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1. Research object 
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General research question:  

Which frames are used in media coverage to draw conclusions from European 

Councils and which effects do these frames have on readers‘ evaluations  ? 

 

Combination of Methods: 

 

 

 

Media	  coverage	  of	  
European	  Councils:	  

quan6ta6ve	  
content	  analysis	  

Iden6fica6on	  of	  the	  
used	  frames	  

frame	  effects:	  	  
online-‐experiment	  



2. Theoretical background – Framing in media coverage 
of the EU 

 

Three different thematic contexts: 

1)  Discussions about a European Constitution (e.g., Elenbaas & de Vreese, 

2008; Vetters, 2008) 

2)  Enlargement of the European Union ( e.g., Azrout et al., 2012; de Vreese & 

Boomgarden, 2006; Engelmann, 2009; Schuck & de Vreese, 2006) 

3)  Discussions about the European integration (e.g., Semetko & Valkenburg, 

2000; Vliegenthart et al., 2008) 

à  Research Gap: Studies refering to media coverage of European 

Councils are missing  
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3. Method I – content analysis 
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Method Quantitative content analysis 
Newspaper sample Die Welt 

tageszeitung 
Period covered Coverage of seven European Councils 

between 2010 and 2013 

Coding units Articles (about European Councils) 
Conclusions (defined as evaluative 
conclusions drawn from a European 
Council for a special reference object 
in a thematical context) 

Database  137 articles 
873 conclusions 



Coding unit conclusion: 

 

 

 

 

Reliability: 

Inter-coder reliability: 2 coders, 88 conclusions, Krippendorffs α (Hayes & Krippendorff, 

2007) reference object α = .92; resource α = .74; topic α = .64; evaluation α = .76   

Intra-coder reliability: 88 conclusions; reference object α = .96; resource α = .86; topic α 

= .90; evaluation α = .95   

 

 

3. Method I – content analysis 
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V1  

Reference object 
German politicians or 

institutions 
Politicians or 

institutions of other EU 
nations 

European politicians or 
institutions 

 

V2 
Resource of 

the 
conclusion 
politician, 
expert, 

journalist 

V3 
Thematic 
context 

Policy, Polity, 
Politics,  

unspecific 

V4 
Evaluation of 

the 
conclusion 
positive or 
negative 



•  To identify the frames in the media coverage we conducted a hierarchical 

cluster analysis (Matthes & Kohring, 2004)  

      à metric: squared Euclidean distance; Ward algorithm; elbow criterion  

•  Input variables: reference object, thematic context and use of a strategic 

label 

 

3. Method I – cluster analysis 
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4. Content analysis results – Frames  
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unspecific 
personalization 

frame  
•  One quarter of all 

conclusions 
•  Reference object: 

German politicians 
and politicians of 
other EU nations 
(above average) 

•  Thematic context: is 
unspecific with 
above-average 
frequency 

•  Strategic labels: not 
used 

economic nation 
frame  

•  Two third of all 
conclusions 

•  Reference object: 
EU nations and 
Germany (above 
average) 

•  Thematic context: 
only economic and 
financial policy 

•  Strategic labels: not 
used 

economic Merkel 
frame  

•  14 percent of all 
conclusions 

•  Reference object: 
Angela Merkel is 
dominating 

•  Thematic context: 
two third economic 
and financial policy 

•  Strategic labels: 
used in all 
conclusions 



4. Content analysis results - Frames 
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The identified frames differ especially in one aspect:  

The question whether  

 

 

                       OR 

 

 

 

à the frames can be compacted in another step to two dominant patterns: a 

personalization and a nation pattern  

a)	  

• Individual	  poli,cians	  are	  focused	  in	  
media	  coverage	  (unspecific	  
personaliza/on	  frame,	  	  economic	  Merkel	  
frame)	  

b)	  
• the	  whole	  EU	  na6ons	  (economic	  na/on	  
frame)	  



5. Theoretical background – transfer effects 

•  Focus on the comparison between personalization and nation pattern 

•  Does it make any difference whether the representative of a nation (Merkel) 

or the whole nation (Germany) is focused in media coverage about 

European Councils? 

•  Depending on the frame (personalization or nation) the readers‘ Merkel-

schema or the readers‘ Germany-schema is activated  

•  Angela Merkel is the German representative at the summits à Merkel as a 

subschema is part of the Germany-schema 

•  Characteristics and evaluations of the schema can be transfered to the 

subschema and vice versa à transfer effect 
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5. Theoretical background – transfer effect 

 

Two directions  of the transfer effect: 
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Top-‐down	  transfer	  
effect	  

BoHom-‐up	  transfer	  
effect	  



6. Method II – Online-experiment  
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Frame	   Controll	  
group	  

Personaliza+on	  
pa.ern	  

Na+on	  pa.ern	   	  
	  
No	  ar6cle	  to	  
read	  

basic	  
tendency	  
of	  the	  
ar,cle	  	  

Winner	  
version	  

Merkel	  as	  reference	  
object;	  posi6ve	  basic	  
tendency	  

Germany	  as	  reference	  
object;	  posi6ve	  basic	  
tendency	  

	  
Loser	  version	   Merkel	  as	  reference	  

object;	  nega6ve	  basic	  
tendency	  

Germany	  as	  reference	  
object;	  nega6ve	  basic	  
tendency	  

•  2x2 factorial design plus controll group   

•  Stimuli: manipulated newspaper articles 

 

 

•  Sample: 358 respondents à 53 % women, 47 % men à average age 42,6 

(SD=18,2) 

 



top-down transfer effect on the evaluation of Merkel concerning European issues 

 
 
à  After controlling for party identification the data show  
       a signficant top-down transfer effect  

 

 

 

 

 

 
 
        

7. Experimental results  
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✔ 



bottom-up transfer effect on the evaluation of Germany concerning European 
issues 

 
 
à  no significant bottom-up transfer effect 

 

 

 

 

 

 
 
        

7. Experimental results  
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✗ 



 

 

 

 

 

 

 
 
        

8. Discussion 
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Limitations 

•  Content analysis: for general conclusions comparative analyses of media 

coverage in different EU nations necessary  

•  Experiment: only weak effects 

à this can also be due to the person of Merkel  

à Stimulus is presented only once à cumulative and consonant media 

framing is necessary (Scheufele, 2003, p. 81) 

Advantage 

•  Method combination allows the analysis of frames wich are used frequently 

in media coverage à this increases the external validity of the experiment 
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Evaluation of Merkel concerning European issues depending on the basic tendency and the 
reference object of the article (scale:  1 „strongly disagree“ to 5 „strongly agree“) 
 

 

 

 

 

 

 
 
        
       nGermany/positive =85; n Germany/negative =64; nMerkel/positive =67; n Merkel/negative =76 
 

à  Significant main effect of the article‘s basic tendency (F=7.11; df=1; p<.05; part. η2: 2.4%) 
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Evaluation of Germany concerning European issues depending on the basic tendency and the 
reference object of the article (scale:  1 „strongly disagree“ to 5 „strongly agree“) 

 

 

 

 

 

 
 
        
       
 nGermany/positive =85; n Germany/negative =64; nMerkel/positive =67; n Merkel/negative =76  
 

à  Significant main effect of the article‘s basic tendency  (F=17.60; df=1; p<.001; part. η2: 5.8%)  
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