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ABSTRACT: 
This scientific study offers an exploratory insight into knowledge about emotionalization in contemporary television 
news. It examines the extent to which – and the strategies through which – emotionalization is encoded and manifested 
in news headlines within the main newscasts of the two most popular commercial television stations in Slovakia: 
Televízne noviny (TV Markíza) and Noviny TV JOJ (TV JOJ). The study is grounded in the attention economy 
framework and in concepts such as infotainment/tabloidization, negativity, and dramatization, conceptualising 
headlines as an initial “attention-grabber”, and simultaneously as a pre-framing of event interpretation. The research 
combines both quantitative and qualitative content analysis of a sample of 283 headlines from one continuous 
broadcast week (October 6 – 12, 2025; TV Markíza n=186, TV JOJ n=97). Headlines are coded for the presence of 
emotionality (including the following types: slogan-like wording, metaphorical framing, expressiveness, 
confrontation/crisis framing, modality, and vagueness) and for sentiment (negative/positive/neutral), while the 
occurrence of accompanying studio elements (SG/SA) is also tracked. The results show that emotionally laden 
headlines constitute the majority (TV Markíza 70.4%, TV JOJ 74.2%) and that negative frames are predominant; 
however, the broadcasters differ in the typology of emotionalization (TV Markíza shows more slogan-like headlines, 
whereas TV JOJ relies more on metaphorical framing and modality). The findings suggest that headlines can 
systematically increase the attractiveness of news content, while simultaneously reinforcing interpretive and 
polarising framing effects, which may be further amplified by visual studio add-ons. 
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1 Introduction 
 
In today’s information-saturated media environment, television news formats (both commercial and public 

service) are under increasing pressure from the competitive media market, represented by online and social media. 
Audience fragmentation, changing viewer attention dynamics, and online platforms that enable instant processing 
and dissemination of information are literally pushing television out of its position as the dominant news medium. In 
this situation, the emotionally charged, viewer-friendly form of television news reports takes on strategic importance: 
quickly grabbing attention, suggesting the drama or importance of an event, and at the same time framing the way it 
is interpreted. The attention economy is the key to retaining television news audiences, as online news media also 
have the advantage of audiovisuality (as a leading element of attractiveness). Emotional framing in the television 
environment can therefore be considered an adaptive strategy of television in the competitive “media battle for 
attention”. 

In television news reports, it is the headlines, together with studio graphics and the presenter’s announcements, 
that are the primary and most relevant attention-grabbers, while also representing an important point of contact with 
the television news audience. Current presentation trends include a shift from factual reporting to communication 
based on emotion, dramatization, and evaluative elements, right from the start of the “information package”. In the 
context of commercial television broadcasting, which is economically dependent on viewership, the pressure to be 
attractive can lead to an emphasis on sensational, negative, or conflictual aspects of events. This tendency has the 
potential to influence viewers’ perceptions of news that has not yet been presented, through the dramatized framing 
of reality. We therefore consider the study of television headlines to be one of the most key intentions in 
understanding how the media construct news meanings, what emotional strategies they use, and to what extent these 
strategies differ between individual commercial broadcasters. At the same time, it opens up space for assessing 
whether market-oriented production leads to shifts that can potentially distort the quality of public communication. 

In our study, we focus on headlines in the prime-time television news broadcasts of two commercial media outlets, 
perceiving them as one of the primary “attention grabbers” for viewers, while pointing out the potential for distorting 
cognitive perception and the informational value of the news due to their emotionally charged nature. Our main 
research question is: “To what extent and in what way are emotional elements encoded in news headlines on TV 
Markíza and TV JOJ?” The aim of this scientific contribution is therefore to determine the form, proportion, and 
intensity of the emotional aspect in the headlines of TV Markíza and TV JOJ news programmes. We will examine these 
aspects using the example of one continuous week of broadcasting in October 2025. We will use both quantitative 
and qualitative research methods.  

 
 

2 Emotionality of News Headlines 
 
In order to stimulate and maintain (adequate) perception of news (and other) media content, creators work with 

the unintentional and selective attention of recipients. During the perception process, the nature and intensity of 
stimuli affecting the psyche (conscious and subconscious perception) are therefore key. In our research, we focus on 
the attributes of attention – visual stimuli at the beginning of news reports (text captions of news items), as up to 70% 
of all perceived stimuli are obtained through sight (Hradiská et al., 2009). These are external stimuli that immediately 
trigger unintentional attention. This is very important in media perception, as if it is sufficiently supported, the 
process of intentional attention (conscious volitional effort to perceive the content) occurs. Unintentional or 
subconscious attention is triggered by external or formal stimuli, and intentional attention by the meaningful aspects 
of texts – in the case of television, subtitles. The scope of attention is limited (e.g., in 0.1 seconds, the recipient is able 
to read seven letters and almost nine numbers) (Hradiská et al., 2009), but the capacity for attention can be expanded, 
for example, by combining images, written and spoken words (structure and processing of television news reports) 
(ibid.). An important fact is that attention is not stable, it is selective and fluctuates, which is why content creators try 
to stimulate it as much as possible, e.g., by increasing dynamics, both formally (fast sequence of shots, use of graphics, 
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use of respondents, fast pace and intonation of speech), as well as in terms of content (alternating different thematic 
focuses of reports in quick succession, alternating sentiments of content – highly negative alternating with highly 
positive, etc.). An effective tool for attracting and maintaining attention is also the “contrast” of expressions – forming 
a dramatizing element of the text structure and acting as a source of so-called maximum animation (Hradiská et al., 
2009). Building contrast, i.e., dramatizing the text, can take place in two opposing lines: a) in the line of a problem, 
conflict, tension (concern) = tension, and b) in the line of attempting to solve the problem or conflict, relaxation, 
reader satisfaction = non-tension (ibid.). 

Adapting the form and content of media messages to viewers is one of the trends in modern production. In news 
reporting, we can talk about infotainment (or “news”). This involves a certain trivialisation of serious journalism, an 
emphasis on the engaging presentation of content, or even its tabloidization (Klimeš, 2015). Sterling (2009) also 
considers drama – the transformation of rational discourse into “sensationalism” – to be a significant feature of 
tabloidization. The attention of viewers is captured, and their cognitive perception is shaped by emotional elements 
in news content. These include, for example, linguistic and compositional specifics, which in contemporary news 
reporting often border on non-standard language (the use of slang, colloquialisms, etc.). 

The lexical characteristics of news headlines are related to the thematic focus of the news, which is predominantly 
negative and dramatic: tragedies, murders, conflicts, accidents, or less negative but sensational topics (especially 
scandalous ones) from politics, show business, sports, etc. (Nagyová & Hudíková, 2024). Psárová (2018), as well as 
other authors (e.g., Lincényi & Kohuťár, 2009; Postman, 2010; Matthews, 2023; Nagyová & Hudíková, 2024, etc.) 
describe the subject matter of contemporary news reporting as tabloid. In terms of assessing television headlines, 
Osvaldová and Kopáč (2016) discusses their primary function – to attract the viewer’s attention and familiarise them 
with the content of the news. Findra (2004) states that the primary function of a news headline is to inform, while its 
attention-grabbing, orienting, and updating functions are secondary. In the results of the assessment of current 
television news reporting by commercial media, we observe a trend towards emphasising the attention-grabbing role 
of headlines, while the informative role is even absent in many cases (ibid.). Another trend is the use of so-called 
clickbait headlines,1 which are characteristic of the online environment. These online headlines are formulated to 
generate as many clicks as possible, with the success of each individual online headline measured by the number of 
clicks it receives (Nickl et al., 2025).  

Current news headlines strive to be similarly highly attractive, especially due to their emotionality, which is 
created by negative or sensational words, often in the form of metaphors and other artistic expressions. Tušer et. al. 
(2010) says that such drama is one of the attributes of television news that “sells” it. Excitement, danger, and conflict 
are extremely attractive to viewers, as the tendency to pay attention to negative news and stimuli begins in childhood 
and persists into adulthood as a quick and automatic response (Dijksterhuis & Aarts, 2003; Carver & Vaccaro, 
2007). Andersen et al. (2024) describe the higher degree of human bias towards negativity as negativity bias. It is 
based on a basic human instinct – to survive. Therefore, it may be an individual’s concern that they will be personally 
affected or threatened by negative events associated not only with natural disasters, but also with current social risks 
(violence, robbery, abuse, or rape). In the case of climate change, these fears relate to direct damage as a result of 
global warming, soil and air toxicity, etc. Closely related to this is the concept of mean world syndrome, which causes 
people to have a specific mindset, i.e., a syndrome of perceiving the world more negatively, as more dangerous and 
hostile than it actually is. This term was coined on the basis of long-term research on television viewers who watch 
news programmes full of threats, tragedies, and misfortunes. “Bad world” syndrome is no longer just a theoretical 
concept, but a psychological reality. It influences our feelings, behaviour towards others, and even political decisions 
(Rozin & Royzman, 2001). Negative information automatically triggers responses to threats – knowledge of possible 
negative outcomes enables planning and avoidance of potentially harmful or painful experiences (Shoemaker, 1996; 

 
1 Remark by authors: An analysis of 40 million headlines from English-language news media over the past two decades, focusing on 
linguistic and structural changes in headlines since 2000, shows that clickbait headlines are written in a conversational tone and 
serve to arouse curiosity without revealing much information. The average length of these headlines has steadily increased over time, 
as has the use of active verbs, pronouns such as “I,” “you”, or “they”, and the frequency of interrogative words (“how”, “what”, 
“why”). These elements arouse curiosity by creating an information gap that readers can only bridge by clicking to open the article 
(Nickl et al., 2025). 
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Öhman & Mineka, 2001). According to Soroka et al. (2019), negativity and sensationalism in news increases 
physiological arousal, and recipients are more likely to remember such information (Bradley et al., 2007; Trussler & 
Soroka, 2014). The reason for this may be, for example, the social and informational value of emotions with high 
arousal value, such as anger, fear, sadness, joy, or surprise. The more negative can alert others in the group to threats, 
and thus help the group to “survive” (Dijksterhuis & Aarts, 2003). Similarly, in our previous study, we analysed news 
models in the main news programmes of commercial and public television and found a dominant occurrence of 
negative, emotionalizing news. There were as many as 72 (52.2%) of these, representing half of all the news items 
examined (138). The total number of negative news items (both purely informational and emotional) was as high as 
96 (69.56%) (Nagyová & Hudíková, in press).2 

Nickl et al. (2025) discuss a shift in emotional tone in online news headlines in their study. Sentiment analysis 
showed that headlines have become more negative over the past two decades, both in serious and in tabloid 
journalism.3 Similarly, in a study we conducted some time ago, we found that “highly emotional headlines” 
predominate in STVR and TV Markíza news coverage – accounting for 88.3% of the total (81 out of 191 news 
headlines). This leads to the negative finding that both public and commercial television stations use a very high 
percentage of emotionally charged headlines (whether positive or negative) (Nagyová & Hudíková, 2024). 

Odaloš (2008) discusses the fundamental elements of attractive headlines – emotionality, action, and 
confrontation, which attract attention and stimulate interest in the content. The author also lists three basic areas of 
topics where the lexical characteristics of emotionality are directly evident in the headlines. The first area of topics is 
related to tragedies, murders, and other negative events, which is reflected in the choice of vocabulary. Headlines in 
this area are characterised by hyperbole, for example (Odaloš, 2008). The second group of topics is related to 
scandalous events – relationships between famous people, sex, and eroticism, and the third group of topics focuses 
on politics, show business, and sports. According to Psárová (2018), television news also uses indirect or 
metaphorical terms in headlines. The purpose of such a headline is not to provide exhaustive information or express 
an opinion, but rather to suggest the topic metaphorically and figuratively, which places it amongst headlines 
conditioned by their connection to the text – the reader will only fully understand them in the context of the entire 
material and its point (Rončáková, 2016). We emphasise that although the recipient may not immediately understand 
the context of the message – its content – they can subconsciously perceive it based on the nature of the headline and 
“tune in” to it perceptually – that is, to what they can expect from the news item (if the headline is negative, positive, 
dramatic, or sensational, the news item or report itself will likely be similarly toned). 

Another sign of emotionalization/tabloidization of news headlines is the use of expressive words and slang, 
accompanied by punctuation marks (quotation marks, question marks, and exclamation marks), though not as often 
as in text-based news reporting (print, online portals). Quotation marks are used in direct speech or quotations, 
otherwise they indicate a stylistically inappropriate expression or ironic connotation of a word (e.g., “The president’s 
immunity was ‘violated’”; “A new ‘whip’ for non-payers”). Emotionality is also achieved through the modality of 
sentences. According to Hrotková (2014), a question mark after the headline is only appropriate if the context refers 
to an unresolved issue (e.g., “Is Slovakia facing the same fate as France?”; “Will we pay extra?”). If this symbol is used 

 
2 Remark by authors: There were a total of 37 positive news items (26.81%), with 26 (18.84%) of the 138 news items being positive 
tabloid news and 11 (7.97%) being positive informational news. Neutral news items, which paradoxically should predominate in 
news content, or at least be at the forefront, had the smallest representation in the overall joint evaluation of both television stations. 
In our study, we categorised only 6 reports in this way, which represents a mere 4.4% of the total number of reports (Nagyová & 
Hudíková, in press). The research material consisted of a total of six main news programmes – 138 news items broadcast at the 
beginning, middle, and end of a working week in September (September 8, 10, and 12, 2025). The aim of the study was to determine 
the extent to which emotionalized – negative and sensational elements are used in public and commercial news reporting – to show 
how news programmes can shape and/or distort the image of social reality and how systematic negativity and aestheticized 
sensationalism can potentially contribute to growing distrust of the media and greater susceptibility of the audience to distorted 
mental images of reality. 
3 Remark by authors: The tendency towards negativity in news headlines is also confirmed in a study by Robertson et al. (2023) 
focusing on the causal influence of negative and emotional words on online news consumption. The study examined a set of 
approximately 105,000 different variations of news articles from Upworthy.com, which generated approximately 5.7 million clicks 
on more than 370 million total views. Although positive words appeared slightly more often than negative ones, it was the negative 
words in the headlines that increased consumption by 2.3% (while positive words decreased consumption by approximately 1.0%). 
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otherwise, it can be considered tabloid journalism. Similarly, exclamation marks after the headline indicate a dramatic 
way of presenting information. However, modality can also be evoked by interrogative pronouns or adverbs without 
punctuation marks, giving the headline an interrogative or imperative character (e.g., “What weather awaits us”; 
“How to increase security”; “Which ministries will save money”). 

Another aspect of emotional media content is confrontation – events are presented as conflict, disagreement, 
discord, tension, a clash between two sides, a struggle and irreconcilability between two opposites, etc. (Psárová, 
2017). Confrontation is a principle of tabloid text composition because it presupposes an immediate reaction not 
only from two opposing individuals, but also from the public (Odaloš, 2008). This approach is applied, for example, 
in political news, which is also portrayed metaphorically. This is a certain questioning of the requirement for objective 
and neutral language, resulting in so-called confrontainment – a combination of confrontation and entertainment, but 
also directly expressed discord, conflict, disagreement, etc. (Hrotková, 2014) (e.g., “Žilinka filed a lawsuit against 
the Ministry of the Interior of the Slovak Republic”; “Extensive attack on the energy sector”; “New dispute in the 
coalition”). 

By reducing the absolute validity of the report, the news coverage reflects “uncertainty” or “ambiguity”. If the 
report is not presented unambiguously, it is not possible to prosecute the author of the text (Odaloš, 2008). This 
mitigation is achieved linguistically by using words such as “allegedly”, “reportedly”, and by stating an imprecise 
quantity (“Dozens of dead civilians”; “Many fatal accidents”, etc.), i.e., statistical data without exact numbers 
(Psárová, 2018). Čuřík (2014) points out situations where the active voice in headlines changes to the passive voice, 
and an active sentence becomes a passive sentence. 

News headlines are amongst the first and most important points of contact between viewers and the news – they 
are used to quickly decide whether to continue watching the report and how to emotionally “tune in” to it. That is why 
they are becoming increasingly emotional – often at the expense of providing basic information and orienting the 
recipient. Negativity and elements of tabloid journalism naturally attract attention, but in terms of regular and long-
term perception, this can give rise to several psychological and social risks (negativity bias, mean world syndrome, 
desensitisation, loss of trust in news reporting, and other adverse effects on individuals and society). For these 
reasons, we consider it important to examine and highlight the high degree of emotionalization in television headlines 
and other expressive aspects of contemporary television news reporting. 

 
 

3 Methodology 
 
The research section of the study is set in a specific commercial media environment in which television news is 

shaped by pressure to achieve high ratings and competition for the audience’s attention. This pressure can be 
reflected in the tabloidization of news programming, including linguistic strategies aimed at immediately capturing 
the viewer’s attention and increasing the attractiveness of the content. We therefore believe that current news 
headlines fulfil an informational function only marginally – they probably function primarily as emotional and 
interpretive frameworks that predetermine the significance of an event even before the report is viewed. Existing 
research in the field of television news reporting focuses mainly on content-related thematic frameworks, the selection 
of events, or the degree of negativity in the news. However, insufficient attention is paid to the linguistic forms of 
subtitles themselves, their stylistics, expressiveness, and emotional coding, which play a key role in the process of 
media framing. The presented research responds to this gap by shifting the analytical focus from “what is said” to 
“how events are talked about” through subtitles. 

Our research therefore focuses on the linguistic, emotional, and formal characteristics of television news 
headlines in commercial media, combining both quantitative and qualitative approaches to content analysis. The 
quantitative approach allows us to identify the frequency of emotional elements, evaluative expressions, and 
sensationalist strategies, while qualitative analysis provides a deeper insight into the ways in which the language of 
subtitles constructs the meaning, urgency, and emotional tone of news reports. The main research question is 
therefore: “To what extent and in what ways do TV Markíza and TV JOJ work with emotional elements in their news 
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headlines?” The aim of this inquiry is therefore to determine the form, proportion, and intensity of the emotional 
aspect in the headlines of TV Markíza and TV JOJ news broadcasts aired during one week in October 2025.4 

We analyse the above attributes on a research sample of the main news programmes of commercial television 
stations TV JOJ – Noviny TV JOJ and TV Markíza – Televízne noviny. These are the two most-watched commercial 
television stations in Slovakia, which set the dominant news standards (not only) in the commercial segment (pace, 
dramaturgy, infotainment, working with emotion).5 They are directly comparable: same market pressure 
(viewership/advertising), similar format of the main news programme, except for the number of news items, and thus 
also the number of headlines, which is almost 50% lower on TV JOJ. We avoid distortion of results by working with 
relative indicators in the empirical part (percentage representation of categories, structure of 
emotionality/tabloidization within each television station separately and overall). We monitor how often a given 
phenomenon appears in the captions of a given television station, not “how much of it there is” in the total volume of 
broadcasting. The shorter running time and smaller number of captions on JOJ therefore represent a smaller data set 
rather than a methodological distortion of the results; we interpret the results as differences in captioning strategies 
and not as a consequence of the different lengths of the programmes. 

Research material – a total of 283 news headlines (TV Markíza – 186, TV JOJ – 97) was obtained through 
targeted time selection, specifically during one continuous week of broadcasting in October (from October 6 to 
October 12, 2025). The selection of the time period was conditioned by the fact that it was a period with a standard 
programme structure without significant seasonal or holiday deviations. We chose a continuous week so that we could 
monitor any shifts in the developing topic and reactions to it within the selected period. The focus on two relevant 
commercial television stations in Slovakia is based on the assumption that it is precisely in their news coverage that 
the pressure for ratings, the competitive struggle for audience attention, and the associated potential targeted 
dramaturgical work with tension and emotionalization of news can be most clearly seen. The assumption is therefore 
that the headlines of news reports in this environment are primarily a linguistic and dramaturgical tool aimed at 
increasing the attractiveness of the content, suggesting the drama of the event, and guiding its interpretation even 
before the report is viewed. In the research section, we therefore focus on analysing the linguistic and stylistic 
characteristics of headlines, and we also determine the sentiment of headlines (positive, negative, or neutral).  

In defining the analytical categories, the research is based on existing knowledge from our previously conducted 
pilot studies – Encoding emotions info TV news headlines (Nagyová & Hudíková, 2024); Dramatic and Sensational 
Television coverage – A Phenomenon of Contemporary Journalism (Nagyová & Hudíková, 2024) and Negativism and 
sensationalism in TV news: Between information overload and emotional impact (Nagyová & Hudíková, in press), 
with an emphasis on lexical and stylistic devices that signal emotionality, evaluation, and the tabloid potential of 
headlines. On this basis, the following analytical categories of emotional encoding of headlines were defined: 
a) Subtitles without emotional tone: “neutral subtitles” – informative, factual, or descriptive subtitles without 

tabloid elements; 
b) Emotionally charged headlines: headlines containing an emotional aspect – emotionalization is operationalised 

here through the following categories: 
 
 

 
4 Remark by authors: The significance of this research lies in the fact that the high level of emotionalization in television news 
headlines poses a risk of influencing the perception of the news, polarising the audience, and contributing to phenomena such as 
negativity bias, mean world syndrome, doomscrolling, and so on. The language of headlines does not only function as a neutral 
conveyance of information, but also “sets” the further perception and decoding of the news and the impression it makes. News 
headlines are therefore an active factor in shaping public opinion, emotional experience, and trust in the media. 
5 Remark by authors: In the second half of 2025, TV Markíza, TV JOJ, and STVR had the highest audience shares. The results for 
commercial television are for the 14 – 56 age group. Three-day delayed viewing is also included. In the second half of the year, the 
Markíza group consolidated its position as market leader with a share of 32.53% (WPP Media, 2025; Maxa, 2026). On December 
25, 2025, Televízne noviny achieved a rating of 10.9% and a market share of 30.4% (CS 14-56) – a total of 543,000 viewers (CS 
12+) (TV Markíza, 2026). On December 25, 2025, Noviny TV JOJ had the highest viewership of 11.6% (Rtg %), with the main 
evening news on TV JOJ and JOJ 24 reaching 804,000 viewers (JOJGroup, 2026). 
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1. Expressiveness: news coverage inappropriate expression or ironic colouring of words, hyperbole (e.g., words 
such as exclusive, desperate, catastrophe, etc.), diminutives (tiny, adorable), euphemisms (departing for 
eternity), antonyms – words with opposite or contrasting meanings, creating tension, denoting borderline 
phenomena of quantity and quality of a relationship (e.g., eloquent silence, healthy sick , etc.), but also slang, 
polysemous words (e.g., mud “even behind the ears”), vulgarisms, etc. 

2. Metaphoricality: the headline uses imagery/metaphor (symbolic naming), thereby increasing emotionality – a 
tabloid effect, simplifying interpretation, increasing interest in the content, but at the same time threatening 
cognitive distortion of information, as the attitude and evaluation of information are indirectly portrayed (e.g., 
“EC chief survives another vote”; “Playground divides people; “Bratislava plagued by crime”). 

3. Modality: headlines accompanied by punctuation marks or modal/suggestive framing (suggesting uncertainty, 
prediction, risk, impact) (e.g., “What weather awaits us?”; “Will we pay extra?”; “How many have lost their 
homes?”). 

4. Slogan/catchphrase headlines: short, punchy, “poster-like” headlines – often without context, functioning as 
a quick “label” for the topic. The headline acts as a slogan (brief name/claim), not as a sentence with an 
explanation (e.g., “A year without shopping”; “From short sleeves to windbreakers”; “MEPs on the single 
market”). 

5. Ambiguity/vagueness: the information in the headline is vague, not presented clearly, omitting key details 
(who/what/how...) – this creates tension, and the viewer has to fill in the gaps or find the meaning in the article 
(e.g., “Another charge dropped”; “Another prison to be closed”; “Retraining will take months”). 

6. Confrontational: the headline explicitly highlights conflict/clashes between actors, disputes, attacks, coercion, 
“us vs. them” – the core is a conflictual framework, disagreement, discord, tension, struggle. Questioning the 
requirement for objective and neutral language – confrontainment – a combination of confrontation and 
entertainment (e.g., “Activists deported to Slovakia”; “Attraction becomes a threat”; “Attacks continue”). 

 
In the emotionally charged headlines in question, we also determined their sentiment, on the basis of which we 

categorised them as follows: 
a) Negative headlines: topics or partial information related to tragedies, murders, and other negative events, which 

is also reflected in the choice of vocabulary – words such as murder, death, accident, tragedy, disaster, etc. 
b) Positive headlines: innovations, discoveries, developments – in science, healthcare, ecology, technology, etc., 

information about past or planned social events – concerts, festivals, theatre performances, gala evenings, the 
lives of famous people, etc. 

c) Headlines without sentiment – emotionally headlines without significant positive or negative sentiment (e.g., 
“Municipal police in vogue”; “Short snouts”; “Questions about Threema”). 
 
As accompanying elements, we also recorded the presence of studio graphics or studio analysis (marked SG/SA), 

which serve as supplementary interpretative context. 6 Based on the above analytical categories, we then evaluate the 
situation regarding the form of headlines in the main news programmes on commercially oriented television stations 
in Slovakia and compare the findings. 

 
 
 

 
6 Remark by authors: Studio graphics (SG) are visual graphics used directly in news/TV studios to help presenters communicate 
information quickly and clearly. These are mostly captions and labels (guest’s name, position), running text, maps, graphs, tables, 
icons – visuals on a large screen behind the presenter (video/LED wall) – the aim is to simplify and highlight key facts, maintain 
attention, and orient the viewer. Studio analysis (SA) – is the analytical/commentary part of the studio contribution, where the 
presenter, editor, or invited expert explains the context, causes, consequences, and possibly adds figures and interpretation. This 
can be a presenter/editor + graphics (explaining and showing) or an interview between the presenter and an analyst/guest – often 
following on from or introducing a report. The aim is to expand the news item with deeper context, answer the question “why” and 
what broader social impact it may have. 
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4 Results 
 
The empirical part of the work builds on the theoretical foundations and provides a comparative content analysis 

of news subtitles in the main programmes Televízne noviny (TV Markíza) and Noviny TV JOJ (TV JOJ). We code the 
headlines according to the presence and type of emotionality within a five-category classification, which we 
supplement by monitoring the thematic focus and formal elements. At the same time, we evaluate indicators such as 
metaphoricity, expressive language, modality, confrontationality, and ambiguity/vagueness, while also paying special 
attention to the connection between headlines, studio graphics and studio analysis as a means of conveying meaning 
or promoting emotionalization. 
 
Summary Interpretation of the Results of the Analysis of TV Markíza Subtitles 

Analysis of 186 news headlines (TV Markíza – 7 days, n = 186, emotionally charged = 131) from one week of 
broadcasting (October 6 – 12, 2025) on commercial television shows a clear trend towards emotionalization of news 
headlines, with negativity dominating the frame. Of the total number of 186 headlines, we evaluated 131 (70.4%) as 
emotionally charged and 55 (29.6%) as factual – informational (without emotional charge). This disproportion 
supports the assumption that the headlines introducing the news in TV Markíza’s main news programme are primarily 
emotionally oriented, with emotional tone being a key structural element of the dramaturgy. For the purpose of our 
study, we also evaluated the sentiment of the headlines – only those with emotional charge (131), observing whether 
the headline had a negative, positive, or neutral sentiment. The most frequently represented frame was negative 
sentiment – N = 63 (48.09%), primarily in the form of “conflict/crisis” – motifs of dispute, discord, etc. (see 
Methodology) (e.g. “EU will not overpay for energy aid”; “Avalanche in Slovenia”; “They stole during mass”). 
Metaphorical headlines (e.g., “Energy aid needs help”; “The playground divided people”; “After the fire, cold and 
darkness”) and expressive headlines (e.g., “Death in flames”; “Further price increases loom”; “Šumiac mourns six 
victims”) were also negatively oriented. Positive sentiment in emotional headlines occurred – P = 26 (19.85%) (e.g., 
“Faster train to Vienna”; “Peace on the horizon”; “They revived the iconic song”) and neutral sentiment occurred in 
a total of 0 = 42 (32.06%) headlines (e.g., “Nasal vaccine vaccination”; “Municipal police in the spotlight”; “The 
secret of night flights”). 
 
Occurrence of Individual Types of Emotionally Charged Headlines in TV Markíza News Reports  

Through detailed examination of emotionally charged headlines on TV Markíza (for one week of broadcasting, n 
= 131), we found that the dominant type of emotional headlines were slogan-like/catchphrase headlines – 38 = 
29.01%, with the highest occurrence recorded at the beginning of the broadcast week (on Monday, October 6, and 
Tuesday, October 7, 2025). These were short, punchy expressions without a broader context (e.g., “From the 
anthem to the soldiers”; “12 hours at work, 6 days a week”; “Czech Republic after the election”). The second most 
numerous category was metaphorical headlines – 28 = 21.37%. TV Markíza often uses imagery to make the topic of 
the report more attractive and simplify its interpretation (e.g., “Smoke is already rising from the chimneys”; “Gold 
shines again”; “Peace on the horizon”). Expressive headlines were the third most significant category – 25 (19.08%) 
– these were more evaluative and dynamic terms that increase urgency or drama (e.g., “The new prime minister lasted 
a month”; “Luxury sports cars confiscated”; “Fiber rolls over social media”). Conflict/crisis headlines had the same 
occurrence – 25 (19.08%) – representing framing through dispute, threat, or negative consequences (e.g., “Activists 
deported to Slovakia”; “Avalanche in Slovenia”; “He urinated on the altar in the Vatican”). Unclear/vague headlines 
were used in 12 cases (9.16%) – these were vague terms that increased tension and curiosity, often without key 
information (e.g., “Another charge dropped”; “Concerns remain”; “What we believe”). Modal headlines – 3 (2.29%) 
– appeared sporadically on TV Markíza, so they cannot be interpreted as a stable “rhythmic” element of dramaturgy 
(e.g., “What weather awaits us”; “How to increase safety”; “How a microwave works”). 
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Table 1A – Daily dynamics of emotional types of headlines on TV Markíza (October 6 – 12, 2025) 

 
*N = negative sentiment, P = positive sentiment, 0 = neutral sentiment 
Source: own processing, 2025 

 
Table 1B – Summary of Table 1A – Daily dynamics of emotional types of headlines on TV Markíza (October 6–12, 
2025) 

Date n (total) Emotional n (% of total) Dominant type (n) Sentiment N/P/0 Share N 

6.10. (Mon) 29 21 (72.4%) Slogan/catchphrase (9) 9/2/10 42.9 

7.10. (Tue) 27 20 (74.1%) Slogan/catchphrase (7) 10/5/5 50 

8.10. (Wed) 27 17 (63.0%) Slogan/catchphrase (5) 7/3/7 41.2 

9.10. (Wed) 30 23 (76.7%) Metaphorical (7) 10/8/5 43.5 

10.10. (Fri) 22 16 (72.7%) Expressive (6) 11/1/4 68.8 

11.10. (Sat) 27 16 (59.3%) Slogan/catchphrase (6) 5/4/7 31.3 

12.10. (Sun) 24 18 (75.0%) Conflict/crisis (8) 11/3/4 61.1 

*N = negative sentiment, P = positive sentiment, 0 = neutral sentiment 
Source: own processing, 2025 
 

The dynamics and strategy of applying various types of emotional headlines change over the course of the week 
on TV Markíza and show elements of dramaturgical microcycles (see Table 1A and Table 1B). The beginning of the 
week (Monday – Tuesday) is based mainly on slogan/keyword headlines (Monday 9/21; Tuesday 7/20), which 
function as a quick “headline effect” – they accelerate the pace of the programme and allow for quick framing of 
multiple news items. This may also be due to the highest number of news items during the week – the editorial team 
needs to speed up the dynamics of the reports. At the same time, these are days with a relatively high proportion of 
headlines with neutral sentiment (Monday 0 = 10/21; Tuesday 0 = 5/20), which may reduce cognitive load and make 
it easier to perceive the content. The increased occurrence of news items with neutral sentiment may also be related 
to the high number of news items. The middle of the week (especially Thursday) is characterised by a shift towards 
metaphorical language (October 9, metaphorical 7/23), whereby TV Markíza increases the attractiveness and 
memorability of headlines with figurative language. This type of headline increases viewer engagement by creating 
tension and encouraging viewers to try to understand indirect expressions, which forces them to watch the entire news 
report. A key turning point comes on Friday (October 10), when the proportion of expressive headlines increases 
significantly (6/16) and at the same time the highest proportion of negative sentiment in the week appears (N = 
11/16; 68.8%). This “peak” of negativity and expressiveness is compatible with the logic of the attention economy 
– at a time when the audience is more selective and competition for attention is high, TV Markíza resorts to more 
intense forms of emotionalization to retain viewers. The weekend brings another change – on Saturday, the overall 
share of emotional headlines declines (16/27; 59.3%), and at the same time, the share of those with negative 

Sentiment

N/P/0
6.10. 
(Mon) 29 8 (27.6%) 4 (13.8%) 3 (10.3%) 1 (3.4%) 9 (31.0%) 2 (6.9%) 2 (6.9%) 21 (72.4%) 9.2.2010 42.9

7.10. 
(Tue) 27 7 (25.9%) 2 (7.4%) 4 (14.8%) 0 (0.0%) 7 (25.9%) 2 (7.4%) 5 (18.5%) 20 (74.1%) 10.5.2005 50.0

8.10. 
(Wed) 27 10 (37.0%) 2 (7.4%) 5 (18.5%) 2 (7.4%) 5 (18.5%) 2 (7.4%) 1 (3.7%) 17 (63.0%) 7.3.2007 41.2

9.10. 
(Wed) 30 7 (23.3%) 4 (13.3%) 7 (23.3%) 0 (0.0%) 5 (16.7%) 4 (13.3%) 3 (10.0%) 23 (76.7%) 10.8.2005 43.5

10.10. 
(Fri) 22 6 (27.3%) 6 (27.3%) 5 (22.7%) 0 (0.0%) 2 (9.1%) 0 (0.0%) 3 (13.6%) 16 (72.7%) 11.1.2004 68.8

11.10. 
(Sat) 27 11 (40.7%) 4 (14.8%) 2 (7.4%) 0 (0.0%) 6 (22.2%) 1 (3.7%) 3 (11.1%) 16 (59.3%) 5.4.2007 31.3

12.10. 
(Sun) 24 6 (25.0%) 3 (12.5%) 2 (8.3%) 0 (0.0%) 4 (16.7%) 1 (4.2%) 8 (33.3%) 18 (75.0%) 11.3.2004 61.1

TOTAL 186 55 (29.57%) 25 (19.08%) 28 (21.37%) 3 
(2.29%) 38 (29.01%) 12 (9.16%) 25 (19.08%) 131 (70.43%) 63/26/42 48.09

Slogan-like Unclear Conflicting
Emotionally 
charged n
(% of total)

Share NDate n 
(total)

No 
emotional 
tone

Expressive Metaphorical Modal
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sentiment is also the lowest (N = 5/16; 31.3%). This fact may act as a stabilising moment after Friday’s escalation and 
a “rest mode” during the days off. On Sunday, however, there is an escalation of conflict framing – conflict/crisis 
headlines dominate (8/18), and negative sentiment also increases again (N = 11/18; 61.1%). The Sunday dominance 
of tabloidization in the form of a higher degree of negativity causes high “attention potential”, and TV Markíza takes 
advantage of this on a day when the competition for attention is as strong as on Friday and retaining viewers requires 
a more significant emotional impulse. 

Based on the above findings, we conclude that emotionalization in TV Markíza news headlines accounts for the 
majority of all headlines used (70.43%), with headlines characterised by sloganeering/catchphrases, metaphoricality, 
expressiveness, and conflictuality predominating typologically. This indicates an emphasis on quickly grabbing 
attention and framing events in the introductory part of the report. At the same time, this supports the tendency to 
apply negativism (the predominance of negative sentiment in emotional headlines – 48.09%) as the currently 
dominant dramaturgical means of gaining and maintaining attention. TV Markíza thus deliberately uses linguistic and 
stylistic elements of emotionalization as a dramatic tool to increase the attractiveness of the content, with negative 
frames attracting attention, while headlines with positive and neutral sentiment rhythmically balance the structure. 
From the perspective of cognitive distortion, regular perception of such headlines may promote so-called mean world 
syndrome or negativity bias, as the viewer’s perception of information about world events is influenced by a high 
degree of negativity. 

 
Summary Interpretation of the Results of the Analysis of TV JOJ Headlines 

On TV JOJ (Noviny TV JOJ), we analysed a total of 97 headlines during the same period (October 6 – 12, 2025). 
Of these, 72 (74.23%) were emotionally charged and 25 (25.77%) were factual/informational. The proportion of 
emotional headlines is therefore slightly higher on TV JOJ than on TV Markíza, but the decisive differences are mainly 
in the manner or typology of emotionalization. The sentiment of emotional headlines (n = 72) was divided as follows: 
negative – N = 34 (47.22%), positive – P = 12 (16.67%), neutral – 0 = 26 (36.11%). Negative sentiment is also most 
common on TV JOJ, but at the same time we observe a slightly increased space for neutral framing (sentiment) within 
the emotional forms of headlines. 

 
Occurrence of Individual Types of Emotionally Charged Headlines in Noviny TV JOJ  

Typologically, TV JOJ differs in that it more often builds emotionality through imagery and modality, rather than 
primarily through slogans/catchphrases, as was the case with TV Markíza. The dominant category of emotional 
headlines here were metaphorical headlines: 23 (31.94%) – with the highest number of such headlines recorded at 
the end of the broadcast week (on Friday, October 10, and Sunday, October 12, 2025). This may indicate an 
intention to lighten the news at the end of the week and a higher probability of using infotainment. Metaphors in the 
headlines examined often aroused curiosity and the need for further information to understand the figurative names 
(e.g., “Reform is coming to an end”; “Opposition vicissitudes”; “We didn’t get to see Indian summer”). 

Conflict/crisis headlines were the second most numerous categories, occurring 15 times (20.83%). Similar to 
TV Markíza, TV JOJ also had a significant representation of this category, which supports the theoretical basis and 
our assumptions about the use of negativity as a current trend in television news (e.g., “Attacks continue”; “Protest 
march to the SIS”; “Patients fear for the hospital”). Slogan/motto headlines represented the third most numerous 
category – 12 (16.67%) – striking names often occur here even in more positive or “lighter” topics (e.g., “Return 
from captivity”; “Peace negotiations”; “MEPs on the single market”).  

Surprisingly, there were few expressive headlines in TV JOJ news reports – only 11 (15.28%). We explain this 
fact by the fact that several headlines that we classified as slogans or metaphors would also meet the parameters of 
expressiveness (e.g., “The new government did not last even a day”; “Mushroom craze”; “We’ll burn the money we 
saved”). The modality of headlines was evident in 8 cases (11.11%), and we observed that TV JOJ uses questions as 
an engaging or interactive framework more often than TV Markíza. It even applies punctuation marks, which is a direct 
sign of tabloidization (cf. subchapter 1) (e.g., “Will we pay extra?”; “How many lost their homes?”; “New ‘whip’ for 
non-payers of compulsory health insurance”). There were only 3 unclear/vague headlines (4.17%) – vague headlines 
are rare on TV JOJ, but here too, the possibility of duplicate categorisation applies (there may have been more such 



Communication Today 

headlines, but we assessed their character as more suitable for other categories) (e.g., “Retraining will take months”; 
“Contributions have not increased for years”; “More domestic production on the airwaves”). 
 
Table 2A – Daily dynamics of emotional types of headlines on TV JOJ (October 6 – 12, 2025) 

 
*N = negative sentiment, P = positive sentiment, 0 = neutral sentiment 
Source: own processing, 2025 

 
Table 2B – Summary of Table 2A – Daily dynamics of emotional types of subtitles on TV JOJ (October 6 – 12, 2025) 

*N = negative sentiment, P = positive sentiment, 0 = neutral sentiment 
Source: own processing, 2025 

 
In terms of the daily distribution of headlines at the beginning of the week (October 6 – 7), modality dominates 

(three modal headlines on both days; Mon 3/11, Tue 3/10). At the same time, we recorded the highest proportion 
of headlines with negative sentiment on Tuesday (N = 6/10; 60.0%), which may indicate that TV JOJ combines the 
“certainty” of attracting attention through negativity with an engaging form of headlines – modality. The middle of 
the week is more balanced in terms of typology. On Wednesday (October 8), metaphor takes over (4/16) and 
expressiveness increases (3/16), while on Thursday (October 9), the distribution of caption types is almost even. The 
most significant shift occurs on Friday (October 10), when emotionality drops to a minimum (61.5%) and, at the same 
time, the highest neutrality appears in emotional headlines (0 = 5/8; 62.5%) with dominant metaphoricality (5/8) 
and the lowest negativity (N = 2/8; 25.0%). Friday thus acts as a stabilising moment. Compared to TV Markíza, it can 
be said that “JOJka”, in an effort to lighten the end of the week, chooses a more “calming”, emotionally less 
demanding dramaturgy for the introduction to the news instead of infotainment. However, the weekend brings a 
return of emotional intensity – on Saturday (October 11) 71.4% and on Sunday (October 12) it even reaches its 
maximum (92.3%). Metaphorical language again dominates (5), but there is also the highest number of headlines with 
positive sentiment (P = 4 at 5/4/3), which may serve a balancing function at the end of the week. Overall, TV JOJ 

Sentiment

N/P/0
6.10. 
(Mon) 14 3 (21.4%) 1 (7.1%) 3 (21.4%) 3 (21.4%) 2 (14.3%) 0 (0.0%) 2 (14.3%) 11 (78.6%) 5.3.2003 45.5

7.10. 
(Tue) 14 4 (28.6%) 1 (7.1%) 1 (7.1%) 3 (21.4%) 2 (14.3%) 0 (0.0%) 3 (21.4%) 10 (71.4%) 6.1.2003 60.0

8.10. 
(Wed) 16 4 (25.0%) 3 (18.8%) 4 (25.0%) 0 (0.0%) 2 (12.5%) 1 (6.3%) 2 (12.5%) 12 (75.0%) 6.1.2005 50.0

9.10. 
(Wed) 13 4 (30.8%) 2 (15.4%) 2 (15.4%) 1 (7.7%) 2 (15.4%) 0 (0.0%) 2 (15.4%) 9 (69.2%) 5.1.2003 55.6

10.10. 
(Fri) 13 5 (38.5%) 0 (0.0%) 5 (38.5%) 0 (0.0%) 1 (7.7%) 0 (0.0%) 2 (15.4%) 8 (61.5%) 2.1.2005 25.0

11.10. 
(Sat) 14 4 (28.6%) 2 (14.3%) 3 (21.4%) 0 (0.0%) 2 (14.3%) 0 (0.0%) 3 (21.4%) 10 (71.4%) 5.1.2004 50.0

12.10. 
(Sun) 1 1 (7.7%) 2 (15.4%) 5 (38.5%) 1 (7.7%) 1 (7.7%) 2 (15.4%) 1 (7.7%) 12 (92.3%) 5.4.2003 41.7

TOTAL 97 25 (25.77%) 11 (15.28%) 23 (31.94%) 8 (11.11%) 12 (16.67%) 3 (4.17%) 15 (20.83%) 72 (74.23% 34/12/26 47.22

Slogan-like Unclear Conflicting
Emotionally 
charged n
(% of total)

Share NDate n (total)
No 
emotional 
tone

Expressive Metaphorical Modal

Date n (total) 
Emotional n (% of 
total) 

Dominant type (n) N/P/0 Proportion N 

6.10. (After) 14 11 (78.6%) Modal (3) 5/3/3 45.5 

7.10. (Tue) 14 10 (71.4%) Modal (3) 6/1 60 

8.10. (Wed) 16 12 (75.0%) Metaphorical (4) 6/1 50 

9.10. (Wed) 13 9 (69.2%) Slogan/catchphrase (2) 5/1/3 55.6 

10.10. (Fri) 13 8 (61.5%) Metaphorical (5) 2/1 25 

11.10. (Sat) 14 10 (71.4%) Metaphorical (3) 5/1/4 50 

12.10. (No) 13 12 (92.3%) Metaphorical (5) 5/4/3 41.7 
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uses emotionality differently than TV Markíza – it relies more on metaphorical-modal framing, which increases viewer 
engagement and interpretive activity, but at the same time may increase the risk of incorrect “pre-interpretation” of 
events already in the headline. 

 
Comparison of TV Markíza and TV JOJ 

As part of the comparison of both media, 283 news headlines from the two most watched commercial television 
stations in Slovakia (TV Markíza 186; TV JOJ 97) were analysed. Of the total number of headlines examined, we 
evaluated most of them – 203 (71.73%) – as emotionally charged, and only 80 headlines (28.27%) represented what 
was primarily expected in news reporting – factual, informative headlines (without emotional or tabloid aspects). The 
results obtained thus support our assumption that the emotionality of headlines is systematically present in 
commercial television news and forms a substantial part of the framing of the introduction to the news (see Table 3). 
This supports the interpretation that, in the context of the attention economy, such headlines serve primarily to attract 
the viewer’s attention and evoke an emotional response rather than providing a factual, informative “introduction to 
the news”. 

 
Table 3 – Summary ratio of TV Markíza and TV JOJ headlines and share of sentiment in emotional headlines 

 
*SG – studio graphics, SA – studio analysis  
Source: Own processing, 2025 

 
As mentioned above, the differences between television stations are particularly evident in the typological 

composition of subtitles: TV Markíza relies more heavily on slogan-like/catchphrase subtitles, i.e., on quick 
attention-grabbing and the “headline” effect. TV JOJ, on the other hand, is typologically more based on metaphor 
and modality, which indicates a slightly different strategy – emotional framing through imagery and viewer 
engagement. In terms of sentiment, both stations are similar in that negative sentiment in subtitles occurs most 
frequently (TV Markíza 48.09%; TV JOJ 47.22% of 203 emotional headlines), but in both cases there is still a share 
of neutral (33.5%) and positive (18.72%) sentiment, which is important not only for maintaining the dynamics and 
relative balance of news reporting, but especially for increasing the accuracy of news interpretation (and the 
information it conveys) plus eliminating mean world syndrome or negativity bias effect. 

Regarding supplementary analysis of accompanying studio (visual) elements – studio graphics (SG) and studio 
analysis (SA) – we examined the extent to which visual and typographical elements accompanying reports were used. 
In the case of studio graphics (e.g., infographics, tables, maps, pictograms, etc.), the goal is probably to simplify and 
highlight key facts, maintain attention, and orient the viewer. Studio analysis is the analytical/commentary part of a 
studio report, where the presenter or invited expert explains the context, causes, consequences, and possibly adds 
figures and interpretation, but also influences the dynamics of the programme and the reports themselves. TV JOJ 
had a higher number of SGs (19) than TV Markíza (15), with the highest daily occurrence of SGs on Sunday (TV JOJ 
SG = 5), concurrently with a high proportion of emotional headlines (12/13). This suggests that visual 
accompaniments can act as an “attention multiplier” that reinforces the interpretative anchoring of the news right 
from the start. TV Markíza, on the other hand, has a higher proportion of studio analysis in the middle of the week 
(e.g., Wednesday SA = 4), which may indicate that explanatory segments are used in its dramaturgy as a supplement 
to emotionally appealing headline forms – either to expand the context or to stabilise credibility on exposed topics. 
The highest occurrence of SG was on TV Markíza: October 11 (SG = 4) and on TV JOJ: October 9 (SA = 2), which 

Presence

SG/SA
TV 
Markíza 186 55 (29.6%) 131 (70.43%) 63 (48.09%) 26 (19.8%) 42 (32.1%) SG = 15, SA = 8

TV JOJ 97 25 (25.77%) 72 (74.23%) 34 12 (16.67%) 26 (36.11%) SG = 19, SA = 5

TOTAL 283 80 (28.27%) 203 (71.73%) 97 (47.78%) 38 (18.72%) 68 (33.5%) SG = 34, SA = 13

Neutral 0 n
(% of
emotionally 
charged)

Television n (total number
of headlines)

Without 
emotional tone
n (% of total)

Emotional n
(% of total)

Negative N n
(% of
emotionally 
charged)

Positive P n
(% of
emotionally 
charged)
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may indicate an increased need for the editorial team to formally highlight and visually anchor individual topics (either 
for the need for visual stimulation of attention or the need to provide a more detailed context for the news, clarify data 
in visual form, etc.).7  

Studio analysis did not occur at all on TV Markíza on the following days: October 7, 11, and 12. However, studio 
graphics did occur on these days (SG = 2; 4; 3). Thematically, these are mainly service and magazine topics 
(consumer/lifestyle, seasonal topics, sports, culture, “human stories”) that can be communicated quickly through 
reporting and images without the need for further explanation in the studio. Although political and social topics do 
appear on these days, TV Markíza tends to frame them with SG, which means less verbal interpretation in the studio 
and more visual and reportage processing, reducing the degree of “commentary” or analytical framing, but also 
leaving less room for context in more complex topics. On TV JOJ SA on October 10, 11, 12, the information at the 
beginning of the report was therefore presented only in the form of subtitles and the presenter’s announcement, which 
could have narrowed the so-called navigation framework; the emphasis was more on the report itself than on analytical 
explanations in the studio. On days without SA, there was also hard news (Gaza, Ukraine/energy, tragedies), but the 
context was supplemented by studio graphics rather than analysis. TV JOJ uses SA selectively (especially for political 
and economic topics), while elsewhere it prefers visual facts (SG). 

 
Table 4 – Summary ratio of individual types of emotionally charged headlines on TV Markíza and TV JOJ  

Type of caption 
TV Markíza n (% of emotionally charged 
captions only – n = 131) 

TV JOJ n (% of emotionally charged 
captions only – n = 72) 

Expressive 25 (19.08%) 11 (15.28%) 

Metaphorical 28 (21.37%) 23 (31.94%) 

Modal 3 (2.29%) 8 (11.11%) 

Slogan/catchphrase 38 (29.01%) 12 (16.67%) 

Unclear/vague 12 (9.16%) 3 (4.17%) 

Conflictual/crisis 25 (19.08%) 15 (20.83%) 

Source: Own processing, 2025 
 
Although the overall level of emotionality is relatively comparable in both television stations (70.43% TV Markíza 

vs. 74.23% TV JOJ, see Table 3), the typological structure of subtitles indicates different dramaturgical preferences 
(see Table 4). TV Markíza is dominated by slogan/keyword subtitles (29.01% of the total number of emotional 
subtitles), with a significant proportion of metaphorical (21.37%) as well as expressive and conflictual subtitles (both 
19.08%). This composition supports the interpretation that TV Markíza relies on the headline effect – short, 
rhythmic, and quickly digestible formulations that maximise immediate “attention impact” and frame the news in a 
more unambiguous, but often dramatizing form. In contrast, TV JOJ shows a dominance of metaphorical headlines 
(31.94%) and a higher proportion of modality (11.11%) than TV Markíza (2.29%). This suggests that JOJ more often 
uses emotionality as a way of “accessibility” and engaging the viewer (imagery, questions, hints of impact), while 
relying less on vague, unclear frameworks (unclear/unspecific headlines – 4.17% on TV JOJ vs. 9.16% on TV 
Markíza). The requirement to attract and maintain attention in a crowded media environment is thus fulfilled here in 
various forms of emotionalization, which, in addition to attractiveness, allows for differentiation and distinction from 
the competition. 

 
7 Remark by authors: Another possible explanation is that on October 11, SG focused mainly on “service/soft” topics, which are 
naturally better supported by visuals and facts (graphs, percentages, overviews): sports/celebrities-economy (e.g., “The First 
Soccer Billionaire”), consumer services and seasonality (e.g., “Busy Before All Souls’ Day”), culture/events (e.g., “The Smell of 
Chestnuts”), health/lifestyle (e.g., “Cocoa and Chocolate”). SG functions here as a quick orientation tool that increases 
comprehensibility and appeal for lighter topics. Conversely, the day with the highest SA on TV JOJ (October 9) is thematically 
“heavier”, requiring broader context, explanation, and interpretation: EU/politics (e.g., “EC chief survives another vote”), 
domestic politics and public finances (e.g., “Which ministries will save money?”).  SA appeared precisely where the headline alone, 
without further explanation, might not be enough for the viewer – since the news items deal with systemic decisions, impacts, 
disputes, and the like.  
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The daily dynamics thus suggest that emotionalization is not just a random linguistic expression, but probably a 
controlled dramaturgical technique: alternating tension and relaxation, balancing between crisis (attention hook) and 
neutrality/positivity (prevention of fatigue from negativity). Whether these are conscious or subconscious control 
processes would be interesting and necessary to explore further. Editors may implicitly work with balancing to avoid 
the effect of negativity saturation (fatigue from negativity, desensitisation, or an increase in perceived risk). From this 
perspective, neutral and positive headlines can serve a stabilising function for headlines with predominantly negative 
sentiment – maintaining attention without excessive psychological pressure while preserving the pace and rhythm of 
the programme.  

 
 

5 Conclusion 
 
The presented study, as a probe, contributes to scientific research discussion on the form of contemporary 

television news by shifting attention from the thematic content of news to the linguistic and formal microstructure of 
headlines, and shows that emotionalization in commercial news has different approaches to the conception of 
emotionally charged headlines. The findings suggest that the emotionalization of news content may not only be a 
matter of topic selection and processing (cf. Nagyová & Hudíková, 2024; Nagyová, 2025), but also the result of 
specific linguistic strategies in individual components of reports – in headlines (sloganism, conflict, metaphoricity, 
modality), which have different functions in the economy of attention. 

Differences in typology suggest that the emotional tone of headlines can take many forms and have many 
functions: from dramatization and reinforcement of urgency (TV Markíza – higher proportion of slogan-like and 
unclear forms) to making content accessible and engaging the viewer through imagery and interactivity (TV JOJ – 
higher proportion of metaphorical and modal headlines). In terms of social consequences, these strategies can 
influence the perception of risk and the long-term relationship of viewers to news reporting: more frequent conflictual 
and slogan-based framing may promote polarised interpretations of events, while a metaphorical-modal style may 
reduce the harshness of the frame for certain topics, but at the same time increase the interpretive influence of the 
caption (caption as “pre-interpretation”).  

The results of the study suggest that even seemingly insignificant components of a news programme – headlines 
– can be an important element in increasing the attractiveness of content, while also influencing the setting of 
cognitive processes and the intensity of perceptual perception of news. In particular, combinations of 
sloganeering/catchphrases and conflict, or metaphoricality and expressiveness with negative sentiment, can increase 
the polarising potential of framing, while modal or ambiguous forms of headlines can stimulate a higher interpretive 
effect (headline as pre-interpretation of an event). Visual accompanying elements (SG/SA) can only amplify these 
effects because, in addition to attracting attention and increasing the dynamics of the report (and thus its overall 
attractiveness), they emphasise the context and meaning of the news item – they broaden the framework of 
interpretation. 

In our analytical evaluation, we work with both numerical and percentage expressions of results, as these two 
perspectives serve different functions. Numbers (N) allow us to transparently show the real extent of phenomena in 
the data and to check whether certain categories are only marginally represented. Percentage representation (%) is 
also key to comparability between television stations, as programmes vary in scope and number of subtitles; 
percentages therefore express the intensity and structure of subtitling strategies within each television station without 
distorting the “more vs. less” content. We do not work with other metrics (e.g., time measurement or monitoring the 
length of contributions) because the unit of analysis is the title, and the goal is to capture the occurrence and types of 
linguistic and visual signs (emotionality/tabloidization), not their duration. 

The research works with one week of broadcasting, so we interpret the findings as an indicator of trends, not as a 
generalisation from a long-term perspective. The unit of analysis was the headline corresponding to the news report, 
and each headline was assigned one primary typological category and sentiment. Given the nature of the coding, it 
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would be appropriate in the future to add an inter-coder agreement test (e.g., Cohen’s κ) and extend the research 
period to confirm the indicated trends and more robustly compare seasonal and thematic influences. 
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