russian independent expert - 1,9% - 

Russian business representative - - 3,8% 

NOT Russian business representative 1,9% - - 

Russian sport fan 1,9% - - 

NOT Russian sport fan  - 1,9% - 

Russian media 1,9% 1,9% 7,7% 

NOT Russian media 1,9% - 1,9% 

Other (Russian) 3,8% 5,8% 1,9% 

Other (NOT Russian) 5,8% 1,9% 3,8% 

 

 

 

 

 

 

 

 

 

 

 



89 
 

Appendix 3: The List of Links to the Articles  
1. http://en.rian.ru/sports/20101125/161498275.html 

2. http://en.rian.ru/sports/20101129/161544629.html 

3. http://en.rian.ru/sports/20101201/161578781.html 

4. http://en.rian.ru/sports/20101202/161600433.html 

5. http://en.rian.ru/sports/20101202/161594230.html 

6. http://en.rian.ru/sports/20101203/161617625.html 

7. http://en.rian.ru/sports/20101203/161612002.html 

8. http://en.rian.ru/sports/20101204/161620829.html 

9. http://en.rian.ru/russia/20101206/161656044.html 

10. http://en.rian.ru/russia/20101212/161744616.html 

11. http://en.rian.ru/sports/20101214/161767792.html 

12. http://english.pravda.ru/sports/championships/23-08-2010/114715-paul_fifa-0/ 

13. http://english.pravda.ru/sports/soccer/02-12-2010/116037-welcome_russia-0/ 

14. http://english.pravda.ru/russia/politics/03-12-2010/116043-russia_football_fifa-0/ 

15. http://english.pravda.ru/world/europe/06-12-2010/116060-england_russia_world_cup-0/ 

16. http://www.rt.com/news/russia-world-cup-football/ 

17. http://www.rt.com/news/fifa-inspection-world-cup/ 

18. http://www.rt.com/news/russia-celebration-fifa-decision/ 

19. http://www.rt.com/news/fifa-opted-future-2018/ 

20. http://www.rt.com/news/russia-2018-world-cup/ 

21. http://www.rt.com/news/world-cup-russia-bid/ 

22. http://www.rt.com/news/fifa-russia-investment-world-cup/ 

23. http://www.rt.com/news/world-cup-bid-sorokin/ 

24. http://www.rt.com/news/world-cup-russia-fedorov/ 

25. http://www.rt.com/news/meet-sasha-russia-football/ 

26. http://rbth.ru/articles/2010/08/30/fifa_would_be_wiser_betting_on_the_new04912.html 

27. http://rbth.ru/articles/2010/08/30/sport_cant_succeed_without_business04914.html 

28. http://rbth.ru/articles/2010/11/26/2018_cup_race_puts_new_kid_on_the_fifa_block05148

.html 

29. http://rbth.ru/articles/2010/12/02/russia_to_host_2018_world_cup05172.html 
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30. http://rbth.ru/articles/2010/12/02/russia_scores_a_hatrick_as_it_wins_right_to_host_201

8_world_cup05173.html 

31. http://rbth.ru/articles/2010/12/03/fifa_the_only_organization_that_finds_putin_sexier_tha

n_prince_william05176.html 

32. http://rbth.ru/articles/2010/12/07/world_cup_2018_to_spur_russian_development05186.h

tml 

33. http://rbth.ru/articles/2010/12/08/how_russia_will_transform_itself_before_hosting_the_

world_cup_05190.html 

34. http://rbth.ru/articles/2010/12/08/world_cup_to_help_russia_kick_oil_habit05191.html 

35. http://www.aljazeera.com/sport/2010/2010/11/20101117204843120412.html 

36. http://www.aljazeera.com/news/europe/2010/11/201011189125394931.html 

37. http://www.aljazeera.com/news/europe/2010/12/2010122204224591784.html 

38. http://www.aljazeera.com/sport/2010/12/2010122155851578893.html 

39. http://news.bbc.co.uk/sport2/hi/football/8921488.stm 

40. http://news.bbc.co.uk/sport2/hi/football/8929608.stm 

41. http://news.bbc.co.uk/sport2/hi/football/8946745.stm 

42. http://news.bbc.co.uk/sport2/hi/football/9201815.stm 

43. http://news.bbc.co.uk/sport2/hi/football/9203378.stm 

44. http://www.bbc.co.uk/news/uk-11874091 

45. http://www.bbc.co.uk/news/world-europe-11886417 

46. http://www.bbc.co.uk/news/world-11899584 

47. http://news.bbc.co.uk/sport2/hi/football/9250612.stm 

48. http://www.bbc.co.uk/news/world-11902018 

49. http://edition.cnn.com/2010/SPORT/football/08/19/paul.octopus.england.2018/index.htm

l 

50. http://edition.cnn.com/2010/SPORT/football/11/03/football.russia.sorokin.world/index.ht

ml 

51. http://edition.cnn.com/2010/SPORT/football/11/17/football.fifa.world.cup.2018.2022/ind

ex.html 

52. http://edition.cnn.com/2010/SPORT/football/12/02/football.world.cup.2018.2022/index.h

tml 

 


