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•MEDIA FRAMING
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Designing a message to influence 
how an issue or event is perceived.

FRAMING
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A trusted individual to whom one turns for advice 
because of his/her greater knowledge 

or experience regarding the issue at hand.
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Disseminating information to appeal for a 
change in attitudes, opinions and/or behavior.
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Increasing the salience of a public issue 
through strategically timed media coverage.
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What most people in a particular public 
express about an issue that affects them.

PUBLIC OPINION
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The subconscious function of selecting from
the millions of daily stimuli only those 

messages one chooses to perceive.
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An event that transforms readiness 
to act into actual behavior.

TRIGGERING EVENT
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Core beliefs or beliefs central to an 
individual’s cognitive system.

VALUES
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