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Abstract

The paper focuses on the issues of public opinion manipulation and emotionalization
of the Internet news discourse. The purpose of this study is to identify the specifics of
political emotions and their rhetorical potential in the Internet news discourse.
Through the discourse analysis of the statements uttered by politicians and taken from
the news stories of the highly circulated British and American online media, political
emotions are defined as a particular type of emotions intended to manipulate public
opinion both emotionally and politically. The analysis of the rhetorical potential of po-
litical emotions reveals that political emotions can be used with the aim of social soli-
darity, group identification, decision-making, shaping public opinion, discrediting the
opponent, polarizing social groups as well as enhancing the public image of a politi-
cian in the Internet news discourse. The findings provide the support for the hypothe-
sis that political emotions play an important role in modern argumentation, leaving
the facts behind and becoming a key factor that determines the credibility of informa-
tion in the modern online media. The results of this study can be applied in the field of
linguistics, journalism, psychology and political science. A range of implications for
understanding the complex nature of emotions and their key role in the Internet news
discourse is explored.
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AHHOTAaITUA

CraThs MOCBSIIIEHA BOIIPOCAM MAaHUITYJSIIIUU OOIIeCTBEHHBIM MHEHUEM U 9MOIHO-
HaJTM3aI[MM HOBOCTHOTO MHTepHeT-gucKypca. llenplo HacTosIei paGoThI SBISETCS
BBIABJIEHHE CIeUM(PUKU ITOJIUTHUECKUX dMOIUN U UX PUTOPHUUECKOTo IOTeHIIHAaJa
B HOBOCTHOM M HTepHeT-qUCKypce. B pe3ynbpTaTe IUCKYpCHBHOTO aHATH3a BbICKA3bI-
BaHUM, COEJTAHHBIX ITOJIUTUKAMHU M B3STHIX U3 HOBOCTHBIX COOOIIIEHHIT BBICOKOTH-
PaKHBIX OpHUTAaHCKUX M aMepuKaHcKkux MutepHer-CMU, monuTtmueckue sMOLUHU
OIIpenesIAITCS KaK OCOOBIF TUII SMOIHI, HCIIOJIb3yEeMBbIX C I[eJIbI0 KaK SMOIIMOHAIb-
HOI1, TaK YU ITOJIUTUYECKOM MaHUITYJISIIMN 00IIeCTBeHHBIM MHeHUEeM. AHAIU3 PUTO-
pHUECKOTO ITOTEeHI[HANa MOJUTUYECKUX SMOIIMI ITOKa3bIBaeT, YTO OHU MOTYT OBIThH
HCII0JIb30BaHbI B HOBOCTHOM VMHTepHeT-IHUCKypCe C I[eIbI0 COLMAIbHOI COMIapHO-
CTH, TPYIIOBOM HAEHTUPUKAIUN, HTPUHATHUS pelleHuil, ¢opMupoBaHUSI oOIiie-
CTBEHHOTO MHEHUs, OUCKPEeAUTAIlMHU OIIIOHEHTa, IOJIpPHU3alUU COI[MAJIbHBIX
TPYII, a TaKXe yJIydIleHHs UMHUKAa IoauTuka. [losyueHHBIe NaHHBIE ITOATBEP-
KHOAIOT TUIIOTE3Y O TOM, YTO IIOJIMTHUYECKHEe SMOIIUH UTPAIOT BA)KHYIO POJIb B COBpe-
MEeHHOM apryMeHTalliH, OCTaBUB (PaKThI 11033 U CTaB IVIaBHBIM (PaKTOpPOM, OIIpe-
IeJIAIOIIUM TOCTOBEPHOCTh MHPopmanmuu B coBpemeHHbIX WHTepHeT-CMU. Pe-
3YJIBTAThl 3TOTO MCCJIEOBAHHUSA MOTYT OBITh IIPUMEHEHBI B 00JACTH JWHIBUCTHUKH,
KYPHAJIHUCTHKH, IICHXOJIOTUH U IIOJIUTOJIOTHH. B cTaThe McciaeqyeTcsa psa BOIIPOCOB,
HeO0OXOAVMBIX IJIs1 IOHUMaHUS CI0KHOM IIPUPOIBI SMOLUI U UX KIOYEBOM POJIU B
HOBOCTHOM VHTepHeT-IuCKypCe.
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INTRODUCTION

It is undeniable that journalists are the first teachers of this society as the
news written by them reaches every doorstep. Our society reads it to get in-
formed, become knowledgeable and proactive (Khattri, 2019, p. 120). New era
of journalistic work is influenced by the establishment of online journalism
(Hudikova, 2020, p. 126). It is also characterized by the rise of new media tech-
nologies which are defined as technologies that aid the transfer of information
or communications through digital techniques (Adjin-Tettey & Mbatha, 2020,
p. 17). The advent of the Internet and digital technologies has fundamentally
changed the way recipients consume media content (Moravcikova, 2020,
p- 29). Under the influence of modern technologies new media as a mediator
between the government and society have transformed our communication,
including online interaction, and become a means of manipulating public
opinion as well as a tool for struggle both for power and readers' attention.
Thus, in order to understand the complexity of this transformation and its
profound effect on society a thorough study of manipulative tools, rhetorical
devices and their language markers used for influencing a mass addressee in
the new media needs to be carried out.

The present study is of relevance and particular interest since the phe-
nomenon of emotions has a profound effect on the global political, economic
and social processes. This is due to several factors:

1) The Internet is an integral part of social communication of a modern
person. Online media alongside with social media play an important role in
shaping the audience's perception of social, political and cultural events and
problems.

2) Modern political processes are rife with examples of the influence of
emotions on politics. Currently, almost every political episode or event is cov-
ered and accompanied by emotional experiences in the media.

In the post-truth era online media are characterized by the dominance of
unverified and fabricated facts, a large number of fake news, conspiracy theo-
ries as well as the prevalence of the emotional argumentation over the factual
and rational information (Bykov et al., 2019, p. 6). For instance, according to
the study of Khattri (2019), about 78% of journalists in Jaipur adopt informa-
tion furnished by unreliable and uncertified sources while using social media.
Helvoort and Hermans (2020) conclude that the spread of fake news is consid-
ered a threat for democracy and civic participation in a lot of European coun-
tries.

The term “post-truth” era was coined by Keyes (2004) who argued that
deception is becoming more prevalent in the modern media-driven world and
is viewed as something acceptable. Campaigns of disinformation using emo-
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tional manipulation and lies (or half-lies) are a common practice of the mod-
ern political processes (Bykov et al., 2019). Rational arguments and objective
facts no longer play the role of a key to attracting the audience, whereas the
appeal to emotions has become ubiquitous, especially in the new media. For
this reason, it is vital to study emotions in the Internet news discourse.

METHODS

This paper represents a case study of the phenomenon of political emo-
tions in the Internet news discourse. The aim of the study is to provide new
insights into the understanding of the notion of political emotions and their
role in the news coverage of political events. There are several research objec-
tives which facilitate the achievement of the research aim. They are as follows:

a) to identify the specifics of political emotions in the English-language
Internet news discourse;

b) to analyze their rhetorical functions in this type of discourse;

c) to detect their linguistic markers and the main rhetorical devices used
for emotional manipulation.

The research hypothesis suggests that political emotions have a manipu-
lative character and play one of the key roles in shaping public opinion in the
Internet news discourse.

A discourse analysis of more than 100 news stories taken from the on-
line papers published between 2001 and 2020 was used to detect the linguistic
markers of political emotions and analyze the implications of the emotive lan-
guage used by politicians in the news statements. News stories were collected
using LexisNexis database as a data collection tool. The British and American
papers, including The Times, The Guardian, The Telegraph, The Local, The
New York Times and The Washington Post, were selected based on their high
quality and popularity in the UK and USA, as they are considered to be the
most reputable, influential and credible papers that may contribute to the reli-
ability of the scientific results of the analysis of the collected material.

The content analysis of the news stories was used to make inferences
about the specifics of political emotions and their rhetorical functions in the
Internet news discourse.

DISCUSSION

It is worth noting that emotions have always been an essential and inte-
gral part of communication process, whether it is everyday speech or political
communication.
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In fact, emotions can reflect not only our feelings but also our beliefs,
values and even judgments or evaluative thoughts. According to Aristotelian
rhetoric, emotions can be cognitive and embody thoughts which can be eval-
uated like any ideas (Aristotle, as cited in Coelho & Huppes-Cluysenaer, 2018,
p. 14).

Furthermore, emotions can be seen as a tool of public opinion manipula-
tion. By manipulation we mean “a type of psychological impact which is ex-
erted on the addressee by imposing implicit (or hidden) goals, desires, inten-
tions or attitudes towards some event, thing or person that do not coincide
with those of the addressee” (Chernyavskaya, 2006, p. 56). In other words, it is
a type of impact which forces the addressee to accept the author's viewpoint
without any evidence or proofs. From Aristotle's viewpoint, “the orator has to
cultivate certain emotions in an audience to instill an attitude oriented toward
following the rule of law” (Aristotle, as cited in Coelho & Huppes-Cluysenaer,
2018, p. 9). In other words, by imposing certain emotions on the audience, a
speaker influences the latter and makes it accept the view that is advanta-
geous for him/her. The same conclusion was made by Le Bon, who docu-
mented about emotions and argued that “given to exaggeration in its feelings,
a crowd is only impressed by excessive sentiments. An orator wishing to
move a crowd must make an abusive use of violent affirmations. To exagger-
ate, to affirm, to resort to repetitions, and never to attempt to prove anything
by reasoning are methods of argument well known to speakers at public
meetings” (Le Bon, 1995, p. 34-35). Van Dijk (1988) convincingly argues that
facts are better described and remembered if they contain strong emotions.
From this perspective, in order to convince mass audience the speaker (orator)
has to use emotional manipulation rather than logical argumentation.

Regarding the appeal to emotions in the media, it is worth saying that
they are considered to be one of the determining factors in defining news
value. In general, the impact in the media can be carried out both through the
use of logical and emotional methods of influence. The logical way of influ-
encing the audience either does not always work or works not for everyone,
since a reader tends to avoid the information that can prove to him/her that
his/her behavior or views can be erroneous. Rational argumentation seems to
have a reverse effect, forcing the news audience to trust and rely on unverified
facts as well as emotional statements in the media. Therefore, the appeal to
emotions has become the most effective and quickest way to give a news
story more prominence, draw the audience's attention to it and manipulate
public opinion.

Currently, the study of emotions in the media has become of particular
importance to many scientists (Slaby & Szanto, 2020). Research reveals that
journalists increasingly incorporate emotional elements in news stories (Aich-
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berger & Huber, 2020). Emotions influence the way the news audience per-
ceives information and forms its opinion (Kuklinski, 2001). The transmission
of emotions in the media is almost as important as that of knowledge (Bassols
et al., 2013). For instance, there are certain emotions that contribute towards
communicative success of TV programs by capturing viewers' attention and
not concentrating on their knowledge of the matter. This may be explained by
the fact that the audience is diverse and can be unprepared for the scientific or
technical issues discussed in these programs. In this regard, emotionalization,
which is increasingly dominant in the modern media, becomes an important
strategy in the programs that seek to spread scientific knowledge among the
general public.

The use of emotionalization strategy has become one of the distin-
guished features of the modern Internet news discourse. It can be identified as
“a deliberate use of emotive language and rhetorical devices in the media”
(Teneva, 2019, p. 47). Its aim is to create a positive or negative image (opinion
or attitude) of some person (or event) in the media in order to manipulate
public opinion. Emotionalization can also be defined as the intentional “evok-
ing of emotions” (Flemming et al., 2018, p. 1).

The issue of emotionalization of the media sphere has always been rele-
vant. Habermas's (1991) position reflects the existing ambivalence towards
mass media. On the one hand, he claims that media make it difficult for their
audience to form rational-critical opinion which could oppose the established
power. From his viewpoint, media provoke emotional responses from their
audience, thus distracting it from the political actions and making it reluctant
to the decision-making process. Following the views of Habermas, Lunt and
Stenner (2005) consider “The Jerry Springer Show” to be an emotional public
sphere and conclude that this TV show has little to do with rational-critical
discussion.

On the other hand, Habermas considers media to be an ideal platform
for public communication that might generate the critical consensus on the
prevailing issues of the day (Habermas, as cited in Livingstone & Lunt, p.10).
Thus, the influence of certain emotions that are used in the media cannot be
undervalued or neglected as they can be thought-provoking and make sub-
stantial contributions to social, economic and political spheres. For instance,
Okpadah notes that TV coverage “has affected and influenced the trends of
world politics” (Okpadah, 2020, p.160).

In general, emotions have a direct impact on political processes (Brecke
& Long, 2003). Nussbaum mentions that “all societies are full of emotions
<...>, including anger, fear, disgust, sympathy, envy, guilt, grief, many forms of
love. Some of these emotions have little to do with political principles or the
public culture, but others are different: they take as their object the nation, the
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nation’s goals, its institutions and leaders..” (Nussbaum, 2013, p. 126). In this
regard, there is a correlation between political realms and the types of emo-
tions or reactions that they evoke or by which they can be characterized. It is
also evident that certain emotions have political implications. For instance, it
is of interest for Cvetkovich (2010) why some sentiments are valued in public
communication while others are judged irrelevant.

From our viewpoint, political emotions can be defined as a set of con-
scious and unconscious emotional reactions of subjects or objects of political
reality to political events or figures as well as changes in the political environ-
ment with the purpose of public opinion manipulation. We tend to assume
that the main purpose of the appeal to political emotions in the media is to
evoke certain feelings in the addressee in order to identify and convince him/
her in the correctness of the political arguments, which, namely, can be called
emotional identification. By identification we mean “a general principle of
communication process used to make a speaker's viewpoint acceptable to the
addressee and, thereby, convince him/her” (Teneva, 2019, p. 47). Burke (1969)
considered identification to be a key principle of rhetoric and claimed that
identification was more important than persuasion. In other words, in order
to convince the news audience it is necessary to identify with it. From this
perspective, identification can be considered one of the fundamental premises
of manipulation.

There are several types of identification in the new media. Firstly, jour-
nalists as well as politicians can identify with the readers' or voters' opinions
by directly addressing them and making them believe that they share the
same opinions. Secondly, identification with authority (experts or materials
containing statistics) as well as identification with popular opinion that exists
in the media have also become a common tool of manipulating public opinion
in the modern media. Nevertheless, emotional identification remains the most
widely spread in the new media, especially on social media, and is aimed at
“emotional infection” of the addressee by identifying the feelings and emo-
tional state of the speaker with the addressee's feelings in order to manipulate
him/her. Therefore, the use of emotional identification which is seen as an es-
sential premise of manipulation has become increasingly widespread both on
social media and in the new media.

RESULTS

Within the framework of this paper political emotions are viewed as one
of the common tools of emotionalization strategy used to manipulate the
opinions of the readers of online papers. For the purpose of this analysis, we
have studied over 100 statements taken from the British and American online

131



-

Galactica Media: Journal of Media Studies. 2021. No 1 | ISSN: 2658-7734
New Media and Human Communication | Doi: https://doi.org/10.46539/gmd.v3i1.146

papers and concluded that political emotions perform several rhetorical func-
tions:

1. Social solidarity and group identification

The main function of political emotions is the function of social solidar-
ity or group identification with the audience. For instance, the emotion of
hope is used in the Internet news stories with the aim of political integration
in order to stimulate positive perception of information by the audience, re-
duce political tension in conflict situations, influence the addressee as well as
convince him/her in the rightness of the politician's opinion. To illustrate it,
we need to look at the following examples:

1) “We hope that the new leadership of the United States will be more construc-
tive, and will help us come to a mutually acceptable solution,” Putin said in a
speech in St. Petersburg (Levy, 2008).

2) “I [Jiang Zemin] hope the Western world can understand China better. This is
not simply an issue that has a bearing on myself. It actually has a bearing on the
pride and feelings of the 1.2 billion Chinese people and the tens of millions of
Chinese descendants overseas. They all hope that Taiwan and the mainland can
be reunified at an early date” (Sulzberger, 2001).

In these examples both politicians express hope which is aimed at a posi-
tive solution of the problem by identifying their opinion with the opinion of
the addressee and the whole country, whose interests they represent in the in-
ternational political arena.

Example Ne 1 shows that Russia's President, Vladimir Putin, expresses
his hope for a better relationship between Russia and America by identifying
his opinion with that of the addressee. For that purpose he uses the inclusive
pronoun “we” alongside with the verb denoting hope, which creates the im-
pression of emotional involvement as well as highlights the sense of together-
ness of the addressee with the thoughts and feelings of the politician.
The feeling of emotional “involvement” and unity with the reader increases
the emotionality and persuasiveness of the information, brings the reader
closer to the opinion of the politician and is used for his/her “emotional infec-
tion”.

It should be noted that the pronoun “we” and other inclusive pronouns
(“all of us”, “we all”, “many of us”, “most of us”, “everyone”, “anyone”, “no one”,
etc.) have rhetorical functions: they remove responsibility from the speaker,
shifting it to the addressee as well as making the statement sound less cate-
gorical so as not to irritate the addressee and avoid political tension. The verb
“expect” which is used in the statement is central in the “expectation and
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hope” verb system, denoting anticipation and expectation of a positive answer
from the addressee. The use of the emotive language with a positive meaning
(“constructive”, “a mutually acceptable”) also contributes to the emotional im-
pact on the addressee.

In example Ne 2 the ex-leader of China, Zhang Zemin, expresses his hope
for a positive solution to the Taiwan problem, namely, the complete unifica-
tion of China with Taiwan. The Chinese leader identifies his emotional state
with the feelings of the entire Chinese people by addressing them (“1.2 billion
Chinese people and the tens of millions of Chinese descendants overseas”) in
order to show that he is one of them.

Thus, the use of emotions with the intention of identification and soli-
darity has a profound effect on the mass audience, forcing it to trust the words
of the politicians. This is one of the widespread manipulative tools in the In-
ternet news discourse.

2. Motivation in decision-making process

Emotions in the new media are considered one of the main factors in
regulating social behaviour, polarizing social groups as well as shaping deci-
sion-making since media are generally regarded as “instruments of socializa-
tion” (Polievkova, 2020, p. 64). In this regard, political emotions can be seen as
a key to decision-making process. They motivate the audience to take actions
that benefits politicians, which is ultimately aimed at emotional manipulation.
Let us consider the following examples:

3) “My hope is that newly elected President Trump will use this opportunity
much as President Nixon did in going to China,” Blumenthal said (Lois, 2016).

4) Trump turned to Zelenskiy and declared: “T really hope you and President
Putin get together and can solve your problem” (Higgins, 2019).

In these examples both politicians express their feelings of hope in order
to motivate the addressee (their political counterparts) to take actions that are
favorable to them and influence the political choices and views of the ad-
dressee. The emotional state is actually imposed on the mass audience that is
supposed to read these online news stories. The feeling of hope is transmitted
on it and undoubtedly increases the persuasiveness of political arguments in
its eyes.

Thus, it is assumed that political emotions may be seen as an “argumen-
tation engine” intended to force the audience to make political decisions,
which undoubtedly contributes to their significant role in the new media as
well as in political communication.
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3. Shaping public opinion

Emotions play an essential role in the formation of political judgments
or opinions. For instance, a compliment, praise, or approval are often used by
politicians in order to form the opinion they need or portray a picture of polit-
ical reality that is beneficial to them. In these cases, political emotions are
often accompanied by identification of the politician's opinion with authority.

In general, the appeal to authority is perceived as an argument which
claims to be taken for granted and without any evidence. By referring to au-
thority, a politician actually persuades the audience to accept his/her opinion.
Authority in the Internet news discourse is based on the general agreement or
consensus of readers' opinions and depends on the popularity, public image
and fame of this or that politician rather than on facts or knowledge. Thus,
logical arguments are not that important in this type of discourse whereas the
emotional and psychological side of the evidence plays a key role. In other
words, the main emphasis of the statement is not on the knowledge of the po-
litical fact as such, but on its assessment and the degree of its impact on the
audience. Here are some examples:

5) “The Conservative MP for Portsmouth North, who has been pictured posing
by the pool during a break in training, said that the Prime Minister
[David Cameron] would back her appearance on the programme” (Dominicza,
2014).

6) “This isn't about me and it's not about Senator Clinton. As I've said before, she
was a friend before this campaign. She'll be a friend after it's over. (Cheers.) I re-
spect her. I respect her as a colleague. I congratulate her on her victories tonight.
She's been running an outstanding race” (Obama, 2008).

It is obvious from these examples that facts and personal opinions of the
world famous politicians or political institutions are used as arguments to en-
hance the image of the discussed politicians so that the addressee has no
choice but to accept their opinion (if David Cameron or Barack Obama sup-
ports the politician). For the purpose of emotional manipulation politicians
use emotive language with a positive meaning - the words denoting approval,
respect and trust such as “approve” and “friend”. This is called a “halo effect”
which is very common in online media. It is a psychological effect when the
authority of this or that person is automatically projected onto all the people
around him/her, making them believe his/her words (Stepanov, 2002, p. 251).
This is in reference to one of the unspoken rules of public communication -
“worship” and idolization of authority. It is needless to say that a person idol-
izes people of higher social standing (Teneva, 2020). Thus, the reference to au-
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thority in online media is virtually a substitute for the evidence of the author’s
viewpoint. Let us consider the following example:

7) “Boris Johnson backs Liam Fox to lead World Trade Organisation... Hours be-
fore the deadline for member states to put forward potential candidates, govern-
ment sources confirmed that the prime minister would back Dr Fox” (Jones,
2020).

The reference to authority (Boris Johnson) is used to enhance the public
image of another, less known and less popular politician (Liam Fox). The au-
thority, positive image and fame of Boris Johnson is transferred to Liam Fox,
making the audience believe that he is trustworthy. This is one of the most
common methods of manipulating public opinion both emotionally and polit-
ically in the Internet news discourse.

4. Discrediting political opponents and polarizing social groups

When it comes to discrediting the opponents, the politicians tend to use
negative political emotions in the Internet news discourse. Accusation tactics
is common and refers to personal attacks against a public figure intended to
discourage people from believing in this figure or supporting him/her. It im-
plies blaming and defaming some political personalities or celebrities, present-
ing the situation and the opponent in a negative light. This tactics is used to
evoke strong emotional reactions and negative feelings towards a person in
order to convince the audience in the rightness of a politician and unite voters
(readers). For instance:

8) “Barack Obama re-entered the national political debate, assailing his successor
as a ‘threat to our democracy’ and a demagogue practicing the ‘politics of fear
and resentment’ (Baker, 2018).

The words with a negative meaning such as “demagogue” are used by
Obama to create a negative image of his opponent whom he calls “a threat to
democracy”. Both labeling and criticizing the opponent is aimed at convincing
the audience in the correctness of his negative attitude towards Trump and
his policy, thus manipulating public opinion.

Undoubtedly, such negative emotions as criticism and accusations con-
tribute to the polarization of political opinions and further political confronta-
tion. Let us consider another example:

9) According to President Putin, the former Soviet dictator Joseph Stalin was like
Oliver Cromwell. “Cromwell is just as much of a bloody dictator as was Stalin,”
Mr Putin said, in an unexpected intervention at the end of his four-hour televised
press conference yesterday (Hoyle, 2013).

135



-

Galactica Media: Journal of Media Studies. 2021. No 1 | ISSN: 2658-7734
New Media and Human Communication | Doi: https://doi.org/10.46539/gmd.v3i1.146

Putin appeals to the negative political stereotypes and draws a parallel
between Stalin and Cromwell, calling them both “bloody dictators in order to
criticize these politicians and enhance Putin's positive self-image which is
contrary to these stereotypes.

It is should be mentioned that the perception of political “authorities” is
the mainly based on the stereotypes that the audience has. If the audience has
profound knowledge or positive background information about a respected
and authoritative politician, it is likely to believe him/her. However, if the au-
dience's background knowledge about a politician is either negative or in-
sufficient, then it is unlikely to believe his/her words, which can result in the
inefficiency of the political arguments and loss of trust in the politician's
words or even in the credibility of the media source on the whole.

Thus, the appeal to political emotions in online media is more efficient if
the news audience has relevant background knowledge or positive stereo-
types about the discussed person or issue. As Paglinawan notes, “people trust
what they know — what is familiar to them” (Paglinawan, 2020, p. 78). As a re-
sult, politician's authority, the interpretation of his/her political decisions and
the effectiveness of his/her influence on the audience may depend on the
emotional experience of the addressee, his/her positive or negative back-
ground knowledge about an event or a person mentioned in the media (Sears,
2001).

5. Enhancing the public image of politicians

Many politicians use emotions to improve their self-image. A political
apology in the Internet news discourse is often used both to change the opin-
ion of the audience in the way which is favourable to this or that politician
and to improve his/her image by portraying himself/herself in a positive light
rather than to confess or admit his/her guilt. For instance:

10) “I'm here today to again apologize for the personal mistakes I have made and
the embarrassment I have caused. I make this apology to my neighbors and con-
stituents, but I make it particularly to my wife Huma. I had hoped to be able to
continue the work that the citizens of my district had elected me to do, to fight
for the middle class and those struggling to make it” (Weiner, 2011).

11) “I've committed grave mistakes by offering incorrect analysis during the elec-
tion ... I apologize to the dear Iranian nation because of my incorrect analyses
that was the basis for many wrong actions” (Hider, 2009).

In example Ne 10 the politician confesses his mistakes in front of his fam-
ily members, namely, in front of his wife, the former assistant of Hillary Clin-
ton, which undoubtedly contributes to the emotional identification of the
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politician with the audience and enhances the emotional impact on it. More-
over, the politician intends to regain the lost trust and seeks to restore his rep-
utation by addressing his voters and audience - “the citizens of my district”.
The transition from a personal apology (to his wife) to a public one (to his vot-
ers) is used to emotionally “infect” the audience with the politician's emo-
tional state, forcing it to feel his emotions, which is one of the common means
of emotional manipulation.

In example Ne 11, by identifying himself with the audience (“dear Iranian
nation”), the politician admits his guilt using the words with a negative mean-
ing: “grave mistakes”, “incorrect analysis”, “wrong actions”. There is a shift
from the feeling of personal guilt to the collective sense of compassion. This
shift contributes to the emotional manipulation. Moreover, emotional identi-
fication with the audience reinforces the positive image of a repentant politi-
cian. By evoking the feeling of compassion in the eyes of the audience, he
emotionally manipulates it.

Another way to impact the audience emotionally and politically as well
as improve the public image is to express cynicism. For instance:

12) The President (Trump) claimed: “Winning is easy, losing is never easy. Not for
me”. <...>Claiming a conspiracy to keep from declaring him the victor, Trump
said: “This is a fraud on the American public. This is an embarrassment to our
country. We were getting ready to win this election. Frankly, we did win this
election” (Linskey, 2020).

In this statement Trump calls the recent 2020 US presidential election a
fraud, identifying his criticism of the election campaign with the entire Amer-
ican nation by using the pronoun “we”. Thus, he demonstrates his confidence
in the people’s unanimity with his opinion about his victory in the elections.
Emotional identification is used to improve the self-image of the politician.

The emotion of fear in the Internet news stories is not only an expres-
sion of fear itself, but also an expression of a negative attitude of a politician
towards a particular situation (personality) as well as criticism or his/her dis-
agreement with the opinion of the majority. It is used to highlight the politi-
cian's point of view, enhance his/her public image and impress the audience.
For instance:

13) “So my fear is a People's Vote would not be democratic enough,” says Killwick
(Macbeth, 2008).

14) “Joe Biden is no friend to Britain. Without Trump in the White House, I fear
for the future of Brexit”, writes Nigel Farage (Farage, 2020).
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In these examples politicians disagree with the popular public opinion
on the matters of the legitimacy of the popular vote (Ne 13) and the future of
Brexit (Ne 14). The emotion of fear not only reflects a feeling of uncertainty
about the future or upcoming danger but is an expression of criticism and dis-
agreement with popular public opinion. Thus, it can be assumed that political
emotions have an ambivalent nature.

CONCLUSION

As suggested from the analysis of the empirical material, it can be con-
cluded that political emotions perform several rhetorical functions in the In-
ternet news discourse and are used with the aim of social solidarity, group
identification, decision-making, shaping public opinion, discrediting the oppo-
nent, polarizing social groups as well as enhancing the public image of a
politician.

In fact, political emotions are considered to be manipulative, forcing a
reader to accept the politicians' opinion. The emotionality of the arguments
given by politicians undoubtedly contributes to their positive public image,
forcing the readers to accept their opinion without any factual proofs or evi-
dence, which, to some extent, increases the credibility and authority of both
the politician, the information provided and online media source on the
whole.

Furthermore, the empirical material shows that political emotions can be
ambivalent and, therefore, difficult to interpret. In fact, political emotions can
have an ambiguous interpretation, reflecting an ambivalent attitude towards
political reality. For example, fear can be viewed as an expression of uncer-
tainty, danger, criticism and disagreement with public opinion.

Another distinguished feature of political emotions that is noticeable in
the Internet news discourse is the fact that they convey stereotypes that the
audience has about authoritative politicians or political events. In this regard,
the degree of persuasiveness of political emotions may depend on the emo-
tional experience of the audience.

The spectrum of the linguistic markers of political emotions is wide.
From the linguistic point of view, they can be represented explicitly and im-
plicitly in various ways, including emotive words with a positive or negative
meaning, inclusive pronouns, emphasizing words and viewpoint adverbs.
From the rhetorical point of view, the rhetorical devices of identification, self-
presentation as well as appeals to emotions, authority and stereotypes can be
used to manipulate public opinion emotionally and politically.

Our findings that result from the analysis of more than 100 news stories
show that the content of news is shifting from an objective and impersonal
event-based reporting to a reporting that is more subjective and emotional
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with statements and arguments based not only on knowledge and facts but
also on emotional appeal. This inference contributes to the assumption that
new media are currently becoming the tool of emotional manipulation of the
news audience. It can be explained by the fact that due to the fast pace of
modern life and large Internet consumption modern audience or Internet
“users” of new media do not have sufficient time or expertise to reflect on the
information in the online papers. Readers need to receive information and be
impressed quickly, which, as a result, often leads to the fact that they are emo-
tionally (as well as politically and ideologically) manipulated though they
often do not recognize it themselves. Therefore, political emotions are consid-
ered one of the most efficient tools of public opinion manipulation in the In-
ternet news discourse, which proves our research hypothesis.

From our analysis of the Internet news discourse, it can also be inferred
that due to the overall tendency towards covering more sensational news
events in the media, news stories containing statements with “negative” polit-
ical emotions are more likely to be found.

In conclusion, it should be highlighted that emotional manipulation can
lead to subjectivity and misconception of the information. Therefore, future
studies should further explore the phenomenon of political emotions and their
role in the Internet news discourse.

The awareness of emotional manipulation can help us struggle with pro-
paganda and detect manipulation tools as well as develop expertise in the un-
derstanding of the complex nature of our emotions and their key role in the
process of communication. The results of the study can be applied in the fields
of linguistics, journalism, psychology and political science.
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