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Abstract

Lockdowns and other counter-measures introduced by governments around the globe in the after-
math of the outbreak of coronavirus dealt a serious blow to tourism and the hospitality industry.
Faced with bankruptcy and closure, tourism-related businesses raised the alarm and called for gov-
ernment support, which in turn triggered numerous comments from online audiences. Focusing on
such online discourses and the incivility they abound with, the present article aims to address various
aspects of the interface between the crisis, online communication and social polarization, as well as
the constitutive and constituted nature of discourse. We bring under scrutiny the response of the
online public to appeals from the tourism industry, working on the assumption that these Internet
comments, in terms of content and form, have been considerably shaped by three factors, namely
(1) public perception of the tourism industry, (2) culture-related emotionality patterns, as well as (3)
techno-discursive design and the resulting dynamics of communication within cyberspace. Adopting
the Media Proximization Approach (MPA), together with the CDA perspective on discourse and
representation, and drawing on insights from studies on online communication we analyze and dis-
cuss the corpus of online comments (53,043 words) following 21 articles on the crisis within the
tourism industry in Poland published between 6 March and 23 June 2020. Our findings show that
the response of the online public, which is predominantly negative and at times hostile, reflects the
socio-political polarization in Poland, enhanced by the sense of threat to life and health as well as
the scarcity of resources. Cyberspace and its technological affordances considerably affect solidarity
and disunity dynamics through representational and interpersonal proximization, enabling creation
and perpetuation of stereotypes along with values and emotions. Acting as proximization triggers,
nomination, predication and argumentation strategies both reflect and shape knowledge and axio-
logical preferences, which constitute an integral part of the construction of social reality.
Keywords: online discourse, online incivility, cyberspace, Media Proximization Approach,
COVID-19, tourism industry
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HayyHas cTaTba

HeBexx/1MBOCTb B UHTEepHeTe HA ¢poHe Covid-19:
coLMaJ/IbHAsA Pa3001LeHHOCTb U HEBEePHbIe NpeCcTaBJIeHUus
0 TYPUCTUYECKOU UHAYCTPUM B [losbLie

Monuka KOIIBITOBCKA! u PagociiaB KPAKOBSIK?

! Jlom3uHCKuUit yHUBEPCUTET
Jloo3zv, [lonvwa
2 Typuctuueckoe arenrctso Impuls Travel
Bapwasa, lonvwa

AHHOTALMSA

CaMou30isIIMs ¥ MHBIE OTpaHUYHUTEIbHBIE MEpPbI, BBEJCHHbIE II0 BCEMY MHpPY IOCIE BCHBIIIKH
KOpOHaBHpYCa, HAHECIU Cephe3HBI yAap 1O WHIYCTPUHM Typu3Ma M TOCTHHHYHOMY OHW3HeECy.
Typucrtrnieckue KOMIIaHUH, CTOJIKHYBIIHECS ¢ OaHKPOTCTBOM M IOCJICTYIONINM 3aKPBITHEM, BBIpa-
3UIIM 00ECIIOKOEHHOCTH M PU3BAJIN BIIACTH OKa3aTh UM IOAJEPIKKY, UTO, B CBOIO OUEPE/Ib, BBI3BAIIO
MHOTOYHMCIICHHBIE KOMMEHTapHH B CETH. B /JaHHOW cTaThe aHaIM3MPYIOTCS NOAOOHOTrO poja
OHJIAH-ANCKYPCHI 1 MHOTOUHCIICHHBIC TIPOSIBIICHUS HEBEXIIMBOCTH, PACCMATPUBAIOTCS PA3IIIHbIC
aCIEKThl B3aUMOCBSI3H MEKIAY KPU3UCOM, OHJIAH-KOMMYHHKAIIMEW U COLMAIBHON MOJISIpU3aLueH,
a TaKXKe MEXAYy KOHCTUTYTUBHOW M KOHCTUTYHPYEMOH NMpUPOAON AMCKypca. Mbl BHUMAaTENbHO
U3Y4YUIIM PEaKLUI0 OHIaiH-ay IUTOPUU Ha OOpaIleHUs TYPUCTUIECKON HHAYCTPUH UCXOAS U3 TIpe]-
MOJIOXKEHMS, YTO ITH UHTEPHET-KOMMEHTAPUH C TOUKH 3pEHUs (POPMBI U COZIEPKAHUS B 3HAUUTEIIb-
HOW cTeneHu cpopMUpoBaHBI TpeMs (pakTopaMu, a UMEHHO (1) 0OIIeCTBEHHBIM BOCIIPUATHEM TY-
PHUCTHYECKOH MHIAYCTpHH, (2) KyIbTypHO-IMOIHOHAIBHBIMI OCOOEHHOCTSIMH, a Tarkke (3) TeXHO-
JMICKYPCHBHBIM JTM3aifHOM M COOTBETCTBYIOIIEH JAWHAMUKOW KOMMYHHMKallid B KHOEPIPOCTpaH-
ctBe. Onupasick Ha KOHUENUUoo npokcumuzanuu B CMU, monoxeHus KpUTHYECKOrO AUCKYpC-
aHaJIM3a M Pe3yJIbTaThl MCCIICOBAHUM OHIIAHH-KOMMYHHKAIIUK, MBI ITPOaHAIN3UPOBAIN KOPITYC
OHJIAH-KOMMEHTapueB, cocTosuii u3 53043 cioB, u 21 cTaThio0 0 KPU3UCE TYPUCTUUECKON HHAY-
ctpuu [lompmm 3a mepuon ¢ 6 mapta mo 23 utons 2020 roga. Hamm pesynbraThl mOKazaid, 9To
peakIus OHIAH-00IECTBEHHOCTH, KOTOPAs SIBISIETCS] IPEUMYILIECTBEHHO HETATUBHOM, a MHOT/AA
BpakIeOHOMN, OTpaXkaeT COIMANBHO-TIOIMTHIECKYTO Toysipru3amyio B [Tompmie, ycuieHHyIo onryre-
HHEM YIpO3bl KU3HH M 30pPOBBIO, a TAaKXe HEXBaTKOH pecypcoB. KubeprnpocTpaHCTBO U €ro
TEXHOJIOTUUECKHE BO3MOXKHOCTH CYILIECTBEHHO BIMSIOT Ha JIMHAMHUKY KaK COJNHIAPHOCTHU, TaK U
Pa300IIEHHOCTH Yepe3 PEINpe3eHTaTUBHYI0 U MEXJINYHOCTHYIO ONH30CTh, MO3BOJIIOIIYIO CO3/1a-
BaTh U 3aKPEIUIATh CTEPEOTHUIIB HAPSIAy € LIEHHOCTSIMU M AMOIMSIMU. BBICTynast B kauecTBe HHCTPY-
MEHTOB NPOKCHUMHU3AIUH, CTPAaTeTHH HOMMHAIMM, NpPEIUKAllMd M apTyMEHTAllud OTPaKaroT U
(hopMHpPYIOT 3HAHUSI M AKCHOJIOTHYECKHE IPEANOYTEHHs, KOTOPhIe WIPAalOT BAXHYIO POJIb B
KOHCTPYHMPOBAaHUH COLIUAIBHON PEaTbHOCTH.

KiioueBble cinoBa: unmepHem-ouCKypc, HesexicIu8oCmsy 6 uHmepHeme, Kubepnpocmpancmeo,
xkonyenyus npoxcumusayuu ¢ CMHU, COVID-19, mypucmuyeckas unoycmpus

Jns nuTHpOBaHUS:

Kopytowska M., Krakowiak R. Online incivility in times of Covid-19: Social disunity and
misperceptions of tourism industry in Poland. Russian Journal of Linguistics. 2020. Vol. 24. Ne 4.
P. 743-773. DOI: 10.22363/2687-0088-2020-24-4-743-773

1. Introduction

The outbreak of coronavirus disease (COVID-19) has affected the world like
nothing else in recent history, triggering serious economic crises around the globe
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and significantly transforming transport and communication dynamics in all
possible respects. Lockdowns and related restrictions have put a strain on one of
the basic human needs, “compulsion of proximity” (Boden and Molotch 1994: 258,
277) or the need to achieve a state of co-presence (Kopytowska 2015a: 138).
In view of closed borders, travel restrictions, cancellation of flights and public
events, not to mention home quarantine and emphasis on social distancing, Urry‘s
(2002) observation that people aim for proximity within three dimensions — with
other people in face-to-face interactions, with unique locations in face-to-place
interactions, and with special events in face-to-moment interactions — has acquired
a new meaning. And, so have “mediated proximity and co-presence”.

The present article aims to address various aspects of the interface between the
pandemic triggered crisis, social (dis)unity and online communication. Specifically,
it focuses on online discourses concerning the critical situation of the tourism
industry in Poland and on public response to calls for government financial help
coming from that sector. This response — overwhelmingly hostile and negative —
has, as will be demonstrated, three underlying causes: (1) public perception of the
tourism industry and professionals working in it, (2) culture-related emotionality
patterns characteristic of Polish people, and (3) “the techno-discursive design” of
online media (KhosraviNik 2014, 2017b, 2018) along with communicative
dynamics within cyberspace. These three focal points entail bringing in a number
of concepts, assumptions and hypotheses from both Critical Discourse Studies and
research on online communication and identity, in particular in times of threat and
crisis. The Media Proximization Approach (Kopytowska 2013, 2015a, 2015b,
2015c, 2018a, 2018b, forthcoming) with notions of proximity and distance at its
core will also be adopted here to explicate online incivility, along with stereotyping
and discursive construction of us vs. them. Following Fairclough and Wodak (1997:
273), we work on the assumption that three broad domains of social life, namely
representations of the world, social relations between people, and personal
identities, are constituted discursively. In our case this discursive construction will
concern the crisis related to the Covid-19 pandemic, professional identities of
tourism industry employees and how they are perceived by others, as well as the
process of social polarization in the event of health and economic threat.

The tourism industry has been chosen as our focus for several reasons. Firstly,
it is the sector which has been most seriously affected by the pandemic along with
the resultant lockdowns and travel restrictions. Secondly, despite the fact that the
impact of Covid-19 on this industry has been discussed in the recent literature, there
are no studies which would address the question of how this particular sector is
perceived by the public and represented in online discourses. While interactions
with tourism professionals or tourism related discourses such as advertising,
reviews, etc. have been analyzed within Critical Discourse Studies or pragmatics,
discursive representation of tourism professionals has not been the subject of
scholarly attention. The present study fills in this gap by identifying patterns of, and
motivations behind online incivility directed at the tourism industry professionals
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and explaining hostility towards them in the context of the Polish socio-political
reality and culture-related “emotionality patterns” (Lewandowska-Tomaszczyk
2013, 2017¢c, 2020).

Data-wise, we will examine the corpora comprising comments following
online articles on the crisis within the tourism industry in Poland published between
6 March and 23 June 2020. The analysis is mostly qualitative in nature, though
Sketch Engine was used to compile and annotate the corpus and its concordance
tool was used to analyze selected lemmas in relation to their immediate context.

2. Cyberspace, proximization and online incivility

“Technologies of the participatory web” (KhosraviNik and Unger 2015) have
changed both the process of communication and those who participate in it. As
posited by the Media Proximization Approach (MPA) “distance” in all its
dimensions, along with “distance-related operations” have been at the core of this
process of transformation (Kopytowska 2013, forthcoming). Stemming from
Chilton’s Discourse Space Theory (DST) (2004, 2005, 2010, Deictic Space Theory
in 2014) and Cap’s (2006, 2008, 2010, 2013, 2017) STA model, MPA shares their
assumption that distance-related operations, which consist in bringing closer
(proximizing) selected aspects of reality, are likely to affect the perception of the
audience members. However, while acknowledging the role of the performative
potential, of language in distance reduction, MPA argues that proximization not
only between selected aspects of reality and the audience (representational
dimension) but also between members of the audience (interpersonal dimension) is
possible thanks to “technological affordances” (Hutchby, 2001) of the media
(Kopytowska forthcoming). Inextricably connected with “communicative
deterritorialization” (Hepp 2013: 108), the cognitive and discursive nature of the
proximization process enables both co-presence and mediated experience
(Kopytowska 2013, 2015a, 2015b, 2015c, 2018a, 2018b), satisfying in this way the
already mentioned human “compulsion for proximity” (Boden and Molotch 1994:
258, 277).

Assuming the performative potential of language and its role in assigning
“status functions” and “deontic powers” (Searle 1995, 2006, 2010), along with the
constitutive potential of discourse (Fairclough and Wodak 1997), MPA posits that
media affordances and “distance work™ enabled by them play a crucial role in all
these processes. Language itself has the “capacity to transcend the ‘here and now’”
(Berger and Luckmann 1991/1966: 40), to induce presence of “a variety of objects
that are spatially, temporally and socially absent” (1991/1966: 64), but with the
technological affordances of the media individuals can “access” other individuals,
places or events out there in the world. Not only can these “accessed” entities be
spatially distant (spatial proximization), but they can also be proximized from the past or
from the future (temporal proximization). Proximization can thus involve bringing closer
(to media users) various aspects of reality (representational dimension of proximization),
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but also, thanks to “the techno-discursive design” (KhosraviNik 2014, 2017a, 2017b,
2018) of the online media, engaging these users in interaction with other users
(interpersonal dimension of proximization).

Media users’ knowledge concerning the events and phenomena referred to in
online discourse can be discussed in terms of epistemic distance. The less people
know about something and the less they understand it, the greater the distance. To
reduce it, one will have to refer to his or her (or other users’) previous experience
or knowledge of similar events. Generalizations, stereotypes, and simplifications
on the one hand, and particular illustrative examples on the other will enhance
epistemic proximization. In the case of digital communication, anonymity and the
resulting lack of accountability for one’s words, will make people more likely to
rely on mental shortcuts and simplistic judgements (Tetlock 1983), which, we
argue, will have a cumulative effect.

Axiological distance, concerning differences in cultural values, beliefs and
practices, involves the opposition of “us” versus “them”, or “us” versus the “Other”.
Such opposition will gain particular prominence in view of threat or scarcity of
resources (Duckitt 2006), which is what we call “axiological urgency”
(Kopytowska 2015b, forthcoming). Lewandowska-Tomaszczyk (2020: 263) links
hatred to “value and belief conflict, which is rooted in situations perceived by the
individuals involved as disadvantageous to their own wellbeing”, pointing to either
“scarcity of certain resources or a threat concerning the users’ status and position”.
Within cyberspace, as posited by the Social Identity Model of Deindividuation
Effects and related approaches, the perceived sense of anonymity is likely enhanced
in-group identity among the users, making them more prone to stereotyping and
dismissing opinions of those they consider members of the out-group (Lea and
Spears 1991, Postmes, Spears and Lea 2002). Granted that the Internet facilitates
and enhances the creation of “filter bubbles and echo chambers” (KhosraviNik
2017a: 64), where similar attitudes, ideas and beliefs are confirmed and amplified,
“axiological preferences” (Kopytowska forthcoming) will be both the point of
departure and the factor shaping the dynamics of online interactions.

Being about the affective involvement of media users, emotional distance is
highly dependent on all the other distance dimensions. In the case of online
discourses, both interactivity and anonymity will considerably affect the process of
distance reduction here (emotional proximization). Tadic et al. (2013) write about
“bursts of emotional messages that involve many users”, while others discuss the
affective potential of cyberspace, with anonymity as a key factor, in the context of
online incivility (Halpern and Gibbs 2013, Lewandowska-Tomaszczyk, 2015, 2017,
2020, KhosraviNik and Esposito 2018, Kopytowska, Grabowski and WozZniak
2017, Kopytowska, Wozniak Grabowski 2017, Kopytowska forthcoming).
Following Tice et al. (2001), Lewandowska-Tomaszczyk (2017c: 350) points to a
correlation between intense negative emotional states and self-control.
Additionally, states of anger and disgust, she observes (ibid.), decrease the
processing depth and increase referencing to stereotypes. In this way we can see
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that not only lack of accountability (Santana 2014, Hardaker and McGlashan 2015:
82), but also negative emotions have impact on the proliferation of stereotypical
and simplistic judgements (Lewandowska-Tomaszczyk 2017c, 2020). Likewise
Kopytowska, Grabowski and Wozniak (2017: 68), we argue that “discursive spiral
of hate” is the consequence of not only anonymity, but also interactivity patterns,
both involving distance work (proximisation). Being anonymous, the perpetrator of
online aggression can relieve frustrations and negative emotions. Importantly, he or
she is often supported by others who join in with similar views, fears and ideologies
(Kopytowska 2017).

In addition to the techno-discursive design of the media and technological
affordances-related proximizing potential, there are cultural factors at play too.
Research on cultural emotionality patterns in the context of digital communication
by Lewandowska-Tomaszczyk (2017a, 2017b, 2017c, 2020), along with
comparative studies on conceptualising and expressing emotions in different
cultures by Lewandowska-Tomaszczyk and Wilson 2013, 2014, 2016) shed new
light on the culture-emotionality-communication interface and the implications it
has for online verbal aggression. Lewandowska-Tomaszczyk (2020: 255-256)
points to the higher expressivity of emotion in Polish culture resulting in greater
online incivility. She links it with “higher emotionality expressiveness index”,
observing that “the structure of argument in the Polish context typically exhibits
very high emotionality, often leading to moral judgments of an antagonistic type,
irrespective of the type of discourse” (2020: 268). What she also emphasizes,
however, is the role of the socio-political context: “Polish history, with its
experience of a long fight for independence against foreign occupying forces,
conditions a more negative attitude, comprising stronger emotions of fear and
distrust not only towards the ‘Others’, but also toward one another within the
society. Today, hate speech is also a sign of current conflict escalation and
radicalization of attitudes and behaviours, triggered by disgust and fear scenarios”
(Lewandowska Tomaszczyk 2020: 285-286).

Indeed, antagonistic attitudes towards the “Others” can be traced back to
events in the country’s history, but also should be linked to increasing polarization
of the society. Conceptualized predominantly as division between supporters of the
Law and Justice Party (PiS) and the Civic Platform (PO) such social polarization
has been successfully enhanced by the media and politicians on both sides of the
political scene. What is relevant to our analysis is the fact that, on coming to power,
the Law and Justice Party brought forth the notions of national pride, along with the
role of tradition, values, religion, and, most importantly, focus on “ordinary Poles”.
This was captured very well by Beata Szydto, former Prime Minister of Poland who
said: “We are a government that represents ordinary Poles. We are not a government
of the elites and our main priority is ensuring that every citizen feels they are living
a dignified life and have the right of self-determination”.! Such a juxtaposition

! https://www.premier.gov.pl/en/news/news/prime-minister-beata-szydlo-in-the-sejm-the-law-
and-justice-government-is-a-government-of.html
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between “ordinary Poles” and “the elites”, along with views and values attributed
to both groups, made its way from political and media discourses to collective
imagination and emotions.

Social disunity and strong emotional arousal had their manifestations in online
discourses surrounding the 2015 refugee crisis (Kopytowska, Grabowski and
Wozniak 2017, Kopytowska, Wozniak and Grabowski 2017). While at that time
divisive fear was associated with the “Other” coming from the outside and
perceived (and constructed by media and politicians) as posing a threat in both a
symbolic and a physical sense (Baider and Kopytowska 2017, see also Cap 2018a,
2018b, Larina et al. 2019), in the case of Covid-19 it was anxiety due to health- and
life-threatening pandemic, general uncertainty, and scarcity of resources that led to
tensions and social divisions visible in our data.

3. Tourism, media and COVID-19

Nothing in the history of communication has shown the potential of
proximization to the extent that online interactions within cyberspace do. During
the time of the pandemic, it has enabled proximity with other people in mediated
face-to-face interactions, but also proximity with events and with places, to recall
Urry (2002) again. With its immediacy, intertextuality, connectivity and
interactivity, the Internet made the experience of crossing time and space
boundaries even easier.

But the interface of tourism and media started attracting scholarly attention
much earlier. Already in 1985, linking “post-tourism” to mediated experience,
Feifer saw post-tourist as a traveller who largely travels in front of the TV screen
and through travel magazines, “consuming” places without being physically
mobile. In her words, “[a]s the McLuhanesque global village of communications
media gets bigger and more elaborate, the passive functions of tourism (i.e. seeing)
can be performed right at home, with video, books, records, TV” (ibid.:269).
Researchers have thus discussed the role of media, in particular new media, in
transforming both travel practices and perceptions of “others” and tourist
destinations. While Urry (1995: 166) pointed to the impact of “massive amounts of
mobility” on social identities, Shakeela and Weaver (2014) argue that
social media are revolutionizing the way in which destinations are being portrayed
and perceived. In the words of Urry (1990: 100), “the typical tourist experience
is...to see named scenes through a frame, such as the hotel window, the car
windscreen or the window of the coach”. Mass-mediated encounters, for example
through the frames of social media, have added yet another dimension to this
“tourist gaze” as defined by Urry (1990), bringing in new constitutive potential of
both media representations and discursive practices. The social implications of the
former, we argue, have been inextricably linked to changing dynamics within the
latter. The growing number of prosumers of media images has vastly expanded the
potential impact of media representations, in both qualitative and quantitative
terms.
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Researchers have discussed representations of people, places and tourism-
related practices along with their social impact. These have been, for example,
stereotypical representations of Japanese tourists (Beauregard 1999),
representations of Indonesian rural destinations in Australian online and offline
media (Murti 2020), British print media coverage of South Africa (Hammett 2014),
social media users’ representations of particular tourist destinations (Zhao et al.
2018), as well as re-conceptualisations of gambling tourism in Macau (O’Regan et
al. 2019), Korean American community newspapers’ representation of risks and
benefits involved with medical tourism (Jun and Oh 2015), or even representations
of “overtourism” in the online news media (Pasquinelli and Trunfio 2020). In the
context of the Covid-19 pandemic the role of media has been discussed with respect
to the impact of misleading media coverage on Chinese individuals and China, and
possible implications for tourism marketing and tourist behaviour during times of
crisis (Wen et al. 2020, see also Zhang and Xu 2020).

As already mentioned, however, representations of tourism industry
professionals have not been the focus of attention. Yet, as we will attempt to
demonstrate, these become particularly relevant when we look at online media
discourses from the point of view of their socially constituted and constitutive
nature. Not only do they reflect public perceptions of particular groups, problems,
and phenomena, but they also contribute to shaping these perceptions further by
perpetuating stereotypes and disseminating portrayals of, for example, these
groups.

4. Analysis
4.1. Background

The Covid-19 pandemic and travel restrictions that came along with it have
affected global tourism in multiple ways (Lew et al. 2020, Gursoy and Chi 2020).
Authors have discussed the impact of Covid-19-induced change in touristic flows
on countries’ economies and natural environment (Dube et al. 2020, Lenzen et al.
2020). One of the consequences of this change in travel dynamics has been a greater
orientation of tourism sectors towards local communities (Lapointe 2020,
Tomassini and Cavagnaro 2020).

On 15" March 2020, Polish international air passenger and rail connections
were suspended. Temporary border controls were introduced at all Polish borders
and only Polish citizens and workers were allowed to enter the country, with a
fourteen-day quarantine period upon arrival. Public gatherings and events
with more than fifty participants were banned. On 24™ March 2020, Polish Prime
Minister announced the introduction of new restrictions, including a ban on
movement and travel, which came into force one day later. Restrictions were lifted
gradually starting with 20™ April 2020. On 31 anti-crisis shield 1.0. was adopted
by the Polish government and entered into force on the same day. Anti-crisis shield
2.0. and anti-crisis shield 3.0. entered into force on 18" April and 16" May 2020,
respectively. A law concerning further amendments was passed on 19" June 2020
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and entered into force on 24™ June 2020. The main objective of these anti-crisis
packages was the protection of employment and maintaining financial liquidity of
companies. Relief for the tourism industry offered within these laws included the
extension of the deadline for reimbursement of customer payments and opportunity
for customers to use vouchers for the realization of a tourist event within a year of
the day on which the event was to be cancelled due to the Covid-19 pandemic.

4.2. Data and methodology

To investigate incivility targeted at professionals from tourism industry in the
context of Covid-19 pandemic we examined a corpus of online comments
(53,043 words). The comments followed articles on the crisis within the tourism
industry in Poland published online between 6" March and 23™ June 2020. We used
Google search as well as in-built search engines on particular news websites in
order to identify — by keying in the search word branza turystyczna ‘tourism
industry” and turystyka ‘tourism’— and subsequently retrieve relevant articles. Only
the articles discussing the situation in Poland in the context of crisis in this sector
and only those followed by comments were selected. In this way we compiled a
corpus of articles (11,371) and comments (53,043 words). Both corpora were
tagged and parsed using Sketch Grammar for Polish developed on the basis of the
tagset of the IPI PAN Corpus of Polish implemented into the Sketch Engine
software (Kilgarriff et al. 2014). The Sketch Engine Concordance and Word Sketch
tools were used to analyze selected lemmas in relation to their immediate context.
Using the Keywords tool and the corpus with articles as reference corpus we
identified terms (multi-word items) in the corpus of the Internet users’ comments.
In this way we could see what was particularly salient in the latter corpus.

In order to identify perceptions of the tourism industry and professionals
working in it among Internet users we identified referential, predicational and
argumentation strategies. Since these are involved in the positive self- and negative
other-representation (Reisigl and Wodak 2001: 44), we assumed that their function
will be two-fold. Firstly, they will act as proximization triggers making certain
aspects of discursively represented events or groups more salient. In this way they
will both reflect and potentially shape public perceptions. Secondly, they will be
conducive to online incivility due to their “emotive effects” (Hart 2010: 63).

Referential strategies, which are used to construct and represent social actors,
consist in identifying persons and groups by naming them (Reisigl and Wodak
2001: 45). As our focus is incivility and negative representations leading to
polarization, we will be particularly interested in derogatory terms and the use of
deixis. Predicational strategies, aimed at labelling social actors “more or less
positively or negatively, deprecatorily or appreciatively”, involve “stereotypical,
evaluative attributions of negative or positive traits in the linguistic form of implicit
or explicit predicates” (ibid.). Such attributions are then justified through topoi
“described as parts of argumentation that belong to the obligatory, either explicit or
inferable, premises” (pp. 74-75). Several topoi will be relevant to our discussion.

751



Monika Kopytowska and Radostaw Krakowiak. Russian Journal of Linguistics. 2020. T. 24. Ne 4. C. 743—773

These include: the fopos of advantage or usefulness (“if an action under a specific
relevant point of view will be useful, then one should perform it”), the fopos of
uselessness/disadvantage (“if existing rullings do not help to reach the declared
aims they have to be changed”), the topos of danger or topos of threat (““if there are
specific dangers or threats, one should do something against them”), the fopos of
Jjustice (“if persons/actions/situations are equal in specific respects, they should be
treated/dealt with in the same way”), the topos of finances (“if a specific situation
costs too much money or causes a loss of revenue, one should perform actions that
diminish the costs or help to avoid the loss™), the topos of reality (‘“because reality
is as it is, a specific action/decision should be performed/made”), and the fopos of
abuse (“if a right or an offer for help is abused, the right should be changed or the
help should be withdrawn or measures against the abuse should be taken”) (Reisigl
and Wodak 2001: 75-80). From the perspective of MPA topoi will be particularly
important as both triggers and effects of epistemic proximization (explaining why),
and in consequence axiological and emotional proximization (moral/value
judgements and emotions associated with these explanations). As already
mentioned, in order to create a sense of axiological urgency, for example, one needs
first to make more cognitively and effectively salient the notion of threat to or, at
least, incompatibility with “our” values.

4.3. Construction of crisis in tourism industry in the articles

While the corpus of articles on the crisis in the tourism industry is not the main
focus of our analysis, it seems relevant to see how the crisis in this particular sector
is discursively constructed, especially in view of the fact that, as argued by
Kopytowska (2013, 2015a, Kopytowska, Grabowski and Wozniak 2017) keywords
and other discursive devices used by the authors of the articles are likely to act,
partially at least, as proximization triggers, for the audience, making selected
aspects of discursively represented problems, events or groups more salient and
thus cognitively and affectively accessible.

Out of twenty-one headlines (see Appendix 1) twelve focus on crisis and losses
in the tourism industry due to the coronavirus pandemic, using phrases like “crisis
hits tourism”, “losses in tourism”, or “travel agencies on the brink of bankruptcy”.
To convey the seriousness of the situation a metaphor TOURISM IS A SICK PERSON is
used in one of the headlines: Turystyka na OIOM-ie (‘Tourism in ICU’). In the
context of the pandemic the metaphor is likely to act as a strong epistemic and
emotional proximization trigger, as also is phrase “crisis kills tourism” used in one
of the headlines.

Seven headlines concern government help for tourism industry, focusing either
on those who demand aid (e.g. Hotelarze z Kolobrzegu chcq pomocy panstwa
(‘Hotel owners from Kotobrzeg demand government aid’), or steps taken by the
government, e.g. Sztab kryzysowy dla turystyki. Ministerstwo przygotowuje pakiet
pomocy dla branzy (‘Emergency meeting for tourism. Ministry prepares aid
package for industry’). Clients’s cancellations [Biznes: Po stowach ministra
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wzrosta liczba rezygnacji z wyjazdow [‘Business: After Minister’s announcement
the number of cancelled trips has increased’]) and refunds for clients (Koronawirus.
Mozliwe zwroty za imprezy turystyczne [‘Coronavirus. Possible refunds for tourist
events’]) are the subject of two headlines.

To create immediacy present tense is mostly used in the headlines. Future
tense, however, is also applied when journalists are making speculations about the
future, thus presenting certain events as imminent (temporal proximization).
Numbers, usually related to losses, are meant to convey the scale of the crisis
(epistemic proximization) but also have an effect on emotions (emotional
proximization).

In the corpus with articles the concordance tool generated 74 concordances
with the word turystyka (‘tourism/tourism industry’), while the word sketch
analysis for the lemma generated the following modifiers: krajowa (‘domestic’) (6),
wyjazdowa (‘outbound’) (4), swiatowa (‘world’) (4), zagraniczna (‘foreign’) (3),
polska (‘Polish’) (2), zorganizowana (‘organized’) (1), rejestrowana
(‘registered’) (1), przyjazdowa (‘inbound’) (1), korporacyjna (‘corporate’) (1),
biznesowa (‘business’) (1), europejska (‘European’) (1), and miedzynarodowa
(‘international’) (1).2 Individuals or entities from tourism industry cited or referred
to include: branza turystyczna (‘tourism industry’) (113), hotelarze (‘hotel
owners’) (9), biura podrozy (‘travel agencies’) (57), przewodnicy (‘tour
guides’) (9), piloci wycieczek (‘tour leaders’) (9), tour operatorzy (‘tour operators’)
(2), przedsigbiorcy (‘enterpreners’) (28), przedsigbiorstwa transportowe (‘transport
companies) (9), Piotr Henicz, wicepreszes biura ITAKA, wiceprezes Polskiego
Zwiqzku Organizatorow Turystyki (‘Piotr Henicz, vice president of ITAKA travel
agency, vice president of the Polish Association of Tourism Organisers’) (14).
There is also a group of words related to a dramatic situation in the industry and
measures taken: kryzys (‘crisis’) (45), straty (‘losses’) (38), upadek (‘collapse’) (5),
bankructwo (‘bankruptcy’) (5), pomoc (‘aid/help’) (34), pakiet (‘package’) (6).
These are important because they will act as triggers evoking particular responses,
involving both judgements (axiological dimension), examples and stereotypes
(epistemic dimension) used to substantiate these judgements and suggested
measures and, in consequence, emotions (emotional dimension).

4.4. Construction of tourism industry and professionals in the comments

Multi-word analysis with article corpus as reference corpus provides some
interesting insights as regards individuals, entities, and problems that became
particularly salient in commenters’ discourses. These include: biura podrozy
(‘travel agencies’) (34), nasze podatki (‘our taxes’) (6), ta branza (‘this industry”)
(4), piloci wycieczek (‘tour leaders’) (9), swoje mercedesy (‘their Mercedes cars)
(3), szary obywatel (‘average citizen’) (4), zbior truskawek (‘collecting
strawberries’) (4). Among top 50 keywords, in turn, we will find: branza

2 The number of occurrences of each word is provided in round brackets.
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(‘industry’) (224), turysci (‘tourists’) (56), przedsiebiorcy (‘enterpreners’) (36),
wycieczki (‘trips’). The use of the Sketch Engine Concordance tool allowed us to
examine the context in which these terms were used, which became a starting point
for further qualitative analysis.

While comments are predominantly negative, and at times even hostile, in their
assessment of the crisis, tourism industry workers as well as potential financial
support, various arguments are provided by commenters and various images of
tourism professionals are constructed.

The predominant image of work in the tourism industry is that the job is neither
“real” nor “honest”. A number of referential and predicational strategies are
employed to undermine the professional status of this group, either explicitly or
implicitly. Tourism professionals are referred to as cwaniacy (‘clever dodgers’) (11)
and zfodzieje (‘thieves’) (7):

(1) Tak jest pogoni¢ cwaniakow. [Yes, let’s do away with these clever
dodgers.]

(2) Ustyszeli cwaniaki, ze urlop w kraju, to podniesli ceny. [Clever dodgers
heard that holidays will be spent inside the country and they increased the
prices. ]

(3) Giownie to wyzyskiwacze, oszusci i zlodzieje. [These are mainly
exploiters, frauds and thieves.]

(4) W ogdle mi ich nie zal. Niech plajtujg jeden po drugim, zlodzieje.
[I don’t feel sorry for them at all. They, thieves, should go bankrupt one
by one.]

What they do is implicitly put in opposition to a job considered the “proper”
job. This is achieved by the verb weZcie sie do (‘get [a job]’) in the imperative mood
used with nominal phrases including such adjectival modifiers as normalna
(‘normal’) (5), uczciwa (‘honest’) (4), konkretna (‘meaningful’) (1):

(5) Jatezbymk.... chcial Zy¢ cudzym kosztem,weZcie si¢ do konkretnej pracy
i podejmujcie prace ktora jest ludziom potrzebna do przezycia. [F..., 1’d also
want to live at somebody else’s expense, get a meaningful job, a job that
people need to survive.]

(6) 1000 przewodnikow w Krakowie ? Noo to juz przesada... WeZcie si¢ do
uczciwej roboty a nie spacerowaé po miescie z wycieczkami za grube
pienigdze. [1000 tour guides in Cracow? Come on... Get an honest job
instead of walking around with groups and earning big money for it.]

(7) CZlowieku wez si¢ do roboty normalnej a nie z tapami do Panstwa,a jak
byly zyski to oddawates wigecej Panstwu? Nie. Wigc teraz wiesz co masz robic.
[Man, get a normal job instead of holding your hands out to the State, when
you had profits did you give back more to the State? No. So now you know
what to do.]
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The owners of travel agencies are explicitly or implicitly characterized as
chciwi (‘greedy’) [8], a trait which is illustrated with various examples concerning
investing money [8], earning good money [9], raising prices [10] and not saving
money [11]. Clauses of purpose are used to attribute negative intentions and
motives [8, 10].

(8) “Biura podrozy proszqg o pomoc.” Teraz chcg biura pomocy, chciwi
wlaciciele biur podrozy pokupili drogie autokary w leasingi Zeby nie placi¢
podatku dochodowego wykazywac straty a teraz utopili sie¢ we wlasnym
moczu. [“Travel agencies are asking for help.” Now the agencies want help,
greedy owners of travel agencies leased expensive coaches to avoid paying
income tax show losses and now they have drowned in their own urine. ]

(9) Wd... mam te placze ze im sie wycieczki nie sprzedajq! Przyzwyczaili sie
do koszenia kasy latami a teraz pierwsi wyciggajq tape bo im nie idzie! Mi
nikt nie pomaga gdy mam gorsze miesigce w biznesie. [1 don’t give a f... about
their cries that their trips are not selling! They got used to making it big for
years and now they are the first to hold out their hands when business isn’t
going too well! Nobody helps me when my business is down.]

(10) Nie nalezy wspierac tej branzy szczegolnie biur podrozy. Proponujg
zmiang terminu na jesien, ale za doptatq. Celowo podnoszq ceng na jesien,
aby trzeba pokry¢ doptate. ONI NIE Zachowujg si¢ uczciwie. [We should not
support this industry in particular travel agencies. They suggest postponing
the trip till autumn but at an extra cost. They intentionally raise autumn
prices to make you pay extra. THEY DO NOT behave honestly.]

(11)  Jak tupili turystow na kazdym kroku to bylo dobrze? Mogli odktadaé
na gorsze czasy. [When they overcharged tourists on every occasion it was
okey? They could have put the money aside for worse times.]

Work in the tourism industry is associated with earning good money, which is
what evokes commenters’ envy, anger and frustration. The fopos of justice comes
to the surface here with two sets of arguments. Firstly, everybody should be equal,
which is understood as “should work equally hard and with similar effects” [9, 12].
This is visible in statements like “I am .... and so should X or “X should experience
what Y does”. Secondly, if someone was in a more privileged position for years,
they should be held accountable for that and they do not deserve any help now
[9, 11].

(12) Jasne. A wezesniej obracali milionami. Jesli tak im zle,zapraszam do
magazynu za 2700 brutto jak wielu moich znajomych. [Sure. And earlier they
made millions. If they feel that their situation is so bad, they are welcome to
work in a warehouse for 2700 gross as many of my friends. ]

As already mentioned, tourist professionals are perceived (and referred to) as
thieves and frauds. Several different reasons are provided here including the high
prices of tourist services, lack of receipts for certain services, clients’ money lost
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due to travel agencies’ bankruptcies, as well as dissatisfaction with the services
provided.

(13) Braniq turystyczna. Hahaha. Raczej brnza ZLODZIEJI! Zadnych
paragonéw nie wystawiajq, ceny kosmos dla milioneréw. Zeby zwykly szary
obywatel nie mogt pojecha¢ nad morze czy w gory i pokazaé kawatek Polski
swojemu dziecku bo go nie staé. Co za absurd, zZe taniej jest 3 czy 4 tys km z
tad gdzie zawsze jest pogoda? Jestescie zlodziejami i tyle! Przestancie plakac
w koncu. Obnizcie ceny ro wszyscy przyjadg! [Tourism industry. Hahaha.
Rather the industry of thieves. They give no receipts, prices are exorbitant.
How come that an average ordinary citizen cannot go to the seaside or to the
mountains and show a piece of Poland to his child because he cannot afford
it. It is absurd that it is cheaper 3 or 4 thousand kilometers away where there
is always a good weather? You are thieves. Full stop. Stop crying. Lower the
prices and people will come!]

(14) ... to nieroby naciggacze i oszusty, zbierajg kasa na wycieczki a potem
sie okazalo Ze nie oplacili Hotelu i nie oplacili obiadkow bo kasa znika kilka
razy dio roku w tej branzy !!! [These are slobs, tricksters and frauds, they
take money for trips and then it turns out they haven’t paid for the hotel and
food because money disappears a few times per year in this industry!!!]

(15) nie zatuje ich, tak zwani touroperatorzy, wszelkie biura podrozy z tymi
wielkimi niemieckimi na czele to banda oszustow, nigdy rzeczywistos¢ nie
zgadza sie z tym co podajg na swoich stronach czy katalogach, w zeszlym roku
bytem na Krecie w hotelu 5 stars, wszystko si¢ zgadzalo z wyjqtkiem opisu
plazy, miata by¢ piaszczysta, byla kamienista z takimi kamieniami w morzy
przy brzegu, ze moj 10 letni syn nie mogt sam pokona¢ tej rafy, zeby potem
popltywaé w morzu (a plywa dobrze) itd. to bylo z TUI, ostatni raz datem
sig nabrad. [1 don’t feel sorry for them, the so-called tour operators, any travel
agencies including the big German ones are a pack of frauds, reality never
matches what they put on their websites or in catalogues, last year I was in
Crete in a 5 star hotel and everything was okey except the beach, it was
supposed to be sandy and was pebbly instead with such stones in the sea and
on the shore that my 10 year old son could not go over that reef to swim in the
sea (and he swims well) etc. it was TUI, and the last time I had been fooled. ]

(16) Przez kilka lat jezdzitem nad morze i nigdy nie dostatlem paragonu.
Jestescie ZLODZIEJAMI!! Tak, nieptacenie podatkow to jest ztodziejstwo!
Dlaczego to jest tolerowane? [For some years I used to go to the seaside and
I never got a receipt. You are THIEVES!!! Yes, not paying taxes is thievery.
Why is it tolerated?]

Several observations can be made in connection with the above examples
[13—16]. Firstly, we have to do here with the fallacy of “hasty generalization” or
secundum quid (Reisigl and Wodak 2001: 73), where personal experience with the
provider of particular services becomes the basis for judgement concerning the
whole industry resulting in the use of derogatory terms. Secondly, tourism industry
professionals are blamed for high prices in the services which, in view of some
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commenters, an “average Polish citizen” cannot afford [13]. What already can be
seen here is an implicit opposition between allegedly affluent tourism professionals
and the rest of the society, illustrated with examples mentioning cars as status
symbols [18, 19]. Such status symbols stand metonymically for luxury and wealth
attributed to this group (as already mentioned, “their Mercedes cars” was among
multi-word terms salient in the corpus with comments). When juxtaposed with the
image of holding out hands for financial help they evoke anger, envy and contempt.
The latter is also visible in implicit questioning of the moral values of this group by
associating it with moral laxity [18]. In [17], in turn, a strongly vulgar offensive
word is used as part of referential and predicational strategies.

(17) Wycigganie tap tustych hotelarzy, sqrwysyny [Fat hotel owners are
holding out their hands, motherfuckers.]

(18) Biedni hotelarze bedq musieli sprzedawac swoje mercedesy klasy S,
porszafki, i inne fury, porzucié¢ kochanki i kochankoéw bo trzeba bedzie
przycisngc pasa. [Poor hotel owners will have to sell their S class mercedes
cars, Porsche and other cars, abandon their mistresses and lovers because
they will need to cut back.]

(19) Znam tych z turystyki!! Byle agencja a pierwszy zakup to BMW X5 lub
audi A6.Z zyskami to chyba sie nie dzielili. [1 know those form tourism
industry!!! Any agency and its first purchase is BMW X5 or Audi A6. They
didn’t share their profits I suppose.]

Not only are the representatives of the tourism industry considered rich and
undeservedly enjoying better social status than the rest of the society, but the
perceived wealth and luxury they live in are attributed to “exploiting” tourists,
something that is considered highly contemptible [20-24].

(20) branza turystyczna przez ostatnie lata zyta w luksusach dzi¢ki turystom
wiec majq gdzieS ulokowane zyski, zamiast zebraé¢ to trzeba uruchomic
skarbonke na ten kwartal i nie robi¢ wstydu. [for the last years tourism
industry lived in luxury thanks to tourists so they have their earnings put
aside somewhere, instead of begging they should use their money box for this
quarter and stop being embarrassing.

(21) Wyjq krezusi wypasieni na zdzieraniu skory z rodakow [That’s a cry of
fat cats that got fat ripping the skin off their compatriots.]

(22) A jak branza turystyczna zarabiata krocie na nas, to byfo cicho. Weale
ich teraz nie Zatuje. [And when tourism industry earned money on us, they
were quiet. I don’t feel sorry for them at all now.]

(23) Przez te lata nachapali si¢ — Majq mienia, samochody, domy majqtki
warte MILIONY — A CO MA POWIEDZIEC Robotnik, ktéry stracil prace a
na utrzymaniu rodzina, dzieci — Nie ma czym zaplacié¢ za Mieszkanie [For all
those years they lined their pockets — they have property, cars, houses and
fortunes worth MILLIONS — AND WHAT ABOUT a factory worker who
lost his job, has a family and children to provide for — has no money to pay
the rent.]
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(24) Windujg ceny z kosmosu a teraz cheq lezeé i Zeby im rzqd dawat kase.
Macie milionoéw y na kontach a przeciez nie chcieliscie polskich rodzin tylko
eeelllyty gosci¢ to macie za kare dekoniunkture i tyle. [They gave exorbitant
prices and now want to lie and get money from the government. You have
millions in your accounts and you didn’t want to host Polish families but
elites so you have downturn in return. ]

The “us” vs. “them” dichotomy is created here, not only by means of deixis
(“us™) but also by putting tourism professionals in opposition to other citizens.
Another frequently used polarizing juxtaposition can be seen in [24], a juxtaposition
between an average Polish family and the elites. While first used in 2006 with a
pejorative meaning by Jarostaw Kaczynski, the leader of the Law and Justice Party
(PiS), within the rhetoric of “good change” developed since then “elites” have
become the synonym of the enemy of political reforms introduced by this
conservative party. According to Klosinska and Rusinek (2019: 70-72) “elites”
have been typically used with modifiers like “Brussels”, “European” or
“opposition” and thus portrayed as being against “real” Poles. As argued by these
authors in times of “good change”, that is the rule of Law and Justice party, among
politicians of this party as well as those who support it the term acquired only
negative connotations. Elites started to be seen as evil, corrupt and anti-Polish
(ibid. 72). Associating the tourism industry with “elites” has its axiological
consequences and acts as an axiological proximization trigger. Tourism
professionals become part of the “them” group not deserving support from “us”.

The parasite metaphor is used [25] to describe those employed in this sector
along with other terms like “spongers” [26] and “exploiters” [27] appearing in the
context of pleading for government help:

(25) wyjgtkowo pasoiytnicza i droga ta brania w Polsce. [Uniquely
parasitic and expensive industry in Poland.]

(26) "Tarcza nie starcza"? Dostajecie kase za nic i jeszcze wam mato
..DARMOZJADY. Szklarnie w Holandii, maliny w Norwegii, budowy w
Austrii...czekajq. Narzekacze pospolici!!!! [“Work package is not enough”?
You are getting money for nothing and it is still not enough for you.
...SPONGERS. Greenhouses in the Netherlands, raspberries in Norway,
construction sites in Austria...are waiting. You common grumblers!!!!]

(27)  przez lata trzepali kase robigc majqtki a teraz przez trzy miesiqce nagle
stracili wszystko pewne JEST CHCA WYDOIC KASE OD PANSTWA to cwani

earned big money making fortunes and now during three months they
lost everything FOR SURE THEY WANT TO EXTORT MONEY
FROM THE STATE these are cunning exploiters taking advantage of

This kind of metaphor, aimed at degrading and dehumanising its target, has
been, as argued by Musolff (2014), routinely used for the purpose of racial and
socio-political stigmatization and legitimization of measures taken against a
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particular group, including that of annihilation. In this case it is used for polarization
purposes, portraying the industry as harmful to the rest of the population in a
situation in which the resources of the whole nation are scarce. The negative image
i1s enhanced firstly by the already mentioned construction of opposition “us” vs
“them” and, secondly, by attributing evil intentions [27]. In other words, not only
did they get money for nothing (in contrast to others working hard) before the
pandemic, but they also want to exploit the system at a time when the whole country
is in a difficult situation. The topos of abuse emerges here to justify both hostility
and objection to financial support. “Why should our taxes be used to help those who
do not respect Polish people and exploit both their compatriots and the state?”,
seems to be the question underlaying commenters’ outrage and refusal to help.

Tourism professionals are recommended to try other seasonal jobs abroad
involving physical labour [26]. Work in supermarkets as a cashier is often referred
to, considered to be an unskilled job which is hard and badly paid [28-30].
Commenters thus again question the “serious/real work™ status of the tourism
profession, which is additionally emphasized in example [30] by the phrase “You
will have money from work™:

(28) Na tych biznesmenow turystyki czekajg wolne posady od zaraz: jako
kasierki/- rzy w Biedronie albo Stokrotce. [For these tourism businessmen
there are vacancies to take immediately: as cashiers in Biedronka or
Stokrotka.]’

(29) W Biedronce ciagle przyjmujg kasjerow. [In Biedronka they are still
employing cashiers. ]

(30) Biedronki, lidle i inne markety spoZywcze potrzebujgq pracownikow na
Juz! Smiato skoro brakuje pracy to do marketéw na kasy i rozkladanie
towaru. Kasa bedzie 7 pracy. [Biedronka and Lidl and other grocery stores
need employees now. So off you go if there is not enough work go to the
stores to work as cashiers or to place goods on shelves. You will have
money from work.]

Alternatively, other examples of physical work are given [31] ironically
mentioning “suntan” associated with this group of professionals, or using change
of state verbs to trigger the presupposition that this group has not really worked so
far [32]:

(31) Branza turystyczna mile widziana przy pracach polowych, opalenizna
gwarantowana. [Tourism professionals are welcome to work in the fields,
tan guaranteed.]

(32) Zawiesi¢ firme i do pracy si¢ wzigé. [Suspend business and start
working. |

3 Biedronka is the largest Portuguese supermarket chain in Poland. Initially it targeted
lower-income customers. In April 2004 a TV programme broadcast by TVN Uwaga revealed that
its workers were not properly paid for working overtime, which started a series of court cases.
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As regards the argument about exploiting the system, commenters question
pleas for government help by either challenging the professionalism of tourism-
related businesses [33, 34] or referring to prices as an indicator of their income [31].

(33) 3 dni wystarczylo by byly "na skraju bankructwa"? A co to za ch...
firmy?! [3 days were enough to put them “on the verge of bankruptcy”? What
kind of s... companies are these?!]

(34) To w takim razie to nie biura podroZy, a piramidy finansowe, skoro
chwilowy brak klientow powoduje upadek. [Then these are not travel
agencies but pyramid schemes, if a temporary lack of clients leads to their
demise.]

(35) Niech biura turystyczne przestang ptakac inie prubujg naciggngc
panstwo na kase. Gdyby faktycznie biura bylty w kryzysie to obnizalyby ceny
ofert turystycznych a te sq niezmiennie wysokie. Tak dziala rynek, jest zZle
obniza si¢ ceny. Czyli kryzys to bujda i pruba wytudzenia pieniedzy. [Travel
agencies should stop crying and trying to extort money from the state. If
indeed travel agencies were in crisis, they would be lowering prices and these
are still high. This is how the market works, when the situation is bad, prices
are lowered. So the crisis is a whopping lie and an attempt to extort
money. |

In addition to the already mentioned fopos of abuse other topoi are referred to
in order to portray tourism industry’s pleas for help as unsubstantiated. One of them
is the topos of reality: the situation is as it is and one should accept it [36, 37].

(36) Och, straszne. Naprawde nie trzeba by¢ wybitnym analitykiem, aby
przewidzieé, ze w razie epidemii, branze turystyczne bedg mniej zarabia¢ lub
traci¢. Normalne ryzyko biznesowe. [Oh, how terrible. Really, you don’t need
to be an outstanding analyst to predict that in the case of epidemic tourism
industry will earn less or lose money. It’s the usual business risk.]

(37) To jest biznes, raz jest gorzej raz lepiej. Zawsze mozna sig
przebranzowié i by¢ elestycznym na rynku, a nie plakac¢. [This is business,
there are ups and downs. You can always retrain and be flexible on the
market instead of crying.]

More frequently, however, the topos of uselessness and topos of finances are
employed to question the need for government help, or even the raison d’ étre of
such companies (34-36).

(38) taka branza jest nikomu do Zycia nie potrzebna, niech idg z torbami i
nie wyciqgajg tap po pienigdze uczciwie pracujgcych [nobody needs this
industry, let them go broke so that they don’t hold out their hands for the
money of those who work honestly.]

(39) a co mnie to obchodzi jakas branza turystyczna, to nie jet potrzebne do
przetycia. [1 don’t care about tourism industry, it is not necessary to
survive.]
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(40) Drogi rzqdzie zero pomocy dla touroperatorow rynek sobie bez nich
poradzi. Wigkszos¢ z nich to gwykle pasoiyty Zyjgce z posSrednictwa nic nie
wnoszgce dla naszego kraju a wrecz przeciwnie w dobie kryzysu pomaganie
im tylko ostabi gospodarke bowiem wyprowadzi kapital za granice. [Dear
government, no help for tour operators the market will manage without
them. Most of them are ordinary parasites living off intermediary services
and contributing nothing to our country, to the contrary, in time of crisis
helping them will only weaken the economy as it will take the capital abroad.]

The topos of threat, acting as a strong trigger of emotional proximization can
also be found in the comments. Tourism is presented as the cause of the current
pandemic, which has two consequences. One of them is anger addressed at the
perceived culprit. Secondly, what follows logically is that in order to avert (the
continuity of) the threat, one has to eliminate the factors causing it, namely tourism-
related activities [41-44].

(41) A to nie przez turystyke tak sie wirus rozprzestrzenit po ziemi? [And
isn’t it because of tourism that the virus spread all over the globe?]

(42) Turystyka to glowna przyczyna tak szybkiej ekspansji wirusa, dlatego
juz w styczniu powinna by¢ zablokowana, ale chciwe rzgdy panstw w obawie
przed spadkiem dochodow nic nie robily, a teraz doprowadzili do duzo
wigkszych strat — ciekawe tylko kto za to odpowie po zakornczeniu epidemii !!!
Nieodpowiedzialne w obliczu zagrozenia [Tourism is the main cause of such
a rapid spread of the virus so it should have been blocked already in January,
but greedy governments afraid of losing their income did nothing and now
brought about more serious losses — I’'m wondering who will be held
responsible for it after the epidemic is over!!! It’s irresponsible in view of the
threat.]

(43) Jak sig¢ zastanowié, to za tempo i skale obecnej epidemii odpowiadajq
glownie ludzie, ktorzy nie mogq usiedzie¢ na miejscu, nawet kilka razy w
roku muszq sie poniewiera¢ w jakichs zagranicznych zbiorowych
noclegowniach — hotelach, pensjonatach, kurortach narciarskich. Zalicza¢
obiekty turystyczne macane przez miliony turystow, brudne zaultki, plaze,
targowiska. [If you think about it, the pace and scale of the current epidemic
has been due to people who can’t sit in one place, who even a few times a
year have to roam around and stay in some shared accommodation abroad —
hotels, guesthouses, ski resorts. Visit tourist attractions touched by millions of
tourists, dirty places, beaches, marketplaces...]

(44) turystyka w dobie epidemi nie ma szans przetrwania pod rzadnym
pozorem to przez wasza dziatalnosc tyle teraz mamy syfu w Polsce bo zawsze
ryzykowaliscie i graliscie Zyciem ludzkim w celu uzyskania korzysci
majqtkowych tak bylo zawsze ze wysylaliscie ludzi w rejony gdzie bylo
zagrozenie tereorystyczne kiedys teraz epidemiologiczne i przywlekliscie syfa
do Polski. [tourism in time of pandemic has no chance to survive under any
circumstances it is because of your activity that we have so much virus shit
in Poland because you have always risked people’s lives in order to gain
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financial benefits it has always been like that you sent people to the regions
with a terrorist threat in the past now epidemiological threat bringing this virus
shit to Poland.]

Finally, the fopos of advantage is also used to underline benefits of halting
tourism, understood as sending people abroad, for “us” and “our” country. It is used
together with the fopos of finances [47, 48] but one can also notice national pride
undertones [45, 46]. The latter also indicates that tourism is, by some commenters
at least, associated only with sending people abroad.

(45) Moze ludzie w konicu docenig pigkno polski. [Maybe people will
finally appreciate the beauty of Poland.]

(46) Polska jest pickna.Trzeba Polske zwiedzi¢. [Poland is beautiful. You
should visit Poland.]

(47) FEkonomicznie to jest pozytywne dla nas wiecej pieniedzy tak
potrzebnych tu na inwestycje zostanie w kraju. [Economically this is good for
us more money necessary for investment here will remain in the country.]

(48) skonczy sie wywozenie przez lemingow ciezko wypracowanych przez
gwyklych skoncza sie zagraniczne wojaze lemingow. [lemmings will no
longer take abroad the money earned by ordinary people, lemmings will
no longer travel abroad. ]

Example [48], with its animal metaphor TOURISTS ARE LEMMINGS, is important
from the point of view of axiological proximization and what we might call
“socially disuniting potential”. The term lemingi (‘lemmings’) comes from rodents
which according to a longstanding myth are driven to commit mass suicide. A video
game titled “Lemmings” released in 1991, in which the player must save such
creatures, further popularized the myth. According to Biesaga (2017) the word was
first used with reference to people in 2007, while Janicki and Wiadyka (2012) point
to 2008 when Internet users with right-wing political views used it with reference
to career-oriented individuals with a university degree, a consumerist lifestyle and
liberal political views. Even though Lazinski (2012) does not consider the metaphor
offensive, it has usually served to express irony and criticism. In one of his articles
published in a conservative monthly, Uwazam Rze, Mazurek (2012) lists a number
of attributes associated with “lemmings”, including using Facebook and TVN24
(channel of a private broadcaster with liberal ideology) as their main source of
knowledge, criticism of conservative values represented by their parents and
grandparents, a general consumerist attitude, and “showing off”. Again, we have
here an opposition between “real”, traditional Poles spending their holidays in their
own country and “lemmings” fascinated with Western culture and lifestyle and
spending “Polish” money abroad while enjoying expensive holidays that the “real”
Poles cannot afford. With the polarization of society into PiS (Law and Justice) and
PO (Civic Platform) supporters, “lemmings” have been associated with the latter.
So have “wealthy” professionals from the tourism industry.
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Such an association is visible in other comments [49-53]:

(49) niech idg do PO-pewnie im da. [They should go to PO which will
surely give them the money.]

(50) Kotobrzeg to ostoja totalnej opozycji. Jeszcze nie ma sezonu a im juz
mato. Niech wystepuja o pomoc do Tuska i Brukseli. To ich bogowie.
[Kotobrzeg is the refuge of total opposition. They should ask Tusk and
Brussels for help. These are their gods.]

(51) Te beszczelne typy 7z POskomuny niech uzyjg swoje milionowe
nielegalne tzw. oszczednosci a nie znowu z {fapami po cudze. [These
POstcommunist impertinent guys should use their illegal so-called savings
worth millions instead of holding out for someone else’s money.]

(52) Wygracie wybory to bedziecie sobie wyplacac ,mieliscie juz swoich
Boossow 7 Wybrzeza : Walesa , Tusk ,Dulkiewicz czy jak jej tam ktorzy
sprzedali wasze stocznie ,wasz przemysl ,nawet wodociagi i scieki niemcom.
[Once you win elections you will get the money, you have already had your
bosses from the Coast: Walesa, Tusk, Dulkiewicz or whatever she’s called
who sold your shipyards, your industry, even water pipes and sewage to
Germans. |

(53) Upadajcie.Pa pa. PS.Niech Wam PO pomoze. | Go bankrupt. Bye-bye.
PS. PO should help you.]

As can be seen in the above comments, the tourism industry representatives
are referred to as “postcommunists”. Often a play on words is used to combine both
the name of the party (Civic Platform — PO) and “postcommunists” with reference
to this group. As argued by Ktosinska and Rusinek (2019: 206-207), in the rhetoric
of “good change” the term has a polarizing and accusatory function.
“Postcommunists” arguably intend to destroy everything that the Law and Justice
party along with their “good change” programme want to implement, according to
their principles, to cherish Polish national tradition and to create a political system
which will guarantee dignity and stable existence for Polish citizens. Placed in
opposition to this programme, the tourism industry is seen as not catering for the
needs of ordinary Poles and offering services many of these Poles cannot afford.

5. Discussion and conclusions

The Covid-19 pandemic has had a significant impact not only on public health
but also on the global economy, along with many aspects of social life. The tourism
industry has been hit hard by coronavirus lockdowns and travel restrictions, finding
itself on the brink of unprecedented crisis. The objective behind the present article
has been to examine the public response to calls for government financial help
coming from that sector in Poland. To this end we have focused on online
discourses revolving around the crisis in the tourism industry, working on the
assumption that they will both reflect people’s perceptions of professionals working
in it and co-construct the crisis within collective consciousness. While limited in its
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scope, the analysis has provided some interesting insights as regards perceptions of
tourism itself, the role of this branch in the country’s economy as well as
stereotypical representations of those who work in it.

Public online response to pleas for help coming from tourism professionals has
been overwhelmingly hostile and negative, which, as we have argued, can be
attributed to three factors, namely perceptions of how tourism-related businesses
work, sociocultural factors including emotionality patterns characteristic for Polish
people, and “the techno-discursive design” of the online media. The analysis of data
clearly demonstrates that public understanding of industry dynamics is far from
comprehensive. Referring to tour guides, travel agencies and hotel owners as well
as bar owners at the Polish seaside selling fish and chips, commenters base their
generalizations on personal experience. Even though in 2019 the Polish tourism
industry was said to contribute 6% to GDP and provide employment for over
700 000 people, it is by many commenters assessed negatively and seen as
“parasitic” on Polish society. The fact that prices in tourism-related services
(especially those concerning outbound tourism) are high has two consequences
when it comes to perceptions of this sector. Firstly, it is a simplification (visible in
the comments) that high prices of services translate into high income for those who
provide these services. Examples of expensive cars and other luxurious goods given
by commenters to illustrate this claim act as epistemic and axiological
proximization triggers, and so do other stereotypical representations associated with
the industry. Secondly, this fact leads to anger and envy on the part of those who
cannot afford such services. Why should the existence of the sector they cannot
benefit from be justified? Furthermore, the work of the tourist industry
professionals is considered neither hard nor particularly skilled, as at first glance it
is not associated with physical labour seen as an indicator of hard work. While trips
abroad are frequently part and parcel of a tourism professionals’ job, they are seen
by others as holiday-time activities. We thus see a discursively constructed
opposition between hard physical labour and something which is stereotypically
perceived as an enjoyable way of spending time, often in distant exotic places.
Finally, there is a stereotype rooted in the Polish collective mentality that financial
success is often the result of fraudulent and unfair practices involving the
exploitation of others or, at least, of the system (the topos of abuse).

Socio-political polarization, creating a conducive environment for incivility,
also clearly reverberates in the online discourses we studied. “Us” vs “them”, with
a dividing line along political affiliations, encompasses various groups and
individuals. We thus have opposition and tensions between “the elites” and the rest
of society that includes “ordinary Poles”. It is the latter that are associated with
Polish values, tradition, and often also with hard physical labour. Tourism industry
professionals are considered to both belong to, and cater for the former group.
While such an opposition is not only reflected in various public discourses,
including those we studied (constituted nature of discourse), it is also discursively
constructed, amplified and perpetuated by political, mainstream and social media
discourses, and thus likely to affect the perceptions of society members
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(constitutive nature of discourse). As demonstrated in research on other situations
involving physical or symbolic threats as well as scarcity of resources, the tendency
to create in- and out-groups is naturally enhanced (see Larina et al. 2019). The
“Other” that is either demonized or denigrated evokes anger along with other
negative emotions (see Lewandowska-Tomaszczyk 2020). We have to remember
that tourism industry professionals are just one of many other groups in Poland
targeted by discourses of hostility during the time of pandemic-triggered crisis
(including healthcare workers and police officers).

The “techno-discursive design” of the online media enables, facilitates and
amplifies both polarization and incivility (see KhosraviNik 2017b, 2018,
Kopytowska forthcoming). Connectivity and interactivity enabled by the Internet
have made it possible for people to satisfy their “compulsion for proximity”, which
has become particularly relevant in a time of lockdowns and social distancing, when
online interactions compensate for the lack of offline contact. At the same time,
however, cyberspace has become the platform where people have the opportunity
to alleviate frustrations arising from feelings of threat and insecurity. This platform
has also made it possible for people with similar fears and “axiological preferences”
to connect (spatio-temporal proximization) and further enhance and perpetuate their
judgements and emotions (axiological and emotional proximization) (Kopytowska
2017, forthcoming). As already mentioned, strong emotions of anger and disgust
(Lewandowska-Tomaszczyk 2017c) make people more likely to resort to
stereotypical thinking. So does lack of accountability resulting from anonymity.
Not surprisingly, then, we find in our data stereotypes and simplistic judgements,
frequently leading to sweeping generalizations. Anonymity, enhancing stronger in-
group identity has also contributed to greater polarization and, in consequence,
incivility towards others.

As we have argued, with its potential to transgress time and space boundaries,
the Internet has in important ways transformed travel practices, as well as
perceptions of places and “others”. Despite many positive implications of this
transformation process, including social media activism intended to support the
tourism industry in diverse ways, it has also meant creating a conducive
environment for the spread of both harmful stereotypes concerning various
elements of this industry and incivility targeting groups and individuals.
Representational and interpersonal dimensions of proximization have thus meant
providing us, media users, with opportunities for co-constructing social reality,
involving both solidarity and disunity dynamics. They have also considerably
transformed “the tourist gaze” taking it to a new mediated level.
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Appendix 1

Headline Date Link
Koronawirus. Mozliwe zwroty za 6 March |https://niezalezna.pl/314716-
imprezy turystyczne. [‘Coronavirus. 2020  |koronawirus-mozliwe-zwroty-
Possible refunds for tourist events’. ] za-imprezy-turystyczne
Rz: Koronawirus zabija turystyke w | 6 March |https://www.dorzeczy.pl/kraj/131777/
Polsce. 2020 |rz-koronawirus-zabija-turystyke-w-
[‘Coronavirus kills tourism industry polsce.html
in Poland’.]
Czy koronawirus uderzy w branze 9 March |https://gazetakrakowska.pl/czy-
turystyczna w Matopolsce? [ Will 2020 |koronawirus-uderzy-w-branze-
coronavirus hit tourism industry in turystyczna-w-malopolsce/ar/
Malopolska?’] c14-14845546
Koronawirus w Krakowie. Zanika 13 March |https://gazetakrakowska.pl/koronawiru
turystyka pod Wawelem. Biura 2020  |s-w-krakowie-zanika-turystyka-pod-
podrdzy na skraju bankructwa. wawelem-biura-podrozy-na-skraju-
[‘Coronavirus in Cracow. Tourism bankructwa/ar/c1-14856615Asdasdasd
near Wawel disappears. Travel
agencies on the brink of
bankruptcy’.]
Hotelarze z Kotobrzegu chca pomocy | 16 March |https://niezalezna.pl/316691-hotelarze-
panstwa. [ ‘Hotel owners from 2020 |z-kolobrzegu-chca-pomocy-panstwa
Kolobrzeg demand government aid’]
Turystyka na OIOM-ie 22 March |https://www.dorzeczy.pl/kraj/133591/
[‘Tourism in ICU’] turystyka-na-oiom-ie.html
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Headline Date Link
Minister Emilewicz-zdradza: ,,Rzad | 2 April |https://niezalezna.pl/320406-minister-
pracuje nad programem 1000 plus”. 2020 |emilewicz-zdradza-rzad-pracuje-nad-
Ma dotyczy¢ turystyki i rekreacji. programem-1000-plus-ma-dotyczyc-
[‘Minister Emilewicz reveals: “The tyrustyki-i-rekreacji
government is working on the 1000
plus programme”. It will concern
tourism and leisure’]
1. Sztab kryzysowy dla turystyki. 9 March |https://www.money.pl/gospodarka/
Ministerstwo przygotowuje pakiet 2020 |sztab-kryzysowy-dla-turystyki-
pomocy dla branzy. ministerstwo-przygotowuje-pakiet-
2. [‘Emergency meeting for tourism. pomocy-dla-branzy-
Ministry prepares aid package for 6487161321990273a.html
industry’]
We wtorek koronawirusowy pakiet 9 March |https://wgospodarce.pl/informacje/
dla polskiej turystyki. 2020 |76378-we-wtorek-koronawirusowy-
[‘Covid package for Polish tourism pakiet-dla-polskiej-turystyki
industry on
Tuesday ’]
3. Juz 400 mln strat w same;j 7 March |1. https://wyborcza.pl/7,155287,25767
turystyce przez koronawirusa 2020 |097,juz-400-mln-strat-w-samej-
4. [‘400 million losses in tourism turystyce-przez-koronawirusa.html
industry because of coronavirus’]
Polska turystyka traci na epidemii 7 March |https://wgospodarce.pl/informacje/763
400 mln zt 2020 |06-polska-turystyka-traci-na-epidemii-
[‘Polish tourism industry loses 400 400-mln-zl
million because of epidemic’]
"Rzeczpospolita": Wirus bije w 6 March |https://wydarzenia.interia.pl/raporty/ra
turystyke. 2020 |port-koronawirus-chiny/aktualnosci/
[“Rzeczpospolita’: Virus hits news-rzeczpospolita-wirus-bije-w-
tourism’.] turystyke,nld,4365854#comments4-1
5. Kryzys w branzy turystyczne;j. 13 March |https://lovekrakow.pl/aktualnosci/
"To jest dramat" 2020  |kryzys-w-branzy-turystycznej-to-jest-
[‘Crisis in tourism industry. dramat 34683 .html
“This is a disaster”’]
6. Ogromne straty w branzy 9 March |https://niezalezna.pl/315022-ogromne-
turystycznej przez koronawirusa. 2020  |straty-w-branzy-turystycznej-
Liczone bgda w miliardach dolaréw. przez-koronawirusa-liczone-beda-
7. [‘Huge losses in tourism industry w-miliardach-dolarow
caused by coronavirus. They will
amount to billions of dollars’.]
Branza turystyczna czeka na rzadowa | 24 March |https://biznes.interia.pl/gospodarka/
pomoc. 2020 |news-branza-turystyczna-czeka-

[‘Tourism industry waits for
government aid’.]

na-rzadowa-pomoc,nld,4400172#
comments4-1
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Headline Date Link
Turystyka ucierpi pierwsza. 24 March |https://biznes.interia.pl/gospodarka/
[‘Tourism will be the first to suffer’.] | 2020 |news-turystyka-ucierpi-pierwsza,nld,
439799 7#comments4-1dasdas

Spadki sprzedazy w branzy 20 March |https://biznes.interia.pl/gospodarka/
turystycznej siegaja 60-70 procent 2020 |news-spadki-sprzedazy-w-branzy-
[‘Drop in sales in tourism industry turystycznej-siegaja-60-70-procent,
reaches 60 — 70 percent’.] nld,4392625#comments4-1

8. Branza turystyczna ma dos¢. 23 June |https://turystyka.wp.pl/branza-
"Turystyka umiera, rzad nas nie 2020  [|turystyczna-ma-dosc-turystyka-
wspiera!" umiera-rzad-nas-nie-wspiera-

9. [‘Tourism industry says enough. 6524681487047520a

“Tourism is dying and the
government isn’t supporting us”’.]
Biznes: Po stowach ministra wzrosta | 17 April |https://biznes.interia.pl/gospodarka/

liczba rezygnacji z wyjazdow. 2020 |news-biznes-po-slowach-ministra-
[‘Business: After Minister’s wzrosla-liczba-rezygnacji-z-wyjaz,
announcement the number of nld,4443477

cancelled trips has increased’.]
Dalsza pomoc dla turystyki watpliwa.| 9 June |http://www.tur-info.pl/a/54188,,
[‘Further aid for tourism is doubtful’]| 2020 |turystyka-ministerstwo-rozwoju-
granice.html

Promyk nadziei na pomoc dla 17 June |http://www.tur-info.pl/a/56534,,
turystyki. 2020  |minister-rozwoju-pomoc-

[‘Ray of hope for tourism’.] turystyka.html
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