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Cognitive Framework Effect in Political Communication:
Based on A Survey Experiment in China

Shao Zijie / Ji Chengyuan

Abstract: Cognitive Framing is the process by which information received and accepted by the audience. Using the online survey
experiment, this paper measures the channel framework effect respectively by the news sourced from the Chinese media and from the for-
eign media, and measures the sentiment framework effect with the positive and negative emotions of the news expressions. The results
show that for the news with the same objective content, the sentiment framework has a stronger framework effect than the channel frame -
work. In the same sentiment framework, although the results are not significant, it can be found that the effect of Chinese media channelis
slightly stronger than the effect of foreign media channel. This study returns to the starting point of public opinion research, using the way
of survey experiment to re—understand ourselves and lay the foundation for the further study.

Keywords: Channel Framework; Sentiment Framework; Survey Experiment; Cognitive Framework Effect

44



