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Framing Climate Change Within The Media
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. . . . . Results Frequency of Terms In Condifence Scale within IPCC AR5 and AR6
Climate change is one of the largest humanitarian issues we face today as a Reports

The IPCC's AR5 Report (2014) included vague
language that did not distinguish the role of
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society, and the way it is framed within the media can influence individual

perception of consequences and solutions, and more importantly, can influence | o
. . anthropogenic greenhouse gas emissions as the
social movements and activism
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main driver of climatic changes, however, while

showing high confidence that the planet is
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Visuals such as a distressed polar bear eftectively induce an emotional T not provide an intial sense of urgency for action, " report RA e
response o eeologieal destabilization, which can potentially ‘nfluence | “ and could be interpreted as being 2 low—priority Frequency of Terms in Likelihood Within IPCC AR5 and AR6 Reports
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individual behaviour. However, these images also perpetuate the divide
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"proven", which are not adjectives used within the
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between humans and nature, making these issues appear abstract or | -

distant from reality (Born, 2019) iy g LPCC anthology.  This  allows  for  the
b . | misinterpretation of results.
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Media outlets become important informational tools in which the publie
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can become aware of certain environmental issues and ultimately create The ARG Report (2020) states that it is
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changes within their social environment. High dependency on media
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the planet, providing a clearer depiction of our |

outlets can facilitate informed decision making, as seeing environmental

Exceptionally Unlikely (0-1%

influence and the severity of the issue at hand. This 0
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destruction in news media can encourage pro-environmental behaviours

amongst viewers (Zhang & Zhong, 2020). report included stronger language than the

previous report, and also includes a more hopeful
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Discourse Analysis: media discourse analysis investigates the underlying interpretations and the

In the early 2000s, ExxonMobil displayed very explicic

given context of a media piece, and how it may be interpreted or understood by various audiences. outlook that there are still measures to be taken to

doubts about anthropogenic climate change, citing

(Deaeon et al. ZOIO) I'€dllC€ pro]eeted warming.

scientific uncertainty. ExxonMobil issued several

Framing Analysis: an analysis of the way in which information is organized that enables individuals ¢4 gle - x| & Q dvertisements within The New York Times in 200
to interpret, identify, and label this information. Information can be framed to contain certain o e mren v s o - sprea din o anti- climate ideolo ries. The narrative has
associations, and to CONVeEy a certain message or Context. (Simon & Xenos, 2000) e s o NOW ehange d to exhibit a 'fossil fuel saviour' frame, in

Methodolog_y Ad - hitps:/fwww.shell.co.ukirenewable/energy ~ which the associated risks are acknowledged and tossil
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A framing and discourse analysis was conducted on the IPCC's AR5 Summary Report (2014) and Sl areadya viling and bl playerin the energy transiton, read more
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fuels will be part of the solution, despite actively

lobbying against climate policies. Recent ads from
ExxonMobil in The New York Times during the COP26

climate summit promotes the use of carbon capture

AR6 Summary Report (2020) to provide a direct comparison between how the framing of climate
Ad - https://www.globalwitness.org/ v 020 7492 5820

change has changed. Insight is then provided on how scientitic language has been interpreted Is Gas a Fossil Fuel? - All You Need to Know about Gas

Fossil Gas Is Not a Clean Alternative to Coal or Qil. It's Another Fossil Fuel. Learn More

within media outlets, most notably The New York Times, and how framing has been influenced by  Newsitersign up - 25 vears of Ghange - About Us - Donate Now

journalists and advertisements. Finally, a case study on ExxonMobil, a natural gas company, will technology, greenwashing tossil tuel advertisements.

J

provide a discourse analysis on several advertisements from the company.

Coverage of climate ehange in the media must be careful of fearmongering and greenwashing, but also
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