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Erzelmek kommunikalasa csaladon belil — Erzelmi intelligencia mérés
Adami Zsanett, Toth Dorottya
adami.zsani@gmail.com; dorottya.toth2@stud.uni-corvinus.hu

Az eMotiON/OFF workshopra késziild kutatasunk tervezett célja, hogy feltérképezziik,
csaladon belil hogyan kommunikaljak az érzelmeiket a tagok verbdlis szinten, illetve miként
alakul az érzelmi intelligencidjuk. Erzelmeink kommunikalasa a tarsadalomban és
csaladunkban egyarant egy 0sszetett és komplex feladat életlink minden szakaszaban. Tagabb
értelmezésben megkiilonboztetjiik az érzelmi, személyes és tarsas tudas fogalmat, mig sziikebb
értelmezésben a mentalis képességekre terjed ki az érzelmi kommunikécié. Az érzelmi
intelligenciat azonban képesek vagyunk fejleszteni. Mit adhat a kommunikacios
hatékonysagahoz az embereknek az érzelmi intelligencia fejlesztése csaladon belll? Az
érzelmi ontudat fejlesztése segitseglinkre van abban, hogy minél pontosabban és
hatarozottabban értsik meg magunk és masok ezzel kapcsolatos megnyilvanulésait. Kutatasi
modszeriink kvantitativ, kérdoiv készités, elemzés lesz. A kapott eredmények feldolgozasahoz
a Mayer-Salovey, a Davies-Stankov-Roberts modellekre hagyatkozunk, valamint a Goleman
modellre. EI6bbi modellek az érzelmek mentalis képességek szintjére, mig utobbi a tagabb

értelmezéshez ad Utmutatast.
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A cyberbullying jelenség hatasa a Z generaci6 tagjaira

Banszki Panna, Csupor Violetta, Kadar Evelin, Ujhelyi Viktor

panna.banszki@stud.uni-corvinus.hu; violetta.csupor@stud.uni-corvinus.hu;
evelin.kadar@stud.uni-corvinus.hu; viktor.ujhelyi@stud.uni-corvinus.hu

A kutatasunk sorén a cyberbullying jelenséget, vagyis az internetes zaklatést vizsgaljuk a Z
generaciora vonatkozoan. Ugy gondoljuk, az internetes zaklatas manapsag az elektronikus
eszk6zok ¢és az online lehetdségek, szolgaltatasok, illetve a kozdsségi média platformok
mindennapos hasznalatabdl adodoan egyre inkabb elterjedt, és komoly veszélyekkel fenyegeti

a fiatalabb generacio tagjait.

A cyberbullying jelenséghez kapcsolédoan vizsgaljuk a Z generécié internetes szokasait,
valamint azt, hogy mennyire és milyen méddon befolyasoljak e korosztaly tagjait az interneten
latottak.

Az online kérdéives kutatasunkkal feltarjuk, hogy a megkérdezettek milyen kézdsségi média
platformokat hasznalnak, illetve mennyire vannak tisztaban azok felhasznalasi feltételeivel és
veszélyeivel. Kivancsiak vagyunk arra, hogy a célcsoportunk tagjai mekkora figyelmet
forditanak online biztonsagukra, személyes adataik védelmére és ehhez kapcsoléddan mentalis

egeészséglik megdrzésére.

Kutatasunk célja, hogy megismerjiik a valaszadok attitlidjét az online zaklatas témakoréhez
kapcsol6doan — ismerik-e egyaltalan a cyberbullying fogalmat, mennyire vannak tisztaban
annak feltételeivel, veszélyeivel és megeldzési modszereivel. Azt is vizsgaljuk, hogy a
megkérdezettek mekkora aranyban tapasztaltak az internetes zaklatas jelenségét, illetve

bullying aldozataként milyen jellegili segitséget kértek vagy kérnének.

A digitalizacio fejlodésével és a kozosségi média platformok egyre gyakoribb €s intenzivebb
hasznalataval megnétt a kockdzata annak, hogy az ilyen alkalmazisokon rendszeresen aktiv

tevékenységet folyato felhasznalok tapasztaljak az online zaklatas jelenségét.
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Bizalom és bizalmatlansag a jovo orvos-beteg kommunikaciéban
Barbocz Zsolt, Csaki Csilla

barbocz.zsolt@gmail.com; csilla.csaki@uni-corvinus.hu

A 20. szdzadot az orvoslas aranykoraként emlitjuk, mert ebben a korszakban az orvosi
megkérddjelezhetetlen autoritas és a sztenderdizalt eljarasok alkalmazasa keretében az orvosok
mint szakértok kozlik a diagndzisukat, hattérbe szoritva a betegek érzelmeit (Kuna, 2020). A
mesterséges intelligencia (tovabbiakban: MI) fejlesztése az egészségugyben paradigmavaltést
hozott, hiszen a big data alapu elemzések segitségével maga a M1 is képes a tiinetegyttesek
felismerésére és a betegekkel valé kommunikéciora is.

Mesko Bertalan és szerzétarsai (2017) szerint az elmult évtizedekben megszokott orvos-beteg
kapcsolat paternalista modelljét a kdzos dontéshozatal kezdte felvaltani, aminek szerves
résztvevije a mesterséges intelligencia is. ,,Az ember-gép kommunikacio szimmetridjanak
erdsodésében nagy szerepe van az automatizicio, a robotika és a mesterséges intelligencia
fogalomharmasanak, amely lassan, de biztosan autoném 4&genssé teszi a digitalis
technologiakat” (Bokor, 2021: 3).

Kutatasunkban az orvos-beteg-MI kapcsolatot térképezzik fel az orvostanhallgatok és
rezidensek nézépontjabdl a kérdéiv mddszerének segitségével. Songhee Oh és tarsai (2019),
Szoulban végzett kutatasukban egy kérd6ivet alkalmaztak, amelynek segitségével a
mesterséges intelligencidhoz fliz6d6 attitlidoket mérték fel a Soonchunhyang Orvosi Egyetemi
Korhazaban. A kutatasban az elébb emlitett kutatashoz tartoz6 kérdéiv magyar nyelvil sajat
forditasat alkalmazzuk az orvostanhallgatok és rezidensek, tehat a jov orvasainak korében. A
kérddives lekérdezés célja a jovo orvosainak MI alapt technologiakhoz fiz6d6 attitiidjének
feltarésa volt, az MI-vel szemben tanusitott bizalom és bizalmatlansag kérdeskorének feltarasa

érdekében.

Feltaro jellegli, eredményeink a MI egészségligyben torténd alkalmazasnak azon aspektusara
hivjak fel a figyelmet, hogy a szoftver képességeén felll az egészségugyi stakeholder-rendszer
attitlidje is befolyasolja elterjedését az innovacionak. A bizalom és bizalmatlansag érzésének

feltarasa a témakorben lehetdséget biztosit edukativ és kozelitési programok megalkotasara.
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Hey baby, do you have a boyfriend? — Verbal sexual harassment through the eyes of
Hungarian women
Zsofia Bennett and Dorottya Kércz

zsofia.bennett@stud.uni-corvinus.hu; dorottya.kercz@stud.uni-corvinus.hu

In the past few years, there has been increasing attention on the sexual harassment of women
(see: #metoo movement), but street harassment, especially verbal harassment, often isn’t part

of the conversation when it comes to literature and the media attention on the subject.

The research question focused on the prevalence of street harassment among Hungarian
women, the behavioural and emotional consequences reported, and the typical situations that

occurred.

According to Fairchild and Rudman (2008), cat calling is defined as verbal and non-verbal
objectifying innuendos about appearance, usually directed at women in public places by men.
These incidents can have several negative effects on the individuals involved such as fear of
violence (Fairchild & Rudman, 2008), low self-esteem, objectification of the self (Saunders et
al., 2016) or change in behaviour (Livingston, 2015). When dealing with the situation, passive
reactions, avoidance of confrontation, ignorance are more typical than active coping, self-
blame, or attribution of goodwill (Fedor et al., 2020; Saunders et al., 2017).

In the survey conducted in autumn 2020, Hungarian women aged 18 and over (N=3099) were
asked about their experiences of verbal street harassment, their individual stories considering
their individual experience. 57.2% of the respondents experience street harassment at least

every few months, their most felt emotions are irritation, fear, helplessness, and nervousness.

References
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Konspiracios mentalitas — Erzelmek és az ellentmondasos dsszeeskiivés elméletek
Biré Milan, Paris Annamaria Boglarka, Rada Balint

milanbiro7@gmail.com; annamaria.paris@stud.uni-corvinus.hu; radabalint7@gmail.com

A talzott informaciérengeteg, ami egy mai internetes hirfogyasztora omlik, nehezen
kategorizalhatdo, nehezen validalhat6, igy konnyl terjedést biztosit valdtlansagoknak,
alhireknek és Osszeeskiivéselméleteknek. Az ezen alkotasokbdl megsziileté eszmék jelen
vannak tarsadalmunkban, s6t, gyakran ellentmondanak egymasnak, olvaso- illetve
rajongdtaboruk mégis képes olyan ahitattal figyelni rdjuk, mintha éppen kiegészitenék, sot,

alatamasztanak egymast.

Kutatdsunkban azt vizsgalnank, hogy az ember hajlamos-e elhinni két gyakorlatilag
szemantikailag ellentétes elméletet is, ha az beleillik a gondolkodasukba, és
differencializalédnak-e ezek a nézetek valamilyen minta alapjan. Kutatasunk relevanciajat az
a tény adja, hogy szdmos pszicholdgiai, szocioldgiai kutatas foglalkozott mar az 6sszeeskiivés-
elmeletekkel, de az egymasnak ellentmondd elméleteket specifikusan eddig nem kutattak

hazankban.

Az adatok felvételéhez az online kérddives modszert valasztanank, mivel ez a technika
biztositja a széles korli elérhetdséget, a nagyszdmu adatgyiijtést és az ez altal kapott adatok
szisztematikus szamszerQsithetdsegét. Ezen kiviil ez a modszer jol feltérképezi az érdeklddési
koroket, tapasztalatokat és véleményeket. A kérddivben explicit kérdések jelennek meg, azon

belll is értékelési skalak és feleletvalasztds kérdések, illetve egy alternativ kérdés.

Az vélaszok segithetnek konnyebben megérteni a konspiracios teoridkba vetett hit
mozgatérugoit. Mivel a téméank szorosan kapcsolodik az egyre inkabb megfigyelhetd
alhirekhez, ezért az azokba vetett hit és az ezeket elhinni hajlamos emberek motivacioit is

segithet feltarni.
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Kilépés a nagybetiis Eletbe
Boncz Mercédesz Tamara

bonczmercedesztamara@gmail.com

A csalad életében fontosnak szamité gyermek elszakadésa sajat kereset, hazassadg mellett a

felsdfokt tanulmanyokkor torténd elkoltozéskor is végbemehet.

Evente szamos diak valik le a csaladjardl az egyetemi oktatasa miatt, mégis kevés magyar
szamottevl kutatds foglalkozik a témakorrel. A felmérések a csaladi ritusok iranyabol
(Neulinger & Mitev, 2017) kozelitették meg a levalas kérdéset. Ezaltal azt vizsgalom meg, hogy
a csaladi mintazatokbol valo szarmazads és az elszakadas kovetkeztében kialakulhato
kapunyitasi panik létrejotte kozott talalhato-e kapcsolat. A csaladtipusokban torténd felnovés
befolyasolja-e a kapunyitasi krizis &ltal esetlegesen kialakuld depresszid Iétrejottét es a levalas

utan a didkok milyen alapérzelmekkel szembesiiltek.

Modszerként a kérdbivet valasztottam, amely terjesztéséhez a hodlabda mintavételt
alkalmaztam. Ritchie és Fitzpatrick (1990) altal meghatarozott csaladtipusok alapjan a laissez-
faire csaladban szocializalodottak az elszakadas utan gyakrabban élnek at kapunyitasi panikot
és a kovetkeztében kialakult sulyos depressziot, mint a konszenzusban felndttek. A didkok a
csaladdal létrejott erds érzelmi kotddés és az 1) helyszin nyujtotta ismeretlenség miatt leginkabb

félelmet tapasztalnak.

Kulcsszavak: egyetem, levalas, kapunyitasi panik, depresszio, félelem
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Munkaerdétlenség, avagy miként hat az emberekre egy allasinterji utan a visszautasitas
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agnes.nemeth@stud.uni-corvinus.hu

Kutatasunkban egy rendkivil aktuélis és fontos témaval, az allasinterjuk utan visszajelzésben
nem részesiild vagy elutasitott jelentkezOk érzéseinek vizsgalataval foglalkozunk. A valasztott
téma relevancidjat Covid-19 jarvanyhelyzet erdsiti meg, hiszen ennek hatasara napjainkban
egyre gyakoribbd valtak az online interjuk, amelyek soran az elbeszélgetések utani
visszacsatolasok szama lecsokkent. A visszajelzés hianya nagy mértékben befolyasolhatja az
egyének oOnertékelését és motivacioit, amely hosszi tavon komoly szorongési problémékat
eredményezhet. Kutatasi kérdésiink ebbdl kifolyodlag az, hogy az interjuk utani visszajelzések
hianya miként befolyasolja a munkara palyazé személyek eérzelmeit. Hipotézisként azt
feltételezziik, hogy azok a felvételizd személyek, akiket indokolatlanul utasitanak el egy
allasinterju kovetkeztében sokkal negativabb érzelmeket élnek at, mint azok az emberek, akik
indoklast is kapnak az elutasitas mellett. Ezt az allitast az e témaban relevans kutatasok mellett
egy sajat kérddives felméréssel fogjuk megvizsgélni, olyan alanyok korében, akik legalabb
egyszer mar részt vettek allasinterjun és ennek hatasara tapasztalatot is szereztek. A kérddives
kutatast magyar és nemzetk6zi mintan egyarant tervezzilk megvalositani, mivel kivancsiak

vagyunk a kultarak kodzotti esetleges kiilonbségekre/ hasonldsagokra egyarant.

Kulcsszavak: allasinterju, onértékelés, nem indokolt elutasitas, kultarakozi kilonbségek
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A média meghatarozo szerepet jatszik a kozvélekedes és a kozhangulat formalasaban (Entman,
2007), igy a kiilonb6z6 médiumok a koronavirus-jarvany megfékezése kapcsan nagy
jelentdséggel birtak a veszélyhelyzet iddszakaban (Reddy & Gupta, 2020). A jarvanyhelyzet
alatt kiemelt tajékoztatasi eszkdzkent hasznaltak a politikai partok az odridsplakatokat,
amelyeken az oltasi kampannyal kapcsolatos (zeneteiket juttattdk el a magyar tarsadalom
tagjaihoz. Kutatasi kérdésiink, hogy az oltasi kampanyhoz kapcsolodé driasplakatok vizualis
és nyelvi Uzenetei milyen érzelmek kivaltasat célozzdk meg. A metaforak - amelyek
definicidjuk szerint két fogalmi keret kozotti megfelelések rendszerének tekinthetok (Kovecses
& Benczes, 2016) - a legfontosabb abrazol6 eszkdzei a kiilonbozé természeti katasztrofaknak
¢és negativ tarsadalmi jelenségeknek (Wallis & Nerlich, 2005). A félelem hatékony meggy6zési
eszkdzként funkcionalhat (Becheur & Valette-Florence, 2014), igy hipotézislink, hogy a
COVID-19 kiilonb6z6 metaforait is a megfélemlités altal a meggy6zés eszkdzeiként hasznaljak
a vizsgalt platformokon, amellyel az oltas felvételére vagy éppen annak elutasitasara buzditjak
a magyar lakossagot. Az elemezni kivant oriasplakatok 2020 marciusa (a koronavirus-jarvany
miatti veszélyhelyzet kihirdetésének id6pontja) €s 2022 marciusa kdzott voltak lathatok
Magyarorszag hatérain belil. Az Uzeneteket kvalitativ tartalomelemzés maddszertanaval
dolgozzuk fel. A modszer azért alkalmas a vizsgalat lebonyolitasara, mert a vizualitas ereje a

tartalom részletes megvizsgalasa alapjan fedhet6 fel a legjobban (Krippendorf, 1995).

Hivatkozasok

Entman, R. M. (2007). “Framing Bias: Media in the Distribution of Power”. Journal of
Communication, 57(1) 163-173.

Iméne, B. & Pierre, V. F. (2014). The use of negative emotions in health communication
messages: Study of the effects of fear, guilt, and shame. Recherche et Applications en
Marketing (English Edition), 29(4) 89-109.

Krippendorf, K. (1995). A tartalomelemzés modszertananak alapjai. Balassi, Budapest.

Reddy, B. V., & Gupta, A. (2020). Importance of effective communication during COVID-19
infodemic. Journal of family medicine and primary care, 9(8) 3793-3796. Let6ltve:
https://doi.org/10.4103/jfmpc.jfmpc_719 20

15


https://doi.org/10.4103/jfmpc.jfmpc_719_20
https://doi.org/10.4103/jfmpc.jfmpc_719_20
https://doi.org/10.4103/jfmpc.jfmpc_719_20

Wallis, P. & Nerlich, B. (2005). “Disease Metaphor in New Epidemic: The UK Media Framing
of the 2003 SARS Epidemic”. Social Science and Medicine, 60 (11) 2629-26309.

16



Influ, mi?! -
Az influenszerekkel kapcsolatos megitélések és attitiidvaltozasok
Kovécs Liliana

liliana.kovacs@stud.uni-corvinus.hu

A kozosségi média szerves részét képezi a mindennapjainknak, amelynek egyik fészereploi
csoportja a nagy befolyassal bird influenszereké. A véleményvezérek kiilonb6zo megitéléssel
birnak, az viszont vitathatatlan, hogy megjelenésiikkel, véleményiikkel, illetve a reklamjaikkal
mély benyomast tesznek és hatdst gyakorolnak a nézdikre, foképp az Y és a Z generacio
tagjaira. A kutatds f0 célja, hogy felmérje a magyar médiafogyasztok influenszerekkel
kapcsolatos véleményeit és meglatasait. A kutatds eredményei segithetnek a marketing- és
médialigynokségek szdmaéra a hatékonyabb influenszer kampanyok tervezésében.

Az empirikus kutatas bemutatasat megeldzi egy harom f6 részre bonthatd teoretikus hattér,
amely alapként szolgal a kutatas értelmezéséhez. Els6ként a média €s a marketing fogalmi
kereteinek meghatarozasa ¢s kutatdsi elozményei olvashatok a kozosség formalddasanak
tikrében. Nagy hangsulyt kap ebben a fejezetben a felhasznaloi és befogaddi mediaelméletek
ismertetése, az Gjmédia jellemzdinek és megvaltozott kozosségének bemutatasa, valamint a
marketing 3.0 korszak és a kozOsségi médiamarketing f6 csapdsvonalainak feltdrasa. A
szakirodalmi attekintés masodik részében az influenszerekkel kapcsolatos fogalmak,
jellemvonéasok és megitélések, valamint szerepkorok olvashatok, illetve az influencer
marketing stratégia eldnyei is felsorakoznak. Az elméleti rész zarasaként a hatasgyakorlas
kiilonbozé formairdl esik sz6, mint a kiilonbozd befolydsolasi és meggydzési technikak.
Megvalaszolasra kertil az a kérdés, hogy vajon miért kovetjik az influenszereket, valamint az

is, hogy milyen hatassal vannak rank. A fejezet zarasaként a CGl-influenszerekrol esik szo.

A kutatéas felméréséhez egy harom részbdl allo, online kérddiv szolgalt eszkdzként, amelyben
az alapvetd demografiai adatok és médiafogyasztasi szokdsok megvalaszoldsa utan egy nyitott
kérdés varta a Kkitoltéket, amelyben definiciét kellett alkotniuk az influenszerekkel
kapcsolatosan. Ezt kdvette egy kvalitativ felmérés, amely azt vizsgalta, hogy a megadott szavak
koziil melyik kifejezést vélik a legtalalobb szinoniménak az influenszer szoéra. A kérddiv zarasa
egy 10 ellentétes tulajdonsagparokat felsorakoztatd Osgood-skala volt, amely az attitidmérést

segitette elo.
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A kutatasban 186 o vett részt, akiknek a nagy része 20 és 29 éves kor kozotti nd, és
legszivesebben az Instagram és a YouTube platformokat hasznaljak influenszerek kdvetesére.
F6 kovetkeztetésként az vonhatd le, hogy az influenszer kifejezés mellé a reklam és a
befolyasol sz6 tarsul leginkabb. A definiciok esetében megfigyelhetok kiilonbdzo csoportok a
hozzaszo6lasok tartalma és mindsége alapjan, a legtobb esetben objektiv vélemények érkeztek,
amelyek az influenszerek tevékenységi koret igyekeztek korilirni. Szubjektiv hozzaszolasok
esetében a legtdbbszor negativ vélemények voltak olvashatdk. Legtdbben a véleményvezér
kifejezéssel tudjék a leginkabb helyettesiteni az influenszer szdt, de a tartalomgyarto is jelentds
eredményeket kapott. Az attitidmérés sordn az deriilt ki, hogy altalanossdgban semleges
hozzaallas figyelheté meg a kitoltok részérdl, azonban a férfiak értékei a legtobb esetben a
negativ iranyba huzodnak és erés elutasitast mutatnak. Korcsoport szerinti bontast tekintve az
50 éves kor feletti személyek szaméra idegen ez a karrier- és viselkedési forma, mig a

huszonévesek szamara teljesen elfogadott és megszokott.

A kutatas jovObeni folytatasa lehet, ha a kérddivben felsorakoztatott tulajdonsédgpérok
eredményei egy implicit asszociacios teszt eredményeivel is 6sszevetésre keriilnek. Erdekes
kérdes lehet még tovabba az is, hogy vajon kimutathatd-e valamilyen eltérés az attitidmérés

eredményeiben, ha mas kifejezést (pl. hiresség, véleményvezér) hasznalunk a felmérés soran.

A kutatdsi eredményeim hidnypdtlonak tekinthetdk, mivel az influenszerekkel kapcsolatos
vizsgalatok elsddlegesen a tarsadalmi, gazdasagi, pszichologiai hatds szempontjabol kozelitik
meg a jelenséget azonban, azon kutatdsok szama, amely a felhasznalok gondolatat és

hozzaallasat tanulmanyozna ez ligyben elenyészo.
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Tetovalasok megitélése munkakornyezetben
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corvinus.hu; szilvien.vital@stud.uni-corvinus.hu

Manapsag a tetovalasok gyakori el6fordulasanak ellenére is béven akadnak olyan egyének,
akik nem nézik j6 szemmel a testmodositas ilyen formajat. Sokak szerint 6sszefiiggésben van
a tetovalas olyan sztereotipiakkal, mint a devians viselkedés vagy az agresszio. Ez a maig
fennmaradt stigmatizalas korabban is felkeltette az érdeklédésiinket, 2020-ban mar
elvégeztiink egy kutatast a tetovalasok munkahelyi megitélésével kapcsolatban. A mar

meglévé vizsgalatot Gjabb aspektusokkal fogjuk most folytatni.

Kutatasi modszerukhoz az Osgood-skalat hasznaljuk, amit Charles E. Osgood amerikai
pszichologus dolgozta ki. Nevéhez kothet6 a rola elnevezett Osgood-skala, melynek alapjat a
paros osszehasonlitas modszere képezi. Ugy vélte, hogy a hétkoznapi szavak jelentését erésség,
valamint aktivitas dimenzioiban mérni lehet. A modszer ugy épiil fel, hogy a vizsgalati személy
szamara elére meghatarozzuk, hogy milyen attitiidtarggyal kapcsolatban szeretnénk
megismerni a véleményét. Ezutan pozitiv és negativ melléknév parokat ismertetiink a, aki ezt
kovetden azt a feladatot kapja, hogy a tulajdonsag-parok kozott elhelyezett skalan ismertesse
az adott attittidtarggyal kapcsolatos benyomasat. A skala fokuszaban az érzelmi viszonyulas és
az adott attitidtargyhoz vonatkozé vélekedés egyvelege all.

A kutatas célja, hogy az Osgood-skala alkalmazasaval megmérjiik a tarsadalom tetovalt
személyeivel kapcsolatos érzéseket. Vizsgalatunkat a munkahelyi kornyezetre szikitettiik le,
hogy még pontosabb és relevans eredményt kapjunk. A vizsgalat kézéppontjaban a bizalom
kérdése fog allni, tehat a kérdés amire valaszt szeretnénk kapni, hogy mennyire biznak meg az

emberek egy tetovalt személyben a munkahelyiikon.

Kulcsszavak: tetovalas, munkahely, gender, sztereotipia, attitiid
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Torténetek haldjdban — A perspektivavaltas és az empatia fejlesztése torténetmeseléssel
Taxner Tunde

tunde.taxner@stud.uni-corvinus.hu

A folyamatosan valtozé munkaerdpiaci kdrnyezetben, amire hat a mesterséges intelligencia és
a robotizacio eloretorése, felértékelddnek a kifejezetten human készségek (Zahidi & Leopold,
2016). Az egyiittmikodés és ehhez kapcsolédoan az empatia kulcsfontossagi a jelenlegi
magyar munkaerdpiacon, ezért a felsdoktatasban is érdemes fejleszteni (Vass, 2021). A
torténetmesélés modszere erre a célra egy élménypedagdgiai, rugalmasan alakithatd modszert
kinal, amely lehetévé teszi a perspektivavaltasi és -felvételi készség, és ezaltal az empatia
fejlesztését (Vincze & Léaszld, 2010). A bemutatott kutatds hianypétlo, hiszen a felsGoktatas
kontextuséban vizsgélja a torténetmesélés és az empatia Osszefliggéseit, két pedagogiai

kisérletben méri a modszer hatasat a perspektivavaltasra.

A Kisérletekben 0sszesen tiz, a Budapesti Corvinus Egyetem valamelyik mesterképzési szakara
jaré hallgatd vett részt 2022. marciusaban. Az egyik workshop felépitésii alkalmon a
kooperativ csoportmunkat alkalmaztuk, mig a masikon ezt a mddszert a torténetmeséléssel és
az Iranyitott perspektivavaltdssal kombindltuk. Résztvevd megfigyeléssel, valamint a
workshopok részét képezd feladatok irasbeli megoldasainak tematikus tartalomelemzésével
mértem fel a mddszer hatasait. A kutatas egyik legfontosabb eredménye, hogy a
torténetmesélést mint perspektivafelvételt segité modszert, akkor is alkalmaztak a résztvevok,
amikor nem kérték Oket erre. Az eredmények ramutatnak arra, hogy a torténetmesélés €s a
kooperativ csoportmunka modszerének kombinalasaval lehet fejleszteni a perspektiva felvételi

készséget.
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Emotionally Challenged: What is happening to the motivation of employees during the
remote working process?
Beste Naz Ozkan

ozkan.naz@stud.uni-corvinus.hu

Abstract

Organizations usually try to create a positivity-based relationship with their employees.
Naturally, they try to improve and support the human resource strategies to be able to motivate
the employees, and to maintain the performance and high work quality. Motivation is an
important factor for employees to work at a high-performance level. Since the worldwide
pandemic has started, the ratio of remote working employees has increased. Organizations
started to challenge employee motivation and satisfaction, since most of them were not well-
prepared for this type of sudden change. Because of this structural change, organizational
communication gets more importance in the companies. Remote working processes have an
impact on satisfaction of employees and basic operation of the workplace itself. For that reason,
organizations have started to support internal organizational communication activities more
and more during the pandemic. But it is still questionable how a fully remote working process
can be more efficient for the employees and how organizations can support them emotionally
for increasing motivation and performance. Therefore, a part of the current research tries to
measure the motivation factors of the employees during remote working, and how
organizational communication strategies and human resource management can help to increase

the motivation and satisfaction.

Introduction

Effective organizational communication has an essential role in every organization’s life cycle.
Organizational communication is one of the most essential subjects in a company to keep
employees motivated and productive. In an organization, there should be well-structured
organizational and internal communication. Otherwise, employees cannot be able to
understand their tasks, that the authorities expect from them and in what structure they should
complete the task. This incorrect situation eventually influences their motivation and quality
of work. According to Rajhans (2009), because of the changes and challenges in the world,
departments of human resources consider employee management to be one of the biggest
challenges in an organization. Because it demands skillful handling of thoughts, feelings, and

emotions to secure highest productivity. Organizational communication plays an important role
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in this challenge. Therefore, a well-structured organizational communication gains importance
in the companies. Communication is at the core of most international business operations. In
the companies which have international employees, communication has much more essentiality
and impact on the employees’ situation. Increasingly, successful communication is recognized
as a critical factor in the operations of multinational corporations, at the interpersonal, group,

and organizational level (Szkudlarek, et al. 2020).

Together with the development of new communication technologies, computer-mediated
communication started to take a significant place as a tool of organizational communication.
Between the departments, teams and team members, especially with the increasing numbers of
remote working employees, computer-mediated communication tools started to be considered
indefeasible. Even though it is apparent that technology-based communication has advantages
and establishes an easier platform for employees, it is still questionable how employees get
influenced  from  computer-mediated =~ communication and what are the
advantages/disadvantages, especially in the terms of remote working.

Remote or hybrid working has begun to be widely used during and after the Covid-19
pandemic, even by organizations that are not sufficiently prepared for such arrangements
technically and organizationally (Urbaniec, Malkowska, Wtodarkiewicz-Klimek, 2022).
Remote working is one of the most flexible working forms (Wang et al, 2020), but it can be
unmotivating for the employees if an organization is not fully organized for this specific
working type. If the communication flow cannot be integrated between the organization and

employees, the productivity would be decreasing during remote working.

Organizational Communication

On a basic level, we can define an organization as a management of structural business.
Greenwald (2008) defined an organization as “a body of individuals working under a defined
system of rules, assignments procedures, and relationships designed to achieve identifiable
objectives and goals”. One of the strongest characteristics of an organization is the
collaboration of people. Regarding Kara (2014), an organization is the institution that
determines the functioning of the society, that expresses the habits, attitudes, traditions, beliefs,
and values, which were created in order to eliminate the tasks that the people in the community
could not perform alone and the problems they could not solve by themselves. An organization

must have a common goal and culture for the people who are acting together with the
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organization. The common goals exist for the sake of the organization and it is for improving

the success of the organization.

Every organization must shape goals and perspectives regarding their further plans.
Communication is one of the most crucial parts on the way to achieve these goals. Many
scholars made the definition of organizational communication. According to Kapur (2018),
individuals who work independently in an organized and structured system to be able to reach
common objectives, they communicate, and this communication is known as organizational
communication. Another definition can be mentioned as “organizational communication can
be considered a key important element to involve employees and to enhance their commitment,
with positive outcomes for both the organization and the individual” (Zito, et al. 2021). From
another perspective, Hategan defines organizational communication as a process present in any
economic company or institution, being the subject to permanent requirements for
development, improvement, and adaptation to the evolution of the community and society

where it is located (Hategan, 2020).

As all of the other establishments, organizations also have a life cycle, and employees are one
of the most important elements for organizations to successfully run the business. Therefore,
organizational communication has a significant impact in order to achieve the engagement of
employees. Here, engagement stands for the employees’ work-related thoughts and ideas and
are these ideas/thoughts positive towards the employer (Men, Jiang, 2015). In another saying,
it can be described as the relationship between the employees and organizations, and how
strong their state of mind is toward the organization. Organizations can be run successfully,
only if effective organizational communication takes place. A decision, whether strategic or
operational, cannot be made without communication and the necessary information. There has
been extensive research on the relationship of organizational communication and productivity
of employees in the past (Sadia, Salleh, Kadir, Sanif, 2016). The results of these research show
that workplace communication directly influences employees’ motivation and productivity.
For instance, the study by Battiston, Vidal, Kirchmaier (2021), states that workplace
communication improves the productivity of its receiver while generating a time cost on the
part of its sender. Another study by Rajhans and Shome (2016) states that “communication
satisfaction is a very important factor in organisational setup and has a significant impact on
employee productivity in all types of organisations”. Overall, it can be stated that without a

clear organizational communication, employees cannot understand the objective of the
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company and what are their roles in the organization. And without these clarifications, it is
impossible to reach success. The employees must know what the corporate culture of the
company is, what their social responsibilities are, when they have a problem, who they should
turn to etc. With well-structured organizational communication strategies, a company assures
to clarify both the internal and the external communication. And both are very important for
the quality of work. According to Rajhans (2009), employees’ motivation efforts should be led
on improving organization’s activities. On the other hand, to be effective, organizations need
to show how employees will be gaining benefit. Motivation and satisfaction of the employees
can only be achieved when they merge their personal ambitions with those of the organization.
For that reason, effective organizational communication is very important for an organization.
Companies have to know how to communicate with the employees, what are their desires from
the job and how their desires can be combined with the interest of the
organization. Organizational communication has gained great importance since organizations
started to realize the power of a correct communication flow. Employees would be more loyal
in a company which has a satisfied organizational communication structure. In this way,
companies draw a trustworthy organizational image and employees’ motivation and success

increase.

Computers, interactive video, and other information technologies are very useful in informing
the employees about important internal messages as well as gathering their new ideas. With the
adoption of new communication technologies in organizations, the overall level of
organizational communication has increased (Lee, 2011). New developed information and
communication technologies contributed to the increased frequency and duration of
organizational communication while promoting cohesion, improving group performance, and

providing a forum for information exchange (Jackson, Young, Sander, 2020).

Remote Working

The coronavirus disease (COVID-19) has prompted a rapid transition to full-time remote work
for many employees (Yang, Holtz, Jaffe et al, 2022). For many organizations, it has provided
employees with the opportunity to work remotely during the pandemic, allowing them to
continue supporting their core activities, thus minimizing disruption to the services they
provide and the spread of COVID-19 (McTaggart, McLaughlin, 2020). When employees
started to work remotely, positive impacts have been seen in the process of productivity of the

employees, but at the same time some challenges have occurred in the companies. According

25



to research conducted by Global Workplace Analytics, over two-thirds of employers’ reports
increased productivity among their telecommuters (Flores, 2019). But at the same time, some
of the employees and managers faced many difficulties because of not well-established
communicating channels, or qualitative breakdowns during the work due to lack of
information. These difficulties have created a large amount of unmotivated workforce and
decreasing work quality. Therefore, it became essential to analyze the remote working
environment in the sense of organizational communication structure. “Remote working is a
process where the employees work in a location other than the traditional go from house to
office and vice versa”. Remote working more often involves telecommunications, virtual or
cloud work where physical presence at work may not be required (Jalagat, Jalagat, 2019).
Before Covid-19 pandemic, most employees and managers would not have seen remote work
as an option, but now it is a choice for many. The transition to remote work seems to occur,
although it has both positive and negative sides. That's why companies must find ways to work
successfully with employees who want to work remotely (Oliver, 2021). Organizations need
to ensure employees have the right technology before adopting a remote working environment.
Remote working is seen as a great way for employees to better organize their day to accomplish
both their work and personal chores, which can increase motivation and productivity, if the
organization establishes the structure well (Ferreira, Pereira, Bianchi et al, 2021). The remote
working model differs based on the company and the purpose of the job. Remote work can be
done at home, in places with certain opportunities, or mobile by making use of technological
opportunities (Karakose, 2021). These types of remote working can be described as home-
based remote working and centre-based remote working. Kurowska (2020) defines home-based
remote working as “any paid work carried out predominantly from home, regardless of the type
of work”. Home-based working is one of the most widespread types of working. While
alternative terms for home-based remote work include office or electronic home-work, the key
point is that the employee's work is carried out from his/her own house via an electronic
communication network (Karakose, 2021). Centre-based remote working is another type of
remote working. In this type of employment, employees use technological facilities in a place
far from the workplace and there is a manager who supervises the employees. Working
remotely from a centre-based facility also offers an advantage over working from home. Instead
of supplying separate technological devices to each employee's home, it makes more sense to
bring employees together in one place at a lower cost.
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Current information and communication technologies (ICT) make it possible for individuals
and organizations to complete many business transactions electronically (Rhoads, 2010).
Therefore, computer-mediated communication has become very common in work life (Derks,
Bakker, 2010). In workplaces, CMC improved the information processing systems. Research
in this area showed that CMC resulted in a more efficient flow of information up, down and
across organizations and created greater access to organizational power, decision-making and
creative processes (Bob, Sooknanan, 2014). With the increase of remote working, computer-
mediated communication started to take a bigger place in organizations. Statistics on remote
workers reveal that more than 4.7 million people work remotely at least half the time in the

United States. Globally, 16% of companies are fully remote according to an Owl labs study in

2020.1

There are both advantages and disadvantages of remote working. These advantages and
disadvantages can be considered from the perspective of employees and employers. The main
advantages of working remotely are: greater geography for finding candidates for the
organization, which reduces office maintenance costs; for employees - to achieve the desired
balance between work and personal life, reduce time and material costs for the road, reduce
emotional stress, the emergence of additional free time, the ability to think about working in
another region without having to move (Blumberga, Pylinskaya, 2019). The commonly cited
advantages of working remotely are: schedule flexibility, freedom, interruptions, and time
savings in commuting (Klopotek, 2017). It can be stated that remote workers enjoy the
advantage and privilege of having flexible schedules where they can attend other appointments
while working and they would feel that there are no hassles and hindrances in completing their
tasks with ease (Jalagat, Jalagat, 2019). On the other hand, remote working can have
disadvantages for both employees and employers. Remote working employees may experience
the misunderstanding of judgment due to the virtual nature of communication, either due to
tone of voice or signal interruptions during teleconferences. If the employee is already against
remote working, then such a situation can lead to a rupture of relations between employees and
even between the employee and the organization. Employees can be challenged with lack of
information and communication and due to the channels of remote working, these challenges

can influence the performance of the employees (Ferreira, Pereira, Bianchi et al, 2021).

27



Employee Motivation

Motivation is an important factor that encourages people to do their best and help them achieve
business goals (Jain, Gupta, Bindal, 2019). Naile and Selesho (2014) define motivation as “the
process that accounts for an individual’s passion, direction, and persistence of effort toward
attaining a goal, meaning the result of the interaction between an individual and a situation’.
Today, business environments started to be more competitive and highly stressful. Therefore,
keeping employees in a motivated position has an essential impact on organizations’ business
success and achieving organizations’ goals (Rahaman et al, 2020). When employees are
motivated and satisfied, these emotions turn into full commitment to the organizations.
Employee motivation can be defined as “a needs-satisfying process, which means that when a
person’s needs are satisfied by certain factors, the person will exert superior effort toward

attaining organizational goals” (Hong, Waheed, 2011, pp.75).

Companies have also realized the importance of building internal competence and capacity in
order to survive and compete in today’s dynamic business environment. Ensuring employee
commitment towards the organizational goal has been a critical issue faced by the majority of
the organizations. Organizations try to be best at understanding the various factors that can
motivate employees and ensure that the necessary commitment towards the organizational goal
is achieved (Varma, 2017). There are several different methods and combinations for
motivating employees, but some strategies predominate in organizations aimed at improving
employee motivation. Given that the field of human resource management is characterized by
dynamic development, a lot of theoretical and practical knowledge is quickly overcome, but
one thing is certain: human resources mean not only the aggregate of employees, but also tries
to find individuals’ potentials for example; available knowledge and experience, possible
abilities and skills, possible ideas and creations, degree of motivation and interest in achieving

organizational goals, and the like (Jerotijevi¢, Jerotijevi¢, Glisovié, 2019).

Organizations usually try to create a positivity-based relationship with their employees.
Naturally, they try to improve and support the human resource strategies to be able to motivate
the employees, and to maintain the performance and work quality. Motivation is an important
factor for employees to work at a high-performance level and complete their tasks (Marczak,
Yawson, 2021). Herzberg’s Motivation Theory or Two-Factor Theory of Motivation is used
for studying the factors of employee motivation and how employee satisfaction changes

accordingly. Herzberg’s theory has been used as a method to explore job satisfaction in the
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case of employees (Alrawahi et al., 2020). According to Yusoff, Kian, Idris (2013), there are
two types of motivation factors in Herzberg’s theory. First of them is “Intrinsic Factors” which
are about the increasing of job satisfaction. The second one is “Hygiene Factors”. These factors
are extrinsic factors to prevent any dissatisfaction that an employee can have. Herzberg added
that the full provision of Hygiene Factors will not result in fully covered employee job
satisfaction. Motivational factors need to be addressed to improve employee performance or
productivity. This theory suggests that in order to keep employees motivated, meeting the lower
level of needs is not enough. An organization must have a higher level of needs to be able to

prevent dissatisfaction and keep employees motivated to reach out for continuous success.

In the case of remote working, an organization must be fully organized and prepared to be able
to keep employees motivated. Miscommunication and misunderstanding during the remote
working process can cause decreasing the employees’ motivation and satisfaction. Therefore,

remote working is an important aspect for organizations to consider.

Pilot Study

According to the objectives of this research, a previously done pilot study has been analyzed.
The method of the pilot study is in-depth interviews. There are three interviews for data
collection. Interviews have been done with three employees who work remotely for more than
a year in an international company in technology and energy sectors. Companies which have
been selected are medium and big sized companies to ensure the structure of organizational
communication. The questions of the interviews were predetermined. Interviews were made

by phone calls with the participants.

There are 10 interview questions for this research. First two questions are for understanding
employees' situations in the company, for example “How long have you been working in this
company?” and “Since when have you been working remotely?”. These questions are
important to learn the background and context of the employees. The following questions are
about the communication style of the employees, how comfortable they are in their current
situation and do they feel motivated. For instance, “Do you have all the equipment and remote
tools you need to complete your work to your usual ability?”, “Which communication channels
do you use daily?”, “Which tool of communication do you think is more efficient in your daily
work?”, “How satisfied and motivated are you with the frequency of internal communication?”

and “Do you feel connected enough to your teammates while using computer mediated
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communication tools?”. The purpose of these questions is to be able to understand the
perspective of employees regarding the organization and remote working process and analyze

their motivation and satisfaction.

First interviewee has been working in her company for four years now and she is working
remotely for one and a half years. Her title is “Business Analyst”. Before changing to the
remote working style, her company did a five-hour training, which includes which equipment
they should take from the office, which equipment they can request from the company if their
apartment is not convenient for remote working, and how they should communicate with their
team members and managers. As a tool of computer-mediated communication, mostly she uses
email and instant messaging. She mentions that with remote working, she realized that her
motivation increased but the effect of her company is not deniable. Because the company was
always helpful, they integrated computer-mediated communication into their internal
communication flow and employees did not feel they were not engaged with their team. She
would prefer to work remotely, because it is better in a way that she is still connected with her
teammates, but she has her personal area to work.

Second interviewee has been working in his company for two years now and he started to work
remotely from the beginning. His title is “Purchasing and Sales Assistant”. He thinks that
remote working is the best for his working style, but this satisfaction is related to his company’s
culture. His company always tries to connect new coming employees with the other ones and
tries to build a common organizational culture. Obviously, it is not the easiest move for
individuals who are working remotely. But, with the orientations and weekly meetings, he
believes that they work as a team, and they have a team spirit. His daily used computer-
mediated communication tools are mostly email and video-conferencing. According to him,
video-conferencing is the most efficient tool because it still gives the impression of feelings
and emotions but you can feel more comfortable in your personal space. He thinks that remote
working really depends on the company. If the company is able to provide the trust and

convenience to the employees, it is a very motivating working style.

Third interviewee has been working in her company for two and a half years and she started to
work remotely for two years. Her title is “Project Management Specialist”. She thinks that she
would prefer working offline and from the office because she believes that she is not
comfortable with remote working and discussing through cameras. She mostly uses instant
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messaging and video-conferencing in her daily work, and she believes that in the office
environment, engagement with her team members and discussing the requirements of the job
were easier than remote working. Her company did not make an orientation or training for
remote working processes, and they did not inform their employees about how long they will
work remotely, how the process should continue and how they will keep tracking the business.
Therefore, she thinks that the uncertainty they have created made a negative effect on
employees and influenced the internal communication structure. She says that she would prefer
working from the office rather than remote working and she thinks she would be more

motivated at the office.

According to the interview results, it can be stated that remote working can be considered as
an easiness for employees, if the organization gives sufficient time and value to the preparation
process. But problems can occur in the times when organizations do not implement computer-
mediated communication to their organizational communication structure in the terms of
remote working. Employees do feel motivated and satisfied when they are easily engaged and
communicate with their teammates and managers. But there is also another significant point
that when companies do not provide enough equipment and infrastructure to the employees,
their motivation decreases and at the end their quality of work decreases too. Therefore, it is
an essential point for the organizations to control and take feedback from their employees

regularly.

Conclusion

It can be stated that organizational communication structures of companies have a big influence
on employees’ motivation and satisfaction of the work. When remote working employees do
not feel comfortable and engaged with their team members, they do not feel motivated, and
their quality of work decreases. Computer-mediated communication tools, such as email,
instant messaging and video-conferencing affect the team performance. How organizations set
up these tools and how they run the process are some of the very important aspects according
to the employees. In a virtual environment, the significance of having social interaction
between virtual distributed team members is also inevitable. Organizations need to create the
atmosphere of trust, satisfaction, motivation, and loyalty towards other team members and must
try to generate a philosophical rhythm of regular face-to-face settings through emerging
communication technologies (Ehsan, Mirza, Ahmad, 2008). Employees’ motivation very much

depends on their level of satisfaction. This satisfaction can be stated as being related with the
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beliefs of the organization, having a healthy communication flow within managers, and feeling
valuable from the company’s side. In the end, a company can ensure motivated internal
stakeholders and good quality of work. Since the worldwide pandemic has started, the ratio of
remote working employees has increased. Because of this structural change, organizational
communication got more importance in the companies. Remote working processes have an
impact on satisfaction of employees and basic operation of the workplace itself. For that reason,
organizations have started to support internal communication activities more and more during

the pandemic.
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Introduction

“Fashion matters, to the economy, to society and to each of us personally. Faster than anything
else, what we wear tells the story of who we are, or who we want to be. Fashion is the most
immediate and intimate form of self-expression. ”

Frances Corner, Why fashion matters (2014)

Fashion and the high-end industry are some of the most vibrant and creative sectors. According
to Fashion United (2020), the fashion industry is worth 3 trillion dollars, which corresponds to
2% of the world's Gross Domestic Product (GDP). And only 30 years ago, the fashion industry
was a 500 billion dollars business. The fashion industry is of global importance in economic,
social, and other spheres, and through it, we express our values, culture, creativity, and

innovation.

However, the booming of fashion came with a high price. Fashion production makes up 10%
of humanity's carbon emissions, dries up water sources, and pollutes rivers and streams. Almost
85% of all textiles go to the dump each year, and washing some types of clothes sends a
significant amount of microplastics into the ocean (UNECE, 2018).

As a response to mass production and overconsumption, the concept of sustainable fashion was
born. Sustainable fashion is part of the slow fashion movement, developed over the past
decades, also called eco-, green-, and ethical fashion (Carey and Cervellon, 2014). Sustainable
fashion can be defined as clothing, shoes, and accessories manufactured, marketed, and used
in the most sustainable manner possible, considering environmental and socio-economic
aspects (Bourland, 2011).

The sector must incorporate sustainable practices, such as better water management, embracing

sustainable sources of energy, reducing waste, taking care of the factory workers, and other
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initiatives that will make this industry more sustainable. Nevertheless, there is one crucial factor

in this transition: consumers.

Consumers, as users of products, play a critical role in sustainability as they contribute to the
pressure put on the planetary boundaries through their consumption (Rockstrom & Steffen,
2009) Sustainability, as a primary issue of the 21st century, has many definitions. The term
sustainability was coined in 1987 in Brundtland report, and its original meaning is “satisfying
the current needs without compromising the future generation’s needs.”

According to literature, one of the main reasons for not engaging in a sustainable fashion
movement is the attitude-behavior gap. Meaning consumers have a positive attitude toward
sustainable fashion but the attitude does not translate into purchasing behavior. (Morwitz,
Steckel, & Gupta, 2007). Creating effective communication messages for sustainable
businesses could be a key to bridging the gap. The first step in creating effective
communication messages for sustainable businesses is to understand the attitudes of

consumers.

This research paper is part of a longer study that will have different phases involving different
methodology, and every phase will build on the results of the previous one. The aim of the
long study is to create effective communication messages for sustainable fashion business in
Visegrad 4 countries. This abstract does not contain results since the study is still being
conducted. It will however cover some parts of literature review, relevance of the research,

methodology and some smaller parts which are relevant for the research.

Literature review

There is an increasing awareness of the negative impact that the fashion industry has on
global sustainability (Caniato, Caridi, Crippa, & Moretto, 2012). Statistics reveal that the
fashion industry produces 10% of global CO2 emissions (UNECE, U, 2018). consumes 79
trillion liters of water (Kant, 2011), pollutes approximately 20% of industrial water, releases
190,000 tons of microplastics into the ocean, and delivers roughly 92 million tons of textile
waste to landfill annually (Bird, 2018). These figures demonstrate the high environmental
impact that results from production processes such as cotton farming and fabric dyeing that
employ the intensive use of chemical products and natural resources (De Brito, Carbone, &

Blanquart, 2008). The prolific use of polyester, a non-biodegradable and fossil-fuel-based
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fabric, reveals another environmentally damaging practice in the fashion industry due to the
release of roughly 700,000 microplastic fibers in one polyester wash-load, significantly
contributing to microplastic pollution (Tucker, 2019). Besides causing environmental issues
the fashion industry causes socio-economic problems as well. The industry is identified as
among the top two industry with most at risk of having modern slavery present along the
supply chain (Datta, Gustafson, Lubin, Kelleher, & Berg, 2018). Modern slavery refers to
the severe exploitation of people for commercial or personal gain and may occur in the form

of human trafficking, child slavery, forced labor, or forced marriage (Craig & Balch, 2019).

Women make up the majority of the world’s garment workers, but as a group, they are
routinely underpaid, overworked, mistreated, harassed and abused across the fashion supply
chain. According to Fashion Revolution, the fashion industry remains one of the most labour-
intensive industries in the world. The majority of that labor is carried out by women — in
Bangladesh, for example, up to 85% of the production workforce is female, although the
proportion of women garment workers is reportedly decreasing (Campaign, 2014). Up to
50% of women in the garment industry have experienced sexual harassment in their place of
work, with millions lacking legal protections against this abuse (Khosla, 2009). The fashion
industry demonstrates cases of slavery by exploiting the poorest people on the planet, whose
labor is cheap, to make clothing. The Rana Plaza tragedy, in 2013, brought global attention
and criticism to the fashion industry and its associated sustainability issues when an eight-
story garment factory collapsed in Bangladesh, killing over 1000 workers (Westervelt,
2015).

Interestingly, the Rana Plaza factory incident in 2013 marked an increased interest in
sustainable fashion and ethical practices in the fashion industry (Henninger, Panayiota,
Alevizou, Oates, 2015). However, a global study from 2014 demonstrated that the top-of-
the- mind association for sustainability is green, natural, recycling and not things like fair
trade that are connected to social sustainability. This could be because brands communicate
more about their green aspects, and the first usage of the word sustainability was in the

environmentalist text A Blueprint for Survival written by Edward Goldsmith in 1972.

After The Rana Plaza Incident, many organizations joined the fight for a more sustainable

industry. United Nations Economic Commission for Europe (UNECE, 2018) declared the
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fashion industry as an environmental and social emergency. As a response to mass

production and overconsumption, the concept of sustainable fashion was born.

Sustainable fashion can be defined as clothing, shoes, and accessories manufactured,
marketed, and used in the most sustainable manner possible, considering environmental and
socio-economic aspects (Bourland, 2011). The definition of sustainable fashion uses the
triple bottom line concept. The phenomenon of sustainable fashion reached also academia,
where at the beginning, most of the research studies focused on supply chain and sustainable
business practices and strategies. In recent years we can see more studies focused on
consumers' perceptions, attitudes, and their impact on consumer purchasing behavior (Shen,

2013), which is also a focus of this study.

We can see from reasons listed above that fashion as an industry must incorporate sustainable
practices, such as better water management, embracing sustainable sources of energy,
reducing waste, taking care of the factory workers, and other initiatives that will make this
industry more sustainable, but customers also play an essential role in the movement towards
the greener fashion industry. The IPAT formula demonstrates the impact humans have on
the environment. This formula states that humans' impact on the environment (1) is the
product of population (P), affluence (A) and the impact of technology (T): or | = PAT.
Therefore, an increase in just one of these parameters increases our environmental impact.
This would mean that population growth has a disproportionately negative effect on the
environment. So, if we want to have a more sustainable future, we as a population need to
change our consumer behavior as technology is not as advanced to keep up with this growth
(Roca, 2002). For example, environmental campaigns such as Plastic Free July focus on
reducing single-use plastic usage as our recycling technology is not advanced enough to keep

up with our enormous consumption of plastics.

The latest studies suggest that Millennials and Gen Z are environmentally and socially
conscious consumers. With rising spending power and digitally-enhanced information
access, they translate awareness into conscientious, organic, and environment-friendly
product choices. Purchasing ethical and eco-friendly brands is becoming the new status
symbol for young consumers and expressing their identity (Nielsen's 2015 Global
Sustainability Report). The same study demonstrated that approximately 53% of Millennials

say they would buy environmentally friendly products. In comparison, the number is even
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higher for generation Z. 66% of global consumers are willing to pay more for sustainable

products.

Why is the fast fashion industry booming if the new generations are more sustainable than
ever? A positive attitude toward sustainable products is a starting point to stimulate
sustainable consumption, given that a favorable attitude is a good predictor of engaging in a
specific behavior. However, empirical studies in the domain of environmental consumption
demonstrate that purchase intentions do not translate into actual purchasing behavior
(Morwitz, Steckel, & Gupta, 2007). This paradox is called the attitude-behavior gap or
ethical purchasing gap and it is defined as a gap that occurs when individuals' values or
attitudes do not correlate to their actions (Nicholls & Lee, 2006). The discrepancy between
intention and actual buying behavior remains poorly understood and deserves serious
attention (Gupta & Ogden, 2009). Understanding and closing the gap is crucial and this study

is a first step in creating effective communication messages

Culture

Most of the European research on the topic of sustainable fashion comes from Western
Europe and Scandinavia. However, that does not give us a full picture of the status of
sustainable fashion in Europe. This study wants to put a focus on the Central Eastern Europe
region as this makes the study more unique and brings new insight on consumers coming

from this region.

However, conducting research in the whole CEE region is too broad, so the study focuses on
a couple of countries and justified their connection. The Visegrad Group, Visegrad Four, V4,
or European Quiartet, is a cultural and political alliance of four countries of Central Europe
(Czech Republic, Hungary, Poland and Slovakia), all of which are members of the EU and
of NATO, to advance co-operation in military, cultural, economic and energy matters with
one another and to further their integration to the EU. They take their name from the
Hungarian city of Visegrad, where kings once met for economic and political negotiations.
Besides having similar political and cultural connections, there is an organization Visegrad
for Sustainability or V4SDG, that was created to become the organization that paves the way
towards achieving the Sustainable Development Goals in Central Eastern Europe. Finally,
Fashion Forward Visegrad is the first comprehensive educational conference on sustainable
fashion in Central Europe. The research focuses on creating effective communication
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messages for sustainable fashion businesses in Visegrad 4 countries and also tries to establish
academic collaboration in the region. By establishing good cooperation, we can ensure the

transfer of knowledge and greater visibility of the region in sustainable fashion research.

When it comes to buying clothes, culture plays an important aspect and it is a crucial
ingredient when creating efficient communication messages for sustainable fashion
businesses. As clothes are nonverbal, the way people dress can depend on the culture.
Consumers buy the items with which they feel familiar and comfortable. The culture in which

a person was raised represents a significant influence in the preference for one's clothing.

Another aspect to consider is knowledge about environmental issues. A number of studies
have indicated that the level of consumers' knowledge about sustainability is directly related
to consumer environmentally friendly behavior and consequently influences willingness to
purchase sustainable apparel products. D'Souza et al. (2006) stated that if a consumer has
knowledge about the environment and pollution pronouncement, the causes and impact on
the environment, then their consciousness would increase, stimulating an encouraging
attitude towards green products. According to Lin and Park (2020), the consumers who had
organic cotton products in the past are more likely to purchase organic cotton products, and
they are more willing to pay higher prices for other organic products. Due to the different
levels of knowledge, there could be a significant difference in purchasing behavior and

reasons for the creation of the attitude-behavior gap.

Couple of studies focusing on sustainable fashion in Poland demonstrated that the level of
knowledge about ecology in Poland is still insufficient. Only 10% of the population assess
their knowledge in this regard as very good. Despite the introduction of further regulations
on waste segregation, sorting is declared by only 66% of Poles. When choosing everyday
products, such as food or cosmetics, Poles first of all pay attention to the price and
composition of the product, then to its impact on health, naturalness, brand opinion, and
practicality of the packaging. Ecological issues, including the environmental impact of the
product or its packaging, are much less important and are indicated by only a few percent of
respondents. Therefore, we can assume that the same message can have a different impact in
Germany and a different impact in Poland.

For every third Pole, the price of a product is a barrier that prevents environmentally
sustainable consumption behavior. The initial desire to buy a product with an ecological
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certificate drops drastically as its price increases. There is also a general misconception that
sustainable fashion equals expensive sustainable fashion brands. Fashion brands are pricier
due to the high quality of material and fair wages, which sends the message that sustainable
fashion is only for people who can afford it. However, the concept includes many different
forms of sustainable fashion that are also wallet friendly. One of the ways to classify different
forms of sustainable fashion is by using “Seven forms of sustainable fashion™ by Dr. Brismar.
It is a conceptual tool for visualizing the many different ways in which sustainable fashion
can be expressed. Seven main forms of (more) sustainable fashion were identified: “On
Demand & Custom Made”, “Green & Clean”, “High Quality & Timeless Design”, “Fair &
Ethical”, “Repair, Redesign & Upcycle”, “Rent, Lease & Swap” and “Secondhand &
Vintage”.

The research also showed that most Poles are not aware of the devastating impact of the
garment industry on the environment. According to a 2021 study by Popowska and
Aleksandra Polish consumers declare caring more about the general environment but do not
pay attention to sustainable development in the clothing industry. It is also observable that
Poles have an unfavorable opinion of their own nation regarding its approach to sustainable

development in the clothing industry.

Therefore, it is essential to focus on the specific region because there could be a significant
difference in purchasing behavior, and in that case, we must consider a different message

formulation.

Relevance of the research

According to the UN Environment Programme (UNEP) latest report from 2021,
communication change must be a driving force in the fashion sector’s climate response if we
want to reach the goals of the Paris Agreement. The new commitment seeks to “Align
consumer and industry communication efforts to a 1.5-degree or Science Based Targets
initiative compatible pathway, as set out by the Paris Agreement Goals, as well as a more
just and equitable future.” It emphasizes how important it is to transform fashion
communication to meet the sector’s sustainability targets and contribute to the UN
Sustainable Development Goals. What fashion has an opportunity to do is bring
sustainability to a larger audience and encourage them to seek it in the products they buy,
but also to embrace it as a value and priority in their daily lives.
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Lucy Shea, CEO at Futerra, said: “Fashion is one of the most powerful marketing engines
on earth. What brands, designers and media share, influences how individuals appear, feel
and act around the world. As communicators from across all aspects of the fashion sector,
we must come together and use our powers responsibly to motivate the wide-scale shift in
attitudes and behaviour change that’s necessary to address today’s code red for humanity.

This is fashion’s opportunity to be a wider part of the solution; to use its marketing prowess

and position as architects of desire to shape new cultural norms and expectations.”

Brands can be a powerful "force for good" and push consumers towards more sustainable
ways of shopping (Zady, 2018). Therefore, it is important to invest in creating effective
communication messages as they impact what and how much we consume, which is a central
factor in reducing the climate impact of the sector - from volume of new products purchased

to the way in which items are treated in the use phase.

Another reason why we need to have clear communication is because of the 'self-inflicted
sustainable consumption paradox'. The 'self-inflicted sustainable consumption paradox'
represents the feelings of confusion, distress that leads to paralyzed decision-making
amongst people who have information but feel overwhelmed by it (Carrigan & Attalla,
2001), which means that diversity and the amount of information on sustainable fashion in
media makes consumers even more confused. The big problem we are facing is the misuse
of sustainable terminology that leads to mistrust. The often sensational and dramatized texts
in the media could make consumers upset and scared, thinking that everything they do has a
damaging impact.

As mentioned before the topic is unique because it focuses on a specific area. The topic of
sustainable fashion is not explored in the region, and the region has a lot to offer. If we want
to achieve climate targets, we all need to work together, and no region should be left behind.
Phases of the research

The research will be carried out in 3 phases. The main research question is the following:
Which communication messages are the most effective in bridging the attitude-
behavior gap in the field of sustainable fashion in Visegrad 4?

To answer the main research question, every phase will have its own research question. The

first phase of my research will be all about attitudes. We cannot talk about bridging the
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attitude-behavior if we do not dive into the matter of attitudes. A positive attitude toward
sustainable products are a starting point to stimulate sustainable consumption, given that a
favorable attitude is a good predictor of engaging in a specific behavior. In the first phase
which is the focus of this paper, the main research question will be: What attitudes towards

sustainable fashion are presented on Instagram in Visegrad 4 countries?

The second phase will focus on creating a sustainability scale after identifying the patterns
on Instagram, and the final stage will consist of two parts where | will be testing the

messages.

Methodology

Communication research can be approached from many different angles. Communication
research can be approached from many different angles. Traditionally, research methodology
is divided into qualitative and quantitative. Some communication questions can only be

answered on the grounds of quantitative research, while others require qualitative data.

The focus of the research is on the representation and attitudes towards sustainable fashion
in Visegrad 4 countries. The focus, therefore, aligns with a qualitative content analysis
method, which has been identified as the most appropriate for research that seeks to
understand or capture constructed meanings, subjectivities, and/or cultural phenomena and

their processes.

For this study, I will be using content analysis to analyze Instagram posts under the
#sustinablefashion. The hashtag will not be in English but in the language of Visegrad 4
countries to ensure | will get content from creators coming from Visegrad 4. So, for Hungary,
it would be #fenntarthatodivat, for Poland #zrownowazonamoda for Slovakia
#udrzatel'namdda, and Chez Republic #udrzitelndmoda. Instagram gives you the option to
choose from the top posts under the hashtag or the most recent ones. I will be analyzing the
top 100 posts in each country. There are a couple of thousands of posts under sustainable
fashion hashtags which demonstrates the popularity of the topic. The purpose of analyzing
Instagram posts will be to find out their attitudes towards sustainable fashion. Typically,
attitudes are favorable or unfavorable: positive or negative (Eagly & Chaiken, 1993). And,

they have three components: an affective component (feelings), a behavioral component (the
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effect of the attitude on behavior), and a cognitive component (belief and knowledge),
(Rosenberg & Hovland, 1960). This can be observed from reading the captions. The plan is
only to analyze written communication, but when I collect posts, | might also decide to
analyze visual elements (photos).

Instagram platform

| choose the Instagram platform as it is one of the best social media channels for the fashion
industry due to the visual nature of the platform (Sungeun, 2020). As of 2021, there were an
estimated 1.074 billion Instagram users globally, with users spending an average of 53 min
per day on the application. Instagram’s director of fashion partnerships said that fashion fans
follow a minimum of 100 brand accounts. Spotting something on Instagram is the modern
equivalent of an excellent recommendation from a friend.

Instagram is a beloved social media platform by fashion brands. It enables them to sell,
promote, and connect with their consumers, which were especially important during the

COVID-19 times when most physical stores have closed.

Borboni (2021) argued that the increasing success of Instagram has made fashion “open to
everyone and accessible from everywhere”, as it allows people to be in contact with the world
of fashion photography. In this sense, Instagram has democratized fashion in the digital
space, reducing the former exclusivity of high fashion that existed among privileged groups
(Suh, 2020). Nash (2018) reported that Instagram was the primary platform of choice for
social media users who are interested in fashion due to the benefits of being able to view
visual content. Eva Chen, the director of fashion partnerships at Instagram, confirmed the
popularity of fashion content on Instagram, stating fashion represents the third most followed
type of account on Instagram, with fashion followers opening Instagram an average of 32.5
times a day. There is, however, a lack of focus on the specific cultural context of Instagram
content and communication messages on sustainable fashion movement and this study is

trying to cover that research gap.

Results

At the time of this abstract submission, the results of the study are still unknown. The idea is
to collect the captions of top 100 posts from each country, translate them, and consult an
expert in a field coming from Visegrad country on the results since they have a better
knowledge on the cultural aspect of the study. Based on a translation of content, | will create
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a codebook and classify them into three components: an affective component (feelings), a
behavioral component (the effect of the attitude on behavior), and a cognitive component
(belief and knowledge). Based on the findings of this study, I will be creating the scale to
identify consumers' attitudes when it comes to sustainable fashion. To get the answer for
that, the survey method will be used. The survey will feature the Likert scale and some
examples of messages. So, | will compare that based on certain attitudes, people resonate the

most with this type of message.

Ethical considerations

Ethical considerations are an important part of every research. In the first phase of my
research, which is the focus of this study, | will be using publicly available content, so I will
not need consent. The account names will be hidden to protect the identity of the content
creator. If I would like to use some of the pictures as examples, | will be asking for consent

via direct messaging.

Limitations

The biggest limitation but at the same time the strength of my research is the focus on the
Visegrad 4 countries. The results for creating effective communication messages for
sustainable fashion businesses might only work in this region. Therefore, it is essential to
create a methodology that can be replicated. Other academics can replicate my methodology,
especially the attitude scale (which is the second part of my research), and create their own

messages based on the results.

46



References

Brismar, A. (2019) Green strategy, https://greenstrategy.se

Balasubramanian, M., & Cheramie, L. (2018). Assessing the Sustainability Measures of
Apparel Industry.

Bird, J. (2018). Fashion's dirty little secret and how it's coming clean. Recuperado em, 20.

Borboni, E. (2019, July). Communication of sustainability and ethical issues in fashion: The
Lombardy’s experience. In International Conference on Fashion communication:
between tradition and future digital developments (pp. 181-187). Springer, Cham.

Bourland, J. (2011). What is slow fashion. Slow Fashioned, available at: www. slowfashioned.
com/archives/4909 (accessed 26 January 2021).

Bourland, J. (2011). What is slow fashion. Slow Fashioned, available at: www. slowfashioned.
com/archives/4909 (accessed 26 January 2021).

Brundtland, G. H. (1987). Report of the World Commission on environment and development:*
our common future.". UN.

Campaign, C. C. (2014). Stitched up: poverty wages for garment workers in Eastern Europe
and Turkey.

Caniato, F., Caridi, M., Crippa, L., & Moretto, A. (2012). Environmental sustainability in
fashion supply chains: An exploratory case based research. International journal of
production economics, 135(2), 659-670.

Carey, L., & Cervellon, M. C. (2014). Ethical fashion dimensions: pictorial and auditory
depictions through three cultural perspectives. Journal of Fashion Marketing and
Management.

Carrigan, M., & Attalla, A. (2001). The myth of the ethical consumer—do ethics matter in
purchase behaviour?. Journal of consumer marketing.

Corner, F. (2014). Why fashion matters. Thames & Hudson.

Craig, G., & Balch, A. (Eds.). (2019). The modern slavery agenda: Policy, politics and
practice. Policy Press.

Datta, M. N., Gustafson, O., Lubin, C., Kelleher, G., & Berg, R. (2018). Assessing the global
slavery index. The SAGE Handbook of Human Trafficking and Modern Day Slavery,
38.

De Brito, M. P., Carbone, V., & Blanquart, C. M. (2008). Towards a sustainable fashion retail
supply chain in Europe: Organisation and performance. International journal of
production economics, 114(2), 534-553.

47


https://greenstrategy.se/
https://greenstrategy.se/

D'Souza, C., Taghian, M., & Lamb, P. (2006). An empirical study on the influence of
environmental labels on consumers. Corporate communications: an international
journal.

Eagly, A. H., & Chaiken, S. (1993). The psychology of attitudes. Harcourt brace Jovanovich
college publishers.

Henninger, C. E., Alevizou, P. J., Oates, C. J., & Cheng, R. (2015). Sustainable supply chain
management in the slow-fashion industry. Sustainable Fashion Supply Chain
Management, 129-153.

Kant, R. (2011). Textile dyeing industry an environmental hazard.

Khosla, N. (2009). The ready-made garments industry in Bangladesh: A means to reducing
gender-based social exclusion of women?. Journal of International Women's Studies,
11(1), 289-303.

Lee, E., & Weder, F. (2021). Framing Sustainable Fashion Concepts on Social Media. An
Analysis of# slowfashionaustralia Instagram Posts and Post-COVID Visions of the
Future. Sustainability, 13(17), 9976.

Morwitz, V. G., Steckel, J. H., & Gupta, A. (2007). When do purchase intentions predict sales?.
International Journal of Forecasting, 23(3), 347-364.

Nash, J. (2018). Exploring how social media platforms influence fashion consumer decisions
in the UK retail sector. Journal of Fashion Marketing and Management: An
International Journal.

Nicholls, A., & Lee, N. (2006). Purchase decision-making in fair trade and the ethical purchase
‘gap’:‘is there a fair trade twix?’. Journal of Strategic Marketing, 14(4), 369-386.

Nielsen (2015) Global Sustainability Report

Park, H. J., & Lin, L. M. (2020). Exploring attitude—behavior gap in sustainable consumption:
Comparison of recycled and upcycled fashion products. Journal of Business Research,
117, 623-628.

Popowska, M., & Sinkiewicz, A. (2021). Sustainable Fashion in Poland—Too Early or Too
Late?. Sustainability, 13(17), 9713.

Roca, J. (2002). The IPAT formula and its limitations. Ecological Economics, 42(1-2), 1-2.
Rockstrém, J., Steffen, W., Noone, K., Persson, A., Chapin, F. S., Lambin, E. F., ... & Foley,
J. A. (2009). A safe operating space for humanity. nature, 461(7263), 472-475.
Rosenberg, M. J., Hovland, C. I., McGuire, W. J., Abelson, R. P., & Brehm, J. W. (1960).
Attitude organization and change: An analysis of consistency among attitude

components.(Yales studies in attitude and communication.), Vol. IlI.

48



Suh, S. (2020a). Fashion Everydayness as a Cultural Revolution in Social Media Platforms—
Focus on Fashion Instagrammers. Sustainability, 12(5), 1979.

Suh, S. (2020b). Non-boundaries of style represented in fashion Instagram: a social media
platform as a digital space-time. Fashion and Textiles, 7(1), 1-32.

Tucker, 1. (2019). The five: ways that fashion threatens the planet. The Guardian, 23.

Unece, U. (2018). Alliance aims to put fashion on path to sustainability. United Nations
Economic Commission for Europe, Geneva.

United, F. (2020). Fashion Statistics China.

Westervelt, A. (2015). Two years after Rana Plaza, have conditions improved in Bangladesh’s

factories. The Guardian, 24.

49



A magyar elit csapatsportot elhagyé néi sportolok identitas valsaganak vizsgalata a
dialogikus szelf elmélet segitségével
Cziraky Fanni

cziraky.fanni@stud.uni-corvinus.hu

A Kkutatds celja feltdrni a magyar honi élvonalbeli csapatsportok, a tagok élettorténeti
mintézatait mint szocialis identitast, mivel a csoport tagjai élettorténetiikben tartalmazzak a
szcéna szakmai kultarajanak sajatossagait. A kutatds természete lehetdséget nyujt egy egyeldre
kevéssé ismer vilagba betekinteni, olyan volt tagok latoszogén keresztil, akik internalizaltak
annak a vilagnak a miikodését, viszont mar “civilként” képesek egy kiilsé perspektivat is
behozni. Mivel torténeteik és identitdsuk tovabbra is hordozza magaban az elitsport vilaganak
szemiotikus markereit, igy a dialogikus szelf elmélet, lehetdséget nyujt a kiillonbozo én-
poziciok azonositasara és azok valtozasainak nyomon kovetésére. Kutatas soran egy mar a honi
¢lvonalbol visszavonult néi kézilabdazot tervezek megkérdezni egy félig-strukturalt
mélyinterji sordn, amelynek témai: 6, mint sportold, a lezaras, az azzal kapcsolatos eldzetes
elvarasok és a ténylegesen torténtek, a civillé valas folyamata és a sport utani élete. Mivel a
kutatas még a kezdeti fazisaban van, igy az interjuk nem longitudinalis szettingben készilnek,
hanem az interjualany visszaemlékezésén keresztiil érjiik el kiilonbozd életszakaszokat. Az
elemzés célja azonositani a n6i kézilabda, mint szervezeti kultara jellemzoit, az edzével és a
klubbal kapcsolatos narrativaban talalhato interakciok szemiotikai markereit és a valtozasokbol

adodoé érzelmeket tovabba az egyén identitasanak valtozasat.

Kulcsszavak: magyar néi elitsport, identitasvalsag, karrier elhagyas, dialogikus szelf elmélet,

intenzitas valtas affektivitasa

Bevezetés

Andreas Kiittel (2021) az ‘Athlete Transition into Retirement’ cimii konyvben megfogalmazza,
hogy a sportolok visszavonulasa mar az 1960-as évek ota erdekli a kutatokat. Az terilet
szakértoi jellemzéen ma a karrieren beliili valtasokkal foglalkoznak, mint a ifjusagi jatékosbol
- felndtt jatékossa valassal és az életet ativeld, életszakaszoknak megfeleld valtasokkal.
Megfigyelhetlink perspektivavaltas az 4gazatban, a hatvanas évektdl ezidaig jellemzden a
sportold mikro-kornyezetét vizsgaltak a visszavonulasaval kapcsolatban, az atléta kozvetlen
kornyezetét példaul a csaladot, edzdt, tarsakat. Ezzel szemben ma a egyre tobb figyelmet kap

a személy szerepe és hatasa a makrokdrnyezetben. Ez a gondolat egybecseng Wagstaff
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szervezeti sportpszichologia alakulasarol és sziikségességérdl irt cikkével, amiben kiemeli,
hogy az elit sportolok nem egy vakuumban élnek, ellenkezdleg egy nagyon komplex tarsas
behatasokkal teli, szervezeti kornyezetben, ami valoszinlileg nagy hatast gyakorol a
teljesitményikre (Beauchamp & Eys, 2007) idézi Fletcher és Wagstaff (2009).

A komplex halozatot képzd tényezok kozé tartoznak a makro kornyezeti tényezok, mint az
orszag joléte a sport rendszere vagy a Hofstede altal szélesen kutatott kulturalis jellemzok,
tobbek kozo6tt az orszag meéretére, életszinvonalara, foldrajzi elhelyezkedésére.

Ezt a gondolatot tovabbgondolva a narrativ megkdzelités segithet a személyes és szubjektiv
tapasztalatokon keresztiil a résztvevok altal konstrualt vildag megismerésében. A személy altal
atélt érzelmek, események és személyes tapasztalatok narrativ struktiraba szervezddnek, igy
azok narrativ feltarasa segiti megérteni kialakul&sukat es a kdrnyezeti hatasokat (P6lya, 2007).
Az identitas szocidlis oldalaként a személy adott csoportba tartozasanak jellemzoit értjiik.
Tajfel (1978) szocialisidentitas-kategoridhoz kapcsolodd tapasztalatnak harom esszencialis
Osszetevdje van: a csoporttagsagot meghatarozd kritérium, a csoporttagsag értékelése és az

érzelmi fontossaga a csoporttagsagnak.

Turner féle dnkategorizacios elmélet (1987) tovabbviszi Tajfel gondolatat, mindkét alkotd
kiemeli, hogy az egyén szamara fontos tdmpontot ad a kiilonb6z6 szocialis csoportokhoz valo
tartozés, ezek a tagsadgok segitik a tarsas halézatban val6 eligazodast, tovabba az egyén
viselkedéseét is meghatarozza (Koltoi, 2015). Kolt6i (2015) kiemeli, hogy a csoporttagsag nem
azonos a szocidlis identitassal, mivel a szocialis identitas valasztott, mig a csoporttagsag nem.
Haslam (2004) szerint a tarsas identitds elmélettel szemben az ©nértékelés alapl
onkategorizacids elmélet integraltabb és szélesebb korben képes értelmezni a személy
csoporton beliili miikodését. Mivel az dnkategorizacios elmélet egy self alapt elmélet, amely
soran az egyén megkisérelhet valaszolni az altala oly sokszor keresett kérdésre, ki vagyok én?
Haslam szerint ez a kérdes megvalaszolhatd az absztrakcié szintjen, a szelf csoportalapu

onmeghatarozasaval.

Sportoldéi identitas narrativ vizsgalata

Cosh (2021) szerint a sportoloi identitas narrativ megkdzelitése egy dinamikus torténetsorozat
amelynek egyik szervezdje a sportoloi identitdas. A narrativ szelf a kultarabol és
tapasztalatokbdl taplalkozik, amelyek segitenek a személy szamara értelmet adni az altala atélt
eseményeknek. Smith és Sparkes (2009) kiemelik a személy identitasanak komplexitasat, a
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kiilonbozo aktorok szerepét és egymasra hatasat, mint a csalad, az orszag, a kultara, a sporttal
kapcsolatos értékek, a tarsas kapcsolatok a media szerepe. A visszavonul6 atlétak kutatasa
sordn leginkabb hasznalt modszer az életutinterjd. A diszkurziv pszicholdgia szerint az
identitas lokalizalhatd a nyelvben. A nyelvre tekinthetlink, mint egy a kultara és a torténelem
formalta identitas kozvetitére (Davies & Harré, 1990). Ezen belll is a szervezeti kultura

feltérképezhetové valik a kommunikacié soran.

Kommunikdcio, mint szervezeti kultiura kozvetitije

Reilly and DiAngelo kijelentik az 1990-es munkajukban, hogy a kommunikéacié nem
egyszerlien informaciot tovabbit kozld és befogadd kozott. A kommunikacid a szervezeti
kultara kozvetitdje is, az lizenet soran atadodnak az értékek, szokasok, szimbdlumok és normak
a szervezetben dolgoz6 egyének kozott (Church, 1999; Weick, 1979). Minden szervezet az
egyének haldzata, feladatokkal, szerepekkel és egy mélyen fekvo haldzattal - ez a kognitiv
térkép segiti a szereplOket megitélni, hogy ki szamit fontos személynek, mik a relevans
szimbolumok a szervezetben, a szervezeti mitoszokat, torténeteket és jelentéseket. Egy
személy a beérkezésekor rogton szembetaldlja magét a kihivassal, hogy megtanuljak az adott
szervezet nyelvét, annak érdekében, hogy az azon keresztill transzferalt értékeket, normakat és
szimbolumokat is értelmezni tudjak. A kozds nyelv megértésének hianya kénnyen okozhat
kommunikécids zavarokat a kozos megértés hianya okan. Yankelovich (1979) szerint a
szervezeti kommunikécid értékkozvetitd szerepe lehetové teszi a dolgozdk szaméra a

szervezethet valo kotodést és identifikalodast.

Kutatasi keérdés: Milyen szervezeti merkereket térképezhetdk fel a sportold sajat karrierjérél

konstrualt narrativaja sordn az edzovel és szervezettel valo viszonyan keresztiil?

Modszerek

Az esettanulmany soran egy félig strukturalt interjat készitettem. Az interjlalany egy volt els6
osztalyll n61 kézilabdazod, akit sportoldi karrierjérdl kérdeztem. Ebben az tanulményban az
interju els6 kérdését dolgozom fel, a feltett kérdés: Mesélnél nekem a sportoloi karrieredrdl?
Alkérdés: Hogyan irnad le magad sportoldként? Az interju online zajlott, vided és hanggal. Az
interjurol hangfelvételt készitettem, melyet késobb atirtam szoveg formdba. Az interjuban
felmeriild neveket, klubokat és telepiilésneveket az anonimitas érdekében megvaltoztattam. A
azonos helyszinek, nevek és klubok kovetkezetesen ugyanazt a kodolast kapjak a kés6bbi
interjuk soran annak érdekében, hogy a megemlitett kapcsolatok dinamikajat értelmezni
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lehessen. Interjualanyom a valasza sordn egészen gyermekkoratdl kezdte palyafutdsanak
ismerteteset, igy egy teljes karrier tukrében tekinthetjuk at, hogy egy élettérténet soran milyen
ismereteket szerezhetiink a ndi kézilabdarol. Az elemzés soran attekintem a személy és az edzo
és a személy és a szervezet kozotti kapcsolatot. Az érzelmeket a mostani tanulmanyban a
pozitiv és negativ értékek mentén elemzem, mivel a kutatas ezen szakaszaban nem volt médom

tarskodolok bevonasara.

Magyar kézilabda, mint “szervezeti kultira”

Edzovel kapcsolatos

Aztan, ahogy bekerlltem kapuba, ott nagyon belendiilt tgymond a karrierem, hogy olyan volt,
mintha meg is taladltam volna énmagam, akkor tizenkét évesen mar a felndtt korosztallyal
edzettem, ugye igy Aladar kezei alatt. Es akkor ott aa, ott volt az elsé traumdm is, mert ugye
tizennyolc évesekkel edzettem, az akkori ilyen felnétt, ifinek mondanam, 60, és, ugye, elhangzott
egy olyan mondat: nincs elég vér a pucamba és belélem sohasem lesz igazi kapus, merthogy,
nem vagyok ilyen nem tudom, ilyen visszafogott gyerek voltam, dehét tizenkét éves voltam és
tizennyolc éves, érted minden, madr mindenrdl beszéltek az 6ltozébe én meg még nem is
menstrualtam meg semmi se volt.

Na mindegy.

A kiemelt szovegrészekbdl latszik, hogy mig az elején a zolddel kiemelt részek egyértelmiien
pozitiv élményrdl szamolnak be. “Belendiilni” és “megtalalni 6nmagam” kifejezésekkel. Addig
a sarga szinli kiemelések, mind hianyokat konfliktusokat jeleznek, az els§ trauma

(13952

megnevezése, mar Oonmagaban negativ tapasztalatrél szamol be az “is” szd a helyzet
9% <

kettosségeére is ravilagithat. Tovabba a “nincs elég, beldlem sohasem lesz igazi”, “nem vagyok

ilyen” helyette megjegyzi, hogy “ilyen visszafogott volt”. Ebbdl egyuttal a személyes negativ

élményen tal az akkori edzO elvardsardl is ismeretet szerziink. Miszerint egy sportolénak

“tokosnek” kell lennie.

Es a lényeg a lényeg, hogy ugye melegitettem és akkor a Gyérgy volt akkor az edzé a
T.csapatban és meglatott, hogy mekkora vagyok, hosszu kéz, hosszu 1&b stb. Jo, akkor innentdl
kezdve felndtt edzésre is jarsz délutanonként és akkor igy bekerlltem a felndttre. llyen, ilyen
tok szerencse kapcsan és akkor ugye amikor tudtam akkor felnétt edzésen voltam az ifi edzésen

voltam és lejatszottam a serdiilobe, szoval harom bajnoksagot.
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Ebben a részben, az interjlalany egy pozitiv éiményt emel ki a klubjaban dolgozé egyik
edzdvel kapcsolatban. Amiben a szerencse, mint pozitivum nagy szerepet jatszik, a “meglatott”
szOhasznalat is egyarant a szerencsére utal. Tovabba érdekes a testi attributumok, mint
pozitivumok kiemelése a hosszi melléknév és a nagy méret mind pozitiv jelz6ként jelenik meg.

De egyben a ‘“bekeriiltem a felnbttre” kifejezésben azt is jelentheti, hogy az alanyunkkal

torténnek a dolgok és nem O az aktiv alakitdja. Ez lehet az egyik karakterisztika a szervezet

szempontjabol.

Es akkor szerencsére Aladar, ugye? A Mumus, megkeresett, hogy menjek B csapatba, és akkor
az ilyen nagyon izé volt, hogy akkor jovannakor megyek. Akkor majd megmutatom és akkor
ugye elvitt B-re és akkor a B-csapat ki is vasarolt a T-csapatbol, sz6val akkor mar B-csapatos
jatékos lettem, kifizették értem a nevelésikoltséget, szoval amigy az tok fair volt,.... Es akkor
ott, ott kezdédott a felndtt karrierem inkabb. Az nagyon jo év volt, nagyon jo Kis csapatok. ...
ami betette a crach-ot, hogy nem tudtam kijonni Aladarral és Imolaval, széval, hogy az, hogy
én pdcokbe alljak, 6h és, hogy eszkoz legyek, nem tudtam ezt elfogadni. .... Viszont, hogyha ezt
az életteret lesziikitik és mar mindent megszabalyoznak, és én ez vagyok és az vagyok és pocok
azt mar nagyon nem birom és ez igy valahol ki fog titkdzni és elkezdek lazadni, lazadéas az akkor
egyre inkdbb hangot adok neki, nem engedelmeskedek, és nyilvan ez egy csapatsportba vagy

barmilyen sportba az edzddnek visszasz6lIni vagy ellenkezni az nem a legtutibb dolog

Ebben a szdvegrészben nagyon gazdagon taladlkozunk a negativ élmény indukéalta negativ
érzelmekkel és néhany pozitiv élménnyel egyarant. A “tok fair” és a “nagyon jo” jelzOs
szerkezetek, mindegyike a pozitiv élményrdl és érzelmekrdl tesz tanubizonysagot. Mig a
szoveg elején az “Aladar, a Mumus” egyértelmiien erds negativ érzelmeket jelent a személy
iranyaba. A “majd megmutatom”, mint bizonyitasi vagy, “akkor ugye elvitt”, Gjra visszatér a
passziv cselekvé, torténnek vele a dolgok. Es a szoveg masodik felében “betenni a crach-ot”,
“nem tudtam kijonni”, “eszkéz legyek”, ‘“nem tudtam elfogadni”’, “lesziikitik”,

(13

“megszabalyoznak”, ‘“nagyon nem birom”, “ki fog iitkézni”, “lazadni”’, ‘“nem
engedelmeskedek”, “visszaszolni vagy ellenkezni”, “nem a legtutibb”, mindegyik kiemelés
negativ eseményt és érzelmeket ir le. A tehetetlenségbdl és szisztematikus elnyomasbol adodo

fesziiltséget és negativ valaszokat. Kdzben megismerhetiink egy Ujabb karakterisztikat,

miszerint a j6 sportolo legyen engedelmes. Ami kénnyen felvetheti a kérdést, hogy vajon nem

zarja-e ki az els6 szovegben 1évo “tokosség” igénye az engedelmességet is. Esetiinkben kiilon

érdekes, hogy mindkét eset Aladarhoz flizédik.
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Na és akkor ott volt a karrierem, legalabb is azt mondom, hogy az NB1l-es karrierem
végpontjanak kezdete, hogy ugye elmentem, miutén kérleltem harom vagy négy éven keresztl
Aladart és Imolat, hogy legyen kiilon kapusedzésiink, nem sikeriilt. igy akkor sajat utakra
eveztem, ugye elmentem B.Dezsé bacsihoz, ott akkor Ujra magamra talaltam, elkezdtem védeni,
rédadasul NB1-be és akkor jobban is éreztem magam, meg minden tuti volt és akkor jétt Imola,
hogy ez az 6 munkdja és stb. és akkor ezen kifakadtam, ugye a sok felgyllemlett négyéves
stressz. Akkor azt kiadtam, akkor ugye, onnantdl kezdve nem jatszottam feléven keresztil,
padra se Ulhettem, ha fljt, ha esett, ha torott volt a masik kapus a keze, akkor is padon tltem

vagy nem jatszottam.

“Végpontjanak kezdete” utalhat arra, hogy ez még egy hosszl folyamat a végpontig. Inkabb
negativ az élmény. A “kérlelés” dnmagaban semleges lenne, de a “nem sikeriilt” negativva
teszi. Mig ennek a szekcidnak is a kdzepe pozitiv elemeket tartogat, “0jra magamra talaltam”,
“elkezdtem”, “raadasul”, “jobban is éreztem magam”, “minden tuti” egy egészen aktiv és
folyamatosan fejlédd pozitiv élménynek lehetiink tanti, ami aztdn a mar megszokott moédon
negativ fordulatot vesz. Az interjlialany aktiv igéket hasznal, mint “kifakadtam”, “kiadtam”,

jelzok “sok felgyiilemlett” de onnantdl megint visszatér a passziv elszenvedd szerep. “onnantdl

b 1Y

kezdve nem jatszottam”, “padra se”. “ha fujt, ha esett, ha torott...”.

az Oz volt az edzém és latta, hogy valami bajom van és egyszer, egy helyen laktunk és
hazasétaltunk egyik meccs utan egy ilyen 6t kilométert sétaltunk és mindenrol beszélgettiink,
nagyon jo fej volt. Es igazabol megbeszéltiik, hogy effektive én kiégtem ebbdl a kézilabdabil
és, hogy ezt nem birom lelkileg, szdval, hogy igy sirva megyek le edzésre annak nincs értelme
és akkor mondta, hogy akkor hagyjam abba. Alljak oda, hagyjam abba, mert annak nincs
értelme, hogy azt varjam, hogy lesériiljek. Es akkor odamentem, megmondtam. Jo,
abbahagytam. Fasza. Es akkor ugye, Ggymond a fizum akkor az megint ugrott, viszont mar

ugye mellette dolgoztam, igy azért el tudtam éldegélni nagyon, nagyon nagyon neccesen.

Ebben az interja részben nagyon sok ismétléssel talalkozunk, ami a szituacié és az élmény
fontossagat és intenzitasat hangsulyozza. A “hagyjam abba” kiilonb6z6 formakban megjelenik
haromszor is. Csakligy, mint a “nincs értelme”. A szovegrész végén az anyagi helyzet kortil
megjelend kicsinyité képz6 az éldegélni esetében jelentheti az anyagi visszalépést csakugy,

mint a nagyon haromszoros ismétlése a “neccesen” el6tt. Ebben az esetben tanui vagyunk egy
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Osszességében negativ tapasztalatnak, viszont egy pozitiv edz6i talalkozasnak, amelyben az

edz0 segitd szerepkorben lépett fel.

Szervezettel/Klubbal kapcsolatos

az M- csapat az megatta az alapot meg volt egy olyan edzom, aki megszerettette velem a kézit
még akkor is amikor minden meccsen kikaptunk. Es akkor elkeriiltem a T-csapatba ahol meg
minden meccsen nyertiink. Es akkor ez egy ilyen tok nagy lelkivaltas is volt, hogy tudod én
addig jaték oroméert jatszottam meg minden és utana meg megtanultam gyézni. Na és utana a

gydzelemrdl az, hogy kikapsz megint, hu, nagyon rossz volt, hogyha ugye megint ért a csalddas.

Ebben a narrativ epizdédban alapvetden pozitiv érzelmi toltéssel beszél a vizsgalati személy. A
“megszerettette velem”, kikapni, mint negativ sz jelenik meg, de eldtte a “még akkor is”, jelzi,
hogy Osszességében pozitiv az élménye, az akkori edzéjével és csapataval kapcsolatban. Utana
érkezlink a T-csapathoz csatolt élményekhez, “minden... nyertiink”, “tok nagy lelkivaltas”,
“megtanultam gy6zni”. Egyértelmiien a nyerés, mint pozitivum tovabba a siker, mint
pozitivum jelenik meg a szovegben. Aztan az eddigi mintazatot kovetve érkezik az élmény

negativ pdlusa, amiben megjelenik a “kikapsz Gjra”, “ht nagyon rossz volt”, “ért a csalddas”.

Amelybdl kirajzolodik a kikapni - sikertelenséq - csalddas triad. Ez alapjan megismerhetjik az

interjlialany bels6 elvardsat, miszerint a sportban az a siker, ha nyer az eqyén és az, ha valaki

a jaték oroméért jatszik, de kikap az sikertelenségnek szamit.

Es tébbféle verzi6t hallottam, most nyilvan az én oldalamat tudom elmesélni, de az volt, hogy
0, ki kellett rugni valakit és a kapusokkal nem voltak amugy megelégedve és harman is voltunk
és valakinek le kellett vagni a fejét és akkor ez volt a legegyszeriibb, mert ugye mindig kapus
kimarado volt, igy egy kapust valasztottak és nyilvan mivel én nem tetszésemnek hangot adok
(mosolyog a hangja) ezért kirugast, hat egy ilyen puccsot hajtottak végre és igymond kirtgtak
de mar ugy, mint utolag hallottam, hogy igazabdl el akartak cserélni egy kispesti kapussal,
csak tudtak, hogy akkor ki kell fizetnitik és akkor ezért kitalaltak egy indokot én meg elmondtam
a véeleményemet, széval nem tagadtam le, hogy ez a véleményem és azt mondtak, hogy én
rontottam a csapat hirnevét, hogy én elarultam a sajat csapatomat és akkor ez annyira
meghatott.... 06, ott volt egy menedzserem és nem hagytak, hogy abbahagyjam a kézit pedig
azt kellett volna, ez a félév volt még hatra és akkor lektldtek NB1/b-be vissza.
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Ennél az eseménynél is talalkozunk nagyon erds és negativ érzelmekkel. Ami expliciten
jellemzden nem jelenik meg a vizsgalati személy oldalarol. A legerdsebb kijelentés érzelmeit
tekintve, hogy “ez annyira meghatott”, ez az interju el6z6 részeinél is mar megjelenik vélhetden
az egyén szdméra pillanatnyilag tul fajdalmas események esetében, leginkabb amikor a
személyét éré tamadas érkezik a rendszer iranyabol. A kiragast a személy ebben az esetben a
fejlevagassal azonositja, ami jelzi egyrészt az érzelem intenzitasat, masrészt az egyén szamara
az aktualis munkahelyének fontossagat €s annak elvesztése a “fejvesztéssel” egyenld. Tovabba
megjelenik a kirugas tobbszori ismétlése, puccs, elarultam, rontottam, nem megelégedve,

amelyek mind negativ tartalmat jeleznek emlékben. Itt is felismerhetlink tdébb a szervezeti

kulturdra utalo jelet vagy eseményt, mint példaul az drulas, hirnévrontas, mint toleralhatatlan

tényezOk a csapatban. Tovabbé ujra megjelenik a jatékos kiszolgaltatottsaga, amelyben 6 nem

kontrollalhatja sorsat, hanem valaki més dont arrél.

csak ott ugye nem kaptunk fizetést és konyorogni kellett, kbzbe ugye mivel kiragtak, ezért ott
nem kaptam fizetést, akkor utina. Szoval mindig elkezdddott az a korszak, hogy soha nem
kaptam fizetést, merthogy, jaj most nincsen, jaj most kikaptatok, jaj most nem lettetek
harmadikok, vagy, hogy most harmadikok lettetek, pedig meg kellett volna nyerni és akkor igy
levonunk a fizetésbdl és akkor voltam én 28 éves koriil, nem tudom, egyediil laktam albérlet
sth. és akkor szép lassan ugye volt K-csapatnal, hogy félévig nem kaptam fizetést, féléves
tartalékom volt, ugye az évek alatt. Hat és azt én el, feléltem, haza kellett koltozni.

Es akkor szépen ugye egyszerre dolgoztam, egyszerre kéziztem, mmm, edzGskodtem, mert ugye
azt mondték, hogy majd, ha betudnak jelenteni a TAO-ba, akkor majd lesz pénzem és hogy

mindent egyszerre csindltam és akkor 6, hogy nyilvan nem lett pénz.

Ez az életesemény a masodik az eddig elemzettek kozil, ahol csak negativ érzelmekkel
taldlkozunk, nincs az el6zéekhez hasonldéan szembeallitva a negativ és pozitiv események
lancolata. Itt is tobbszor ismétli az interjualany azt, hogy “nem kaptam”, fokozza késébb, soha
nem kaptam. Itt viszont megjelenik a klub, mint elbesz€ld pozicidja: “jaj most” kezdetii

indokok forméajaban. A masodik szakaszban feltarul l1atunk eqgy Ujabb csalddast, aminek sorén

kirajzolédik az interjualany hitrendszere, miszerint az, hogy nem kap pénzt az elvéqzett

munkaért az nyilvanvalo - “nvilvan nem lett pénz”’. Ez egy Gjabb szelete a szervezeti kulturanak

a narrativan beliil.
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Akkor még eligazoltam a Z-csapatba, mert akkor ott mondtdik, hogy ott edzéskédjek stb. Es
kepzeld el, hogy a Z-csapatban megkaptam idében a pénzemet, minden rendbe volt, ott volt a

terem stb.

Az elemzés utolsd szelete bemutatja, hogy nem altalanos a pénztelenség, mint szervezeti
kultira a klubok esetében. A személy “eligazolt”, ebben az esetben aktiv iranyitdja az
eseményeknek az életében. Es a narrativa késébbi kiszolgaltatott helyzet ellenére pozitiv

¢lményekrdl szamol be. “Képzeld el”, a meglepetést jelzi, “megkaptam idében”, “minden

rendben volt”. Szervezeti oldalrél kdzelitve, ebben a részben azt 1atjuk, hogy a munkaltat6 az

altala vallalt dolgokat teljesiti és a munkavallalé egyarant.

Megbeszélés

Az elemzés soran az interjualany kiilonb6zd ¢életeseményeibe és klubjainak életébe nyertiink
betekintést. Az elsd szakaban az edzdvel kapcsolatos interakciokat vettem sorra, amely a
kovetkezOkre enged kovetkeztetni: Az interji soran megismert Aladar nevii edz6 kilénosen
expliciten jelenik meg a narrativaban, az 6 hitrendszere egyszerre sugalmazza, hogy egy “jo
sportold” az legyen t6kos €s belevald, ezentll felismerhetjiik benne azt, ha valaki nem ilyen
attol megvonja a figyelmet. A késdbbiekben a két személy ujra egymas Utjaba keril egy masik
klub kdtelekében, ahol abbdl adddik a konfliktus, hogy Aladar elvarasa a jatékostol, hogy az
legyen engedelmes és fegyelmezetten kovesse az edzo1 utasitdsokat. Ami konnyen felvetheti a
kérdést, hogy vajon nem zérja-e ki az elsd szovegben 1évo “tokosség” igénye az
engedelmességet is. Ezen tul az interjualany megfogalmazza, hogy targyként kezelték, ami
erdsen egybecseng azzal, hogy a narrativat végigkdveti a tehetetlenség érzése, az események
jellemzéen megtorténnek a vizsgalati személlyel, ritkdn 1ép fel 6, mint aktiv alakitdja a
torténéseknek. A narrativabdl kiderll tovabba, hogy a testi attribdtomok a személyiséggel
szemben lényegében elétérbe keriilnek, talan egyetlen esetet emlit az interjialany, amikor az
edzd beszélgetett vele. Azt egyértelmiien pozitiv érzelmekkel koti Gssze, azt is figyelembe
véve, hogy alapvetden egy negativ id0szakban és érzelmi allapotban kell meghoznia egy

szamara negativ dontést, de az edzdi segitséget egyértelmiien nagyra értékeli.
A vizsgalati személy élete soran szerzett edzOkkel kapcsolatos tapasztalatai alapjan, egy

jatékosnak, belevalonak, engedelmesnek, jO testi adottsagokkal kell rendelkeznie, aki
irnyithato.
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A masodik szakaszban a narrativa olyan epizddjait valasztottam ki, amelyekbdl nem konkrét
edzokkel kapcsolatos tapasztalatokra dertilt fény, hanem a kézilabdara, mint szektorra €s annak
szervezeti miikodésére. Elszor is megismerjikk az interjlialany hitrendszerének egy részét,
amelyet szocidlisidentitas-kategoria aktivalodas soradn egybeolvad a személy hitrendszerével.
Egyértelmiien kideriil, hogy a mérkdzésen kikapni egyenld a sikertelenséggel, ami csal6dast
indukal az érzelmek szintjén a személyben. Mig a nyerés - siker - 6rém/elégedettség, pozitiv
érzelmek asszocialodnak. Ami érdekes, hogy a jaték orome utoljara a sikertelenség
idészakaban jelenik meg utdna mar csak a teljesitmény jelenik meg, mint a siker fokmérdje.
Ezentil megtalalhatd a lojalitas, mint pozitiv érték és az arulas, hirnévrontas, mint
toleralhatatlan értékek a szervezet szamara. A kivalasztott interju részek soran a pénzlgyi
bizonytalansag visszatéro jelenség. Az interjualany széhasznalataval nyilvanvalonak gondolja,
hogy nem lesz pénz az elvégzett munkéért cserébe vagy, ha van akkor azt barmikor elvehetik.
Ez a nagyfoka bizonytalansag egyértelmilen negativ érzelmekkel jar egyiitt. Az utolso
szakaszban latjuk, hogy ez a jellemzd nem exkluzivan érinti a szektort. Az interjhalany
talalkozik egy olyan klubbal ahol minden rendben van és mindkét fél tartja az altala
megigérteket.

Osszességében, ha attekintjiik akkor szervezeti szinten jellemzd a bizonytalansdg, mind
személyes, mind financialis szinten. A siker fokmérdje a gydzelmek mennyisége és a

teljesitmény.
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Valéban nem létezik olyan térveny, ami elérejelezné a személykozi vonzalmat?
Keszei Flora

florazsofiakeszei@gmail.com / flora.keszei@stud.uni-corvinus.hu

Az interperszonalis kommunikacio szerves részét képezi mindennapjainknak, hiszen ez alakitja
kapcsolatunkat a kornyezetiinkben ¢élékkel. Nem meglepd tehat, hogy a témaval kapcsolatos
kutatdsok az utdbbi években kiemelten nagy figyelmet élveznek. A szintén a témaban kutato
Leslie Baxter és Barbara Montgomery elmélete azzal foglalkozik, hogy a kommunikéacio
hogyan alakitja folyamatosan a kozeli kapcsolatainkat. A szerzdk feltételezik, hogy nincsen
Htermészeti torvényszeriiség” vagy matematikai pontossaggal mérhetd recept megoldasként,
inkdbb az a jellemz0, hogy az emberek nehezen értik meg sajat kapcsolataikat. A kapcsolati
dialektika (relational dialectics) a szoros emberi kapcsolatok fesziltségét és altalanos
kuszasagat hangsulyozza ki. Baxter és Montgomery gy Véli, a sz6ban forgé ellentmondasok
elkerllhetetlenek és akér konstruktivak lehetnek. Ezek az ellentmondasok a parkapcsolati
kommunikécio6 vizsgalatakor stabil kiindulopontot biztositanak, valamint egy j néz&pontot is
bevezethet: Baxter minden olyan kommunikacios gyakorlatnak ellentmond, ahol nem veszi
figyelembe masok véleményét, vagy elhallgattatja a masik személyt. Jelen tanulmany Baxter
¢s Montgomery elméletét vizsgalja, ismertetve az eldzetes kutatdsokat és eredményeket a
témaban, fokuszba allitva a kapcsolatokat befolyasolo harom {6 dialektikat, illetve bemutatja a

prezentalt kutatas hosszutavu céljat is.

Kulcsszavak: interperszonalis kapcsolat, romantikus parkapcsolatok, kapcsolati dialektika

Bevezetés

A személykdzi kommunikacié olyan kutatasi teriilet, mely a hétkdznapi emberek szamara
gyakran evidencidnak tlinhet. A kommunikdciétudomanyban kutatok szamtalanszor
szembesulhettek azzal, hogy a helyes kommunikéciot a legtobben velink sziletett készségnek
tartjak, melyet kutatni és boncolgatni latszolag teljesen felesleges. Mégis, a kordbban meg nem
kérddjelezett mechanizmusok és mintdk kutatdsa sokszor meglepd eredményekkel szolgalhat
a kutatok, illetve a laikus érdekldddk szamara is. Pedig identitasunk, dontéseink, lehetdségeink
mind szerepet jatszanak az interperszonalis kapcsolatainkban, ezért is kiemelten fontos, hogy
jobban értsiik azokat. Leslie Baxter és Barbara M. Montgomery professzorok neve ismerdsen
csenghet azok szamara, akik a kommunikacioelmeéletek tertletén kutatnak. A kapcsolati
dialektika fogalmat 1988-ban vezették be a koztudatba, mely a kapcsolatokban rejld

ellentmondasokra 6sszpontosit. Elméletiik értelmezhetd Ggy, mint a személyes kapcsolatok
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ellentmondasainak csomoja, vagy az ellenkezd, esetleg egymassal ellentétes tendencidk
szlintelen kolcsOnhatdsa. Az elmélet megértéséhez és helyes gyakorlatbéli hasznalatahoz
fontos megérteni a kapcsolati dialektika fogalmat, hogy miért fontos maga a kapcsolati
dialektika kutatasa, illetve maga az elmélet fejlodéstorténete €s jovobeli kutatasi lehetdségei a

kommunikaciétudomanyon belul.

Kutatdsom arra hivatott ravilagitani, hogy a kapcsolati dialektika a tarsadalomtudomanyokon
beliil féként milyen teriileteket érint a jelenlegi publikaciok tiikrében, a illetve az eredmények
Osszegyljtése €s Osszehasonlitdsa alapjan milyen kutatési rések figyelhetok meg, melyekkel a
jovoben is érdemes lenne bovebben foglalkozni. A kutatds potencidlisan hozzajarulhat ahhoz,
hogy tisztabb, érthetdbb attekintést kapjon az olvas6 a kapcsolati dialektika témajaban
megjelent kutatasokrol. Eldzetes feltételezésem alapjan magyar nyelven kifejezetten kevés
publikacié sziiletett a témaban. Ezzel az irdssal a targykor sokszinliségére, fontossdgara

vilagitok ra, mely esetlegesen elérelenditheti a teriilet magyar szakirodalmanak gyarapodasat.

Elméleti hattér

A dialektika fogalma kothetd tobbek kozott Arisztotelész, Kant, Hegel és Marx nevéhez is, igy
a fogalom egy részének eredete évszdzadokra nyulik vissza. A dialektikai logikat Hegel
javasolta, de fontos megjegyezni, hogy megkdzelitéseinek egy részét azonban mar

Arisztotelész €s Heraclitus mar kordbban kifejtette miiveiben.

Idében hozzank joval kozelebbi eldzménynek tekinthetjiik Deborah Tannen, a Georgetown
Egyetem szociolingvisztikaval foglalkozd nyelvészprofesszora elméletét. Tannen olyan
sémakat kutat, melyek a hétk6znapi beszélgetések alapjaul szolgéalnak (Madaras, 2010). A
férfi-n6i kommunikaciot két kiilonbozé dimenzidban abrazolja, és azt a kérdést probalja
megvalaszolni, hogy a nemek kozotti kommunikacio gyakorlati megnyilvanulasai milyen
modon, és miért térnek el. Konyvében érinti tobbek kéz6tt a dominancia, a kbzosségteremtés,
a baratsag, a kozbeszolas és a pletyka kerdéskorét, melyeket hétkdznapi peldakon keresztil
szemléltet. Tannen konkluzidja szerint a férfiak és ndk eltéré célokkal hasznalnak azonos
beszédmodokat, illetve azonos célok felé eltérd eszkoztarral kozelitenek. A tanneni elmélet
kritikdjanak alapja az, hogy a férfiasnak titulalt eszk6zokkel szamos nd ¢él, illetve ez az éllitas
forditva is igaz, igy az altala levont kovetkeztetéseket nem élesen elkilonitett ferfi-noi
stratégianak kellene tekinteni, hanem inkabb két egymaés mellett létezd beszédmoddnak,

melyeket a beszédpartnerek sokkal inkabb a kultarajuk, személyiségik fliggvényében
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hasznalnak, semmint nemekhez kotve (Madaras, 2010). Ezt a kritikat tamasztja ala Baxter és
Montgomery kapcsolati dialektika-elmélete is, melynek kdzponti tézise, hogy az 6sszefonodo
ellentétparok dinamikus kolcsonhatadsban &llnak egymassal, s megfigyelésik alapjan

kijelenthették, hogy Tannen megfigyelései igencsak egyoldalinak bizonyultak.

Tannen kutatasa, konyve mellett a kapcsolati dialektika modellt Bahtyin dialogikus-dialektus
elmélete is inspirdlta: a kapcsolati valdsdgkonstruéalas keresésének hatterében a partnerkozi,
illetve a partneri és a tarsas kornyezet kontextusaban kiilonb6z6 pozicidban all6 motivaciok
dinamikus korforgasa, ,kiizdelme” all, gy, mint az autonémia-kapcsolodas, Ujdonséag-
josolhatésag, nyitottsag-zartsag kettdsségei (Baxter & Montgomery, 1996). Baxter €s
Montgomery 1996-os megjelenésii konyviikben egy olyan 0j megkozelitést dolgoztak ki az
interperszonalis kommunikaci6 vizsgalatara, amely a tarsadalmi én gondolatait helyezi a
kdzéppontba. Munkajuk soran meghataroztak a kapcsolatok legfontosabb teruleteit, melyek
adott esetben fesziiltséget eredményezhetnek, ebbe beleértve a kdzelséget, a nyitottsagot, a
kommunikécids kompetencidt, illetve az én, a parkapcsolat és a tarsadalom kozotti hatarvonalat
is. Sajat megallapitasaiknak aldtdmasztasara tovabbi kutatasokat hoztak fel példaként, dgy,
mint Rawlins (1983) és Wiseman (1986) munkassagat is, akik a barati kapcsolatokat kutattak.
Valamint emlitik Goldsmith-t (1990) is, aki alapos kvalitativ kutatast készitett a romantikus
kapcsolatokrol, és eredményei alapjan megallapitotta, hogy a kutatasban résztvevok
elismerték, hogy minden kapcsolatnak ara van az autonémiara nézve, de amennyiben valaki
Ggy dont, hogy inkabb nem vesz részt a kapcsolatban, azzal korlatozza sajat kapcsolat iranti

szlikségleteinek kielégitésenek lehetoségét.

Visszatérve Baxter és Montgomery kutatasi eredményeire, 6sszefoglalva a kapcsolati
dialektika f6 elméleti hatterét kijelenthetjiik, hogy a kapcsolati dialektika azzal foglalkozik,
hogy a kommunikacié milyen modon alkotja és szuntelenul alakitja a kdzeli kapcsolatainkat.
Baxter véleménye szerint nem létezik egy olyan adott torvény, mely elére tudna jelezni a
szemeélykozi vonzalmat, vagy amivel lehetséges lenne leirni az emberi konfliktusok
valdsziniisége (Braithwaite & Schrodt, 2021). Az elmélet alapjaul az szolgalt a két szerzének,
hogy a partnerek altal megnevezett ellentmondasokat kategorizaltak — igy eredményeik szerint
a tarsadalmi élet ellentmondasok dinamikus és szertedgazO rendszere, az ellentétes és
ellentmondésos tendenciak folytonos kolcsonhatasa egymassal. A kapcsolati dialektika
tovabba az interperszonalis emberi kapcsolatok belsd fesziiltségeit, konfliktusait hangstlyozza,

és azt vontdk le kovetkeztetésként, hogy az emberi kapcsolatok nagy részében rengeteg
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egymasnak ellentmondo6 mintéat, diskurzust tudunk megfigyelni (Braithwaite & Schrodt, 2021).
A partnerek kozotti kommunikaciot a kotélhuzas metafordjaval szemléltetik, mint egy
fesziiltségi allapotban 1év6 ,kapcsolati kotél”, s fontos kiemelni, hogy ez a fesziiltség nem
csupan destruktiv, hanem konstruktiv jellegti is lehet a felekre nézve. Baxter és Montgomery
(1996) harom, a szoros kapcsolatokat erdsen befolyasold kapcsolati dialektikara fokuszalnak
kutatasuk soran. Ez a harom dialektikus ellentétpar az integracié-elkilénalés, allandésag-
véltozas, illetve a kifejezés-kifejezés hianya, melyeket két kiilonb6z6 kontextusban vizsgalnak:
a kapcsolaton belil, valamint a par és azok kdzossége, tarsadalmi kornyezete kozott (Griffin,
2001). Griffin kiemeli, hogy Baxter és Montgomery szerint a kapcsolatok szdvevényes
rendszerét csak akkor ismerhetjik meg igazan, ha figyelmesen végighallgatjuk a kapcsolaton
belili kommunikaciorol szold, idonként kovetkezetlen és ellentmondasokkal tiizdelt
beszamolokat. Nem hanyagoljak el az empirikus adatokat és azok kiemelt jelent6ségét, de
Osztonzik a jovo kutatodit arra, hogy dldozzanak nagyobb figyelmet a mindennapi, személyes
beszélgetésekre, torténeti narrativakra, valamint kiemelik, hogy az ellentétek korforgasaban és

vonzasaban éIni ak&r még szdérakoztatd élmeny is lehet.

A kutatds modszertana és szakirodalmi attekintés

Baxter és Montgomery elmélete és tanacsai tobb kutatd figyelmét is felkeltette. Szdmtalan
kutatas szlletett a kapcsolati dialektika elméletének tAmogatasara, vagy éppen tesztelésére.
Hogy atfogd képet kapjak a jelenleg elérhetd, témahoz kapcsolédd publikaciok listajardl, a
Web of Science, a Scopus, illetve a ScienceDirect adatbazisat vizsgaltam, 6sszegezve az eddig

kapott eredményeket és modszereket a téméaban.

A Kutatasok 6sszehasonlitd elemzésének, szakirodalmi Osszesitésének jelen esetben f6 célja,
hogy az eddig publikalt irdsok alapjan dsszesitem a kapcsolati dialektikdhoz kothetd kutatasi
modszereket, témakat, lehetséges és javasolt jovobeli iranyokat, s ezeknek eredményei alapjan
milyen terlleteken kivannd meg a témakor a tovabbi kutatast, a hianyzd informéaciok

felderiteset tovabbi kutatasok segitségével a tudomanyteriileten beltl.

Mivel atfogo képet szerettem volna kapni a kapcsolati dialektikat felhasznal6 szakirodalomral,
igy a kovetkez6 kulcsszavak segitsegevel kerestem a szamomra relevans cikkeket: kapcsolati
dialektika, relational dialectics, relational dialectics theory.

A Web of Science adatbazisa a magyar, 'kapcsolati dialektika’ kulcsszora nem adott ki egy

talalatot sem, ellenben a ‘rational dialectics’ 431 keresési taldlatot eredményezett, melyek
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1993 és 2022 kozott publikalt kutatasok. A 431 kutatasbol 78 érhetd el nyilvanosan, amihez
elofizetés nélkiil is barki hozzaférhet. A  taldlatokat tovabb szlkitve a
kommunikéciétudoméanyhoz kapcsol6dd kutatasok szama a kapcsolati dialektika elméletének
felhasznalasaval vegul 15-re csokkent. A kapcsolati dialektika elméletének soksziniiségét
mutatja, hogy az itt fellelhetd forrasok kapcsolddasi pontja Baxter és Montgomery elméletéhez
rendkivil széles skalan mozog. Fontosnak tartom tovabba megjegyezni, hogy a 15 relevansnak
értékelt taldlat kozil csupan 9 olyan publikacid, amelynek nincsen kbze Baxter vagy
Braithwaite nevéhez, aki szintén szorosan egyiittmiikodott Baxterrel kutatdsai soran. Az altaluk

jegyzett kutatasokat az alabbi tablazatban dolt betiivel emeltem ki.

A publikacié cime Publikalas | A kutatas soran hasznalt
datuma maodszer(ek)
Using Dialectics to Build Leader-Stakeholder 2018 Mélyinterju, izenetek
Relationships:An Exploratory Study on elemzése

Relational Dialectics in Chinese Corporate
Leaders’ Web-Based Messages

| Do Again — The Relational Dialectics of 1995 Mélyinterja
Renewing Marriage Vows*

Cying for Me, Cying for Us: Relational 2007 Meélyinterju
Dialectics in a Korean Social Network Site

Stepchildren’s perceptions of the contradictions in 2004 Mélyinterjd
communication with stepparents*

Grieving Together and Apart: Bereaved Parents’ 2009 Mélyinterjd
Contradictions of Marital Interaction*
Discursive Struggles in Families Formed through 2021 Mélyinterjd
Visible Adoption: An Exploration of Dialectical
Unity
Motherhood as Contested Ideological Terrain: 2015 Fokuszcsoportos interju

Essentialist and Queer Discourses of Motherhood
at Play in Female-female Co-mothers’ Talk*

Centered but not caught in the middle: 2008 Privat, majd
Stepchildren’s perceptions of dialectical fokuszcsoportos interju
contradictions in the communication of co-
parents*

65




Home is Where the Heart is: Facebook and the 2012 Mélyinterju
Negotiation of ,,01d” and ,,New” During the
Transition to College*

Talking Politics on Twitter: Gender, Elections, 2016 Online beszeélgetések,
and Social Networks posztok elemzése
Empty ritual: Young-adult stepchildren’s 2009 Mélyinterja
perceptions of the remarriage ceremony*
,,To Meet Her, that Changed Everything”: Adult 2020 Online interju,
Adoptees’ Discursive Construction of the telefoninterju, majd
Meaning of ,,Parent” following Birth Parent kérddiv a demografiai
Contact adatok gytijtése céljabol
Buttered Nostalgia: Feeding My Parents During CFIC metddus
COvVID19
Discursive Struggles of Tradition and 2015 Meélyinterju

Nontradition in the Retrospective Accounts of
Married Couples Who Cohabited Before
Engagement

Tensions and Contradictions in Interns’ 2020 Videdk elemzése
Communication about Unexpected Pregnancy
Loss

1. tablazat: a Web of Science adatbazis kapcsolati dialektikahoz kotheto, jelenleg
(2022.05.05.) nyilvanosan elérheto kutatasai a kommunikaciotudomany teriiletén.

A Scopus adatbazisaban a magyar ‘kapcsolati dialektika’ Kulcsszora szintén nem érkezett
talalat, mig a ’relational dialectics’ keresOszavakra 513 talalatot kaptam. A kutatasokat 1976
és 2022 kozott publikaltak. Az 513 kutatasbol 85 elérhetd mindenki szdmara, nyilvanosan. A
85 kutatast tovabb sziikitettem ugy, hogy a tarsadalomtudomanyok témakorén belll tovabb
szlirtem a taldlatokat. A keresés végére 58 dokumentum allt a rendelkezésemre, s az igy kapott
publikacidk iddintervalluma 1995 és 2022 kozé sziikiilt, ellenben a taldlatok még mindig nem
teljesen feleltek meg az altalam kiszabott kritériumoknak, igy a kutatasokhoz tartozd
kulcsszavak kozott tovabb sziirtem a kapcsolati dialektikara. Igy osszesen 12 dokumentum 4l
rendelkezésiinkre a Scopus adatbazisaban, melyek koziil koziil 9 kothetd Braithwaite vagy
Baxter nevéhez — melyeket a tablazatban dolt betiivel emeltem ki. A Web of Science

adatbazisaval nagy atfedésben vannak az eredmények: csupan 4 kutatas talalhaté meg a Scopus
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adatbazisaban, mely a Web of Science honlapjan nem fellelhetd. Azokat a tanulmanyokat,

melyek mindkét adatbazisban fellelhetdk, csillaggal(*) jeloltem az elsé szdmu tablazatban.

A publikacié cime Publikalds | A kutatas soran hasznalt
datuma maodszer(ek)
Researching identity and L2 pragmatics 2020 Egyetemi 6rai munka
in digital stories: A relational account elemzése
Mapping Stakeholders’ Relating 2018 Longitudinalis
Pathways in Collaborative Planning esettanulmany

Processes: A Longitudinal Case Study of
an Urban Regeneration Partnership

Examining intercultural differences in 2018 Keresztmetszeti adatok
close friendship maintenance on gytijtése kérddivvel
facebook: A relational dialectics

perspective

Relating at work: Facets, dialectics and 2013 Interjuk elemzése korébbi
face tanulmany részadataibol

2. tablazat: a Scopus adatbazisaban jelenleg (2022.05.05.) nyilvanosan elérheto,
kapcsolati dialektikahoz kotheto kutatdasai a tarsadalomtudomany teriiletén, melyek
nem talalhatéak meg a Web of Science adatbazisaban.

Jelen tanulméany keretein belul az utolso el6tti vizsgalt adatbazis a ScienceDirect, ahol az el6z6
két kereséshez hasonlo kritériumokkal szlikitettem le a talalatokat. A ’relational dialectics’
keresOszora 3798 talalat érkezett, melyet a korabbi szlir6ket hasznalva elérhetdség és témakor
alapjan tovabb sziikitve redukaltam. A platformon 12 szamomra relevans talalat volt, melyek
2003 ¢és 2019 kozott keriiltek publikalasra. Ezt tovabb sziikitettem az absztraktok alapjan,
melyekbdl kideriilt, hogy a keresészavak alapjan a tanulmanyok bar megfeleltek az altalam
tamasztott kdvetelményeknek, tartalmilag nem kapcsolodtak az altalam vizsgalt cikkek
csoportjahoz, igy a végsd, szdmomra relevans publikiciok szdma Osszesen 4. A magyar
keres6szora, azaz a ’kapcsolati dialektikara’ itt sem kaptam talalatot. A ScienceDirect
adatbazisaban elérhetd tanulmanyok és az el6z0 két tdblazatban 6sszefoglalt publikaciok kozott
nincsen semmilyen atfedés, illetve az itt felsorolt irasok egyike sem kothetd Baxter,

Montgomery vagy Braithwaithe nevéhez.
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A publikacié cime

Publikalas

A kutatds soran hasznalt

social transformation advocacy in
Nigeria

datuma maodszer(ek)
Relational dialectics and social 2014 Fokuszcsoportos interju
networking sites: The role of Facebook
in romantic relationship escalation,
maintenance, conflict and dissolution
Relational tensions and professionally 2015 Meélyinterjd
optimal listening in the legal
communication context: Finnish judges’
perceptions of their own listening
Professorial collaborations via CMC: 2009 Mélyinterju
Interactional dialectics
Discursive strategies in select mediatised 2018 Szdvegelemzés

3. tablazat: a ScienceDirect adatbazisaban jelenleg (2022. 05. 05.) nyilvanosan
elérheto, kapcsolati dialektikahoz kapcsolodo tanulmanyok a tarsadalomtudomanyok

tertletén.

A magyar kifejezéssel (kapcsolati dialektika’) val6 kereséssel a Google Scholar adatbazisanak
esetében jartam sikerrel. Célom volt, hogy magyar kutatok publikacioit is megjelenitsem jelen
tanulmanyban, ellenben az adatbazisban csupan 9 talalat volt az altalam keresett kulcsszavakra,
melyekbdl nem volt mindegyik relevans és a jelenlegi tanulméanyba ill6. Végeredményben
Osszesen 3 darab magyar nyelvii tanulmény taldlhaté a Google Scholar adatbazisdban, ami a
korabbi harom tablazatban talalt felsorolas listajat potencialisan bdvitheti. Az egyébként is
rovid felsorolasban nem csak sajat kutatasok talalhatok: van kodzottik magyarra forditott
revizi6 az adott konyvrél, illetve ezen irdsok esetében a kapcsolati dialektika inkabb emlités
szintjén jelenik meg, semmint az adott kutatds f6 iranyvonalaként. Ennek ellenére mégis

szerettem volna megjeleniteni a magyar nyelvii szakirodalmat a témanak, mivel fontos szerepe

van a tertilet magyar utééletének kutatasomban.
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A publikacié cime Publikalds | A kutatas soran hasznalt
datuma maodszer(ek)
Vilagok harca...? Deborah Tannen: Par — 2009 Revizid
Beszéd. Férfi-n6i kommunikacio
A médiaer6szak-kommunikacio 2011 Dokumentum- és

hatasanak Ujraértelmezése az evolucios tartalomelemzés

viselkedestudomanyok perspektivajabol
A mediacié mint ama bizonyos masodik Ismeretlen Szakirodalmi attekintes

mérfold

4. tdblazat: a Google Scholar adatbadzisdaban jelenleg (2022. 05. 05.) nyilvanosan elérhetd,
kapcsolati dialektikahoz kapcsolédé tanulmanyok a tarsadalomtudomanyok tertletén.

Eredmények bemutatasa
Az altalam attekintett szakirodalom a kapcsolati dialektika tarsadalomtudomanyokon belil

kutatott példaira vilagit ra, a tarsadalmi folyamatokban megjelend, konfliktusokat tartalmazo
szituacidk allnak a kutatdsok kdzéppontjaban. A Web of Science, Scopus, ScienceDirect és
Google Scholar adatbazisaiban lefuttatott keresések alapjan 26 kutatas teszi ki a vizsgalt mintat.
A kutatasok terjedelme atlagosan 20 oldal. Elézetes feltételezésem beigazolddott, miszerint a
fenti adatbazisokban elérhetd tanulméanyok szinte kizardlag angol nyelven jelentek meg, igy a
magyar nyelvil, vagy magyar nyelven elérhetd szakirodalom a témaban kifejezetten szegényes

és korlatozott.

A fenti tablazatok alapjan kijelenthetd, hogy a kapcsolati dialektika témakorében valtozatos
jelenségek koré szervezddott publikacidk sziilettek. A kapcsolati dialektika szabalyszertiségei
megfigyelhetdk tobbek kozott a kozosségi médidban, politikdban, sziilok és gyerekek kozotti
kapcsolatokban, valamint parkapcsolatokban, baratsagokban is. A széles skalan mozgd témak
is mutatjak, hogy az elmélet az élet tobb tertiletén is megallja a helyét, és szamos kapcsolat
dinamikajat magyardzni lehet a jelenséggel, mely a kapcsolatok dinamikajanak
kiszamithatatlansdgat hangsulyozza. A korai kutatasok, publikaciok egyértelmiien, €s nem
meglepd médon Baxter és Montgomery nevéhez fliz6dnek, de az el6z0 fejezetbe sszegytijtott
publikaciok alapjan kétségtelen, hogy Braithwaite neve is kulcsfontossagi a topik
szakirodalmaban, aki szintén tobbszor publikalt Baxterrel. Az altalam 0sszegyljtott kutatasok

publikaciojanak datuma alapjan megfigyelhet6, hogy bar maga az elmélet mar lassan 30 éves
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multtal rendelkezik, az elmult tiz évben is szamos (j iras szlletett a kapcsolati dialektikahoz
kothetéen. Ez utat enged annak a kovetkeztetésnek, miszerint a jovoben is értékes kutatasok
alapjaul szolgélhat Baxter és Montgomery elmélete, illetve az is kider(l, hogy a kapcsolati

dialektikahoz fliz6d6 megallapitasaik a mai napig érvényesek, nem idejétmult kijelentések.

A kutatasok témajatol flggetlenal latszik a minta, miszerint azon kutatdsoknak, melyeknek
kozponti része a kapcsolati dialektika, a leggyakrabban hasznalt kutatasi modszere az szemtol
szembe torténd, privat interjuk készitése illetve a fokuszcsoportos interjuk valamint a
telefoninterjuk is. Szintén tobbszér hangsulyozzak az irok, hogy az interjukra vald felkésziilés
soran nyitott kérdéseket allitottak 6ssze, és csupan részben strukturalt interjukkal késziltek. Ez
teret ad a résztvevd interjialanyok szdmara ahhoz, hogy minél szabadabban fejtsék ki
véleményiiket és esetleg olyan informaciokrol is gytjthessen adatot a kutatd, mely a
beszélgetés eldtt nem keriilt be a kérdések kozé, vagy nem gondolta, hogy a témahoz
csatlakozhat. Ennek a modszernek eldnye, hogy sokkal spontanabb beszélgetés alakulat ki, mig
egy szamitogépen kitoltott kérdbiv esetében az interjualanyok jobban torzithatjak a valaszaikat.
Szintén gyakori az irasban kozolt beszélgetések (példaul Facebook uUzenetek, Tweetek)
elemzése is, mivel a konfliktusok és a kapcsolati dialektika nem csupan széban folytatott, de
irasos beszélgetések alapjan is kutathatd. Jelen esetben az interjuk tobb célt is szolgaltak: egyes
esetekben a kutatas elsd fazisat jelzik, amikor még nem korvonalazodtak teljesen a kérdés
hatarai, esetleg dontésre szerettek volna jutni a kutatok bizonyos kérdésekben, melyek korabbi
kutatasok alapjan ellentmondasosnak tlinhettek, de a kapott eredmények realitdsanak

vizsgalatara is megfeleld modszert valasztottak.

A témak tovabbi kozos pontja a kutatdsi modszereken kivil az, hogy szinte kivétel nélkil
szenzitiv témékat jarnak korbe a kutatok. A gyasz, a csaladon belili valtozasok, parkapcsolati
mérfoldkdvek, mint példaul a hazassag, valas, 6rokbefogadas vagy gyermek elvesztése, esetleg
a kulturalis kulonbségek olyan tarsadalmilag fajsulyos témak, melyek kutatdsdhoz rendkivil
alapos felkésziles sziikseges kutatasetikai szempontbdl is. Ezen felul szinte kivétel nélkdl
mindegyik tanulmany végén olvashatd, a kutatok dsszegzése, hogy az eddig nem tal terebélyes
szakirodalom miatt indokoltak tovabbi kutatasok, melyekkel az eddigi eredményeket és
feltételezéseket igazolni lehetne, illetve az eredményekkel egyiitt rengeteg Uj kérdés is
megjelenik, aminek fontos lenne utanajarni. Szintén kritikus pontja a kutatasoknak, hogy
szamos esetben nem volt lehetésége a szakért6knek arra, hogy nagy mintan dolgozzanak, igy

az adatok nem reprezentativak, csupan tajékoztaté jellegiiek.
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Mivel a kutatdsok mas és mas témékat dolgoznak fel, igy egyetemes igazsagot az
eredményekkel kapcsolatban nem lehet levonni. Ellenben az kijelenthetd, hogy a jelen
tanulmany keretein belll vizsgélt publikaciok mindegyike a kapcsolati dialektika elméletét
segitségil hivva vizsgalt egy adott tarsadalmi jelenséget. Ezek az irasok alatamasztjak Baxter
és Montgomery 1988-as kapcsolati dialektika elméletét, mivel az altaluk kutatott téméakon
keresztiil egyértelmiien latszanak a mintdzatok, melyek megfigyeléséhez az elméletet és

Baxterék altal megfogalmazott timpontokat hasznositottak.

Kutatasi résként azonositottam az aldbbi témadkat a fent 6sszegyijtott szakirodalom alapjan:

e amar meglévd kutatasokat a vilag tobbi orszagaban, kiillonb6z6
korosztalyokban megismételni az eredmények kiterjesztésének érdekében,

e aszamitogépek altal medialt kommunikacio befolyasa a kapcsolati
dialektikara,

e online kampanyok és kdzosségek kommunikécidja, reakcioi,

o kozosségi oldalak tagjainak egymas koz6tti kommunikacidja és ennek hatésa a
kapcsolatokra,

o aglobalis felmelegedés, valamit kdrnyezetvédelmi témaknak a hatasa, ezek
online kommunikécidja kozosségi oldalakon, illetve ez hogyan hozhat6
osszefuiggésbe a kapcsolati dialektikaval,

e a LMBTQ+ kozosséget érintd témak, példaul az azonos nemi csaladok
gyermeknevelési elveik, kommunikécidja,

o aszemélyiségdimenziok (Big Five) és a kapcsolati dialektika 6sszefliggései
interperszonalis kapcsolatainkban.

Az eredmények és eddig tanulmanyozott teriiletek iranyadok lehetnek tébb kutatd szamara, aki

akar a kapcsolati dialektika, akar a tarsadalomtudomanyok tertletén tevékenykedik.

Konkluzio

A Baxter és Montgomery altal bevezetett kapcsolati dialektika elmélete megannyi
tudomanyagon belil hasznos kapaszkodd lehet a kutatok szamara. A tarsadalomtudomanyokon
belil szamtalan olyan terilet van, ami szoros 0sszefliggésbe hozhatd az elmélet o tézisével,
miszerint nincsen olyan matematikai szabdlyszerliség, mellyel a kapcsolatok lefolyasat, a
konfliktusok alakulasat meg lehetne jésolni, legyen sz6 munkakapcsolatrdl, baratsagrol,

csaladrél vagy péarkapcsolatrol. Ezek a konfliktusok a tarsadalmon belll kulcsszerepet
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jatszanak, és a vizsgalt elmélet azt a narrativat is er0siti, hogy a konfliktusok, melyek
elkerulhetetlenek a mindennapi életiink soran, sok esetben kifejezetten pozitiv hatéssal
lehetnek a kapcsolatokra, épithetik 6ket, nem csak destruktiv kimenetele lehet egy-egy
nézeteltérésnek. A szakirodalmi attekintés rdmutatott, hogy bar széles skalan mozognak azok
a témak, melyek kapcsolatba hozhatok a kapcsolati dialektika elméletével, fogalmaval, a
szakirodalmi kanonban lenne helye ezeknek a témaknak a tovabbi elemzésének, Uj iranyok
felfedezésének. Angol nyelven egyszeriibb tajékozddni azoknak, akik érdeklddnek a kérdéskor
irant, viszont magyar nyelven rendkiviil lesziikiil a lehetdségek szdma, ezaltal a magyar
szakirodalom bévitése a kapcsolati dialektikaval kapcsolatban a jovOben szintén kiemelt cél

lehet.
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Valéban hatborzongatdk az antropomorf virtuélis karakterek?
Horvath Evelin

evelin.horvath2@stud.uni-corvinus.hu

wHat nem kinos, hogy 6 igazdabol nem is létezo személy, csak mi észleljiik annak?” ,,Te
képviseled az Instagram legbizarabb oldalat!” A fenti hozzaszolasok Lil Miquela amerikai
véleményvezér Instagram-oldalan olvashatok egy nemrég kozzétett képe alatt. Miquela
kiilonlegessége, hogy nem valddi személy, hanem egy elsé ranézésre tokéletesen emberinek
tlind virtualis figura. A szamitogépes grafikdval teljesen ¢lethiien megrajzolt emberszer(i, azaz
antropomorf virtualis karakterck egyre népszeriibbek a marketingiparban, élethii jellegiikbol
fakaddan azonban gyakran negativ érzelmi reakciot valtanak ki a befogaddkbdl. Erre
magyarazatként szolgalhat a Masahiro Mori &ltal 1970-ben kidolgozott uncanny valley-elmélet
(hatborzongat6 volgy-elmélet), amely szerint a realisztikus megjelenés egy bizonyos pontig
pozitivan befolyasolja az antropomorf (emberszerli) nonhumén 4gensek nézdéi megitélését,
azonban egy szinten tul — amikor a nem emberi dgens mar teljesen emberszeriinek tiinik —
negativ érzelmi reakcidt valt ki a befogaddkbdl a tokéletes realizmus. A jelen tanulméany az
antropomorf virtualis karakterek marketingcélu hasznalatat vizsgalja, attekintve a jelenséggel
kapcsolatos kutatasi elézményeket: az antropomorfizmust, az uncanny valley-elméletet, a
marketingcélti  karakteralkotds eldnyeit és lehetséges problémadit, valamint a virtualis
karakterek hitelességének kérdéskorét, a karakterek nézo1 megitéltetésére €s az altaluk kivaltott
érzelmi reakciokra fokuszélva. A tanulmany az antropomorf virtualis karakterek nézéi
fogadtatasaval foglalkoz6 diskurzusba kapcsolodik be, elmélyitve a marketingcéld

karakterhasznalattal kapcsolatos ismereteket.

Kulcsszavak: antropomorfizmus, uncanny valley, virtualis karakter, antropomorf virtuélis
karakter, virtulis influencer

Bevezetés

A francia Balmain divathaz a 2018-as 6szi kampanyat harom j modellre, Shudura, Margot-ra
és Zhire épitette (Guthrie, 2020). A marka 1j képvisel6i azonban teljesen masok voltak, mint a
vallalat korabban foglalkoztatott modelljei: 0k a valdsagban nem létezd személyek, CGI-
technoldgiaval (computer-generated imagery), azaz szamitogépes grafikaval létrehozott
képként alkottak meg 6ket. A digitalisan megrajzolt karakterek fizikai megjelenésuket tekintve
teljes mértékben emberszerii hatast keltenek, rdadasul felismerhetd személyiségjegyekkel is

rendelkeznek, akarcsak a valodi emberek. Egyes virtualis karaktereknek sajat kozosségimédia-
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oldaluk is van: a profilokon kozzétett bejegyzések alapjan a képeken szerepld figurak elsd
ranézésre szintén egy valddi ember benyomasat keltik, hiszen rendszeresen dokumentaljak az
életiik fontos pillanatait: dolgoznak, kdvézoba jarnak a barataikkal, utazgatnak a vilagban,
mikozben influencerként vilagmarkdkat népszerlisitenek a megosztott tartalmak altal

(Arsenyan & Mirowska, 2021).

Ujszer(i technolégiai megoldas 1évén a virtuélis karakterek jelensége rendkiviil nagy média- és
kozonségérdeklodést képes kivaltani, éppen ezért szdmos marka dont agy, hogy
egylittmiikddik egy virtualis karakterrel mint influencerrel, vagy éppen sajat virtudlis
markanagykovetet terveztet maganak. Virtualis karakterekkel a fent emlitett Balmain
divatmarkan kivil talalkozhattunk a Louis Vuitton egy 2016-0s kampanyaban, az Essence
kozmetikai marka kozosségimédia-feliiletein, de a divatiparon Kivil a Renault automarka
esetében is, akik 2019-ben egy televizios reklamspotban mutattak be elészor uj, CGI-
nagykovetlket, Livet (Horvath, 2020).

Bar az emberszer( virtualis karakterek egyre nagyobb teret nyernek a marketingiparban, mégis
rendkiviil kevés ismeret all rendelkezésiinkre arra vonatkozdan, hogyan viszonyulnak a nézdk
a virtudlis karakterek marketingcélu hasznalatahoz, illetve melyek azok a karaktertipusok,

amelyekkel a befogaddk kénnyebben képesek azonosulni.

A tanulmany célkitiizése

A jelen tanulmany az antropomorf virtualis karakterek marketingcélt hasznalatat vizsgalja,
attekintve a jelenséggel kapcsolatos kutatasi elézményeket: az antropomorfizmust, az uncanny
valley-elméletet, a marketingcélu karakteralkotas elonyeit és lehetséges problémait, valamint
a virtudlis karakterek hitelességének kérdéskorét, a karakterek nézdi megitéltetésére és az
altaluk kivaltott érzelmi reakcidkra fokuszalva. A tanulmany az antropomorf virtualis
karakterek néz6i fogadtatasaval foglalkozo diskurzusba kapcsolodik be, elmélyitve a

marketingcelu karakterhasznalattal kapcsolatos ismereteket.

Modszer

A tanulmény 6sszesen huszonkilenc tudoményos szoveget, illetve két angol nyelvii online
cikket tekint at. A feldolgozott huszonkilenc forrasbol huszonét folyoiratcikk, négy pedig
szerkesztett kotetben publikalt irds. A felhasznalt forrasok jelentds része angol (huszonnégy),

Ot pedig magyar nyelvii. A feldolgozott szakirodalmi anyagok elsddleges forrdsa a Web of
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Science adatbazisa, tovdbba a Budapesti Corvinus Egyetem Koényvtaranak atfogd
keresofeliilete, amely tobb tudomanyos adatbazishoz, elektronikusan elérheté folyoirathoz,
illetve konyvtari katalégushoz biztosit hozzaférést. Az anyaggytijtés az alabbi angol nyelvi
kulcsszavak hasznalatdval valésult meg: virtual character; virtual influencer; influencer
marketing; authenticity; anthropomorphic virtual character; anthropomorphism; uncanny
valley. A magyar nyelvli kulcsszavak pedig az antropomorf virtualis karakter; virtualis

influenszer; valamint az influenszer + hitelesség voltak.

Eredmények

A fejezet els felében attekintésre keriil az antropomorfizmus és az uncanny valley-jelenség
szerepe a (virtualis) karakteralkotasban, ezt kdvetéen bemutatasra keriilnek az antropomorf
virtualis karakterek marketingcélti hasznalatanak lehet6ségei és kihivasai, beleertve a virtualis

karakterek hitelességének kérdéskorét.

Az antropomorfizmus szerepe a karakteralkotasban

A nem emberi &gensek human karakterjegyekkel, akarattal, motivaciokkal és érzelmekkel
torténd  felruhazasat antropomorfizmusnak nevezzik (Epley et al, 2007). Az
antropomorfizmus jelensége nem azonos az egyszerli megszemélyesitéssel, ugyanis nem csak
az ¢élettelen agensek €16 tulajdonsdgokkal torténd felruhazéasat jelenti, hanem egy joval
Osszetettebb folyamatot ir le: a befogadd olyan cselekedeteket vagy helyzeteket képzel el,
amelyekben a nem human entitéas kizarolag emberekre jellemz6 mentalis allapotban €s emberi
karakterisztikaval jelenik meg (Epley et al., 2007). Az antropomorfizmusnak fontos

jellegzetessége tovabba az emberi érzelmekkel torténé felruhazas is (Leyens et al., 2003).

Az antropomorfizmusnak tobb kiilonb6z6 kognitiv motivacioja 1étezik: ezek egyike az észlelt
hasonlosag. Amennyiben az adott céltartomanyt a befogad6 sajat emberi 1ényéhez hasonldnak
észleli, gy hajlamos Kiterjeszteni a sajat mentalis és érzelmi allapotat, valamint a ra jellemz6
egyeb emberi tulajdonsadgokat a nem human entitasra. A hasonlosagnak két olyan dimenzidja
van, amely kiemelten fontos az antropomorfizmus eléfordulasakor: a mozgasbeli hasonlosag
és a morfoldgiai, azaz alaktani hasonlésag (Epley et al., 2007). A virtudlis figuraknal ezek a
hasonlosagi szempontok mind megval6sulnak, hiszen a mozgoképes tartalmakban a karakterek
mimikaja, gesztusai, illetve nagyobb mozdulatai az emberi mozgast kovetik le, kilso
tulajdonsagaikat tekintve pedig megtévesztésig hasonlitanak az emberekre. Igy tehat az

antropomorfizmus szorosan Osszekapcsolhato az élethii, emberszeri virtualis karakterekkel.
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A fenti meghatarozastol eltéréen Delbaere, McQuarrie és Phillips (2001) nem valasztja el az
antropomorfizmus jelenségét a megszemélyesitéstdl. A kutatok felfogdsa szerint a
megszemélyesités egy olyan retorikai eszkoz, amely az antropomorfizmusra mint mélyen
bedgyazott, kognitiv emberi hajlamra épul. Ezt a megkdzelitést alkalmazta évtizedekkel
korébban Ricoeur (1977) is a metaforahasznalatrdl sz6l6 kdnyvében. Ha ezt a felfogast egy
kommunikécids modellre vetitjuk, a megszemélyesités az Uzenet egyik jellegzetessége lesz,
egyfajta opcid, amely igény szerint téarsithatd az (zenethez. Mig az antropomorfizmus a
kozonség, a befogaddi oldal sziikségszerii velejardja, amely elidegenithetetlen az emberi

természettdl, és lehetdvé teszi, hogy a megszemélyesités hatékony meggydzési eszk6zz¢é valjon

(Delbaere et al., 2001).

Az uncanny valley jelensége

A nem emberi entitasok emberszer(i észleléséhez kapcsolodik az uncanny valley-jelenséq is,
amely arnyalja azt a feltételezést, hogy a realisztikus figurdkkal nagyobb mértékben képesek
azonosulni a néz6k. Az uncanny valley-jelenség (sz0 szerinti forditasban hatborzongato volgy)
szerint ugyanis a néz6kbdl negativ érzelmi reakcidt valtanak ki azok a nem emberi agensek
(példaul élethii virtualis karakterek, mesterségesintelligencia-alapl szoftverek, humanoid
robotok), amelyek megjelenésiiket és/vagy a hozzajuk tarsitott ,,bels6” jellegzetességeiket,
karakterisztikajukat tekintve szinte tokéletesen emberszerli részletességgel vannak kidolgozva
(Tinwell et al., 2010). Ennek oka az az ellentmondas, hogy a figurak teljesen emberinek tlinnek,
ugyanakkor a kiilsé megjelenésiik és a viselkedésiik bizonyos aspektusai mégsem felelnek meg

az emberi normaknak (Tinwell et al., 2010).

A jelenségrol elsdként Masahiro Mori, robotikaval foglalkozé japan professzor irt egy 1970-
ben publikalt esszéjében (Gee, Browne & Kawamura, 2005; Misselhorn, 2009; Mori,
MacDorman & Kageki, 2012; Wang, Lilienfeld & Rochat, 2015). Mori a humanoid, azaz
emberszeri robotok megitélésével foglalkozott, és ravilagitott arra, hogy a realisztikus
megjelenés egy bizonyos pontig (&ltalaban 80%-o0s realizmus szintje) pozitivan befolyasolja a
robotok emberek altali megitélését, azonban egy szinten tul — amikor a nem emberi agens mar
teljesen emberszerlinek tlinik — ez a hatas atfordul az ellenkezdjébe, és a befogaddbdl negativ
érzelmi reakciot valt ki a tokéletes realizmus. Mori ezt a folyamatot a kvetkezéképpen vezette
le: az adott nem human entitas elsé ranézésre teljesen emberinek tiinik a befogadd szdmara,

azonban, amint lehetdsége nyilik pontosabban és mélyebben megismerni, felfedez rajta olyan
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részleteket, amelyek mégsem felelnek meg az emberszeriiség kritériumainak. Ebben a
pillanatban a néz6 egyfajta hatborzongat6 érzeést tapasztal meg, ami negativ iranyba mozditja

el az adott nonhuman agens iranti attitiidjét (Mori, MacDorman & Kageki, 2012).

Mori elméletébdl kiindulva Catrin Misselhorn (2009) az empatia szerepére hivja fel a figyelmet
az uncanny Vvalley-jelenség kapcsan. A nem emberi agenssel a befogadd egy bizonyos
valosaghli megjelenitési szintig empatizal, egy adott realisztikussagi pont elérésekor — amikor
a befogadd &téli a korabban emlitett hatborzongatd érzést — azonban az empatia hirtelen
megsziinik, és negativ érzelmi reakciova alakul. Ez a negativ viszonyulas pedig csak akkor
képes Ujra pozitiv iranyba valtozni, ha a nem emberi agenst a befogado teljes egészében
emberiként észleli, tehat nincsenek olyan megkiilonbdztetd jegyei, amelyek a mesterséges
jellegérol arulkodnanak. Ekkor a befogaddk ujra képesek empatizalni a nem emberi agenssel
(Misselhorn, 2009). Ugyan az uncanny valley kifejezés kezdetben a robotikaban valt ismertté,
Mori szerint a jelenség mas nem emberi agensekre, igy példaul a virtudlis karakterekre is
kiterjed.

Mind a nézdi attitlid, mint az empatia fontos szerepet toltenek be a marketingcélii virtualis
karakterek sikerességében, mivel a hatékony {lizenetdtadas és a kovetdk véleményének,
valamint viselkedésének befolyasolasa - amely a profitorientalt hasznalat egyik kulcseleme -
csak akkor valosulhat meg, ha a néz6k szamukra hiteles informacioforrasként fogadjak el az

adott virtudlis karaktert.

Virtudlis influencerek és markanagykovetek

A marketingipar teriiletén leginkabb influencerként vagy markanagykovetként talalkozhatunk
antropomorf virtualis karakterekkel. Az influencermarketing egy olyan Ujfajta hirességtipusra
épiil, amelyet a kdzosségi média széles korti elterjedése hozott magaval: az j tipust az angol
micro-celebrity (Chae, 2018; Khamis, Ang & Welling, 2017), magyarul mikrohiresség
kifejezéssel nevezi meg a marketing, a hétkdznapi szohasznalatban pedig influencerként vagy
véleményvezérként utalnak ra.

A kozosségimédia-influencerek profiljai azért valtak a marketingkommunikacio rendkivil
népszerli csatornaiva, mert olyan nagy létszamu, potencialis fogyasztdi kdzosséget szolitanak
meg, amely érdeklodési kor alapjan jellemzden hasonld Osszetételi és pontosan

korilhatarolhat6 olyan valtozoit tekintve is, mint a nem, az életkor vagy a lakhely (Uzunoglu
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& Kip, 2014). Az influencerek képesek olyan sajatos kapcsolatot kialakitani a kozonségukkel,
amely hagyomanyos hirdetési eszkdzokkel nem lenne lehetséges (Veszelszki, 2020).

Az influencermarketing jelenségének meghatarozasabol kiindulva megéllapithato, hogy a
kozosségi portalokon jelenlévd, nagy kovetdi bazissal rendelkezd, marketingcélokat is szolgalod
virtualis karakterek valoban influencereknek tekinthetdk, mivel a fenntartdik ismert markakkal
milkodnek egyiitt, és képesek a virtualis véleményvezéren keresztul hatast gyakorolni a

kovetoik vasarlasi szokasaira vagy személyes meggydzddéseire.

Marketingcélu karakteralkotas

A virtualis karakteralkotasban rejlé lehetdségekre a filmipari népszertiséget kvetéen hamar
raismert a marketingipar is. A legtobb ujszerti technoldgiai vivmanyhoz hasonloan a virtualis
karaktereket is gyakran fenntartdsokkal fogadja a kozOnség, a reklamértékilket azonban
nagyban megndveli, hogy csupan a virtualitas ténye, a karakterek miivészi kidolgozottsaga és
¢lethii megjelenése is rendkivil nagy média- és kozonségérdeklddést képes kivaltani (Horvath
& Mezriczky, 2021), a figyelem pedig kulcsfontossagu érték a marketingszakemberek szdméra
(Simon, 1971). Ennek oka, hogy a figyelem 0sszpontositasat minden esetben megel6zi az adott
inger értelmezése és tudatositasa. A figyelem kialakulasanak szakaszdban az egyén mar
jelentést is tarsit a feldolgozott informacidhoz, ez pedig végiil cselekvésre 0sztondzheti 6t

(Davenport & Beck, 2001).

A reklamcélu karakteralkotas jelentdsége a kilencvenes évek masodik felétdl kezdve
foglalkoztatja a kommunikaciokutatokat. Ebben az idészakban tobb vizsgalat is kimutatta,
hogy a kiilonboz6 markakat reprezentalo fiktiv figurdk pozitivan hatnak a fogyasztoi attitiidre,
mind az adott marka, mind a promotéalt termék esetében (Garretson & Burton, 1998; Henke,
1995; Kelly et al., 2000). Ez a pozitiv attitiid pedig tovabb fokozodhat azaltal, hogy az alkotok
a reklamcélt karaktert nem statikus poziciéban, hanem dinamikusan, mozgas kdzben
abrazoljak (Zheng et al., 2021). Egy 2004-ben készilt vizsgalat (Garretson & Niedrich, 2004)
ravilagitott arra, hogy a reklamcéli figurdk esetében kiemelten fontos az is, milyen
karakterjegyeket és értékeket tarsitanak hozzajuk az alkotoik: a kutatasi eredmények szerint a
marka iranti fogyasztoi attitlidot pozitiv irdnyba mozditja el a karakterek szakértdi szerepben

torténd feltiintetése.

A virtualis influencerek hitelessége
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A fotdrealisztikus részletességgel kidolgozott, antropomorf virtualis véleményvezéreket a
befogaddk sajat magukhoz hasonld entitasként érzékelik. Ezt a hatast fokozza a virtualis
figurak gondosan felépitett karakterisztikaja is: a virtudlis influencerek nem csak kiilsé
megjelenésiiket tekintve hasonlitanak az emberekre, hanem fiktiv ,,bels6” tulajdonsagaikban
is. Az életuk teljes hattértorténetét megtervezik az alkotok, beleértve a fontos maultbéli
eseményeket, a barati koriiket, parkapcsolataikat, a kitlizott céljaikat és félelmeiket. A
kdzosségimédia-profiljukon kozzétett bejegyzések szintén egy valodi élet latszatat keltik: a
virtudlis karakter életkoranak megfelelé programokon, utazasokon vesz részt, olykor az is

kider(l rola, hogy fiktiv életében éppolyan problémakkal kiizd, mint valddi embertarsai.

A tokéletesen felépitett kiilso és belsd karakterisztika azonban még nem elegendd ahhoz, hogy
a virtualis figura meggydzderdvel rendelkezzen, mivel a befogadok figyelmen kiviil hagyjak
azokat az ingereket, amelyeknél a forras észlelt hitelessége alacsony (Brown & Reingen, 1987).
Igy tehat azok a karakterek, amelyek nem tiinnek hitelesnek a kozonség szamara, kevésbé
hatasosak a befolyasolas szempontjabol. Az az influencer, akinek az oldalan szinte kizarolag
profitorientalt, reklamcélu tartalmak jelennek meg, konnyen elveszitheti hitelességét a kovetdi
elétt, mivel a felhasznalok szdmara ekkor nyilvanvalova valik, hogy a profil csak iizleti
érdekb6l miikodik (Marchis & Markos-Kujbus, 2019). Ez a felismerés a kihasznaltsag,
kiszolgaltatottsag érzéseét keltheti a kovetokben, akiknek az lehet a benyomadsa, hogy a
véleményvezér semmit nem nydjt nekik dnszantabdl, csakis Uzleti megbizéas alapjan 1ép

kapcsolatba vellk.

A hitelesség egyik fontos tényezbje az Oszinteség. A befogadOk azokat az influenceri
megnyilvanuldsokat értékelik pozitivan, amelyekrdl nem az deriil ki, hogy kizardlag anyagi
juttatas altal motivaltak, hanem a véleményvezér valodi meggydzddéseit tiikkrozik (Marchis &
Markos-Kujbus, 2019). Virtualis karakterek esetében azonban az Gszinteség faktora problémat
okozhat, hiszen naluk nem értelmezhetd az 6nallé meggydzd8dés szerinti véleménykdzlés. A
virtualis karakterek mogott is allnak ugyan valodi emberek, akik sajat nézetekkel rendelkeznek,
de az &ltaluk képviselt vélemények nem sziikségszertien keriilnek 6sszhangba a virtualis figura
kitalalt értékrendjével. Raadasul, az esetek jelentds részében nem is egyetlen ember képviseli
a kdzosségimédia-profil ,,virtualis tulajdonosat”, hanem egy nagyobb létszamt alkotoi csapat.
Az OGszinteség észlelt hidnya emiatt bizalmatlansagot ébreszthet a virtudlis karakterek

kovetdiben.
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Egy valodi, €16 influencer hitelessége online perszondjabol ered (Kovacs et al., 2019). A
bejegyzéseibodl feltarul tobbek kozott az influencer személyisége, attitidje, €letstilusa, ezek a
szempontok pedig képesek meghatarozni, hogy milyen jellemzdékkel bird kdvetdi tabort tud
hatékonyan megszolitani (Kovécs et al., 2019). A virtudlis influencerek azonban e tekintetben
is sajatos kategoriat képviselnek, mivel az 6 online személyiségiikben szintén fellelhetdk a fent
emlitett emberi jellemvonasok, ugyanakkor identitdsuk szerves részét képezi a virtualitdsuk
ténye is, feltéve, hogy a befogaddk tudatdban vannak ennek. A virtudlis karakter hitelessége
tehat nem csupan a fiktiv egyéniségébdl és a kdzzétett bejegyzéseinek életszerliségébdl fakad,
hanem abbol a ténybdl is, hogy a figura nem valédi ember. Ez a jellemzd nagyban
meghatarozza, hogyan itélik meg adott kontextusban a virtudlis véleményvezért a kdvetdi, és
melyek azok a téméak, amelyek kapcsan képesek hiteles informéacioforrasként tekinteni egy
kitalalt karakterre.

A virtudlis karakterek marketingcélu haszndlatanak elonyei és hatranyai

Hart és Royne (2017) az emberszerti karakteralkotds kapcsan arrol ir, hogy az
antropomorfizmus jelenségének rendkivil nagy szerepe van a marketing teriletén is.
Amennyiben valamely termék, szolgaltatds vagy marka bemutatasa az antropomorfizmus
jelenségének felhasznalasaval torténik, Ggy a fogyaszték véarhatéan nagyobb érzelmi
elkotelez0dést mutatnak a marka vagy a termék irdnt, mikdzben a hirdetéssel kapcsolatos

attittidjiik is pozitiv iranyba valtozik (Hart & Royne, 2017).

2019-ben egy amerikai médiatigynokség, a HypeAuditor készitett felmérést az Instagramon
jelenlévd, legnagyobb kdvetdi bazissal rendelkezd virtudlis influencerekrdl. Nick Baklanov
(2019) kutatasi beszamoldja szerint a virtudlis véleményvezerek csaknem néegyszer akkora
nézO1 érdeklddést keépesek kivaltani, mint a valodi influencerek. A kovetok Osszetételét
vizsgalva a kutatdsbol az dertil ki, hogy leginkabb a 18—24 év kozotti n6k korében népszeriiek
a karakterek. Korosztalyi lebontas alapjan egyediil a 45—54 éves korcsoportban figyelheté meg
nagyobb szamu férfi kdvetd, a tobbi korcsoportban a nék dominaltak.

A virtualis és a valddi influencerek kozosségimedia-aktivitasat vizsgalva elmondhatd, hogy
egy valodi influencernek egységnyi id6 alatt kozel négyszer annyi Instagram-bejegyzést kell
kozzétennie ahhoz, hogy ugyanakkora kovet6szam-gyarapodast érjen el, mint egy virtualis
influencer. Szintén a sikerességet igazolja, hogy a vizsgalt virtualis karakterek 70%-anal

folyamatos kovet6szam-emelkedés volt megfigyelhetd a vizsgalat ideje alatt (Baklanov, 2019).
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A nagy kozonségérdeklodés mellett a virtualis karakterek tovabbi elonyének tekinthetd a fizikai
vilag torvényszeriiségeitdl vald teljes filiggetlenség. A virtualis véleményvezerek vagy
markanagykovetek mind kiils6, mind belsé tulajdonsagaikat tekintve tokéletesen a megrendeldi
igényekre alakithatok. A vallalatnak nem kell figyelmet forditania az emberektdl
elidegenithetetlen személyiségi jogi szabalyozasokra, sem a reklamszereplé sajat kéréseire,

igényeire.

Ezen kivdl, a virtualis karakterek hasznalata joval kevesebb terhet r6 a kdrnyezetre, mint egy
valddi emberekkel megvalositott fényképes vagy filmes kampanyanyag elkészitése. Emanuele
Farneti az olasz Vogue f6szerkesztdje egy 2020-ban készilt interjujaban elmondta, hogy egy
fényképes magazin megjelentetése rendkivil nagy kornyezeti labnyomot hagy maga utan,
1évén, hogy a szerkesztdség tagjainak rengeteget kell utaznia az el6készités soran, a forgatas
alatt a fénytechnikat nem csak elektromos arammal, hanem gaziizemii generatorokkal is hajtjak,
rdadasul a stdb egész nap nagy mennyiségli, nem lebomlo hulladékot is termel a munkéval
(Hayes, 2020). Ezzel ellentétben a virtualis karakterek — mivel szamitogépes képzOmiivészeti
alkotasoknak tekinthet6k — megteremtése kizarolag elektromos aramot igényel, és az alkotok
személyes munkahelyi jelenléte sem feltétlenll sziikséges az elkészitésukhdz. A jelenlegi
jarvanylgyi kockazatok miatt utdbbi szempont szintén fontos lehet egy marketingkampany

elkészitésénél.

Osszefoglalas

Az antropomorf virtualis karakterek olyan szamitogépes grafikaval megrajzolt figurék,
amelyek elsé ranézésre teljesen emberszerlinek tlinnek. Ilyen karakterekkel leggyakrabbak
kézosségimédia-influenceri vagy markanagykoveti mindségben talalkozhatunk. Ujszerii
technologiai megoldasok 1évén jellemzden nagy médiaérdeklédés Ovezi a marketingcélu
virtualis karaktereket, igy alkalmasak a kozonség figyelmének megragadasara. Gyakran
eléfordul azonban, hogy a karakterek negativ érzelmi reakciot valtanak ki a befogadokbol.
Ennek egyik lehetseges oka a figurak karakterjegyeinek tulidealizalt jellege lehet, tovabba,
magyarazatként szolgalhat ra az uncanny valley, azaz a hatborzongato volgy jelensége is, amely
szerint a nézA4i attitlid pozitiv iranyba valtozik akkor, ha egy emberszerli nonhuman entitast
minél realisztikusabban abrazolnak az alkotdk, azonban egy adott ponton (&ltaldban 80%-0s
realizmus esetén) a pozitiv reakciot felvaltja az elutasitas. A folyamat soran a befogado els6
ranezésre tokéletesen emberinek észleli a nonhuman agenst, a pontosabb megfigyelés altal

azonban felismeri azokat a karakterjegyeket, amelyek az agens nem emberi voltardl
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arulkodnak. A virtualis karakterek marketingcélt hasznalatanal azt is figyelembe kell venni,
hogy a virtualitds ténye meghatarozé a karakterek hitelességét illetéen. Ugyanakkor, szamos
érv szOl a virtudlis karakterek hasznalata mellett: kevesebb terhet ronak a kornyezetre,
alkalmasak a fiatal generaci6 megszolitasara, szabadon alakithatok a megrendeldi igényeknek

megfelelen, és képesek megragadni a kozonség figyelmét is.
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Introduction

The success of a politician is strongly rooted in their power to persuade and emotionally touch
the voters. To achieve this influential status, creating a sustainable and prominent image, in
other words a self-brand, is crucial. The idea of such a manufactured persona is not a new
phenomenon. The notion of a speaker having an indistinguishable character with an effective
appeal has been around since the ancient Greeks. Although the art of creating an ethos has a
long history and since Aristotle, many scholars have done research in the field of rhetoric, it
can still be a struggle for politicians to successfully implement these skills. Those who fail to
create their distinctive identity, their self-brand, are in danger of not reaching their envisioned

goals of persuasion.

In the 2021 Hungarian pre-elections six different party members emerged to be the potential
leader of the opposition. Due to the numerous number of candidates the campaign noise was
significant, therefore it was necessary for the competitors to present a consistent and convincing
image. Out of the six politicians, one (Péter Jakab) had outstanding results in his social media
campaign leading up to the pre-elections, he was capable of enlivening his followers through
his posts. However, the active online engagement in his campaign did not convert into actual
votes. Seemingly, his followers were not as emotionally invested as to vote for him during the
pre-elections. The aim of the study is to explore the reason why Péter Jakab received one of
the least number of votes despite the attention he was surrounded by and contrasting his

performance with the other underperforming candidate, Andrés Fekete-Gyor.

It is essential to have a clear understanding about the previous theories and concepts of self-
presentation, furthermore, to define what self-branding implies in the case of politicians.
Followed by the introduction of key concepts, the research methodology is presented and

finally the results are summarized.
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The primary focus of the study is to investigate if the two reviewed politicians have a
distinguishable self-brand, whether they apply different lexical items and lastly, whether their

self-presentation can be seen as consistent.

Historical overview and key concepts

The recipe for presenting the political self: Historical overview

It can be stated that one of the first writings that dealt with persuasion and the presentation of
self can be connected to Aristotle and his book titled Rhetoric. According to Aristotle, giving
a persuasive speech relies on three components. The speaker should provide the audience with
logical arguments (logos), should have an emotional appeal (pathos) and persuade by being
characteristic, having a distinctive image (ethos). As Scheidt et al. (2020, p.1) claim, the term
self-branding might be a modern invention, but “the branding of individuals is as old as human

interaction and society itself”.

After Aristotle, taking a bigger leap in time Goffman’s (1959) dramaturgical approach appears
and explains how an individual rather presents an idealized self instead of their authentic self
in different scenarios. This is true for the creation and display of political self as well. Goffman
distinguishes frontstage and backstage in the case of every individual. The frontstage is how
someone presents themselves conforming to the specific role they take on, while backstage is
responsible for consciously constructing the output, the performance. Bull et al. (1996)
conclude from Goffman’s approach that politicians need to have three faces, three frontstages:
one where they represent themselves, one where their party affiliation determines them and
lastly, one when they need to face an opponent. It is important to note that although a person’s
projected image is not identical with his/her identity, it cannot differ completely, because that
way authenticity would be lost and that is crucial for achieving credibility (Speed et al., 2015).

Diving deeper into the presentation of political self, it is important to highlight that it is not
only about creating a staged persona, but also about the skills that need to be mastered. Argyle
and Kendon (1967) created a model that summarizes the important skills and their
implementations. Later, the model was revised by Hargie (1997) and contained the following
elements: having distinctive goals, mediating factors that include impression management and
self-presentation, timing and lastly communicational skills that can differ based on the

communicational context a politician is in.
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It can be concluded that the way scholars approach the question of effectively presenting the
political self can differ, but they agree that the mindful formulation of the self that is presented
to the audience and to their voters is fundamental. Furthermore, the concept that politicians
need to acquire a set of skills through which they can appear suitable for leadership also

appears.

Definition of self-branding

When defining self-branding it is important to note that many scholars use the term self-
branding and self-presentation interchangeably or as synonyms. Another potential issue,
besides the fact that several different terms are applied to the same phenomenon, is that they
are often used without a definition, thus creating a sense of “fuzziness” when it comes to the
explanation of the occurrence (Scheidt et al., 2020). Leary and Jongman-Sereno (2017) for
example claim that successful self-presenting/branding is when someone is capable of tailoring
their presentation in a way that mirrors the preferences and the values of the target audience
and leads to evoking positive emotions. This notion is expressly present when examining
political self-branding.

Furthering the line of thought of Leary and Jongman-Sereno, presenting a separate self from
the authentic self, in this case the political self, is not enough to convince the voters, but a self-
brand, where the politicians themselves are the products (Schneiker, 2019) is required. Self-
brand is originally a term used in marketing, but it is increasingly emerging in political science
as well (Lees-Marshment, 2014; Lilleker & Pack, 2016).

According to Hearn (2010, p. 197) self-branding can be understood as a “conscious impression-
management strategy that deploys cultural meanings and images drawn from narrative and
visual codes of the mainstream culture industries”. On the other hand, many scholars still take
the earlier mentioned marketing approach when it comes to defining self-branding. Gandini
(2016) and Lair et al. (2005) consider self-branding as a packaging process of one's identity
and crafting it into a unique product that sells well. Duffy and Pooley (2019) take a slightly
different direction and explain self-branding as a practice that commands constant time and
energy investment to maintain and build social networks where the basis is achieving
sympathetic judgment through emotional management. Schiitz (1993) takes a birds eye view
and instead of going into the specifics, generalizes that self-branding or self-presentation relies
not only on verbal behavior but also on non verbal cues. Taking it even further, the process of
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self-branding can and in most cases does extend to social media platforms where the self-
branded individual mixes the “digital cocktail” of being witty, informative and thought-
provoking all at the same time, while being harmonious with their brand (Duffy & Pooley,
2019). What all the scholars agree on, is that self-branding is a conscious, constant process that

deals with impression-management.

The need for self-branding

Having a secure brand gives a competitive advantage when influencing residents, voters or
investors. Through branding, an emotional dimension is added that can be a dominant factor
when it comes to decision making. Moreover, the political candidates’ party programs are
complex and in general hard to comprehend and be familiar with every aspect of it, therefore
when it comes to decision making voters rely more on the image that has been constructed in
their feelings and general perception regarding the candidate (Miller et al., 1996). This image
is achieved through self-branding. A self-brand is necessary, because as Lair et al. (2005) write,
success is not determined by the individual and their motivation and personal interests, but by

the effectivity these characteristics are regulated, crystallized and presented to the public.

Through the literature review and through history, from ideas about self-presentation we
arrived at the currently popular method of self-branding. Self-branding is a complex, tactical,
long-term process. Self-presentation can be implemented successfully occasionally, but self-
branding requires maintenance through-out every performance. The present study will focus
on one factor of self-branding, communication, and argue that it is a crucial element. The
current research will take a linguistic approach through analyzing the Prime Minister
Candidate Debate performance and contrasting it with the generalisable self-brand created by
the two Hungarian politicians in question. Based on the literature review the following research

question were formulated:
RQ1: Do the two politicians in review have a distinguishable self-brand?

RQ2: Did they use different lexical items in the Prime Minister Candidate Debate?
RQ3: Do they have a consistent self-presentation?
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Research Method

The research combines two research methodologies. In the first part a qualitative preliminary
mensuration is constructed with a small group of fifteen people in the interest of determining
the public’s opinion and the perceived self-brand of the two politicians who are being
analyzed: Péter Jakab and Andras Fekete-Gyér. This is important since a self-brand is
successfully implemented only if it reappears in the voters' judgment and sentiment. The
second methodology is discourse analysis of the Prime Minister Candidate Debate which was
a significant opportunity for all potential candidates to present their ideas and their program
points if they were to be elected as the next prime minister of the country. Beside the content
of their arguments the main goal for the candidates was to have an emotional effect on the
voters. The analysis of the debate as the basis of the research is justified and supported by the
views of Schitz (1993, p. 470) who claims that “televised interviews and debates can be
regarded as the most important stage of the campaign for the candidates™. Lastly, the results
from the preliminary mensuration and the debate performance were compared and analyzed

according to the research questions.

Introduction of the reviewed politicians

Six different political parties nominated a candidate to represent the opposition in the 2022
Prime Ministerial elections in Hungary. In order to designate the most favorable candidate two
rounds of elections took place in the autumn of 2021. The current study deals with the two
politicians who got the least number of votes after the first pre-elections. Below is a brief
objective introduction of the two candidates:

Andras Fekete-Gy6r is a Hungarian lawyer and politician who was the President of the
Momentum Movement between 2016-2021 and resigned in October of 2021 shortly after the
results of the pre-elections. During the debate he was representing a centrist political party
with the main ideologies of liberalism, European partnership and progressivism.

Péter Jakab is a Hungarian politician, member of the parliament since 2018 and President of
the Better Hungary Movement. The party he was representing during the debate is known for
its nationalistic, Christian socialistic and conservatistic views and considered as a middle right

political party.

Based on a representative national poll issued in October 2021and conducted by Publicus
Institute the support of Better Hungary Movement is 5% while Momentum Movement reached
4%. Compared to other parties these were the lowest numbers.
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Preliminary mensuration
The preliminary mensuration was shared online providing an opportunity for anyone to
participate. The preliminary mensuration consisted of six questions where the same three

appeared regarding Péter Jakab and Andras Fekete-Gyér. The questions were the following:

1. What is your opinion of (hame of the politician) as a political figure?
2. How would you describe (name of the politician) in one word:

3. What is your opinion of (name of the politician)’s communication style?

Fifteen responses were received through the preliminary mensuration. The answers were
grouped using Aaker’s (1997) scale where a political candidates’ self-brand can be analyzed
through five dimensions: sincerity, excitement, competence, sophistication and ruggedness.
The five dimensions are elaborated in more detail on the image below from Aaker’s 1997

research.

A BRAND PERSONALITY FRAMEWORK

Brand Personality

| | | I

Sincerity Excitement Competence Sophistication Ruggedness
* Down-to-earth * Daring * Reliable * Upper class * Qutdoorsy
* Honest * Spirited * Intelligent * Charming * Tough
* Wholesome * Imaginative * Successful
* Cheerful * Up-to-date

Image 1: Aaker (1997, p.352) the presentation of the 5 dimensions of Brand Personality

The structure and characteristics of the debate

The Prime Minister Candidate Debate was live broadcast on the 12th of September 2021. The
show was 90 minutes long without commercial breaks. During the show the six candidates had
the opportunity to reflect on four major topics: 1) what would be their three most important
measures during the first week of their Prime Ministry; 2) how could Hunary be more

successful; 3) how will Hungary become a healthier country and lastly 4) How will Hungary
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become better in general. The candidates had a restricted one and a half minutes to give their
response to each question. During the show, the opportunity for an open debate appeared twice

for the candidates: once at half time and once at the very end.

It is important to note that although the show was labeled as a debate, a prior arrangement
among the candidates had been made that the six of them would form a coalition and run during
the elections as a united opposition. Therefore, the main purpose of the debate was to decide
who will be the candidate to become Prime Minister in case of victory. Due to this, the
atmosphere of the debate was prevailed by the spirit of a healthy competition and not

necessarily hostility.

Discourse analysis

A manuscript was created of the responses of Péter Jakab and Andras Fekete-Gyér to facilitate
the analysis. During the analysis the following themes are observed through the self-
presentation of the two politicians in review: lexical items used to describe the current political
party in power and their provisions; lexical items used when referring to the future of the
country; lexical items for expression of emotions and lastly unique lexical items that
characterized the politician's speech, such as slang or any form of expressions that are not fitting
to the semi-formal style of the debate. Based on the manuscript the differences and the
similarities in their style of speech were observed, the expressions they used and the way they
expressed their ideas, produced their arguments. The overall results and summarization of the
lexical items are compared to the results of the preliminary mensuration that explore the perceived self-
brand of the politicians through the five dimension scale of Aaker (1997) in aim to answer the research

questions of the present study.

Results

The first research question aimed to investigate whether the politicians in review have a
distinguishable self-brand. The responses gathered through the preliminary mensuration serve
as feedback. It was required from the participants of the preliminary mensuration to describe
Péter Jakab in one word through free association. These words were then categorized using
Aaker’s (1997) five dimension scale. It is important to note that the scale focuses only on
positive qualities, but among the responses, negative adjectives appeared as well, which could
not be positioned on the scale. Ten out of the fifteen responses were positive. The most

prosperous dimension in the case of Péter Jakab was ruggedness where 40% of the positive
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expressions belonged. Words such as brave, badass or fighter appeared. Péter Jakab also
managed to fulfill all five dimensions with at least one expression which could imply that he
was successful in emotional management of the citizens throughout his campaign. Out of the
five expressions that could not be placed on the scale two were negative. Both refering to his
competence, or in this case incompetence, as a politician: irrelevant and not enough. From
these expressions it is visible that the participants’ opinion is mostly positive with two

exceptions.

On the other hand, in the case of Andras Fekete-Gyor the results were different. Only four
participants described him with a positive expression when asked to only write one word
reflecting on him as a politician. The four expressions were honest, normal (sincerity
dimension), young (excitement dimension) and promising (competence dimension). Out of the
eleven phrases that could not be inserted on the scale eight were negative, seven referring to
his inability to be a successful politician: weak (appeared three times), inadequate,
uninteresting, unprepared and beginner. These expressions suggest that his previous actions
and ineffective communication and lack of positive emotion management led to his non

favorable judgment at the time of the research.

In both cases expressions emerged that refer to their (in)capabilities to become a leader. When
participants were directly asked to judge the politician's communication style, notions that
appeared in the one-word description returned. For example a participants wrote the following
about Péter Jakab:

“He is a talented debater, can be very convincing and overwhelming verbally.”

“Forced and fake. He always tries to say strong statements in a simple way, so he can sell himself as a strong

politician who was raised by the simple people. But he can't tell how he plans to execute his ideas.”

It is visible that the notion of ruggedness as his main characteristic reappeared in the full
sentence responses. Seemingly, his tactic for the pre-elections was assuring voters' emotions
and trust towards him by maintaining a rugged, tough persona outwards. While participants

wrote the following when asked about Andras Fekete-Gy6r’s communication style:

“Unfortunately, he's often unprepared, but he showed his potential at the pre-election debates though.”
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“Correct, sometimes too average, doesn’t say memorable things”

Based on the preliminary mensuration results and their interpretation, the answer to the first
research question is that Péter Jakab has a distinguishable self-brand, most people refer to him
as the harsh, borderline aggressive, plain-spoken politician. Some people praise him for it,
while others do not sympathize with him for the same reason. In contrast, no distinct self-brand
was noted in the case of Andras Fekete-Gyor, people were rather neutral or negative towards

him.

The second research question was investigating whether the two politicians used different
lexical items during the Prime Minister Candidate Debate where the four categories were
lexical items used to describe the current political party in power; lexical items used when
referring to the future of the country; lexical items for expressing emotions and lastly unique
lexical items that characterized the politician's speech. Based on the manuscript similarities and
differences were both observed.

The most exhausting lexical item category in Péter Jakab’s case were unique lexical items
most of which are language and culture specific. If taking a closer look at these expressions
having the Aaker scale in mind it is noticeable that they all fall into the category of ruggedness
as part of Péter Jakab’s brand personality. Another often recurring theme was the politician's
way of criticizing the current political party in power as it always had a rugged undertone to it,
for example referring to them as ordinary criminals. When addressing the future, Péter Jakab
used lexical items that would confirm his sincerity and previously mentioned rugged manner

as well:

“...and the leaders of the single-party state will have to be expelled, they will sit in front of my office like

sparrows.”

In the case of Andras Fekete-Gyor all the four main lexical themes appeared with diverse brand
personality dimensions. He switched between articulating his emotions in a tough, rugged way
and expressing his sincerity and down-to-earthness, for example 7'm fed up with.. or we need

to bend every effort. The most common themes in his case were addressing the future by using
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lexical items that foreground the fact that he is younger and daring, which belongs to

showcasing excitement on the Aaker’s scale:

“I am supported by the new political generation, with all its purity, integrity and impetus, to renew the

opposition.”

Another significant lexical theme in his case was apostrophizing the political party currently in
power in a fierce, rugged manner. Turning to the similarities, both Péter Jakab and Andras
Fekete-Gyor criticized the party currently in power by using lexical items for accusation, such
as calling them thieves and liars, although it appeared more in various ways and generally was

more present in Péter Jakab’s speeches.

The differences are more numerous. Péter Jakab mostly applied ordinary language and often
even slang, simple reasoning and many examples from everyday life. On the contrary, Andras
Fekete-Gyor often used expressions such as “we in Momentum”, “we, the future generation of
Hungary”, therefore phrases that indicated unity and togetherness. Unlike his previous
interviews and speeches. As one of the preliminary mensuration’s participants noted, he was
well prepared, and his ideas were organized into an easily followable structure. Another
defining aspect in his speech was how he often reflected on the past thirty years and what went
wrong according to his beliefs. In contrast to the past he painted his vision for the future and
what he wishes to reach in ten years' time.The answer to the second research question is that

there were similarities in the lexical items the two politicians used, but it mostly differed.

The last research question examines whether they have a consistent self-presentation or not. In
this case the perceived self-brand by the preliminary mensuration results are being contrasted
with the politicians’ debate performance. As it had been stated, participants believed Péter
Jakab to be harsh and offensive, rugged when examined through the Aaker’s scale, and these
features were present in his debate performance on the level of lexical items, for example
accusation and name-calling. Contrariwise Andras Fekete-Gyér was seen as weak and
unprepared by the preliminary mensuration responses, but he appeared in the image of an
organized and strong-minded, based on the lexical items he used, opposition party leader during
the debate. Therefore, based on the results, Péter Jakab has a consistent self-presentation, a
brand personality (ruggedness), while Andras Fekete-Gy6r seemingly lacks having a self-brand

and his self-presentation is inconsistent, but in the case of the televised debate this meant a
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positive improvement. It is noticeable that he aimed at creating a diversified image. While
presenting himself as a rugged politician, similarly to Péter Jakab, he also wished to be seen as
sincere and full of hope. Although these notions do not exclude one and other, as the results
show in the number of votes it was not presented through affective communication and precise

emotion management was absent as well.

Conclusion

The purpose of the study was to test if faulty or inefficient self-branding could have been the
reason in the case of two politicians receiving the least amount of votes during the 2021
Hungarian pre-elections. Out of the two politicians in review only one of them, Péter Jakab,
had a distinguishable self-brand but based on the preliminary mensuration results it was a
divisive perceived self-brand. When examining the debate performance, the two candidates in
general, used different lexical items, and had a different performance style as they approached

the emotional management of the voters from different directions.

Based on the results, what the previous literature suggests in the field of political self-branding
has been proven. It is crucial for politicians to have a well-structured, maintained and positively
perceived self-brand in which effective communication is a key element. As the results suggest
both candidates lacked this kind of self-brand and that could have been an influential factor in
receiving the least amount of votes out of the six potential politicians. Another conclusion of
the research is connected to the, although only rhetorical question of the paper, whether
Aristotle would be proud, and the answer is that he could be. Both examined candidates
satisfied the expectations of the Aristotelian trinity of successful self-presentation during the
pre-election debate, but as the literature also indicated, exceptional self-presentation is only

effective if it is consistent and accompanied by a compelling self-brand.

It is important to mention that a potential limitation of the research could be the small number
of participants in the preliminary mensuration. Furthermore the performance of the two
candidates was only examined in one debate. Future extension of the study could be to enlarge
the number of preliminary mensuration participants in order to obtain a more comprehensive
picture of the two politicians or possibly broaden the comparison by including the other four
politicians who engaged in the pre-elections and examine their (perceived) self-brand as well.
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Shame and Pride: Central Asian Migrant Ethnic Identities in Russia
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Russia remains a major destination country of migration from Central Asia due to the higher
living standards, wider opportunities, and possibility of earning a higher salary. However, in
contrast to the impressive Western European literature, it does not have a rich social scientific
background and evidence-based studies, especially examining migrant identities and
experiences. Considering the historical background of Central Asian migration after the Soviet
Union collapse, its colonial character, and the “lingua franca” status of the Russian language
in the region, | consider language as a significant factor affecting ethnic identity construction
and articulation. Therefore, | focus in this study on Russian-speaking migrants of Kyrgyz origin
who traveled to Russia for the purposes of job search and education. Based on the pre-research:
ethnic identity scale and results of 5 in-depth interviews, | assume that migrants apply multiple
identities related to both Russian and Kyrgyz ethnic groups. Pride and shame are central
emotions in identity articulation evoked either as a coping strategy or as a response to

encountered prejudice and mistreatment.

Keywords: Central Asian migration, ethnic identity, pride, shame, Russia

Introduction

For the last decade the situation in the developed countries changed drastically, and migration
became an extremely important topic in the European press and salient political issue
(Heidenreich et al., 2019). It has been due to the increasing number of migrants arriving to the
European Union in 2015 and the lack of policies in European member states which enhanced
the migration issue discussions in the media and public discourse (Berry et al., 2015). Although
EU member countries face many challenges, the migration topic is of current interest for many
others. One of them is Russia where the number of migrants is increasing every year. The
country remains a major destination for international migrants (Gerber & Zavisca, 2019; Kubal,
2016; Yudina, 2005). Yet in contrast to the impressive US and Western European literature, it
does not have a rich social scientific background and evidence-based studies on migration
(Gerber & Zavisca, 2019). Attention to the migration to Russia from academia started in the
last decades. According to Yudina (2005) Russia accepts foreign citizens from more than 100
countries. Most of the migrants are coming from Commonwealth of Independent States (CIS).
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However, there are migrants outside the region as well such as China, Vietnam, Afghanistan,
North Korea, Somalia, Sudan, Ethiopia, Iran, Irag, Turkey, and Poland. For CIS countries that
were part of the Soviet Union, Russia has become attractive due to the better living standards
and the possibility of earning a higher salary. In the meantime, the Russian labor market was
in need of foreign workers (Yudina, 2005). However, the labor market mainly consisted of
service work that did not require a certain level of education or experience. Migrants with
higher education and in need of a job, were obliged to do service work in retail, construction,

transport, house maintenance and catering industries.

After the Soviet collapse, in the 1990s it was mainly ethnic Russians who migrated to Russia
by gaining the status of “compatriots” from the Russian government. The composition of
migrants changed in the 2000s to non-Russian labor migrants (Gerber & Zavisca, 2019). At
first, there were Russian-speaking residents of the region. In the 2000s residents of Tajikistan,
Kyrgyzstan, and Uzbekistan started to arrive in Russia (Abashin, 2013). According to Yudina
(2005), the Central Asian migration to Russia has a “colonial” character, due to former political
relations. The reason for the high number of migrants from those countries was the Russian's
lingua franca status in the region, and absence of visa requirements to non-ethnic Russian
citizens (Ryazantsev, 2016). There were also economic factors in the home countries of
migrants such as declining production, low salaries, high unemployment, and job shortages.
Migration to Russia provided regular remittances to home countries, which in the case of the

Central Asian region are a significant part of national income.

Human rights organizations, scholars report about the difficult living and working conditions
of migrants in Russia. Kubal (2016) says that the list of abused human rights is long starting
with daily xenophobic attitudes and racial profiling for document checks by police and ending
with unsafe conditions, denial of wages. Moreover, migration policy changes and corruption at
all levels make migrant journeys harder. According to Cohen (2013) rejection and otherization
in receiving countries can cause difficulties in adaptation and a feeling of exclusion from the
majority because of the practices, norms and values in a receiving society associated with their
ethnic identities. It can lead to different coping strategies such as distancing themselves from
negative aspects of the group's past and focus on positive ones. Especially in the case of
migrants and minorities who can romanticize their ethnic history or create myths and stories to
protect their identity. For instance, second generation German migrants in Australia (Anderson,
2015) were trying to distinguish themselves from other Germans. Another strategy was an
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integration of different traits related to both host and receiving societies. Participants could
shape and choose their identities by collecting positive characteristics and behaviors from two

ethnic groups.

Ethnic identity, pride and shame

Ethnic identity is a wide and vague concept that generally is defined as self-concept in terms
of belonging to the ethnic group. According to Tajfel (1979), the feeling of attachment to one’s
ethnicity is common to all people. Other works defined ethnic identity as a feeling of belonging
and commitment (Ting-Toomey, 1981), attitudes toward one’s group (Parham & Helms, 1981),
and the cultural aspects (Driedger, 1976). Another important factor was indicated by Valk
(1998) who found correlations between ethnic identity and attitudes toward out-groups. When
participants perceived an out-group as dangerous and competitive, strong feelings of ethnic
identity were correlated with negative attitudes. However, when participants perceived an out-
group as similar and friendly, strong feelings of ethnic identity were correlated with positive
attitudes. Valk and Karu (2001) divided two facets of ethnic identity: ethnic pride that was
described as: 1) feeling of attachment to the ethnic group; 2) emotions and attitudes connected
to belonging to the group; 3) interest in the culture, history, and customs of the group; and
ethnic differentiation described as an individuals’ desire to distinguish among ethnic groups.
For people with a high level of ethnic differentiation it is important to know another’s ethnic
origin. They prefer to communicate and interact with their ethnic group members, to have
ingroup friends. According to Smith (1994) these facets can emerge in cases of identity threat

when people have to find coping strategies in order to protect themselves.

Ethnic pride is one of the significant topics in examining ethnic identity. Socio-psychological
approach considers pride as a positive feeling of being a member of one group. It also includes
understanding and appreciation of one's own culture. However, the concept of pride is more
complex and wider than a positive feeling or emotion. Steckler and Tracy (2014) suggested
viewing pride, shame, envy, contempt, and admiration as complex moral social emotions
because they include several basic emotions and appear as a response to social events such as
external threat or recognized achievements. For instance, pride can be also a response to
socially valued success, when shame — as a response for the devaluation and rejection that urge
people to hide or keep themselves “low”. According to the concept of Steckler and Tracy,
emotions inform individuals about the changes in the environment, influence social statuses

and hierarchical relationships. Sullivan (2014a) explained collective pride as an emotion felt
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by most members of the group that occurs when the group seeks to empower themselves and
promote change. However, he indicated that positive collective pride could transform to its
negative forms such as superiority to other groups and judgements (Sullivan, 2014b). It is not
possible to consider pride distinctively from other moral emotions such as shame. They are
connected and sometimes could be replaced by each other: people could start feeling proud in
order not to feel shame. In this paper | will try to reveal ethnic identities of Kyrgyz migrants in

Russia and the emotions related to their identity and group membership.

Methodology

The article is based on qualitative and quantitative research of Kyrgyz migrants in Russia. |
considered the language as a main factor of ethnic identity and assumed that Russian-speaking
and Kyrgyz-speaking migrants will have different levels of ethnic identity: Russian-speaking
migrants will deploy multiple identities, meanwhile Kyrgyz-speaking will deploy only one
Kyrgyz identity. | also assumed that ethnic pride and shame will be central emotions in their

sense of ethnic identity.

For measuring the identity, I used the ethnic identity scale of Valk and Karu (2001) consisting
of 21 statements about ethnic identity. The participants were offered to choose if they agree or
disagree with those statements according to the 5-point Likert scale. The scale was sent after
the in-depth interviews and included the part of socio-demographic questionnaire where they
were asked to answer basic questions about their age, gender, occupation, reason for migration,
etc. In-depth interviews consisted of 4 main parts: 1) decision to migrate — participants were
asked about their previous life before migration and after; 2) work/study — this part included
questions about the process of job search/university entering in Russia, socialization and
experience; 3) networks — communication with compatriots, diaspora; 4) ethnicity — self-
identification, ties with ethnic group members, culture, pride and shame.

For the pre-research | conducted 5 in-depth interviews with Russian-speaking migrants who
arrived in the country for different reasons: job search, education, and family migration.
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Pre-research results
I recruited 5 participants who live, study and work in Russia. All of them were between the age

of 25-34 and had a university degree or more than one university degree (see Fig.1).

The highest level of your education
5 responses

@ Incomplete high school education

@ Complete high school education

® Vocationaltechnical college

@ University undergraduate degree

@ University graduate degree

@ More than one university degree

@ University Master's'Doctorate degree
@ Other

12V

Figurel. The highest level of education

Almost all participants were originally from the capital of Kyrgyzstan, Bishkek. They indicated
other smaller cities and regions in the survey as well, because their parents were originally from
other regions of Kyrgyzstan. It is important to note that the main cities of migration in

Kyrgyzstan are Osh and Batken located in the south of the country.

How long have you been living in Russia?
5 responses

@® 1 year

@ 2-4 years

® 5years

® 6-9 years

@ 10 years

@ More than 10 years

Figure 2. Duration of stay in Russia
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4 out of 5 participants indicated that they know Kyrgyz language: 3 of them have chosen the
option that they are very good at Kyrgyz and can speak and write freely. One respondent could
have a conversation and one did not speak at all but would like to learn. 3 out of 5 used both
Kyrgyz and Russian in their daily life (see Fig.3).

Do you speak Kyrgyz?
5 responses

@ Yes, | am very good at Kyrgyz., | can
speak and wrile freely

@ Yes, | can have a conversation with
relatives/riends/acquiniances

© Yes, | speak at the basic level and can
axplain simple Ihll"-gs

@ No, | don't speak well, but | understand
L "ﬂhlﬁg

@ No. | don’t speak at all and | don't und....

@ Mo, | don't speak at all, and | don't wa...

Figure 3. Kyrgyz language knowledge

Participant profiles

| briefly put here profiles of the participants since their background will matter in their stories
and journeys. Since not all participants agreed their real names to be mentioned I will use
further numbers: Participant 01, 02, 03 and so forth.

Participant 01, journalist — lives more than 10 years in Russia, migrated at the age of 12 with
her mother who went for labor migration and firstly left her daughter in Kyrgyzstan, but after
a year decided to take her. Participant graduated from the Russian school, got a BA and MA
degrees from leading Russian universities, and nowadays works as a political journalist in a
magazine.

Participant 02, accountant — lives 10 years in Russia: first arrived as a student to Saint-
Petersburg where he studied and lived for 5 years and then was offered a job of an accountant
in an international organization in Moscow where he lived another 5 years. He holds several

degrees.
Participant 03, marketing specialist — lives more than 6 years in Russia. Moved to Moscow for

the job search and was employed in a microcredit company where all the colleagues are from
Central Asian countries: Tajikistan, Uzbekistan, and Kyrgyzstan. Several times she tried to
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apply for Russian universities and obtain a degree but was not successful. In the near future

plans to move to another country.

Participant 04, housekeeper — lives 2 years in Russia. Moved to Moscow with a hushand who
decided to search for a job outside the home country. Before arriving with a family, she worked
half a year in Moscow as a nail master in a beauty salon, after which she returned to her home
country and found a job as an SMM manager in a construction company. Nowadays, plans to
raise her kid and seek a job in Russia.

Participant 05, artist — lives almost 9 years in Russia. Moved to Russia to study. Obtained her
master’s degree after what had different types of jobs: worked as an artist, curator, freelancer,
and a cook in a café. Several times returned to her home country but came back because of her

boyfriend.

Migration as complex journey

The participants | observed had different reasons for migration: 3 migrated by choosing higher
educational programs (Russia provides quotas and scholarships for CIS countries), 1 has
suggested a job in Russia and 1 migrated with her husband. It is noteworthy that their journeys
are complex. For example, participant 02 who went to Russia to obtain a BA degree first went
to Saint-Petersburg and after graduation went to Moscow, the main city of migration, after
which he came back to Kyrgyzstan and then was offered a job in Moscow. Participant 04 who
migrated to Russia with her husband, has been working before in Moscow as a nail master in
a beauty salon. Participants 03 and 05 also had a complex journey with returns to their home
country. Overall, based on the previous research on migration it can be concluded that migrants
do not migrate and stay, they are always on the move and even if they live for 10 years, they

could not see Russia as a final destination.

It is noteworthy that migration to Russia is perceived as the only possible choice. As it was
mentioned in theoretical part of the paper, CIS countries after Soviet Union collapse
experienced economic breakdowns and job shortages that forced people to seek jobs outside
their countries. However, in the case of people who migrated for education to Russia, it could
be the possibility to gain more knowledge or “see the world” rather than a reluctant decision.

Participant 02: “I am a victim of television and the direct influence of the media on a person. |
watched very popular youth series about young people and nightlife in Moscow on MTV and |
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had a desire to spend my youth in the same way. | did not manage to go to Moscow, but | had
the opportunity to enter St. Petersburg and I realized that it was not far from Moscow. | went
to the northern capital. Later, at the end of the first higher education, | decided to continue my

studies and decided to close my gestalt with Moscow, | went there”

Kyrgyz identity

| was expecting that the participants will be not very sure about their ethnic identity, however
most of them responded clearly that they see and feel themselves as Kyrgyz: 3 out of 5 people
have chosen the “5-strongly agree” answer to the statement “I define myself as Kyrgyz” (see
Fig. 4) and 1 participant have chosen “4-agree”. Only one participant, participant 05, strongly
disagreed. During the interview she could not define herself as Kyrgyz, because she did not
like the concept of the ethnicity and ethnic groups itself, and as a second reason she described
that “kyrgyzness” means for her the knowledge of language, belonging to the culture, traditions
and ordinary mode of life. Since she always lived in the capital of the city and did not have
relatives in the village and was not aware of life outside the capital, she applied for herself the
definition of the city dweller. “I am the resident of Bishkek”, - she said in the interview.

| define myself as Kyrgyz
5 responses

3

0

Figure 4. Ethnic Identity Scale

All participants positively evaluated the statement about having a strong attachment towards
their country and group members. They also responded that they are greatly interested in the
history of their ethnic group and spent time to find out more about their origins,

traditions/customs, and literature. Participant 01 who live in Russia for more than 10 years told:
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“I am a Kyrgyz, and always have been. Even when even at the university or at school they said,
“here we are Russians”, I always said “here is a non-Russian, they are Russians, but | am
not”. When there was a class discussion and they said “we, Russians”, I always raised my

2

hand and answered, “not Russian here”.

Multiple identities

Based on the interviews conducted with 5 participants | assumed that Russian speaking Kyrgyz
migrants in Russia deploy multiple ethnic identities both Russian and Kyrgyz. For instance, the
Participant 01 whose name was similar to Russian name Daria and could be shortened as
“Dasha”, presented herself as “Dasha” among her Russian friends, classmates, groupmates and
colleagues:

“When we moved to Russia, my mother told me that Russians cannot pronounce my name, this
is a very difficult for them, and they will all call you Dasha. This is the usual standard name. |
was 12, and I thought “ok”, there was no rejection inside such as “no, that’s not my name”. [
have never been jarred when someone called me like that. | even have this name on my business

i3

card.

Participant 02 created another identity by renaming himself: he has chosen Russian name
Nikita and added Korean last name Kim. As he mentioned in his interview, the last name was
a wordplay, because “kim” from Kyrgyz means “who”. He described his choice by saying that
Korean people have a positive image in Russia: they are known for their singers and cultural

events.

The participant created this identity while searching for an apartment in Saint-Petersburg. The
apartment rent market is known for its xenophobic attitudes towards migrants from Central
Asia: it was a usual practice for many years to include in the rent ads the phrase “only for Slavic
people” (tol’ko dlya slavyan). Only in 2021 the largest community on Russian facebook “Flats
for friends” with 238 thousand of members decided to fight with discrimination against ethnic
minorities, LGBTQ people and people with pets who can’t find an apartment. The
administrators made a rule according to which if the landlord refuses to write a “The apartment
is pet-friendly, residents of all nationalities, backgrounds, genders, ages, love preferences are
welcome” they need to pay 500 rubles (almost 7 euro). After that the largest rent website
Cian.ru (Cian, 2021) updated its terms and conditions and banned the announcements from

landlords that discriminate against certain racial and ethnic groups. However, it was perceived
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negatively and did not stop xenophobic attitudes that lead to seeking other ways as in case of
Participant 02 who created a new identity. Interestingly, he used this identity afterwards in his
social media and when meeting new people. When he was asked about his origins, he answered
that he is Korean, while with friends and colleagues he was Kyrgyz.

“My parents were supposed to come to Saint-Petersburg for my graduation, and | started
actively looking for apartment. When landlords heard my name, they told me “no no, only for
Russians”. I realized that I speak Russian well, no one sees me and I need to get a meeting
first, so | began to introduce myself as Nikita. Then it just sticked to me. Since then, this is my

alter ego. Especially for Russians, for those, who do not want to face a non-Russian person.”

The case of Participant 01 and 02 shows how migrants create and deploy multiple identities
that are flexible and have their own character traits: speak and behave differently. Participant
02 when discussing his Kyrgyz identity said that he feels free and his Russian Korean Identity
that does not have any Korean traits is more educated and intelligent.

Ethnic pride

When asked about pride, participants were mostly first confused. 2 out of 5 asked back what it
meant and told me that they can’t be proud of the thing which they did not deserve. The concept
of pride was not clear for them as it is in real life, however there were different mentions about
their authentic pride, which is related to their own achievements at work, education. Participant
05, for instance, mentioned several times the word “privileged” because she had several
degrees that helped her to find a job and be in a higher position in Moscow than labor migrants.
“Entering the university masters was one of the most significant moments in my life, because
without winning the Hackathon | would not have been able to enter the university, and without

my master’s I would not have been able to be in the position I am in now”

Yet in the survey 3 participants strongly agreed on the statement “I am proud of being Kyrgyz”
(see Fig. 5). It is noteworthy that before this concrete statement were other statements about
taking pride in the achievements of the ethnic group, compatriots that could affect the choice

of the response.
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| am proud of being Kyrgyz

5 responses

3

3(60%)

Figure 5. Pride of being Kyrgyz

Most of the participants did not actively take part in ethnic group gatherings, but they felt good
about compatriots’ achievements. They mainly positively evaluated the following statement:
“Knowing the history/culture of my ethnic group helps me to better understand myself and my
fellow ethnic group members”. The most unexpected answer was received o the statement
“Being conscious of my ethnic background (being Kyrgyz) increases my feeling of
confidence”. Here all participants (see Fig. 6) have chosen 5 different answers from strongly

disagree to strongly agree.

Being conscious of my ethnic background (being Kyrgyz) increases my feeling of confidence
5 responses

1.00

1 (20%) 1 (20%) 1 (20%) 1 (20%)

075

0.50

0.25

0.00

Figure 6. Feeling of confidence
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Participants 01, 03 and 04 mentioned that they are not ashamed of their ethnic origin and feel
positively about their ethnicity.

“I was born as a Kyrgyz, and | will die as Kyrgyz. My ethnic belonging never bothered me; |
never hid where | came from. If | was asked about my culture, | always talked about it with

great pleasure.”

Ethnic shame

Even though the participants positively evaluated statements about themselves and their
compatriots, in the interviews compatriots were of the two main topics when they felt ashamed.
Participant 04 when describing her experience of living with compatriots when first arrived in
Moscow, told that the family members did not know any word in Russian. “How could they
arrive in the country without knowing Russian?” — she asked in the interview. She also
mentioned that the neighbors did not have a higher education and were curing their children at
home by bloodletting, that made the situation worse, so when the doctors came and checked,
they scolded the mother. According to the Participant 04, it was shameful and disappointing to
see the compatriots in Russia that live this way and do not get birth certificates for their children

or do not make vaccines or do not speak Russian.

Another comment was from Participant 01 and 05 about compatriots in Russia who try to flirt
with them on the streets or at the workplace.

“I do not approve when Kyrgyz guys try to get to know me on the street and ask what my origin
is. Here I have a wide range of choices, and | say that | am of Korean origin. Probably because

| am very annoyed by their manner of communication, flirting...”

Participant 02 otherwise said that he does not feel ashamed, but he could not bear the Kyrgyz
politicians that are always mentioned in news in a negative way. Participant 01 also said that
every time she reads news, she prays for something that she will not be ashamed of.

“I always feel shame for Kyrgyz politicians on a regular basis, for compatriots, but not for the
ethnicity and origin. No, | never had a sense of shame for my origin, perhaps a sense of pride,
but at some point, | thought that it is very strange to be proud of my origin, the fact that | have
dark hair or, I don’t know, eyebrows...”

“When I was in Sweden, they tightened the laws of migration policy in the 2018, and someone

wrote on social media ‘for the first time in my life [ am ashamed of being Swedish”. Well, this
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was funny, because | would like to not to be ashamed of what is happening in Kyrgyzstan at

least for 3 days. 3 days is not that much.”

Conclusion

In this article | tried to examine and reveal ethnic identities of Kyrgyz migrants in Russia.
Given the context of Central Asian migration I examined Russian speaking migrants’ identities
and briefly presented the results obtained. As it was hypothesized, they had multiple identities
that helped to integrate into the receiving society, as in the case with Participant 01 who became
“Dasha” or avoided negative situations as with “Nikita” who became a Korean to find an
apartment. As it was described in the previous sections, the rejection they experienced caused
creating a new identity with a new name and ethnicity. Emotions experienced were mostly
dependent on social circumstances. For instance, participants were not ashamed of their
ethnicity, but were ashamed when their group members, according to them, did something
wrong. The most surprising part was ethnic pride where | expected negative or neutral answers
but obtained mostly positive answers. Even though they mentioned that they did nothing to be
in this ethnic group and it could feel strange to be proud of it, they indicated that they are proud
of being Kyrgyz. Some of the participants described it by mentioning “culture” which they

respect and which they are interested in.

One of the main limitations of the paper and pre-research is that the statements about pride
could be framed in a certain way that could affect the responses. However, based on the in-
depth interviews and stories experienced by migrants | assume that most of the responses were
chosen based on the personal beliefs and their own knowledge of themselves, rather than on
statements and question formulations. Yet for the next steps the questions should be reshaped,
and the structure of the interview should be reorganized. The article has empirical findings,
however, to test and validate assumptions the research should be continued. The only
suggestion that the topic of ethnic identity is as complex as wide as well as emotions connected
to them. The single topic of pride and ethnic pride deserves distinct research, and in the future,

it should be in the focus of the study.
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The effects on emotions and attitudes of framing crime prevention messages in visuals
of digital police communication among Gen Z
Erna Uricska

erna.uricska@stud.uni-corvinus.hu

Police communication with the public is a vital process and the way how the police
communicate with citizens deserves to be considered a key area of research. Until the 2000s,
the messages of the police reached the members of the society through traditional media
channels, but since then, social networking sites have become widespread and bilateral
communication has become possible. This is a pioneer study as there has been no research on
analyzing the effects of visuals of the Hungarian police communications on social network
sites. The observed sample is collected by systematic sampling and a questionnaire carried out
among the members of Gen Z (N=16) applying the emotions-as-frames perspective with gain-
framed, neutral-framed and loss-framed messages, in order to examine the evoked emotions
and the influence on their persuasive effects. Due to prospect theory, it is expected that
presenting the same information in a way that focuses on gains results in a stronger preference
for risk-avoidance behaviour, therefore the practice can serve as valuable information for police

agencies.

Keywords: police communications, Hungarian Police, visual communication, crime

prevention, framing

Introduction

According to the data of the Central Statistical Office, there were 13 778 in 2020, and 14233
accidents in 2021 out of which 423 (2020) and 467 (2021) resulted in death, and 4105 (2020)
and 4005 (2021) in serious injuries. According to the data of the Hungarian Car Club, among
the main causes of the accidents, speeding and drunk driving can also be found. The under-25
age group does indeed cause slightly more accidents, but they also account for around 15% of
the total. Speeding is a leading cause of accidents among younger people (under 25), but this
becomes less common as they get older. Drunk-driving is always an issue in car accidents,
regardless of age. Fortunately, this is showing an improving trend, with the proportion of
accidents caused by drunk-driving falling in recent years, accounting for 8% of all road
accidents in 2019.
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The National Anti-Drug Strategy also observed the period between 2013 and 2020. The last
national survey, conducted in 2015, found that one in ten Hungarian adults (aged 18-64) had
used an illicit substance at least once in their lifetime, compared to 17% of young adults, aged
18-34 (Mizsér, 2020). Besides recognising the necessity of handling the personal and social
risks and damage in connection with drug use, its main objective is the reduction of the use of
illicit substances with the help of targeted, community-based interventions. The National Anti-
Drug Strategy desires to achieve this objective through wide-ranging prevention activities and
strengthening a recovery-oriented attitude (Reitox, 2020, p.5). As a result of these facts, the
emergence of social media has also been welcomed with optimism in the field of law
enforcement, as it has possibilities in crime prevention, and it can redefine and improve the

relationship between police officers and the public (Dekker et al., 2020).

This research examines how the visual representation of speeding, drug-use and drunk-driving
appear on three leading digital communication channels (police.hu, Magyar Renddrség
Facebook page, and police_hu, the Instagram page), and due to the visuals of these crime
prevention messages what emotions are evoked, what content the respondents find convincing
in order to alter their attitude and behaviour. With a mixed-method approach, and by comparing
two visual representations of each topic, the study aims to explore the differences in evoked
emotions, due to the different message framing and the required self-consciousness of

Generation Z.

Theoretical background

Social network sites provide opportunities for public organisations for two-way
communication, supporting dialogues between citizens and organisations, businesses and
public authorities. But for any technology to be successful and to have an impact on
organisational performance, including the communication of that organisation, they need to
adapt it appropriately (Tajudeen et al. 2018). The same is true for the police, as ‘our modern

society demands that our police exercise situational wisdom’ (Solar, 2015:11).
Hurley (2019) suggests that social media is powerful because of its authenticity to

communicate messages. Social media allows its users to ‘blur the lines between offline and

online, fact and fiction, trust and deception, authenticity and fantasy’ (Hurley, 2019:13).
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Regarding the police, there are two emerging terms ‘Law Enforcement’ and ‘Policing’,
although they are not the same, and they are not interchangeable. Law Enforcement and
Policing mean different things and require different skills and abilities (Solar, 2015: 2).
Individuals who perform law enforcement tasks can be trained but policing is a higher-level of
skills, one that more closely approximates a true profession. The law enforcement officers’ role
is to apprehend and prove the guilt of violators; the police officers’ role is the responsibility to
maintain order (Wilson, 1968 cited in Solar, 2015). Therefore, it has vital importance how

digital communication officers communicate with citizens in the online sphere.

The Hungarian Police appeared on different social network sites with the launch of the
police_hu page on Instagram on 3 July, 2019, and the launch of the Facebook page of the
Hungarian Police on 22 April, 2020. Due to the short period of online presence, not much

academic literature can be found on how the police apply these platforms.

Gain and loss framing

The term ‘framing’ was first used by Bateson (1972) who defined psychological frames as
a ’spatial and temporary bounding of a set of interactive messages’ (Bateson, 1972: 197).
Later, in 1974, Goffman stated that there are two main frameworks: natural and social. Social
frameworks deal with data and how this is interpreted, processed and communicated (Mass
Communication Theory (Online), 2017), due to the goals, and manipulations on the part of the
communication process. Goal framing is a dimension of how messages can be framed (Steg et
al., 2014 in Chaurand et al., 2015). ‘Messages framed to highlight either the benefits of
performing a behaviour (ie, gain framed) or the consequences of not performing a behaviour
(ie, loss framed) will lead to different decisions and behaviours’ (Sukaet al., 2018:2). However,
there are some controversies in the relevant literature as ‘there seems to be some contexts in
which loss framed messages are equally or more effective than gain framed messages’ (Suka
et al. 2018:2). A similar opinion was presented by Chaunder and co-authors in relation to
speeding, as there was no difference between those seeing the loss-framed message and those
seeing the gain-framed one (Chaurand et al., 2015). Therefore, it is uncertain which message

frame will more satisfactorily motivate people to avoid or prevent different crime types.

In spite of the fact that the literature on framing is abundant, little is known about the affective
dimension of gain and loss framing and its potential impact on persuasion in police

communications. However, communication and framing can be very important in how the

118



police highlight their role as a service provider or an executive authority. Policing
communication is definitely the former one. Gain- and loss-framed messages exert persuasive

influence.

‘When gain-loss frames combine with kernel states, such as the attainment or avoidance
of certain outcomes, there are four possible frames:

(1) reaching a positive outcome (gain-framed),

(2) avoiding a negative outcome (gain-framed),

(3) suffering a negative outcome (loss-framed), and

(4) missing out on a positive outcome (loss-framed)’ (Nabi et al., 2020:1109).

The predictive power of the emotions-as-frames perspective has been supported in recent
research (Nabi et al., 2020), ‘demonstrating that positive frames produce positive emotions,
and negative frames produce negative emotions, and further those emotions mediate the

relationship between frames and attitudinal or behavioural effects’ (Nabi et al., 2020:1109).

Framing through visuals

Images about different types of crime and crime prevention are applied communicational tools
on social network sites, nevertheless there is some controversy and concern surrounding the
negative emotions evoked by these social advertising: while a certain level of negative
emotions effectively influence the attitude, increased negative emotions do not increase their

convincing effect.

The visual content has always been an important part of media communication, but framing
has more often been examined in textual contexts (Geise, 2017). Visual framing can be defined
as the process of focusing certain aspects of a ‘perceived reality’ and emphasising them more
than others through the mode of visual communication. This visually promotes those specific
‘attributions, interpretations, or evaluations’ of the said issue or item described (Geise, 2017).
According to the mediation model (Schuck, A. R. T., & Feinholdt, A., 2015), the presented
media content evokes different emotions, and can lead to changes in opinions, attitudes and
behaviour. But, how do verbal and visual framing work in the cases of speeding, drug use and
drunk-driving with the possibility of different outcomes in police communications? The aim of
this study is to measure emotions evoked by the verbal frames and visuals presented on
different platforms of the police.
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In order to complete the research, the following questions were formulated:

RQ1) What content do the members of Generation Z in relation to the three observed
topics find convincing?

RQ2) Does the positive, neutral or negative framing of the same preventive message
work within the members of Generation Z in relation to the three observed topics?
RQ3) What is the most often evoked emotion that the participants mentioned, and

according to them, worked in relation to the preventive messages?

Research design and methodology

The current preliminary study aims to examine the affective and cognitive responses given to
three pairs of images, containing the same message from different perspectives while evoking
different emotions. The opinions and emotions of the respondents were detected and measured
by retrospective self-report questionnaires on experienced emotions and perceived convincing
effect (N=16).

| was interested in the emerging trends in visuals in social media use of the police, and the
study uses both quantitative and qualitative semiotic approaches. Because there is no universal
code of meanings for visual images (Barthes, 1977), it is necessary to employ both approaches
to make sense of the visual representation in such an intricate mediated debate. Quantitative
content analysis generally focuses on manifest, surface-level content, whereas qualitative
approaches tend to examine the latent meanings embedded in content (Krippendorff, 2013;
Neuendorf, 2017). The complexity of every single image provides a chance to focus on the
manifest, surface-level as a quantitative approach, while the qualitative approach provides an
opportunity to look beyond and search for latent meaning (Krippendorff, 2013; Neuendorf,
2017).

Data collection occurred in multiple stages. First, images were searched about three topics on
three police communication platforms, on Instagram, Facebook, and the official website of the
Hungarian police. In the first case [Experiment 1], the topic of speeding, images of vehicles
after accidents, a speedometer or a police officer during a road check were the most often ones,
therefore to the verbal frame ’'drive carefully’, two images were selected. In the second case

[Experiment2], the verbal message frame was ‘drug use and its consequences’, and images
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about the same family in the circumstances in their normal life, and then an arrested teenager
during seizure and confiscation of drugs were presented. In the third crime type, a loss-frame
message was applied ‘drunk-driving’ [Experiment 3], and an image about a damaged car,
which ran into a tree and the second image in the issue was about a breathalyser.

Primarily, the method of content analysis was applied to complete the analyses of policing
communication and examining ‘who says what, to whom, why, how, and what effect’ (Babby,
2001:352). After the image selection, a questionnaire was completed and volunteers were
searched among the members of Generation Z to add their opinion about the visual
representation of the crime-types. The respondents were asked to give titles to the images, and
to decide what emotions were evoked and what content might have effects on attitude and
behaviour and influence them to prevent or avoid these cases. The evoked feelings were
measured by self-reported answers, although the research and the measurement tool, Noldus
FaceReader can be applied in latter research. In the third phase of the research the answers (N

= 16 respondents) were analyzed and coded, in line with the research questions.

As, there is a possibility that visual interventions for improving people’s attitudes and
intentions towards prevention could facilitate access to mental health- care (Suka et. al, 2018),
in the field of policing, communication is one of the components that is necessary for effective
policing with properly structured information. Therefore, individuals and communities can
make better decisions about their own attitudes and behaviour. Effective communication may

produce beneficial changes in people’s behaviour towards crime prevention issues.

Results
The questionnaire was implemented among the members of Generation Z (N=16), from both
genders. There were eight female (n=8), and eight male (n=8) respondents whose average age

was 17,6 years in Hungary as only those who were asked were born between 1995 and 2008.
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Image pair 1: Speeding

The pair of images illustrate speeding and its possible consequences. An image about a car
crash was presented, although in a very unusual way. Authoritarian education does not work
in the 21st century (Valintine 2019). According to Edina Simon', one of former site
administrators of the Instagram platform ‘because the members do not accept it, do not go to
that platform, there is no one to tell. Your children will leave you if you start giving a pep talk.
Setting an example, bringing up children in a slightly funny, slightly humorous, astonishing

way is much more effective’.

By looking at the first image, the respondents’ answers were coded due to the proposed titles.
The first code was ‘accident’, and six members wrote this word, one wrote its synonym ‘crush’
in Hungarian and one in English. There were two other additional answers, containing the word
but adjectives were also added. There was only one word title: ‘nuts’ referring to the driving
manner. The other answers expressed complete phrases and opinions referring to the driving
manner and its consequences. On the second image, a kind of a neutral image, a speedometer
was presented, as a no image could be found in relation to speeding on the observed platform
(e.g., a happy family while driving in a car, albeit an image about a police officer during a road
check can be observed in a next study), and on the other hand, the police are usually attacked
because of the application of it as a tool in preventing speeding. This opinion appeared in the
answers as wWell: ’the only thing that the majority of people think if they see a speedometer is
fine’, and ‘the second is not about the prevention of speeding, but making money’. The
respondents have found the first image much more persuasive (87,5%), but two answers were

given to prove the efficacy of applying speedometer:

‘Nowadays, I think people are more affected by seeing a speedometer than an accident, because
they see or hear it on the news or radio and feel nothing but pity and sadness. But with a

speedometer, they know it is there, so they slow down to avoid fines.’

Investigating the specific influence of negative emotions would provide crucial information to

better understand how negative emotions can influence risk-seeking behaviour in the framing

1 This information is provided by Edina Simon, but interviews were carried out with both former administrators
of the Instagram profile of the Hungarian Police. Dates of permissions: 05 March, 2021/ 13 April, 2021. Dates of
interviews:10 March and 1 April, 2021 (Tamas Boross) and 7 April, 2021 (Edina Simon). The set-versions of the
interviews are forthcoming publications.
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effect. Due to the literature, the two expected emotions were anger and fear (Habib et al., 2015).
However, the majority of them (62, 5%) felt the emotion of sadness when looking at the image
framed as ‘drive carefully’. Due to the results, if the educational message is delivered directly,
it is worth embedding the message in shocking content, or stories, and they will have a much

greater impact.

Figure 1. The emotions felt by self-reporting

‘What was the first feeling when you looked at the picture’ 2

Mi az elsé érzelem, amit a kepet latva erzett?
16 vélasz

® 1. 6rom

® 2.doh

@ 3. s2omorusag
® 4 meglepetés
@ 5. félelem

@ 6. undor
A ® 7. megwetés

The results indicate that message frame type directs the emotional response elicited in the

audience, with gain frames inducing positive emotions and loss frames inducing negative
emotions (Nabi et al., 2020:1107). The answers of the respondents suggest that mainly negative
emotions were evoked by negative representation of the themes. the messages can be regarded
as gain-framed messages as Nabi and co-authors highlighted in the second type of framing
messages (See page 3) with the verbal message ‘drive carefully’, and the participants want to

avoid a negative outcome (gain-framed) (Nabi et al., 2020).

Image pair 2: Drug use

An image presenting life with and without drugs was selected to measure opinion about drug
use as on the official site there were images on drug seizure and confiscation, therefore their
preventive effectiveness could not be measured properly in this research. Originally, the
selected image appeared in ‘the life without drugs’ version on the Facebook profile of the
Hungarian Police. However, the members of Generation Z found the other version more
persuasive as the results are presented in Table 1. Both images, the normal (37, 5%) or about a

drug-dealer teenager (31,3%) evoked the feeling of sadness, the respondents found both
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pictures equally persuasive (50-50%), but the verbal comments indicate that the ‘life with

drugs’ image was more convincing, foreshadowing that prevention of this state is highly
important for the respondents.

Table 1: The opinions given to the message frame ‘drug use and its consequences’

Above the ‘life without drugs’| Above the ‘life with drugs’

Drug use . )
image image
The calm turns bad, and the | It presents the bad side of drug
Opinions person can become arrested, use. It is more impressive
So it is more tragic. visually.
It shows the road from up to .
. P It shows the potential
down, pointing at the
consequences.
consequence of drugs.

Seeing that even from such a
serious and frightening

situation, you can get up. |

When the top picture shows | think it can give many people
calm is more understandable. hope for their own way of

solving their own problems,
whether they are minor or

major.

The junkie deserves it
(prejudice).

The second picture shows that
with a supportive environment
you can get out of the worst.

The bad effects of drugs.

In a welfare society, many

people hide their addiction.

The bottom image is more
deterrent.

More deterrent.

It gets people off drugs.

The sad reality, the
foregrounding and overcoming
of the bad by the good.
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Image pair 3: Drunk driving

The message frame of the third crime prevention message was ‘drunk driving’, and the message
was loss-framed (Nabi et al., 2020). An image about a damaged car, which ran into a tree and
its pair was an image about a breathalyser. Due to the literature, the two expected emotions
were anger and fear (Habib et al., 2015), albeit the majority of them (56,3 %) felt the emotion

of sadness.

By looking at the first image, the respondents’ answers were coded due to the proposed titles.
The first code ‘drunk driving’ used once, six members wrote ‘accident’ as in Experiment 1,
one wrote its synonyms ‘crush’ and ‘collision’ in Hungarian. The other answers expressed
complete opinions referring to the driving manner and its consequence, e.g., faded-away
responsibility. On the second image, there was a kind of neutral image, a speedometer
presented as its real-life application is quite common in the prevention of ‘drunk driving’ and

the police are usually attacked because of it. This opinion appeared in the answers as well.

Results suggest that previous experiences or engagement, and loss-framed messages evoked
the emotion of sadness (and due to their self-reported answers) are able to change their attitude
and behaviour, and raise the sense of responsibility among the members of Gen Z. Personal
affectedness of the participants related to the narrative of the images show strong relationship
with the perceived convincingness, and the possibility of personal involvement also plays a
role as the images can evoke feelings, e.g., the respondents saw what happened in the previous

images and wanted to avoid when it happens to them or loved ones.

Ethical considerations

As the images and the issues are sensitive, there might appear increased emotional responses
caused by having, or participating in traumatic experiences related to the topics. There has to
be a preliminary enquiry of the participants whether they have traumatic experiences related to
road accidents, speeding, or drug-use. Furthermore, it is crucial to warn them because the

images may disturb their peace and calmness.

Conclusion

The focus was mainly on three topics: speeding, drunk driving and drug use in the visual
content of Instagram, Facebook and the official website of the Hungarian Police, and how the
Hungarian Police present their police organisational communication goals, more precisely, the
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ways how the police apply images in relation to their crime prevention purposes towards the

members of the community.

In response to RQ1, both visual and verbal message framing may influence emotional
responses to the crime prevention message, willingness to see further messages and raise
awareness and to promote changes in attitudes and behaviour. Due to the results, the image that
contained a visual hook in the crime prevention messages was the most persuasive among the
members of Gen Z, but further research and studies are needed to find a way to sustain the

effect of messaging for a long time.

“The visual hook as being a decisive element in framing stories’ (Dhanesh & Rahman, 2021:5)
and an image that represents the narrative and grabs the audience’s attention, like in Experiment
1, Imagel. The main purpose of the application is to gain the attention of the audience and

maintain their interest throughout the story (Dhanesh & Rahman, 2021).

In response to RQ2 and according to their answers, loss-framed images make people think
about these problems and leave deeper imprints on memory that are forgotten in everyday life.
Such images have an awareness-raising function and can cause an attitudinal change and

behavioural change in many people to avoid such accidents.

In response to RQ3, the study aims to present those kinds of emotions that are triggered by
policing news frames applied by the visuals of crime prevention messages. The preliminary
results show that the respondents think that it is necessary to use such visual content in crime
and accident prevention (81,5%) and the emotion of sadness can play a key role. Only one

person stated that no one can be deterred by images.

These findings confirm that emotional responses may offer a pathway through which gain- and
loss-framed messages exert persuasive influence, however visual rhetoric, audience-centred
strategies have to be developed in the future. The study integrated the results of a preliminary
study in digital police communication with the emotions-as-frames perspective and the area

offers several explorable potentials for future research.
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Multimodal measurement of student emotions: Does it make any difference?
Lidia Vinczéné Fekete
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Emotions are decisive in learning effectiveness and show a close correlation with teacher
communication, therefore understanding student emotions is a key step to enhancing teaching
effectiveness. A variety of methods are used to identify and measure student emotions related
to learning engagement and disengagement: these can include self-reports, sensory
measurements, log file analysis, manual coding of behaviour, or automated analysis of facial
expressions, eye movements or gestures. The paper provides a comparative overview of the
methods applied to measure students’ cognitive and affective engagement by the most relevant
studies published in the last two decades. The review aims to identify the opportunities and the
limitations of the different procedures to support the work of instructors working in higher
education with the preparation of video presentations. Literature findings are completed by
some conclusions of preliminary research conducted with the involvement of higher education
students (N=12). Applying a mixed methodology, it combined facial expression recognition
software measures with self-reports and retrospective student interviews. Results, in line with
the recommendations of the selected studies, confirm the adequacy and necessity of multimodal

measurement methods for affective states during learning.

Keywords: student emotions, engagement, facial expression recognition, measurement, higher

education

1. Introduction

The current paper introduces the findings of a literature review and a preliminary study that
can provide the groundwork for an observational study and a doctoral dissertation in the field
of student emotions. Conclusions can be regarded as possible standpoints for the larger scale

observation and the thorough discussion of the research topic.

1.1. Role of emotions in the learning context

Academic emotions in general

Learning has traditionally been considered an area of life where the role of rationality is more
significant than emotions. In the last two decades, however, an increasing number of studies

revealed that emotions play a decisive role in learning. The influence of certain emotions on
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learning engagement became one of the areas of educational theory and psychology that gained
interest and enquiry (Pekrun, 2006; Titsworth et al, 2013).

While some of them seem to promote student engagement (such as enjoyment/happiness, hope,
pride, relief and interest) others hinder it (these are primarily boredom, anger, shame, anxiety,
hopelessness, and feeling of isolation). The third group of affective states (confusion,
frustration, disgust and neutral state) shows controversial or different correlations with learning
engagement, depending on the situation and duration (Bosch 2015; D’Mello et al. 2007;
D’Mello et al. 2017; Grafsgaard et al. 2013; Ketonen 2017; Pekrun et al. 2011; Whitehill et al.
2014).

Boredom

In their review of the most relevant studies in the field of affective computing approach in the
academic context, Yadegaridehkordi and his colleagues (2019) identified the 20 most
frequently studied learning-specific emotions. Of all these, boredom is the emotion that most
studies consider relevant and include in their examinations. Further items leading the list of
learning-specific emotional states include anger, anxiety, enjoyment and surprise. Boredom is
considered significant also because its control is outstandingly decisive in terms of school
performance while several studies confirm that 40-59% of higher education students report
being bored (Finkielsztein, 2020).

Boredom, by one of the most widely used definitions, is an “aversive state of wanting, but
being unable to engage in satisfying activity” (Eastwood et al., 2012: 482). Academic boredom
is defined as “an achievement-related emotion experienced by students in the context of
university education (mainly during class- or learning-related activities) which is usually
explained as a transient psychophysiological response to an insufficiently meaningful

educational situation” (Finkielsztein, 2020. p. 2).

Goetz and his colleagues (2019), based on previous empirical studies, identify five distinct
types of student boredom that can be positioned on the dimensions of valence (i. e., the degree
of pleasantness) and arousal (i. e., the level of physiological activation). The self-report based
research identified individual predisposition in the experience of each boredom type such as
indifferent, apathetic, calibrated, searching and reactant boredom. Other studies, however
(Elpidorou, 2020) argue against this typology, stating that instead of distinguishing certain
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types of boredom, it should be considered as a ubiquitous state which can be more or less
intensive defined by factors such as perceived meaninglessness and level of attention, instead

of valence and arousal levels.

1.2. Definitions and types of student engagement

Factors, features and consequences of learning engagement have been studied from 4 different
aspects and purposes in the last 20 years. While the (a) behavioural approach aims to explore
and foster effective teaching and institutional practices, the (b) psychological viewpoint
examines engagement as an internal individual process to support learners in understanding
and coping with them. The (c) socio-cultural perspective emphasizes the critical role of socio-
cultural context and social inclusion whereas the (d) holistic approach strives for a more general
and comprehensive interpretation. The current paper aims to focus on the psychological aspects
of learning engagement and its effects on the emotions accompanying the teaching-learning
process (Kahu 2013).

The widely used definition by Fredricks, Blumenfeld, and Paris (2004) defined three types of
engagement such as emotional engagement (feelings and attitudes about the learning task or
context), behavioural engagement (participation in learning, effort, persistence, and
concentration), cognitive engagement (learners’ understanding and mastery of the material).
This model was later suggested to be completed (Reeve & Tseng, 2011) with a fourth element,
namely agentic engagement, referring to learners’ proactive contribution to the learning

process (D’Mello, 2017).

As this model was not concrete enough as a basis for scientific measures, D’Mello defines it
as “a goal-directed state of active and focused involvement in a learning activity” (D’Mello,
2017. p. 106.). This definition was further narrowed by Dubakka & Gopalan (2020) who
defined it as “a measure of a learner’s attention (arousal) combined with their level of
positive/negative emotions (valence)”. In the current paper, we adopt D’Mello’s concept,

allowing a flexible and comprehensive approach to the concept of engagement.
1.3. Methods applied to detect emotions and engagement in general

As the close relationship between academic emotions and student engagement is supported by
numerous studies (Pekrun, 2006; Mazer, 2016; Reschly & Christensen 2019), and as the scope
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of the current research is emotional engagement, the discussion of the measurement methods
of academic emotions will also cover methods measuring learning engagement.

Although the need for the identification and measurement of emotions has become an
increasingly important area, it was hindered by several factors in the last decades of the 20t

century. These factors included the lack of adequate conceptualization of emotions, the
perceived insufficiency of introspection and the ethically problematic nature of triggering

strong emotions in a laboratory environment (Plutchik, 1982).

Since then, these barriers became less intimidating due to intensive developments and studies
in the field. Several studies and conceptual frameworks support the definition, comparison and
classification of emotions (Plutchik, 2001; Ekman, 2003; Russell, 1983; Ekman and Cordaro,
2011). Within the system of affective phenomena, the concept of emotion has been defined and
distinguished from mood, temperament (Goldsmith, 1994) and attitude, feeling and

interpersonal stances (Scherer, 2005).

In the last 20 years, large amounts of empirical research have been conducted to identify student
engagement based on the observation and measurement of certain nonverbal behaviour
elements using a combination of different methods including human coding, self-reports,
retrospective interviews, computer-based engagement detection from facial expressions, body
or gaze movements or physiological data (see Figure 1) (Almohammadi et al., 2017; Bian et
al., 2018; D’Mello et al., 2007; Grafsgaard et al., 2013; Whitehill et al., 2014; Dewan, 2019;
Yadegaridehkordi et al., 2019). The current summary outlines an overview of the methods
applied for engagement detection in the past decades, strongly relying on 4 methodology
reviews compiled by D’Mello and his colleagues (2017), Dewan (2019), Yadegaridehkordi and
his colleagues (2019) and Dubakka (2020). They apply different aspects to distinguish and
compare the different methods: While D’Mello and Dewan established categories based on
the level and the type of users’ involvement in the engagement detection process,
Yadegaridehkordi establishes categories for measurement methods according to the channels
of information which can be textual, visual, vocal, physiological, and multimodal (et al, 2019,
see Figure 2 and 3).
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Engagement Detection

Automatic Semi=Automatic Manual
Computer || Sensor Data|[ Log-File Engagement
Vision-Based Analysis Analysis Tracing

Observational

Facial Expression Check-List

| Gesture and Posture Self Reporting

Eye Movement

Figure 1: Taxonomy of learners’ engagement detection methods — Source: Dewey, 2019

Following this logic, 3 main types of measurement can be distinguished.

Manual coding includes self-report or informant-report questionnaires, observations applying
manually completed checklists, interviews or experience sampling. Limitations of self-reports
include the lack of exact frames of reference in the case of rating someone, memory recall
limitations or social desirability. Manually coded observations are time and work-intensive,
obtrusive and can be biased by the halo effect or the heterogeneity of the frames of reference
applied when evaluating a person or action.

The aim of the second type of measure, semi-automated procedures is to increase the
objectivity of observations by combining the advantages of some automated measures with
manual data collection, but this is still time and resource consuming and less scalable than fully

automated observation and data analysis.

Methods relying on automated data collection are based on the fact that “cognitive and affective
states reflecting different components of engagement are associated with responses at multiple
levels (neurobiological, physiological, bodily expressions, overt actions, metacognitive, and

subjective) some of which are detectable by machine sensors” (D’Mello, 2017, pp. 107).

The advantage of computer vision based measures is that they are unobtrusive, easily

quantifiable, rich in data, and cost-and effort effective, easy to administer, and generally
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reliable. Facial expression analysis software identifies emotions by applying different parallel
operations such as face modelling (by an algorithm developed on the base of a database of
annotated images), classification of facial expressions and a system of facial action units
(FACS, movements of facial muscles) created by Carl-Herman Hjortsjo with 23 facial motion
units in 1970, and further developed by Ekman and Friesen (1978). Its main advantage is
unobtrusiveness: users watch these videos on their laptops usually having in-built webcams,

allowing an unobtrusive facial recording, and monitoring.

Online learning brought several challenges for teachers and students in higher education. One
of the most demanding areas both for teachers and students was the compilation and the
reception of instructional videos that are often used to replace traditional classroom lectures or
synchronous online presentations. Despite the return of attendance education, educational
videos are expected to be increasingly applied in higher education, especially in the case of
flexible learning forms such as blended and distance education. Detection and measurement of
learning engagement in this environment are therefore crucially important. Though the
specificity of the situation is new and challenging, some features of the online learning
environment provide advanced measuring opportunities as well: The opportunities for
unobtrusive observation and analysis provided by software enabling psychophysiological
measurements and facial expression analysis during learning opened new and widening

perspectives for the observation and measurement of emotions.
Limitations of the measurement methods discussed above are presented in Table 1.

Table 1: Limitations of some frequently applied measurement methods. Own edition.

:D Method Limitations

(a) when endorsing items, respondents must
compare the target (e.g., a teacher rating a
student, a student rating himself or herself) (b) to
Self- some implicit standard, and standards may vary

1. | self-report questionnaires from respondent to respondent

reported (c) biases that arise from heterogeneous frames of

reference reduce the validity
(d) memory recall limitations- social desirability
bias
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acquiescence bias (D'Mello, 2017)

experience-sampling
methods

a) they still rely on self- and informer-reports,
b) they are subject to similar biases as

day reconstruction

questionnaires

interviews

informant reports

halo effects

Observational methods:
manual or semi-
automated coding

(a) They entail considerable human effort: a
challenge for repeated long-term measurement at
scale.

(b) observations cannot be conducted in some
learning contexts, such as students' homes.

adduced from academic
and behaviour records:
homework completion,
absences, achievement
test scores, and teacher
ratings of classroom
conduct

They are limited in what they can reveal about
engagement at the microanalytic level espoused
here.

Posture-sensing chair
with smart cushion to
detect interest and
activity level based on
postures

Galvactivator to collect
data of
arousal and excitement
from skin responses

2.
3.
4.
5.
External
but human
coding
6.
Learning
analytics,
educational
data
sensing 8.
systems
and tools
to detect
psychophy o
siological
responses
10.

Pressure-sensitive
mouse to collect data on
frustration and anxiety

(a) emotions are only partially observable;

(b) individuals’ facial expressions or skin

reactions, for example, can have different
meanings even in the same situation

(c) emotions tend to constantly occur and change

rapidly (Dewan, 2019)
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from mouse-click
behaviours

Measuring EEG, heart

12.
rate, etc.
Expression Glasses or
facial analysi .. i .
aclal analysis The application of automated facial recognition
Computer [3. to collect data of systems in the education environment is still in
vision Interest, surprise, the development phase: algorithms should be
confuspn, Sat'SfaCt_'On trained for the facial recognition of learning-
based tools from facial expressions | specific emotions, particularly with a focus on
, Automated facial learning settings (Hirt et al., 2018)

expression analysis

1.4. Measuring boredom

Relationship between facial actions and basic emotions (Ekman, 1978) is relatively widely

studied and defined (Dewan, 2019). In the case of learning-specific affective states, however

(such as boredom, frustration or confusion) it is much more difficult to find generalizable

features that support the identification of affective states based on the action units. Within this

category, boredom is the most difficult to identify and distinguish from a neutral state
(McDaniel et al., 2007, Dewan, 2019; Dubakka, 2000).

Visible signs of boredom (in line with D’Mello, 2007; Finkielsztein, 2020:7 and Ohlmeier et

al., 2018):

Behaviours: yawn, being late, engaging in other activities.

Facial states: eyes wide open, blank or wandering gaze.

Body posture: relaxed pose, head down or propped up, fatigue, seat-back

pressure, fidgeting.

Increased rate of the closed state of the eyes.

Facial actions: AU4 (lid tightener), AU7 (brow lowerer), AU12 (lip corner
puller) (McDaniel et al., 2007).
Despite the opportunities given by the detection of the above signs of boredom and the strong

limitations of self-reports in the case of this state (Yadegaridehkordi, 2019; Merrifield &
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Danckert, 2014; Kim et al., 2018), the most frequently applied method applied for the detection
of boredom is (either retrospective or simultaneous) self-report.

Starting from the 1970s, more than 16 scales have been published and used specifically for this
purpose. The most widely used scales are listed in Figure 2.

1. Learning-Related Boredom Scale (LRBS) — subscale of the Achievement Emotions
Questionnaire (AES) - Pekrun et al., 2011

Boredom Proneness Scale (Craparo, 2013)

The Academic Boredom Survey Instrument (ABSI) - Sharp et al., 2021

The Multidimensional State Boredom Scale (MSBS) - Fahlman et al., 2013
Boredom Coping Scale (BCS) - Nett et al., 2010

English Precursors to Boredom Scale (E-PBS)

Academic Boredom Scale (ABS-10) (Acee et al., 2010)

8. Boredom Susceptibility Scale (ZBS) - Zuckerman et al., 1978

p wD

o v

Figure 2 — Scales most frequently applied for measuring the level of boredom in the context

of learning

2. Instructional interventions in promoting student engagement

Identification of the most effective attitudes, communication tools and teaching methods
creating this atmosphere of emotional and teaching support is at the centre of numerous studies.
Two main types of teacher communication behaviours show a high correlation with students’
cognitive and affective interest: the clarity and immediacy of teacher communication (Mazer,
2013; Witt & Kerssen-Griep, 2011; Titsworth et al., 2013). While teachers’ clarity raises both
the cognitive and emotional interest of students, immediacy increases students’ emotional
interest (Mazer, 2013).

Bolkan and Griffin (2018) distinguish communication behaviours by their aims and effects:
some elements of teacher communication catch while others hold student interest. While tools
catching student interest include teacher immediacy, humour, and intellectual stimulation they
result only in short-term interest and engagement. Long-term interest can be built by holding
and transforming students’ interest into a deep and long-term engagement.

Though several studies explored effective communication tools to enhance teacher immediacy

and clarity and to catch and hold student interest, there has been little research on the
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communication tools applicable for educational videos with the same purposes (Tan Ti-Shen
& Sen, 2019; Woolfitt, 2015).

3. Methodology of an observational study to be implemented

Between September 2022 and February 2023, an observational study is planned to be
conducted in line with the main recommendations of the studies mentioned above. A strategy
to identify the causes of disengagement is recommended by D’Mello and his colleagues (2017):
the first step is to measure some selected emotions hindering student engagement and then it
should be also examined, what kind of events (teaching behaviour or features of the
presentation) preceded their appearance. This can lead to the modelling of the possible triggers
or antecedents of the given emotion. Though both teacher communication and emotion
detection during learning is considerably widely studied, very few studies have linked the
detected emotions to the elements of teaching or communication methods triggering them, in

line with the above strategy.

Assessing what led

Measuring the expression to each episode ﬂﬁ?‘;ﬁi?ﬁ;’:i of
of an emotion related to when the given the examined
disengagement emaotion is ormotion

expressed

Figure 3: Building a re-engagement strategy by exploring the reasons behind disengagement
(Own edited, based on D’Mello et al. 2017, pp. 118.)

Several studies (Graham & Mazer, 2019; Yadegaridehkordi et al., 2019) concluded that
emotional states during learning can be the best observed by applying a multimethodological
approach. This is needed because certain emotions can be effectively perceived by the learners
themselves, and thus can be identified by self-reports (either by student interviews or
questionnaires). Self-reported identification of other emotional states, however — such as
boredom during learning — is more challenging and provides controversial results; these can be
detected by automated observations such as sensorial or computer vision based analyses.

Student emotions will therefore be detected both by automated facial recognition (Noldus
FaceReader) and self-report questionnaires, to validate the results of automated analysis.
Students will watch their instructor’s video presentation while will be recorded by the web
camera of the computer used. Observations will be implemented in a university classroom, one
by one. Both before and after the video watching students will complete an online self-report

questionnaire which will be followed by a retrospective student interview to provide an
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opportunity for students to give feedback on their perceived emotions compared with the results
of the facial analysis. The language of the videos and the data collection will be Hungarian, the

native language of the test participants.

The self-report questionnaire will be based on several standardized scales: the boredom
subscale of the Achievement Emotions Questionnaire (Pekrun, 2006; Ulicza et al., 2015); the
Positive-Negative Affectivity Scale (PANAS) (Gyollai et al., 2011; Watson et al., 1988); and
the Academic Boredom Survey Instrument (ABSI) (Sharp et al., 2021).

The sample will include university instructors (N>7) and their students (N>40). One of the
main criteria in the selection of instructors will be their heterogeneity - in terms of age,

popularity and subject topic to increase the generalizability of results.

Teacher behaviour will be coded in a semi-automated way, which is enabled by The Observer
XT software: this includes the coding of the behaviours and events or communication tool (e.
g. gestures) and measuring both the sequence and their duration. Elements of teacher behaviour
to be observed will be selected considering (a) relevant teacher behaviours mentioned in the
literature (such as smiles, gestures, humour, etc.) (Mottet et al., 2006; Richmond et al., 1987),
(b) the findings of the preliminary observations and (c) the typical and often observed
behaviour patterns within the given video presentation. Some presentation tools applied in the
video presentation (such as short video, slide with text, slide with a picture, short story,

animation, etc.) will also be part of the coding.

Data exported from automated facial expression recognition software to Noldus The Observer
will be examined by statistical analysis (correlation analysis, propensity score matching, linear
regression) and sequence mining methods to explore the relationship between teacher
communication and the appearance of certain student emotions, especially those accompanying
and following boredom during a video presentation. Facial expressions will be analysed by
applying at least 5-second-long sliding time windows, in line with the minimum interval length
defined by Ekman (Ekman, 2003) that is needed to identify certain expressions.

Student and teacher interviews will be analysed by qualitative content analysis.

4. Results of a preliminary study
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A low sample size (N=10) preliminary study was conducted in October 2021, at Corvinus
University of Budapest, involving an instructor and his students, applying a methodology

similar to the steps described above.

4.1. Facial analysis and self-reports

In the analysis of FaceReader data in The Observer, data were reduced by applying the total
duration of emotions with a one-second limit setting: e. g. only the episodes (when an emotion
appeared) with a minimum one-second interval were considered. Using this method, only 4
emotions were identified at the level of the whole group of participants (see Figure 1): sad,

happy, angry and surprised.

Although the rate of sadness may suggest that the watching experience triggered mainly
negative emotions, retrospective interviews confirmed that a considerable part of the episodes
when the level of sadness and contempt increased, were found particularly engaging and
interesting by them. As Pekrun (2006) also revealed, learning context is special in terms of
several emotions which cannot be interpreted in the same way as in other everyday situations.

In the case of anger, multiple correlation analysis confirms the validity of the automated
measures of FaceReader: in these cases, a direct or very strong correlation can be observed
between the emotions identified by FaceReader and by the self-report questionnaires: Anger
shows a direct negative correlation with positive affectivity before the test and a direct positive

correlation with negative affectivity before and after the test.

Though surprise is a category usually considered as neither positive nor negative, in this case,
it showed a significant correlation between positive affectivity after the test (r=0,999) and total
duration of happy (r=0,953) which may suggest that in the context of this observation, surprise
was evaluated as a positive experience for the participants.

Though - in line with the student interviews - students reported considerably high levels of
interest (the mean of that score, measured on a scale of 5, was 4.85), and they gave an average
high score for teacher immediacy (5.00, out of 6), correlation analysis did not identify
significant correlations between verbal immediacy, cognitive and affective interest. Contrary
to expectations based on student interviews where students reported the importance of their

teacher’s immediate and humorous attitude, verbal immediacy showed a strong negative
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correlation with negative affectivity and a very weak correlation (r= -0,687) with affective

interest.

4.2. Interview results

The time available for the interviews enabled a very brief discussion of experiences about the
video and explanations about specific episodes where an increase was detected by FaceReader.
Almost all participants agreed that they were interested in the topic, they found the video
enjoyable, and they considered the various methods applied by the instructor engaging and

effective in helping their understanding.

The video included several elements enhancing student interest and understanding (see Table
2). Most students reported that the source of interest was primarily related to the topic/content
of the presentation. The tools that all students considered most interesting were as follows:
short episodes with only the teacher’s face, text structured in flow charts, graphs with simple
whiteboard-like animation, gossip style story and punch lines. Most students appreciated text
structured in a table with whiteboard-like animation (highlighting the explained data) however

several of them also found that after some minutes it was more difficult to focus on it.

The table with explanation was considered engaging and informative by the majority of
students while some of them found it rather monotonous. In general, elements considered
challenging to follow included slides with relatively much text, without the teacher’s face,

picture or other illustration.

Despite the successful application of the different methods, almost every student reported
difficulty in staying focused during the whole video. This finding is consistent with several
studies stating that the ideal length of an instructional video is between 5 and 10 minutes (Tan
Ti-Shen & Sen, 2019).

Table 2: Methods applied in the video to enhance student interest and understanding (in the

order of their appearance in the concrete video)

a. short episodes while the teacher’s face was simply seen during explanation
without any illustration
b. an unexpected short video, humorous expressions

c. familiar references to the previously taught content
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slide with a short text

slide with text and picture

text structured in flow chart

text structured in a table, with whiteboard-like animation (highlighting the
explained data)

graphs with simple whiteboard-like animation

gossip-style story

“punchline": a short and unexpected joke closing the video presented by the

teacher
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5. Limitations

As for the preliminary study, limitations are due partly to the sample size (N=10), and to the
fact that the examined reactions emerged in the context of only one subject taught by the teacher
(the subject in question is taught in the communication science programme, one of the most
popular training fields in Hungary). The topic of the video presentation in the studied case was
a considerably popular theme for the participants (virtual communication). As the field of study
may have an impact on student affective and cognitive interest (Brom et al, 2017), further steps

and directions include the replication of the observation in the context of different study areas.

Limitations to be considered in the course of the larger scale observation are as follows (a)
Self-reports have only very limited suitability for measuring emotions, especially concerning
the detection of boredom (Kim et al., 2018; Merrifield & Danckert, 2014; Raffaelli et al., 2018).
(b) The application of automated facial recognition systems in the education environment is
still in the development phase: algorithms should be trained for the facial recognition of
learning-specific emotions, particularly with a focus on learning settings (Hirt et al., 2018). (c)
Although facial expression recognition is a low-intrusive measurement method, due to the
conformity bias, some relevant student emotions might be influenced by the observational

situation, and this can reduce the level of boredom appearing on the subjects’ faces

6. Conclusion

Application of a measurement tool enabling the automated detection of physiological or
affective processes is particularly important in the case of studies related to boredom, due to
the limited and biased perception of boredom during learning.

Despite the varied methods applied in the examined video and the curiosity of its topic; its
length of 21 minutes proved to be challenging to follow for students. Student engagement
regarding educational videos can be effectively supported by creating short videos of 8-10

minutes.

A comparison of automated and self-reported measures of emotions confirmed that in certain
cases these emotions indicate affective states hindering learning but several negative emotions
such as disgust, contempt and sadness indicate intensive engagement or interest that are
beneficial for learning. Though several emotions identified by facial expression analysis were

not confirmed by self-reports, their changes over time can indicate learning-relevant cognitive
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processes. Based on the comparison of the results of automated and self-reported emotions, it
can be stated that in the observed case, surprise showed a close correlation with positive

affectivity.

Results of the observation and interviews confirm that both immediacy and clarity are
important components of teachers’ communication. In the examined situation, i. ¢. in the video
presentation, according to student reports, the most effective (and mentioned) immediacy
behaviour was the personal “presence” and the personal way of presentation of the teacher
including his appearance in the video. Humorous phrases and familiar or funny stories were
also effective and energizing elements of teacher communication. Student self-reports and
interviews nevertheless considered the clarity, relevance, and structure of information as the
most engaging and interesting regarding the subject. This may suggest either the priority of
clarity over immediacy or the possibility that the significance of immediacy is usually less
conscious for students as it belongs to the atmosphere of the course created by the teacher. In
the current study, this emotional context might have contributed to the fact that the students
were motivated to participate in the observation.
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Annexes

Student emotions
are like weather elements

They can...

hinder learning
E. g. boredom, hopelessness, Q_k.,\
anger, shame, anxiety, feeling of

g isolation

reduce learning motivation

depend on situation

e. g. confusion, frustration,
sadness, neutral state

can temporarily enhance
learning engagement

promote learning

enjoyment, happiness, flow,
g hope, pride, Interest, relief

increase interest and intrinsic
motivation to learn

Student engagement

The Emotional Response Theory
(ERT, Mottet et al., 2006)
states that teacher
communication can effectively
enhance student pleasure, arousal
and dominance which result in
increased student engagement

positive effect on academic &
achievement

Annex 1: Infographics presenting the main concepts of the study (own edited)
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Teacher communication

plays
a decisive role
in the process

Immediacy p
of teacher communication

(Titsworth 2001 Witt et al. 2004; Mazer
2013, Bolkan & Griffin 2018)

implicit tools of
communication, including
eye contact, movements,
facial expressions, vocal
variety expressing teachers’
feelings and attitude

Teacher clarity

{ Bolkan & Griffin 2018)
well-structured
way of
knowledge transfer
explicit

verbal explanations and
illustrations

Student engagement

* intrinsic motivation
interest
growth
* self-driven learning
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A study on student
emotions

...during watching video presentations

Data collection

2 ]
-self-report questionnaire
.automated facial expression
analysis (Noldus FaceReader)
sretrospective interview with
students
1instructor
M* 10 BA students,
‘ 22-min-long video
presentation
= Analysis
—_——— .
—_— -Automated analysis of emotions
«Statistical analysis of questionnaire
and facial expression data
+Qualitative content analysis of
_ interviews
® 0
oo i
A Happy Are they sad,
fa l:l‘? indeed or just
SUpEiee concentrate?
Sadness is related with
Strong correlation between * comprehension difficulties,
"happy" and "surprised" detected by  intensive reflection

facial analysis and self-report

suggests that surpising elements ¢ introduction of new and

were appreciated in this situation co’mpllca'ted terminology or
graph
Rl bt ln vl e by Teacher smile

=oiZ ‘ is reflected
I | | I on student's face

—

Even when
the action is just similar to a smile

What did you find
engaging?

Popularity of tools applied
by the teacher

Clarity and immediacy
received nearly the same
number of mentions

Further information: Theory and Practice in Systems of Education 45/12 pp. 44-56
lidia.fekete@uni-corvinus.hu

Annex 2: Questions and methods of the study
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