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Abstract

This work was carried out within the framework of medialinguistics (the term of T.G.
Dobroklonskaya) — an actively developing area of linguistics that studies the functioning of the
language in mass communication [1]. Media text belongs to the newspaper-journalistic style, which
carries out a two-pronged task: informative and influential. At the same time, according to the
universal recognition of sociologists and linguists, the impact on the consciousness of the public
through semantic and evaluation information prevails, gradually displacing the function of
information.

The newspaper and magazine variety has become the most widespread within the framework of the
journalistic style, since the main goals of the information text are clearly traced here: to inform the
addressee about any fact that is socially significant; explicitly express its attitude towards it and
arouse a certain attitude of the addressee [2], [3].

It is these facts that dictate the choice of the object of study in this work — a newspaper headline, as
a special variety of media texts, which contains information about the most popular and current
situation related to the Covid-19 virus today. In this perspective, the extent of the influence of
newspaper headlines on the formation of public opinion in Spain and Russia is analyzed. The article
considers the headlines of Spanish (“El Pais” and “El Mundo”) and Russian (“lzvestia” and
“Kommersant) newspapers devoted to the topic of Covid-19, in terms of their functional
workload, namely, the explicit or hidden introduction into the consciousness of readers of
subjective interpretation of information instead of objective presentation of facts. The results of the
study show that communicative tactics of prevention, intimidation and attraction are recruited in the
headlines of the Spanish and Russian press through lexical means of language. Research material
and theoretical conclusions can be used in the preparation of Spanish language courses [4].

Keywords: public opinion, media text, headline, Spanish, Russian, lexical component,
communicative tactics.

1 Introduction

The problem of the influence of the media on the formation of public opinion has become very urgent in the modern
world. This is due to the fact that the information sphere is a systemically important factor that has a tremendous impact
on all the lives of society. The significant role of the media in the process of forming public opinion is achieved by the
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speed of providing information, accessibility, and wide coverage of the audience, multidimensional, social orientation
and the use of various linguistic means. The use of specific means of expressiveness, tropes helps to concentrate and
maintain the attention of the reader, while giving rise to certain emotions and feelings in relation to the described story.

One of the first to define “public opinion” was Hegel. In his work “Philosophy of Law” (1820), he writes: “Public
opinion is an objective freedom, consisting in the fact that individuals have and express their own opinion and judgment
regarding general affairs. Public opinion is the expression of all that people desire” [5:354]. Many researchers agree that
public opinion is a state of mass consciousness. According to Russian philosopher and sociologist B.A. Grushin, “public
opinion is a summary expression of the level or state of social consciousness of a particular era, taken as a whole, passed
through prisms with various angles of refraction: class, in depth of reflection of reality, in scope of action” [6:30].

Various tools help to manage public opinion, the leading role of which is assigned to the media. According to
sociologists, the media influence mass behavior and consciousness through various mechanisms, namely through
persuasion, inspiration, fear, rumors.

In the general mass media, the newspaper has a leading role: it is the most readable source of information worldwide.
The newspaper touches on almost all questions, quickly responds to events taking place in the world and submits
processed information for the reader. The newspaper, as a media outlet, appeals to the individual “in the totality of her or
his social roles — as a citizen, a family man, a representative of society as a whole and a resident of a particular area. Its
content covers all aspects of human relations with society and its subsystems, all areas of social relations in which
personality is included” [7]. These factors contributed to the fact that the language of the newspaper (newspaper style)
became the object of numerous scientific studies.

Print media researchers pay special attention to the newspaper headline, since the first thing the reader encounters is the
headline of the article. The headline is the first signal, a kind of compass, prompting to read the text of the article; it has
its own emotional color, arousing readership and attracting attention. According to T.G. Dobroklonskaya, the headline is
the first, and possibly the only chance to attract the attention of the reader [1]. A headline is defined as a text component
that occupies a stylistically strong position, calls the text and gives initial information about it.

2 Methods

The material of the study was the headlines of the online versions of the Russian newspapers lzvestia [8] and
Kommersant [9] and the Spanish broadband newspapers El Pais [10] and ElI Mundo [11], devoted to the situation with
the virus Covid-19 and published in the period of January-October 2021 (including the vaccination process and the third
wave of coronavirus), selected by a continuous sampling method. These newspapers are authoritative nationwide
publications designed for an educated reader.

The theoretical and methodological basis of the study was the work of domestic and foreign authors on the theory of
headline and linguistics of the text (V.G. Kostomarov, E.A. Lazarev, A.P. Bessonov, N.P. Peshkova, S.I. Kostygina, I.A.
Syrov, G.A. Weikhman and others). The actual material analysis uses a descriptive method, component, context, and
quantity analysis.

3 Results and Discussion

The headline in the context of a journalistic text is a structural-semantic component and, according to E.A. Lazareva, is
“a language structure preceded by text standing” above and before it, “and at the same time, it acts as” a full component
of the text included in it and associated with other components of a holistic work™ [12:6].

The role of the headline in attracting of reader’s attention is undeniable. The main ways to attract attention, as well as
form an opinion about the headline, are emotional evaluation and expressive vocabulary, precedent texts and names,
abbreviations, quotes, metaphors, comparisons, rhetorical questions, etc. During our study, we analyzed 140 Russian-
language and 140 Spanish-language headlines.

One of the most effective means of attracting attention in the headline is the use of numerals. Taking into account the
specifics of the topic under consideration, we assumed the presence of a large number of headlines that contain statistics
on the detected cases of infection, the number of deaths and recovery. Nevertheless, we established 4% of Russian and
9% of Spanish headlines with numerals. Here are some examples: Konya u xpas xosuono: P® e2pozum pocm cymounot
saboneeaemocmu ¢ 30 muic. uenogex [lzvestia, 5.10.2021], Ooswcudaemcs wmamm: nopoe 3aboresaemocmu OPBH
npesvluier 6 62 pecuonax [lzvestia, 29.09], Ha ucnvimanue «Cnymuuka \I» cpedu noopocmrog evioensm 100 man pyoaeii
[Izvestia, 28.09], Sanidad comunica 2.248 nuevos casos y 57 muertes; la incidencia se mantiene en 40 [El Mundo,
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16/10/2021], 240,2 millones de contagios y 4,8 millones de muertes en el mundo por la pandemia [El Pais, 16/10/2021]
and others. Numerals in headlines are used as part of the linguistic implementation of intimidation tactics and allow you
to form psychological tension among the reader.

The covid era contributed to the emergence of a huge number of neologisms that are actively used in headlines. On the
one hand, the authors of the article want to pay tribute to fashion, on the other hand, they are well aware that something
new and unusual will attract the attention of the reader and encourage him to read the article. So, scientists from the
Institute of Linguistic Studies of the Russian Academy of Sciences compiled a dictionary “Russian Language of the
Coronavirus Era”, which includes 3,500 new words [13], and Spanish linguists published a new supplemented edition of
“Diccionario Histérico de la Lengua Espafiola” [14], which included neologisms that appeared in the pandemic era. This
could not but be reflected in the headlines of the newspapers. Here are some examples from Spanish newspapers: De la
eliminacién a la endemia: asi es el camino anti-Covid que deben seguir paises como Nueva Zelanda o Singapur [El
Mundo, 11.10.2021], Coronaplauso, covidiota... El virus también se extiende por el idioma [El Pais, 14.04.2021].

Russian headlines contain new lexical units, mainly borrowed from English: «llanoemus edoxmoeuna mens na
nanucanue «Koponasupycnvix onesnuroe» [lzvestia,10.10.2021], bez xoda me 6xo0umbv: 6 pe2UoHaX YHCecmouaiom
anmuxosuonvie mepwr [1zvestia,09.10.2021], Omom oOusnwvlii nocmxosuonstii mup [Kommersant, 30.09.2021]) and
others.

There is no doubt that the authors of the headlines of Russian newspapers are more creative, as evidenced by the number
of examples of word-making: Kosuo-pox [Kommersant, 24.09.2021], Owuesuono, umo xosuono [Kommersant,
05.10.2021], ITocne anoxosudyca [Kommersant, 17.08.2021].

One of the common linguistic means of influence is a transformed precedent text: the author initially tunes the reader to
the wave he needs and invests his subjective assessment. Transformation can concern proverbs and fixed phrases (Om A
0o B: 6 saxyuny om epunna oOobaerenvl Hosvle wmammsl [lzvestia, 24.08.2021], Koo & mewxe [Kommersant,
29.09.2021], IHepuamku ocenvio cnumarom [Kommersant, 02.09.2021], Kmo ¢ mecm, xkmo no aoxoayn [Kommersant,
07.07.2021], Yepes mecmui k 36e30am [Kommepcants, 06.07.2021], Kosuoa bosmucs — ¢ TPL] ne xooums [Kommersant,
20.05.2021]), songs (Vxoau mou newanu: 6 Kakue pecmopambi HYCMsAm MOAbKO npueumvix kiuenmos [lzvestia,
22.06.2021], Ocmaemcs epunnosams: 6 Poccuu nauancs cezon npocmyo u OPBHU xauenmos [lzvestia, 25.09.2021]),
cliche (IlImammom mapwi: npemvep npuszean pe2uonvl HApacmums koeunviil ond ons bonvnvix COVID [lzvestia,
9.07.2021], Hu nayuenma bonviue: pocm zadonesaemocmu COVID sagpuxcuposan ¢ 82 pecuonax [lzvestia, 7.07.2021],
C HosbiM KOOOM: 28 UIOHS noceuaemMocms MOCKOGCKUx pecmopanog ynana Ha 90% [lzvestia, 28.06.2021]). In the
Spanish sample, the headlines of precedent texts were not identified. For comparison, in the Russian sample, the
percentage of headlines with transformed precedent texts was 15%.

Quotes have always functioned as a tool in formation of public opinion. The concise form of the headline leads to the
fact that often journalists give only an excerpt from the quote or even individual words. The main goal is to create
information uncertainty when we read the headline on the topic that is significant for us, and in the article we find
information that is not objective enough and with different degrees of truth. All this leads to the generation of rumors,
which is a fairly fast source of public opinion formation [15]. Let's give examples: «Mut umeem deno ¢ uzmenenuem
neuxuxku Ha MHo20 aem énepeo» [lzvestia, 10.10.2021], Cobsnun 3as6un o «83pwisnom xapaxmepey cumyayuu ¢ COVID-
19 ¢ Mockse [lzvestia, 23.07.2021], Elias Bendodo pide al Gobierno poder confinar y adelantar toque de queda:
“Peleamos con un brazo atado a la espalda” [El Mundo, 31.01.2021], Madrid entra en “riesgo bajo” por transmision
de covid [El Pais, 11.10.2021] u ap.

In a special group we assign headlines in which there are words highlighted in quotation marks in order to draw the
reader’s attention to them, or they are used in an ironic meaning: La Falla Don Bosco consigue el méximo galardon en
unas fiestas 'casi' normales [El Mundo, 09.10.2021]. Interestingly, in a Russian-language sample this kind of headlines
was not found.

Metaphor also occupies a special place in the formation of public opinion: Cnymuuk acusnu: Munsopas 06no6uUL
npueusounvie pexomenoayuu [lzvestia, 24.08.2021], Ipueumsv x uckyccmey. nmyctsT 1 0e3 BaKIUHBI HA (PHUIBMBI H
crexrakiu [lzvestia, 01.07.2021] and synecdoche: Pintalabios y covid-19 [El Pais, 27.07.2021]).

A comparative analysis of the linguistic means used in the headlines to form public opinion showed that in Russian
headlines the predominant means is the transformed precedent text, stylistic techniques (metaphor, etc.) and word-
making. Spanish journalists mainly resort to quotes, emphasis in the headline itself by highlighting the necessary words
in quotation marks, as well as neologisms.



4 Summary

We have identified some mechanisms, features and goals of linguistic influence on recipients, used by journalists in the
headlines of Spanish and Russian newspapers. It seems interesting that the Spanish and Russian media resort to excellent
mechanisms that allow them to impose a certain opinion on public consciousness. The results reveal the prospects of a
study on the relationship of linguistic means and conceptual pictures of the world of the two countries.

5 Conclusions

The headline is only a small part of the media text, but it is on it that the number of its readers depends. There are many
works devoted to the structural-substantive and linguistic features of the headlines, according to which the ideal headline
is concise, emotionally loaded, creative and economical in terms of language means. Nevertheless, in a state of
emergency in the country, when people experience both information hunger and overpowering with news, creating a
headline becomes a difficult task.

The results of the study clearly demonstrate that the newspaper headline, being a special type of media text, serves a
certain political and ideological social activity.
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