14 November 2012

Lecture 7: Mediating Crime

Framing
· It’s not just the texts alone that creates meaning but interacts with a complex matrix of other elements, including pre-existing audience frames
· Locations that contribute to the creation of frames:
· The communicator
· The text
· The receiver
· The culture
· Four ways that frames operate:
· Define problems
· Diagnose causes
· Make moral judgements
· Suggest remedies
· Entman 1993
· Previous frames (at all levels) influence future frames
· “Fight for the frame”
· When new issues arise, important to be the frame definer
· Need to challenge and re-frame existing narratives in public discourse
· Ensure your narrative tells the complete story
· Frames organize cognitively and culturally
· Cognitively – ways individuals organize information being processed
· Culturally – creates understanding (values) which speak to a broader social reality
· Individual frames are a moment in a chain of signification that is in constant development
· Framing offers a way to “ describe the power of a communicating text and transfer information from one location to that consciousness”
· The way that these issues are depicted in the media are not the same as the way they were depicted in the 20th century but the question is to what degree did the underlying values and beliefs change
· Framing helps you take a message, break it down, and try to understand where it is coming from, what the intent, and what the effect is
· What does this tell us?
· Framing: define, diagnose, make judgements, offer solutions
· Frames evolve from many different sites
· Frames have a powerful connection to how people understand issues
· Difficult to change existing frames (especially cultural) but..
· Frames constantly evolve and can be influences by those communicating publicly
Cultural Frames
· Influenced by:
· Policy announcements & coverage
· Mainstream news media coverage
· Television
· Documentaries
· Pop culture
· Other
Mainstream News media
· Coverage of crime
· Well above the rate of crime
· Focus on violent crime
· Over-proportionate coverage of people of colour
· Primary definers:
· Justice officials
· Victims
· Over proportion of episodic frames in news coverage vs. thematic
· Results in attribution of blame on individual not system
· Gendering of crime news
· “chivalry hypothesis” surrounding women and nonviolent crimes
· Harsh treatment for women and violent crimes
· “Bonny & clyde feect” for men and women acting together
Reframing
· Collective action frames perform interpretice function by simplifying and condensing aspects of the “world out there” in ways that are intended to mobilize potential adherent and constituents, to garner bystander support and to demobilize antagonists” (Benford & Snow, 2000, p614)
· 3 audiences
· Public 
· Media
· Politicians/elites
· Effective collective action framing is a process of “value recruitment” i.e. “harnessing social and political values in persuasive speech”
· Value association
· Value disassociation
· Value enhancement
· Value diminishment
· Strategies to “harness social and political values in persuasive speech”
· Label issues to categorize the value identification
· E.g. “Death tax” vs. “estate tax”
· E.g. “Ethical oil”
· Use analogies to compare to more common issues
· Use metaphors and images to simplify issues and draw on cultural myths and themes to illustrate and simplify issues
· Target audience(s)
· Understant what their values and motivations are
· Speak to them in their language, drawing on their core beliefs
· Identify allies and sponsors within the audience group to carry your message (recognize that you are considered bias)
· Encourage the cultural conditions to allow for reframing
Reframing Issues
· Identify your goal and specific objectives (SMART)
· Understand the existing frames and values, political opportunity structures, media and lobbying processes
· Identify how you can associate/enhance your values and disassociate/diminish other valyes
· Determine key messages
· Ensure problem definition and action frames are included alongside solution frame
· Use labels/analogies/metaphors/images to support
· Don’t repeat others frames
· Determine spokespeople and alliances
· Recognize your individual and organization ethos
· Assess political opportunity structures
· Focus on long term goal
· Identify sites of influence
· Communicate, evaluate, communicate, evaluate
· Revise messaging and frames as needed
· Promote when others communicate your message and when you achieve success
· To change minds you need repetition through different mediums/social networks
· Incremental process, multiple messages, working within existing contexts
· Need to start where your audience is and move their thinking and understanding in a way that continues to align with their value systems and beliefs
· Talk TO your audience
Conclusions
· Narratives and frames are very powerful
· Dominant narratives diagnosing problem, attributing blame, value enhancement, providing solutions
· Reframing issues is a process of framing that realigning valyes and works within cultural and political opportunity structures
· [bookmark: _GoBack]Reframing is an ongoing messy process of communication with multiple audiences at multiple levels
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