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Abstract 

Purpose: As a persistent pattern of 

selection, interpretation, emphasis and 

presentation, news frames is very 

fundamental in influencing individual 

emotions. News is the construct and 

presentation of the news media. The study 

examines how audience emotions are 

influenced by news frames.  

Materials and Methods: The study is 

anchored on the theory of media framing, 

which deals with how the media package 

and present information to the audience or 

how audiences feel about an issue. Using 

analytical review of literature, the paper is 

exploratory and explanatory in nature as it 

adopts the gathering of relevant literature 

data with the sole aim of interpreting these 

data in order to achieve the desired aim of 

the study.  

Findings: Arising from the analyses of data, 

the study submits that news frame as the 

construct and presentation of the news 

media is capable of influencing audience’s 

emotions. Individual’s perception and 

reaction to news is a product of the 

journalistic news frame. This is because 

news frames involve selecting and 

emphasizing words, expressions, and images 

and these are capable of influencing 

audience’s cognitive, attitude and emotional 

effects.  

Implications to Theory, Practice and 

Policy: However, audience emotions to 

news largely depend on the state of the 

audience’s selection, interpretation and 

perception processes of the news. 

Keywords: Audience, Emotion, Influence, 

News Frames  
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1.0 INTRODUCTION 

Studies on news framing are complex because of the different dimensions involved in the 

concept.  Framing has been considered as one of the most popular areas of news research 

(Valenzuela, Piña, & Ramírez, 2017), as such, many of the studies on news framing have been 

on framing effects (eg. Nabi, 2003; Lecheler & de Vreese, 2013; Schuck, & Feinholdt, 2015; 

Lecheler & De Vreese, 2019). Earlier studies were on framing theory (Gregory Bateson in 1972, 

Goffman in 1974, cited in Dorfman & Krasnow, 2013; Entman, 1993; Pan, & Kosicki, 1993; de 

Vreese, 2005). Studies have also concentrated on determining the cognitive and attitudinal 

effects of news frames (de Vreese, 2011; Igartua; Moral-Toranzo; & Fernández; 2011). For 

example, de Vreese et al. (2011) point out that ‘‘framing can help us to understand how citizens 

make sense of political, social, and economic issues’’ (p. 180). Gross and Brewer (2007) had a 

study on how news frames can influence what citizens feel about politics. The study showed how 

news frames make the electorates to decide their choice and make opinion about political 

candidate for election. In another way, news frame explained how audience make sense from 

news story.  

Studies on news framing were hinged on multiple areas of emotional effects (eg. Nabi, 2002; 

Pantti, 2010; Kim & Cameron, 2011; Wahl-Jorgensen, 2016; Beckett, & Deuze, 2016; Lecheler, 

2020 etc.).  For instance, Lecheler and De Vreese (2019) did a study on news frame effects. 

Their study showed that news framing effect depends on how a frame corresponds to knowledge 

constructs that are both available and accessible in a person’s mind. To them, a news frame can 

affect an individual by stressing certain aspects of reality and pushing others into the 

background: This is due to the selective function of news frame.  Conceptually, the authors 

defined news frames as a central organizing idea or story line that provides meaning to an 

unfolding strip of events, weaving a connection among them. 

Studies also exist to show the processes of news framing effect or influence (Slothuus, 2008; 

Nabi & Oliver, 2009; de Vreese & Lecheler, 2012). For example, De Vreese and Lecheler (2012) 

research focused on three different processes that can mediate framing effects. These are: 

accessibility change; belief importance change; and belief content change. The focal points in 

these three factors are beliefs and changes. Basically, belief is a prime factor of change. Belief 

brings about changes. People work on news depending on how it is framed.  News therefore 

brings about change. Otieno; Spade; and Renki (2013) were of the opinion that framing draws 

attention to relevant aspects of information while detracting it away from other equally relevant 

aspects.  

Also, the roles of news knowledge by the individual audience, frame strength and source 

credibility have been researched as moderating factors on framing effects (e.g., Druckman, 

2001a; Lecheler, de Vreese, & Slothuus, 2009). These factors and other salient issues are 

believed to be moderating factors on framing. However, how news audience is influenced by 

news frame remains inadequately researched among communication scholars in Nigeria. There 

are perhaps inadequate studies on news frame in Nigeria. Perhaps, communication scholars in 

Nigeria have not adequately looked into this all-important subject of how news influences 

audience emotions. 
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2.0 MATERIALS AND METHODS 

The mass media are playing persuasive roles in influencing audience perceptions and emotions 

through the presentation of news or news framing. As a result of the interactive, interconnected 

and participatory nature of the media (Beckett, 2008; 2010), people’s everyday lives are 

correspondingly lived in with the media (Beckett, & Deuze, 2016), whereby audience emotions 

on news reports are likely associated with media framing. Though studies on news framing is 

still on going, however, how news audience is influenced by news frame still remains 

understudied. The study therefore among other things will contribute to the existing concepts, 

theories on media framing.  

Objective  

The broader aims of the study are to discuss variables that determine news framing; processes 

and factors that influence news frames; types of news framing and others.  Specifically, the aim 

of the study among others is to analyse how news audience are influenced by news frame. Using 

analytical review of literature, the paper looks how news audience are influenced by news frame 

presented by the news media. This paper is exploratory and explanatory in nature as it adopts the 

gathering of relevant literature data with the sole aim of interpreting these data in order to 

achieve the desired aim of the study.  

Basic Concepts Reviewed  

Frame and News Framing 

There are streams of studies on the definition of frames. For instance, Gamson and Modigliani 

(1989) defined a frame as “a central organizing idea or story line that provides meaning to an 

unfolding strip of events” (p. 143). Frame has been seen as what an issue is about, that is, how 

one should make sense of it (Schuck & Feinholdt, 2015). As far as back in 1974, Erving 

Goffman sees frames as are useful devices for human beings to make sense of the world in all 

kinds of everyday situations. For him, frames are culturally bound and serve to reduce the 

complexity of our everyday world. Framing has been defined as “a process through which a 

communication source defines and constructs a public issue or controversy and can have 

significant consequences for how people view and understand an issue" (Schmitz; Filippone; & 

Edelman, 2003, p. 386). 

In its most basic sense, a frame is a construct. News is the construct of the media. As Lecheler, 

Schuck, and de Vreese (2013) noted, framing implies that news content is constructed through 

particular features that provide clues about the interpretation of the text and the news event itself, 

suggesting certain attributes, judgments, and decisions. This suggests that news is the 

presentation of the news media. News is as the media present it. This is done through the use of 

selection, salience or emphasis, exclusion and/or elaboration (see, e.g., Chong & Druckman, 

2007). Selection and emphasis on a particular story also explained news frame. Importantly, a 

news frame represents a consistent construction of an issue, suggesting certain associations, 

attributes, judgments, or decisions. Simply put, it is more than just an isolated argument on a 

particular issue. News framing in another sense refers to the observation that media can portray 

or present one and the same topic or issue in very different ways, emphasizing certain aspects 

and/or evaluations or only parts of an issue at the expense of possible (Lecheler & De Vreese, 

2019).  
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Criteria for Framing: Variables that Determine News Framing  

To recognize and identify that framing exist in news, studies have suggested certain criteria or 

devices. Cappella and Jamieson (1997) suggested four criteria that a frame must meet. First, a 

news frame must have identifiable conceptual and linguistic characteristics. Second, it should be 

commonly observed in journalistic practice. Third, it must be possible to reliably distinguish the 

frame from other frames. Fourth, a frame must have representational news framing effects theory 

validity (i.e., be recognized by others). For Entman (1993: 52), frames in the news can be 

examined and identified by “the presence or absence of certain keywords, stock phrases, 

stereotyped images, sources of information and sentences that provide thematically reinforcing 

clusters of facts or judgments”. Gamson and Modigliani (1987) identify these criteria as 

“framing devices” that condense information and offer a “media package” of an issue. They 

identify the use of (1) metaphors, (2) exemplars, (3) catch- phrases, (4) depictions, and (5) visual 

images as framing devices. Lecheler and de Vreese (2013) identified repetitive exposure to the 

same frame or to competing frames and/or repeated exposure with different time delays (when 

news is repeated in several minutes or hours to weeks) to track the strength and persistence of 

framing effects over time and in a more realistic setting.  

It can be taken that a frame is identified in a news by the framing or casting of the headline; the 

use of diction in the body of the story; the duration  of the coverage; the frequency of the news 

coverage on that particular story (this means developing story); and the manner the news was 

presented by the reporter (the manner of presentation includes extent of interest given to the 

news, repetition of the same story along with videos, and the numbers of reporters and 

correspondents used on the same story from the media house, and various experts invited to talk 

about the story.  

Given these factors mentioned above, and the definition that that media frames is the persistent 

patterns of cognition, interpretation, and presentation, of selection, emphasis, and exclusion, by 

which symbol handlers routinely organize discourse, whether verbal or visual (Gitlin, 1980), 

individual becomes influenced and react to the manner news is framed. To Vliegenthart and 

Roggeband (2007), for a news material to be classified as framing, it must (1) dominate the news 

for a more extended period or permanently change the political power base in society. (2) be 

incongruent with how the issue has been framed before the event or result in political actors 

propagating other frames gaining dominance in society. However, circumstances can change the 

way the media can frame a group, nations, or individuals (Makata, 2021). These lines of studies 

explained that framing is a selective construct with effect. 

In line with the above items or criteria for identifying news framing, Pan and Kosicki (1993) 

identified four structural dimensions of news frames. These are: (a) syntactical, (b) script, (c) 

thematic, and (d) rhetorical structures. Syntactical structures are the “headline, lead, episodes, 

background, and closure,” which means sequential and stable arrangement of words or phrases 

into sentences. Script structure provides a description of events and activities in a consistent and 

stable way. Thematic structures in a story consist of a main theme, subthemes, and supporting 

elements. Rhetorical structure is related to journalists’ writing style, involving five framing 

devices such as metaphors, exemplars, catchphrases, depictions, and visual images. These 

structures are parts of journalist induce emotions or news framing.  
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The way information is presented via news elements can influence the way people perceive the 

issue (Kim, & Cameron, 2011). By this, the media not only set agenda for public discussion but 

news becomes ‘framing’. The agenda setting and media framing postulations are applicable to 

this study. De Vreese (2005) identifies two types of frames (not types of effect) in media content: 

generic frames and issue-specific frames. Issue-specific frames are bound to a particular issue or 

issues based that have great human interest of national concerns, such as conflicts, political 

issues, financial or economic consequences, health issues and others that greatly affect human 

interest. Generic frames are variety of issues that are commonly applied to a wide range of topics 

reported in the media Some frames, such as, attribution of responsibility, morality. 

All these criteria or variables of identifying news frames imply that news frame is the selective 

construct of the news media, and for the purpose of attention-getting or ‘stay on the news’ as 

CNN calls it. Framing therefore has to do with effect. 

News Framing Effects  

Framing effects refer to the process in which how people see specific issues, make 

interpretations and, how it affects them. Different scholars have researched and classified news 

framing effects from different types. News framing is an extension of news effect studies in the 

mass media. Scholars have identified types of or processes of news framing effects 

By thinking about an issue in the news and discussing it, news framing effect occurs as Issue 

interpretations. When news issues are identified and discussed by way of pondering about it, 

analyzing and interpreting it, becomes effect. The news induces audience into discussion. Price 

et al. (1997) suggested that by activating some ideas and values, news can encourage particular 

trains of thought.  Another news framing effect is cognitive effects.  Cognitive effect of news 

frames is the ability to affect learning. News affects cognitive development. A news issue that is 

identified, discussed, interpreted and recalled is learned news.  

This is why Lecheler and De Vreese, (2019) claimed that learning from the news is a core 

interest in media-effects research. Cognitive development in news frame occur when a strategy 

news or issues is consistency repeated as developing story. What the news media present to us as 

news become knowledge to us.  The media environment is so monopolized by television for 

example, that its issues or news are continually learned and relearned. This view stresses the 

cultivation theory by Gerber and Gross in 1976 to the relations of emotions. Gerber and Gross 

(1976) believe that television for example, is responsible for a major ‘cultivating’ and 

‘acculturating’ process according to which people are exposed systematically to a selective view 

of society on almost every aspect of life, a view which tends to shape their beliefs and value 

accordingly. 

Another process of news effects is attitudinal effect. When news frame (based on the extent of 

framing) is interpreted by the news audience whereby giving it a meaning or interpretation, and 

recall, it leads to attitudinal change or changes in opinions and attitudes. Attitude is guided by 

thoughts and depositions that are recalled. Emotional or affective effect is one of the core aspects 

of news framing effect. Studies are more concerned about news frames on audience emotions. 

Emotion is a fundamental psychological aspect of humans, which cannot be ruled out from 

journalism neither from the journalist or the receiving end—the audience. Kim and Cameron 

(2011) revealed that emotional news frames (anger-inducing or sadness-inducing) affect people’s 

emotional response. To them, emotional news frame affect how individuals perceived news and 
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react to the news report. For example, news frame on the heat of the COVID 19 pandemic which 

could be regarded as panic reporting by the news media (Akpoghiran, 2022) plunged the public 

into anxiety and panic (Dong & Zheng, 2020).   

News frames on electoral participation could lead to higher electoral turnout or low turnout. 

News frames for example on politicians’ behaviour could determine audience perception and 

thus, behaviour of politicians. All these types of news frames point to human-interest frame, 

which emotionalizes and dramatizes information and often accentuates individual affectedness 

(Otieno; Spade; & Renki, 2013). That is, the human- interest news value often translates into a 

story about an event that is centered on a specific individual. 

The Equivalence framing as a type of news frames effect was postulated by Scheufele and 

Iyengar (2012). The equivalence framing directs attention to different aspects in a factually 

identical description. It presents factually equivalent information from different perspectives. 

Also, there is the Emphasis framing by Entman (1993) andTankard (2001), which suggests a 

certain perspective by emphasizing specific, equally true, yet different subsets of aspects of a 

topic without the assumption that the information presented is necessarily factually equivalent. 

Emphasis frames present information that suggests a certain perspective, yet is not necessarily 

factually equivalent between different frames. Emphasis framing is common in public media and 

is therefore often found in research on media effects and specifically news frames (Otieno; 

Spade; & Renki, 2013). 

News Framing Process 

It is important to stress that news framing is a process, and there are certain factors that influence 

the process of a frame. These factors determine how individual perceived and react to news. 

Lecheler and De Vreese (2019) identify the dynamic processes of news framing to involve frame 

building (how frames emerge); the presence and development of frames in the media;  and frame 

setting (the interplay between frames and citizens). Entman (1993) noted that frames have 

several locations: 1. the communicator, 2. the text, 3. the receiver, and the 4. surrounding culture. 

These locations emphasize framing as a process that consists of distinct stages namely: 1. frame 

building, 2. frame setting, and 3. individual- and societal- level 4. consequences of framing 

(D’Angelo, 2002; de Vreese, 2005; Hänggli, 2012). 

On framing building and framing setting, from the views of Lecheler and De Vreese (2019), 

frame building refers to the process of competition, selection, and modification of frames from 

elites or strategic communicators by the media. This process is influenced by forces that are 

internal to the newsroom and news organizations, as well as by external forces such as political 

elites, social movements, and interest groups. The influence of these external forces is apparent, 

for example, when journalists use parts of political speeches to illustrate an issue. The influence 

of internal forces is visible in the structure and emphasis of a news story.  

On framing setting, the authors refer it to mean the interaction between news frames and 

individuals’ prior knowledge and predispositions. Frames in the news may affect learning, 

interpretation, evaluation of issues and events, and so on. This part of the framing process has 

been investigated most elaborately, often with the goal of exploring the extent to which, and 

under what circumstances, audiences reflect and mirror frames that are made available to them in 

the news, among others. On the societal level, frames may contribute to shaping social- level 

processes, such as political socialization, decision- making, and collective actions. 
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Invariably, the processes of framing are guided and influenced by both internal and external 

forces. De Vreese (2005) distinguishes between factors that are internal to the news production 

process and those that are external, with both affecting the frame building process. Internal 

factors are editorial policies, the reporter and the editor perceptions of news frame, and news 

values, which shape the day- to- day work of journalists. For example, the news value of 

focusing on domestic consequences can translate into a journalist framing a story about an 

international event in terms of domestic economic ramifications. External factors are influences 

from stakeholders like elites, interest groups, and social movements. Elite influence becomes 

apparent when journalists use parts of political speeches or sound bites to illustrate an issue. 

The points held by De Vreese (2005) on internal and external forces imply journalistic news 

frame. Journalistic news frames play a transformative role. Journalistic news frames take a 

starting point in journalists’ discretion and autonomy; Journalistic news frames help journalists 

and news media organizations shape their selected topics in their own particular manner and 

style; and journalistic news frames are used in the adaptation and modification of frames from 

elites. For example, in a policy discussion on a welfare issue where two political actors offer a 

different framing of the topic, a journalist or news organization may transform this event into a 

story that focuses on a human example of the implementation of a new policy. In other words, 

news framing is selective processes, and news is selective based on reporter and editor 

perception. The journalistic news frame stresses some aspects of the case and pushes others to 

the background, and the frame highlights the active role of journalists in constructing news 

stories, a process which is at the core of mediatization.  

Journalists’ frames are much like citizen or audience frames; they are the mental representations 

of issues within the minds of actors, whether citizens or journalists. Journalistic news frames, 

however, are manifest frames present in the news that stem from journalistic conventions in 

creating news stories. Brüggemann (2014) defines journalists’ frames as ‘cognitive patterns of 

individual journalists’, while Scheufele (2004) sees it as ‘consistent patterns of expectations’ and 

a ‘consistent bundle of schemata’.  To Nelson and Willey (2001), a journalist frame is an issue-

specific position based on values or belief systems. At the end of the day, journalists’ frames 

(which are within the mind) are thus part of the internal factors of news framing effects that 

affect the frame-building process and in some cases can lead to actual journalistic news frames in 

the coverage (Lecheler & De Vreese, 2019). 

Further to the above, journalistic news frames effects have been identified by other studies 

(Neuman, Just, & Crigler, 1992; De Vreese, 2012). These effects are conflict frame, attribution 

of responsibility frame, morality frame, economic consequences frame, and human-interest 

frame. For instance, responsibility frames emphasize the responsibility of an individual or a 

group for a certain event or outcome, while the morality frame presents an issue in the context of 

religious or ethical perspectives. The economic consequences frame focuses on economic 

consequences for individuals or groups. The human-interest frames use specific features, such as 

dramatizing or emotionalizing vocabulary to catch the audience´s attention and often lend the 

story an individual, personalized touch (Semetko & Valkenburg, 2000). These different 

journalistic news frames are known to exert differential emotional responses (Gross, 2008). 

The points held by some scholars on the factors that influence individual’s perception and 

reaction to news frames was described as ‘audience-emotion effect’, which explains that news 

frames affect audience emotions (Kim, & Cameron, 2011; Zhang, 2015; Lecheler, 2020). It 
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explains that individual’s perception and reaction to news is a product of the journalist. For 

instance, audience emotion to insecurity issues is induced by the following factors: by the 

framing of the headline; when insecurity reports was presented as the first main news items or 

boldly framed in the front page of a newspaper; the body of the news; the duration of the 

coverage; the frequency of the news coverage on that particular story (this means developing 

story); and the manner the news was presented by the reporter (the manner of presentation 

includes extent of interest given to the news, repetition of the same story along with videos, and 

the numbers of reporters and correspondents used on the same story from the media house, and 

various experts invited to talk about the story. Given these factors mentioned above, and the 

definition that that media frames is the persistent patterns of cognition, interpretation, and 

presentation, of selection, emphasis, and exclusion, by which symbol handlers routinely organize 

discourse, whether verbal or visual (Gitlin, 1980), the manner news was presented by the 

reporter may have element of journalist’s emotions on it. The journalistic frames select and 

interpret the events. 

News Frames and Audience Emotions 

Emotion here is taken as reaction as anger, shock, fear, worries, and the positive side, joy, peace, 

calmness, and indifferent to news. Audience perceptions and reaction to news is a process of 

media framing. Media framing looks at all the angles of the news presented, time of the news, 

the degree of discussion given to the news, salient areas invoked, and the prominence given to 

the news. That news frame makes the media to dictate to the public how to think about certain 

matters (e.g., de Vreese, Boomgaarden, & Semetko, 2011; Scheufele & Tewksbury, 2007), the 

concept of the news frame is particularly relevant to audience cognitive, attitude and emotional 

effects in the processing of news (Igartua; Moral-Toranzo; & Fernández; 2011). For example, De 

Vreese et al. (2011) noted that framing can help to understand how citizens make sense of 

political, social, and economic issues.  

As Igartua; Moral-Toranzo; and Fernández (2011) pointed out, frames exert an influence upon 

what people think for example, about political and other social issues. To Gross and D’Ambrosio 

(2004), frames may influence not only opinion but also the emotional responses that people 

report. That news frames present to us something to think or ponder about, it therefore influences 

our cognitive and emotions. That news frames involves two operations: selecting and 

emphasizing words, expressions, and images to lend a point of view, focus, or angle to a piece of 

information (Scheufele, 1999, 2000), it is capable of influencing audience’s cognitive, attitude 

and emotional effects. Based on the current psychological dispositions to the information 

processes of selecting and interpreting of news, individual’s perception of and react to news is 

formed. 

Since framing is concerned with the presentation of information, and that the media play a key 

role in forming opinions by influencing people´s understanding and perception of a topic 

(Otieno; Spade; & Renki, 2013), emotions become dependable on news presentation or framing. 

This corresponds with the study by López and Sabucedo (2007) that framing effects found 

influences of news frames on opinion formation. However, several authors have showed that 

news frames emotions are moderated by factors such as the recipients' issue involvement, 

perceived importance (Petty, Cacioppo, Schumann, 1983; Lecheler, de Vreese, Slothuus, 2009); 

and prior knowledge (Van Gorp, Vettehen, Beentjes, 2009; Igartua, Moral-Toranzo, Fernández, 

2011).  
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Different news frames can promote different emotions. For instance, in a study, Nabi (2002) 

found that different versions of news stories on domestic terrorism elicited expected emotions of 

anger, and fear. Recurrent terrorists attacked in some parts of Nigeria, is capable of arousing fear 

and panic among news audience. Nabi (2003) refers to this notion as “the emotion-as-frame 

perspective” (p. 230), meaning that “discrete, context-relevant emotions selectively affect 

information processing, recall, and judgment” (p. 228). Nabi also noted that “repeated pairing of 

certain emotions with particular ideas or events shapes the way in which one interprets and 

responds to those events” (p. 227). This implies that consistent emphasis on a particular news 

story and framing shapes audience’s emotions.  

 News frame is news emphasis. For instance, on the 28th March, 2022, an Abuja-Kaduna train 

was attacked in Ktari, Kaduna, Nigeria by gun men using explosive device, killing some persons 

while a large number of the passengers were kidnapped by the gun men. The news coverage for 

weeks emphasizes on poor security systems in the country, and the fate of the kidnapped victims. 

At the instance of the event, anger dominated people’s first response and fear to use the train to 

travel in that route. Crisis news shapes the way people think and perceive the world around them, 

and how they see the media. 

News frame leads to audience selection, interpretation and acceptability of the news. Audience 

emotions on news presentation stemmed from news frames, a process from the reporter and 

editor selection, perception and interpretation of the news story.  

Theoretical Support   

The study is anchored on Media Framing Theory. The concept of framing was posited by 

Gregory Bateson in 1972 (Arowolo, 2017) and later by Goffman in 1974, as ‘Frame Analysis’ 

(Dorfman, & Krasnow, 2014).  According to Arowolo (2017), framing describes the practice of 

thinking about news items and story content within familiar context.  Because the notion of 

framing has been increasingly central to media analysis (Shih, Wijaya, & Brossard, 2008), it 

deals with how the media package and present information to the audience or how audiences feel 

about an issue (Gamson & Modigliani, 1989). The basis of framing theory is that the media 

focuses attention on certain events and then places them within a field of meaning. According to 

Dorfman and Krasnow (2014), framing is the process of reconciling new information with one’s 

existing understanding. Journalists in media framing decide which facts, values and perspectives 

will be given prominence. This means that reporters certainly apply their own perspectives and 

interpretative frames when packaging news. Media framing is journalist narratives. 

Frames can be designed to enhance understanding or are used as cognitive shortcuts to link 

stories to the bigger picture. The fundamental assumptions of media framing theory hold that 

media framing draws audience attention to certain attributes of the objects or issues of the news 

coverage, and it also helps individuals interpret data so that their experiences can be understood 

in a wider social context. 

Audience emotions are affected by their perceptions. Perception is the idea or image we create 

about something and the meaning we make from it.  To Perreault and McCarthy (2005), 

perception is how we gather and interpret information from the world around us. Hawkins, Best 

and Coney (2004) describe perception as exposure, attention and interpretation. Since we 

constantly gather and interpret information from our environment, it is accurate to say therefore 

that perception is a process and not an action (Amodu, 2006). Scott and Brydon (1997) highlight 
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factors that can influence perception in a communication process. These are: background: The 

way an individual interprets a message depends on his background, and past experiences as well 

as circumstances that surround his life, and his mood as at the time of receiving the news. 

Another is intensity: This refers to how prominent the message is. Important news attracts 

attention. Also is extensity: This involves the attention drawing effect of the message.  

The extensity of the news could have great or small effect on the audience. There is 

concreteness: This refers to a message that is not ambiguous. It must be clear for the audience to 

understanding. Interpretation (perception) is made from a clear and simple story. Contrast and 

Velocity: This refers to the degree to which the communication messages and people appear 

striking, moody, and novel. lmpressivity: This refers to the combination of all the above 

mentioned factors. These factors help the audience to make meaning out of the news received. 

Though news frame is the perceptions of the reporter and the editor as gate keepers, but the 

individual’s reaction or emotion is a matter of his/her perceptions. Taking that perception is a 

process of acquiring and processing of information through the sensory (Démuth, 2013), 

therefore, perception seems to be the centre of news frames to audience emotions. Framing is an 

expansion of the agenda-setting postulation by focusing on the essence of the issues at hand 

rather than on a particular topic.  

In fact, media farming is an extension of agenda-setting theory. While agenda-setting deals with 

what the reporter and editor as gate-keepers tell us, media framing looks at all the angles of the 

news presented, time of the news, the degree of discussion given to the news, salient areas 

invoked, and the prominence given to the news. Media framing also stresses on the attribution 

theory in the sense that it explains the causes of behaviour and events.  It examines what 

information is gathered and how it is combined to form a causal judgment (Fiske & Taylor, 

1991). Television for example, has the ability to shape and rethink people’s beliefs, opinions and 

emotions of various issues in life. The media cultivate us to think and act on life issues. This 

point to the cultivation theory by Gerbner and Gross in 1976. 

Cultivation is a sociocultural theory regarding the role of television in shaping 

viewers’perceptions, beliefs, attitudes, and values (Gerbner & Gross, 1976). In its original 

conceptualization, it was part of a more general cultural indicators project that addressed the 

broader question of the role of media in shaping a culture, primarily through the media’s 

storytelling function (Shrum, 2017). The theory focused on how exposure to media messages 

influence recipients’ conceptions of the real world. A heavy exposure to the media, especially the 

television medium, is capable of influencing or shaping viewers’ perceptions, beliefs, attitudes, 

and values, which makes the audience see the world ‘the way the media tell it’. The way the 

media create or tell us about the world is the presentation of the media of media framing. As a 

result of heavy exposure to the media, our perceptions, beliefs, attitudes, and values of the world 

are therefore created by media framing.  

Shih, Wijaya, & Brossard (2008) have looked at the implications of media framing on 

newspapers (New York Times) coverage of epidemics on audience. They found that media 

framing of epidemic news changes attitude towards health behaviour. Media framings on the 

outbreak of the COVID 19 were outlined on numbers of death; number of affected persons; 

preventive measures; causes; the degree to which the virus spread, and the consistent media 

reportage.  All these created the emotions public panic and uncertainties. The COVID 19 media 
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framing g could be described as ‘panic reporting’.This implies that media framing as Gamson 

and Modigliani (1989) noted, is media package and presentation of information to the audience 

or how audiences feel about an issue.   

In the light of this study, media framing as a key component of audience emotions deals with the 

process by which people extract meaning from media contents. That is, the way information is 

presented via news elements can influence the way people perceive the issue (Kim & Cameron, 

2011). Audience emotion is a function of news or media priority, and frequency of the news 

reportage and extent of the coverage. This is why Gitlin (1980) defines media frames as 

“persistent patterns of cognition, interpretation, and presentation, of selection, emphasis, and 

exclusion, by which symbol handlers routinely organize discourse, whether verbal or visual” (p. 

7). The key words here are persistent, selection, interpretation, presentation, and emphasis on 

news; which basically determine the state of audience emotions. As it were, news frames on the 

COVID 19 pandemics or Russia invasion of Ukraine, for instance, when continuously reported 

on television with horrifying images as developing story, may cause physical functional 

disorders, depression and hypertension (Batelaan; Seldenrijk; Bot, Balkom; & Penninx 2016; 

Liu; Li NA, Li WA; Khan, 2017).  

How Audience Are Influenced by News Frame  

Table 1: Structural Processes of News Frames  

News Frame 

Structures 

                                        Structural Processes  

Syntactical Syntactical structures are the “headline, lead, episodes, background, and closure 

(Pan & Kosicki, 1993). By the framing of the headline, for example, when 

insecurity or public health risk reports like the COVID 19 are consistently 

presented as the first main news items on TV or boldly framed in the front page 

of a newspaper. The systematic and grammatical orderly arrangement of the 

story may raise emotion or reaction to the story.   

Script Script structure provides a description of events and activities in a consistent 

and stable way (Pan & Kosicki, 1993) that is capable of determining audience 

views. This also includes the body of the news and the duration of the coverage. 

Thematic Thematic structures in a story consist of a main theme, subthemes, and 

supporting elements (Pan & Kosicki, 1993). A video story is a convincing 

supporting element.  

Rhetorical Rhetorical structure is related to journalists’ writing style, involving five 

framing devices such as metaphors, exemplars, catchphrases, depictions, and 

visual images (Pan & Kosicki, 1993). Grammatical structures or dictions can in 

newspaper story and on television determine or affect audience emotions. The 

thematic structure also relate to the frequency of the news coverage on a 

particular story (this means developing story); extent of interest given to the 

news, repetition of the same story along with videos, and the numbers of 

reporters and correspondents used on the same story from the media house, and 

various experts invited to talk about the story. 

 

Source: Akpoghiran, I. Patrick (2022) 
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Table 2: Another Framing Process: A Simple Process of How News Frames Influenced 

Audience Emotions   

Reporter/Editor                              News Presentation                          Audience Emotions 

Building and Setting of Frame 

Stage: Reporter and editor build 

and set frame by gatekeeping 

selection process through writing 

style, grammatical structures or 

dictions, filing news story and 

framing the headline. The 

agenda setting postulation takes 

effect here. The editorial policies 

and the reporter and editor 

perceptions also take effect here. 

The Presentation Stage: 
News presentation with 

videos and other supporting 

elements for TV for example 

are very persuasive and 

convincing. Also, the 

frequency of the story as the 

story developed, and the 

duration of the coverage, 

expert opinions on the issue, 

and other elements is a 

second  process of how 

audience are influenced by 

news frames. 

Emotional Stage: Audience 

reacts and interprets news as 

presented. Here, audience 

views or opinions form their 

emotions on the issue. 

Audience interpretation and 

evaluation of the news stem 

from the two processes. 

Audience’s influenced on 

news frames is determined 

by the two processes.  When 

news issues are identified 

and discussed by way of 

pondering about it, analyzing 

and interpreting it, becomes 

effect. 

Source: Akpoghiran, I. Patrick (2022) 

Submission  

Having discussed the concepts of news frames and how news audience emotions are influenced 

by news frames, the following points are submitted, that: 

i. News frame is the presentation of the news media aimed at keeping the audience ‘stay 

tuned’. 

ii. News frame is a process, and all the elements involved in the processes are capable of 

influencing audience’s emotions. 

iii. News frame is the strong and continuous emphasized on news by which audience 

emotions are influenced.   

iv. Audience degree of influence to news frame largely depends on the state of the 

audience’s selection, perception and interpretation processes of the news.  

3.0 CONCLUSION AND RECOMMENDATIONS 

News frame is the construct and presentation of the news media. It is news emphasis. News 

frame is a process with various news elements capable of influencing audience emotions. 

Individual’s perception and reaction to news is a product of the journalistic news frame. This is 

because news frames involve selecting and emphasizing words, expressions, and images (for 

television), and these are capable of influencing audience’s cognitive, attitude and emotional 

effects. Based on the psychological dispositions to the information processes of selecting and 

interpreting of news, individual’s perception of and react to news is formed. Individual audience 

is influenced by what the news media present as news. However, audience emotions to news are 

limited by the state of mood and degree of selection, interpretations and perceptions. 
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