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Text 
• from Lat. “textus” = woven fabric (Quintilian's ”Institutio Oratoria”)  

• A coherent set of signs that transmits some informative message. 

• Any human-readable sequence of characters that can form 
intelligible words (Rouse, 2015). 

• Any object that can be "read“ (a painting, an emoji, a city, a person’s 
appearance, etc.) – semiotics of culture.  

 



Types of texts? 
fiction non-fiction 

have  



Media text 
• Any work, object, or event that communicates meaning to an 

audience. 

• Spoken, printed, graphic or electronic forms of communication with a 
vast audience. 

• A product of social communication containing information narratives 
and emotional markers intended to influence public opinion, created 
by an author through various media (radio, television, press, and the 
Internet). 

• Multimedia – integration of multiple forms of media 



Genres of media texts 



 Types of text structure 



Media texts 

• Print – printed or handwritten texts with unmoving visual images 
(newspaper & magazine articles, books, scripts, leaflets…). 

• Oral – content communicated entirely by sound (speeches, radio 
reports). 

• Multimodal – include written text and/or printed images, sound, 
moving images (websites, videos, TV programs, films). 

 



Media texts 

 



Framework for media text analysis 



Media content  

M. Weber: “Media content serves as the means of monitoring the 
‘cultural temperature’ of society” 

Characteristics ← type of media, production techniques, implied or 
explicit messages, quoted sources, context. 

 



Media content 

Informative Persuasive 

• objective 

• states the facts 

• provokes thought 

• specific purposes: 

• report 

• briefing 
 

• subjective 

• imposes opinions 

• leads to a decision 

• provokes action: 

• advertisement 

• pre-election leaflet 

 



Fact vs. opinion 

FACT 

• A statement that can be 
verified by relevant evidence 
or tested by experimentation.  

• Can be measured against an 
objective standard. 

• Justifiable, can be proven as 
true or false. 

OPINION 

• Is based on a person’s belief, 
attitude, feeling or viewpoint 
about smth. 

• Is grounded on personal 
outlook, biases, interpretations, 
evaluations. 

• Cannot be proven by evidence. 



Fact vs. opinion 

 

1)  Reasoned judgment – based on facts 



Reasoned judgment 
• statement of the author's point of view that is supported by 

reason and evidence. 

• is based on sensible and logical arguments, rather than on an 
appeal to people's emotions or attitudes. 

• Stewart Duff :“When you demonstrate effective reasoned 
judgment, you are simply making rational, realistic and 
informed decisions, based on consideration of all of the facts 
and alternative options.” 



Objective and subjective components  
of communication 

 



Fact-based statements 

• Asia is the largest continent in the world. 

• The Earth goes round the Sun. 

• The summer follows the spring. 

• The 2010 world cup took place in South Africa. 

• Smoking causes lung cancer. 

• My birthday is in December. 

• Lahore is situated in Pakistan. 



Opinion-based statements 

• The parrot is wiser than the crow. 

• Lahore is the most versatile city in Pakistan. 

• Wild animals should not be kept in zoos. 

• This book is an enjoyable story of life in a small town. 

• Everybody likes daffodils. 

• Mothers love children more than fathers. 

• Your phone is really good. 



Types of content 

1) reporting 

2) opinion 

3) propaganda 

4) PR 

5) commercial advertising 

6) social advertising  

 



Match the types of content with their purposes 

1) reporting 

2) opinion 

3) propaganda 

4) PR 

5) commercial 
advertising 

6) social advertising  

 

a) to influence what you believe 
b) to influence what you buy 
c) to influence how you think about a 
company 
d) to influence or compel your political views, 
choices, etc. 
e) to inform 
f) to influence how you behave, for the good 
of yourself or society 



Types of content and their purposes 
1) Reporting - to inform 

2) Opinion - to influence what you believe 

3) Propaganda - to influence or compel your political views, choices, etc. 

4) PR - to influence how you think about a company or a person 

5) Commercial advertising - to influence what you buy 

6) Social advertising - to influence how you behave, for the good of 
yourself or society 



Content types can be analyzed according to criteria 
 

1. What type of content is it? 

2. Who is the text aimed at? (target audience) 

3. Is it based on facts or opinions? 

4. What is its purpose? 

5. What emotions, impressions, affects does it elicit? 

6. How does it work? (through what mechanisms?) 

7. What is its attitude towards the subject? 



  



Media text analysis 



Quantitative analysis 

• media content (number of topics or issues covered) 

• volume of mentions/quotations 

• circulation of the media  

• frequency of words/terms/sentence types, etc. 



Qualitative analysis 

• perceptions of media; 

• credibility of its context ; 

• the correspondence between the message 
and the means to express it; 

• language of the text; 

• target audience characteristics (age, gender, 
race, socio-economic position). 



Interpreting media texts 

• How are images, sound, and text used? Do they match the text 
content? 

• What does the media text offer as the primary object of interest? 

• Whose point of view dominates? 

•  What is the ‘moral’ of the text? How is it presented? 

•  What kind of information is missing? 



 
 


