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MEDIA DISCOURSE AS A BASIC NOTION OF MEDIALINGUISTICS 

 
The second half of the XX – the beginning of the XXI century is characterized by 

the rapid growth of media and new information technologies. The dynamic development 
of traditional media and spread of the Internet has contributed to the formation of a 
single information space, conglomeration of many media-streams. The Internet and 
related technologies are categorized as a leading mass communication and essential 
information resource processing and distributing large data arrays. As a result media 
greatly affects communicant language behaviour. 

Media discourse structure, its typology and methods of research have been 
extensively studied by Lysakova (1981), S. Tryeskova (1989), R. Fowler (1991),  
M. Montgomery (1996), V.G. Kostomarov (1999), T.G. Dobrosklons'ka (2004), 
G.Y. Solhanyk (2005), A. Bell (2005), and others. However, distinctive characteristics 
of media discourse need further clarification. 

Prof.  Dobrosklons'ka views media discourse as a set of processes and products of 
language activities in mass communication sphere in all diversity and complexity of 
their interactions [1: 21]. As a special type of mass communication media discourse is a 
social phenomenon, whose main function is to influence mass audience through 
content-based information and evaluative data transmitted by media channels [4]. 
Consequently media discourse is a mechanism of updating information through 
different communication tools of Media Institute [4]. 

I.A.  Kozhemyakin distinguishes two approaches to the definition of media 
discourse. The first approach postulates that media discourse is a specific verbal-mental 
activity, peculiar only for information mass media space [3]. This approach 
differentiates media discourse from other discourse types such as political, religious, 
scientific, etc. on the basis of such discourse parameters as the use of language and 
communicative sphere of its realization. The second approach states that media 
discourse is any kind of discourse realized in media space and produced by mass 
media [3]. Thus it is possible to distinguish political, religious, scientific media 
discourse characterized by the specificity of mass information formation, interpretation 
and broadcasting.  

Alongside with knowledge production and object evaluation, media discourse 
explaines the various ways of  information broadcasting. It leads to the assumption that 
the central notion of media discourse is not social-political processes but methods of 
their description [3]. In this case, media discourse provides mediation attempts. Thus, 
media discourse analysis is aimed, on the one hand, at emphasizing essential elements 
of meaning creating and broadcasting process, and on the other hand, at defining the 
role of media context in meaning-making. 

M.R. Zheltuhina defines distinctive features of media discourse that include [2:  
27-40]: 

- group correlation (the author shares the views of his group); 
- publicity (focusing on mass addressee); 
- disorientation (creating conflict with its following discussion); 



- staging and mass orientation (impact on several groups simultaneously). 
It should be added that media discourse mirrors the state of society, reflects both 

positive and negative changes in a certain period of its development. Choosing a 
linguistic unit, grammatical form or structure addressers show not only their individual 
language preferences and habits, but also signify about language skills of individual 
classes and social groups, i.e. the society of a certain historical period [5: 220].  

From the stated above we may come to the conclusion that media discourse is 
integrated into social, personal and professional relationships and can be used to achieve 
appropriate illocutionary effect. Media discourse is a leading type of discourse that 
penetrates into all types of institutional and everyday communication. Mediatexts 
become significant means of forming society outlook and world perception of 
individuals.  

This article focuses on the study of verbal and non-verbal features of the media 
social network discourse, Instagram discourse in particular. To conduct a preliminary 
scientific analysis we have analysed top three blogs:  

(1) a challenge blog by kristenhanby (Los Angeles, California). A challenge blog 
by kristenhanby is dedicated to various tests undergone by friends. The friends freely 
become involved in making a tattoo, eating the hottest dish in public catering, making a 
pink defiant manicure, wearing women’s clothes in a public place etc.  

 (2) a travel blog by Vitaliy Raskalov (Russia). The blogger is an avid adventurer 
who willingly posts many sets of detailed photos from his trips all over the world. Eye-
catching pictures draw the followers’ attention and leave an everlasting impression.  

 (3) a travel blog about an adventure cat by Suki Cat (Canada). Suki Cat blog is 
managed by a cat owner, whose pet likes to travel a lot. Magnificent pictures of a cute 
animal tend to move the followers and encourage them to reach all destinations the cat 
does.  

The followers try to appreciate the bloggers’ work by means of short elliptical 
sentences “awesome nails”, “the best”, incorrect spelling “inforgetable” and incorrect 
grammar “she do not want intrude”, “awesomeness man”, extensive use of 
exclamatory and question marks “Whaaaaaat??????!!!!!” and letter duplication “so 
cuuute” etc. The followers greatly imply non-verbal means (emoticons) to highlight 
their attitude to the bloggers’ posts (See Table 1). Such smiles (kisses, hugs, applauding 
hands) give some extra colouring and vividness to the feedback and consequently please 
the bloggers.  

Verbal versus Non-verbal Means in Instagram Discourse 
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As for the prospects for further research, it is appropriate to analyze the structure 
of media discourse and to consider linguistic component of mediatexts in terms of the 
perlocutionary effect, which creates manipulative influence on the addressee. 
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