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Project Title: Language and identity construction in a Dublin suburb 

 

Research goal: The overall goal of the project is to understand male identities within a suburban Dublin 

sports (Gaelic games) club, and the role of language in negotiating these identities in contemporary urban 

Ireland. Specifically, I want to find out what kinds of linguistic markets exist and how people make use of 

language and other social practices to negotiate their alignment with and dissociation to these markets. 

 

There are two central research questions: 

I How do male members of a Dublin sports club make use of language and other social factors to align and 

disassociate to available linguistic markets? 

II Does habitual use of a certain interactional stance(s) construct a personae related to the “Pillar of Society” 

linguistic market? 

 

Data collection: Ethnographic observation, interviews, free recordings 

 

Central Research Question I: How do male members of a Dublin GAA club make use of language and other 

social factors to align and disassociate to available linguistic markets? 

Hypothesis: some of the actors do align with a linguistic market based on the performance of the “pillar of 

society” persona (i.e. individuals who are, or on the way to becoming, prominent members, or pillars, of 

society). 

Sub-questions narrow the focus of the study: 

I1 What sociocultural factors (e.g. values, beliefs, behaviour etc.) distinguish markets in this context?  

I2 What is the role of language: do those who align with certain linguistic markets use certain variants to 

index these relations? 

 

The purpose of the observation and ethnographic information garnered in interviews is to identify, and define 

(from an actor-centred point of view), the salient attributes that possibly define the social space and linguistic 

markets. 

 

One goal of the free recordings is to discover how alignment to linguistic markets emerges in interaction (i.e. 

how do social actors negotiate social identities through language).  

 

This leads to the second central research question: Does habitual use of a certain interactional stance(s) 

construct a personae related to the “Pillar of Society” linguistic market? 

Sub-questions include: II1 What particular kind of stances do actors habitually adopt in this context?  

II2 Does the employment of certain linguistic practices achieve certain specific purposes?  

II3 Does the adoption of these stances (a sociopragmatic variable) interact with other linguistically unrelated 

(e.g. sociophonetic) variables? 
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A visual model of the research design 

(based on Creswell 2010 http://www.sagepub.com/creswellstudy/10/): 

Central research question I: How do male members of a Dublin sports club make use of language and 

other social factors to align and disassociate to available linguistic markets? 

The research design aims to outline the social space and linguistic markets by identifying the factors that 

emerge as salient. 

 

Qualitative Strand  Phase 1 Quantitative 

Strand 

Data collection procedures: 

Ethnographic observation, and ethnographic information from 

individual interviews 

 

Data 

collection 

Speech data 

from 

interviews 

   

Data analysis procedures: 

Attribute mining of social space. 

Aim: To identify and describe the salient attributes that define the 

social space and linguistic markets available to actors. These 

attributes are then used as the basis for formulating independent 

variables in quantitative analysis of speech data (see over leaf for 

draft of attributes). 

 

 

 

Data 

analysis and 

results 

 

Analysis of 

phonetic 

variables 

 

How the strands will be integrated in exploratory data analysis:  

An aim of the random forest exploratory data analysis is to identify which 

attributes have a robust effect in defining the social space and linguistic 

markets available to actors. 

 

Product: A list of attributes which should be integrated into the questions 

used in the phase 2 interviews. These group interviews should clarify, 

expand and refine the nature of the attributes garnered in phase 1. 

 

Phase 2 

Phase 2- Speech data from 

interviews, free recordings 

 Data  

Collection 

Ethnographic observation, and ethnographic-

social space information from interviews 

 

How the strands will be integrated in final data analysis:  

An aim of the random forest analysis is outline of identify which effects 

(attributes and linguistic constraints) have a significant effect on variation 

in realization of the phonetic variable. Further detailed analysis for each of 

these effects can then be implemented. 

Interpretation will be provided by addressing the two central research 

questions. 

http://www.sagepub.com/creswellstudy/10/
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Central research question II: Does habitual use of a certain interactional stance(s) construct a personae 

related to the “Pillar of Society” linguistic market? 

Sub-questions include: II1 what particular kind of stances do actors habitually adopt in this context?  

II2 Does the employment of certain linguistic practices achieve certain specific purposes?  

II3 Does the adoption of these stances (a sociopragmatic variable) interact with other linguistically unrelated 

(e.g. sociophonetic) variables? 

 

The second research question needs a more qualitative approach 

Qualitative Strand   Quantitative Strand 

The qualitative element will mostly come in 

the analysis, with some reference to 

ethnographic observation, and 

ethnographic information from individual 

interviews 

 

 

Data 

collection 

Speech data from free 

recordings 

   

Data analysis procedures: 

I select parts of conversations (e.g. 

“slagging” or the act of insulting and 

teasing close acquaintances) where 

specific stances (e.g. Face Threatening Acts 

[FTA]) are being adopted. Conversation 

Analysis (CA) can explore what the 

language is doing in selected aspects of the 

data. This exploration can be followed by 

Interactional Sociolinguistics (IS) to 

incorporate the social meanings related to 

these language acts. 

 

 

 

Data 

analysis and 

results 

 

 

Product: A list of stances 

that are habitually adopted 

by actors, and what 

purposes they achieve (Sub-

question II1 & II2).  

Analysis and interpretation: 

How these stances can be 

related to the linguistic 

market (Central Res Q II). 

   

Outline of distinctive ways of doing humour 

in this context, with specific reference to 

issues such as topic, delivery, direction, 

orientation (e.g. derogatory), and 

organisation (Richards 2006: 95-6) 

Further data 

analysis and 

results 

 

 

Data analysis procedures: 

Comparison of “slagging” 

and other speech events 

(for example), and 

production of phonetic 

variables (using effects 

such as speaker, phonetic 

environment, humour topic 

etc.). (Sub-question II3) 
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The attribute mining research design aims to outline the social space and linguistic markets by identifying 

the factors that emerge as salient in data. I then use attribute mining to explore the ethnographic information, 

and render the social space in a quantifiable way. These attributes are used in the qualitative/quantitative 

analysis alongside linguistic variables. 

Discrete ordinal scales, as they are better predictors of alignment than binary scales (Hall-Lew 2009), are 

used. In principal, the beginning scale will be that those related to the linguistic market are likely to be 

aligned to (e.g. for the background attribute of “Involvement of parents in community” the scale which 

scores 1 is “Both parents take part in community projects”). 

The combined score for all attribute scales in each category make up the composite category score. The 

combination of each composite category score makes up an aggregate composite index, which measure 

actors’ orientation to the social space as a whole. These three possible groupings of effects (attributes, 

composite category scores, and an aggregated composite index) are used as independent variables that 

may affect the production of a linguistic variable. 

 

Attributes: 

Background 

1 Occupation of [2] parents [Central Statistics Office into the following seven social class groups, which 

are defined on the basis of occupation: [(1) Professional– (2) Managerial and Technical – (3) Non-manual 

- (4) Skilled manual - (5) Semi-skilled – (6) Unskilled (7) Others] 

2 Birth heritage of [2] parents [(1) Both parents first generation rural – (2) One side second generation 

Dublin, Other side first generation rural - (3) Both side second generation Dublin- (4) One side first 

generation Dublin, other side second generation Dublin (5) All from Dublin] 

3 Involvement of [2] parents in community [(1) Both parents take part in community projects - (2) One 

parent takes part in community projects- (3) A sibling takes part in community projects – (4) Neither 

parents take part in community projects] 

4 Education level of [2] parents [(1) Postgraduate education - (2) third level education - (3) technical or 

vocational education - (4) upper secondary education - (5) lower secondary education - (6) no formal or 

primary education] 

5 Where they lived in formative years [(1) Area 2 – (2) Area 1 – (3) Area 3- (4) Elsewhere] 

6 Secondary school attended [(1) A public secondary school in Area 1 or 2 - (2) CBS or Gaelscoileanna 

located in Dublin 3 or Dublin 1 – (3) A private, fee-paying secondary school - (4) elsewhere ] 

The composite scale for background attributes range from 10 to 52 

Table 1. Background attributes and ordinal scales 

 

 

Lifestyle choices 

1 Occupation  [(1) Professional– (2) Managerial and Technical – (3) Non-manual - (4) Skilled manual - 

(5) Semi-skilled – (6) Unskilled] 

2 Lifestyle [(1) Does not drink alcohol or association with criminality (e.g. experience with recreational 

drugs such as cannabis or ecstasy)- (2) Occasionally drinks, no association with criminality- (3) 

Occasionally drinks, with association with criminality- (4) Drinks heavily, no association with criminality- 

(5) Drinks heavily, association with criminality] 
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3 Involvement in club CofP [All start with score of 5, with 1 point deducted for each positive answer: A. 

Parents and/or other family members involved in the club, B. Involved in a management role in the club 

(e.g. selector, committee member etc.), C. A club-related social network mentioned in friendship diagram, 

D. Recognition of the importance of club involvement, E. Emphasizes social side of club activities (e.g. 

takes time to chat with team members after training sessions)] 

4 Friendship Networks [(1) Stable network from childhood, with many in this network involved in the club 

- (2) Stable network from childhood, with some in this network involved in the club - (3) Stable network 

from childhood, with little or none in this network involved in the club – (4) Several loose knit friendship 

networks, mostly from immediate area - (5) Several loose knit friendships, some from outside immediate 

area - (6) Several loose knit friendships, many from outside immediate area - (7) Several loose knit 

friendships, with signs of other interests (sports etc.)] 

5 Sporting Choices [(1) Attends and plays Gaelic Games only - (2) Plays Gaelic Games- (3) Attends Gaelic 

Games - (4) Attend and plays Gaelic Games, with participation in other sports also- (5) Plays Gaelic Games, 

with some previous participation on other sports also- (6) Attend and/or plays Gaelic Games, with 

extensive previous participation in other sports] 

6 Dress [(1) Sporting type – (2) Regular Joe- (3) Tries to be trendier than regular Joe (4) Metrosexual- 

(5) Hipster- (6) Rocker] 

7 Where they socialise [(1) Socialise in immediate area, with a limited amount of people – (2) Mostly 

socialise in immediate area, with a wide range of people – (3) Often socialise in other areas, with a wide 

range of people - (4) Doesn’t socialise; none of the above] 

8 Partnership [(1) Has a partner, from the area, with strong links to the club and his social networks - (2) 

Has a partner, from the area, with no strong links to the club and his social networks- (3) Has a partner, 

from outside the area, with links to the club and his social networks - (4) Has a partner, from outside the 

area, with no strong links to the club and his social networks - (5) Does not have a partner] 

*The composite scale for lifestyle choices attributes range from 7 to 44. 

Table 2. Lifestyle choices attributes and ordinal scales 

 

Attitudes/orientations to salient attributes in the social space 

1 Attitudes to criminality [(1) Negative – (2) Reasonably negative – (3) neutral – (4) reasonably positive 

– (5) positive] 

2 Attitudes to rural life [(1) Positive – (2) Reasonably positive – (3) neutral – (4) reasonably negative – 

(5) Negative] 

3 Attitudes to suburban life [(1) Positive – (2) Reasonably positive – (3) neutral – (4) reasonably negative 

– (5) Negative] 

4 Attitudes to the club [(1) Positive – (2) Reasonably positive – (3) neutral – (4) reasonably negative – 

(5) Negative] 

5 Attitudes to individuals not typically associated with the “pillar of society” market (e.g. those in 

alternative markets) [(1) Negative – (2) Reasonably negative – (3) neutral – (4) reasonably positive – 

(5) positive] 

*The composite scale for attitude attributes range from 5 to 25. 

Table 3. Attitudes/orientations to salient attributes in the social space attributes and ordinal scales 

The aggregate composite scale for all attributes ranges from 22 to 121, and will measure actors’ 

orientation to the social space as a whole. 


