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SUMMARY 



INTRODUCTION 

• PhD Research 

• Overview - Mass Media, Sustainability, Ante-Narrative 

• Revelatory Case Study – BBC 

• Data / Method 

• Findings 

• Sustainable Production 

• ‘Trans-sustainability’ 

• Impartiality 

• Innovative Narrative 

• Ante-Narrative Synthesis 

• Reflection 



INTRODUCTION 

• News Media Representation of Climate Change 

• Distribution of News Media 

• Voice of news media 

• Scientist, Public, Politics 

• News Media Coverage on Climate Change 

• Difference 

• When 

• Silence 

• What can we do? 

 



RESEARCH 



SUSTAINABILITY 

• Sustainability 

 “An indefinite continuation of the environment, society, and the economy” 

 

 

 

If defining it is difficult, 

then knowing what to  

do is even more so 



MASS MEDIA 



ANTE-NARRATIVE 

• Ante-narrative (Boje, 2001, 2008,2011) 

• ‘Ante’ - Beforehand, before the grand narrative 

• ‘Ante’ - Poker bet, a bet on the future 

Grand 

Narrative 

Living 

Story 

Future 

Narrative 

Ante-narrative Ante-narrative 

Beneath 

Bet Before 

Between 



STORYTELLING IN ORGANISATIONS 

• Narrative / Story - Interplay between the two that reveals ante-narratives 

• Sensemaking 

“Storytelling in organisational research is central to ‘sensemaking’ 

processes in organisations” - Weick (1979). 

 

 

Story Narrative 



GENERAL RESEARCH QUESTION 

 

 

What does ante-narrative reveal about the multivocal 

possibilities and futures of sustainability in 

organizations? 
 



REVELATORY CASE STUDY - BBC 

• Nine months June 2013 – March 2014 

• Data: 

• Policies 

• Interviews 

• BBC reports 

• Two workshops 

• Meetings 

• Mass media news content on climate change 

• Journal 



METHODS 

Data (BBC Case Study) Method (Guided by Boje 2001, 2008) 

Policies Storytelling Deconstruction 

Interviews, meetings, workshops, reports  Deconstructed Grand / micro narrative analysis 

Interviews, meetings, workshops, reports  Ante-narrative Causality Analysis 

Mass media news content BBC climate change Intertextuality Analysis 

Previous findings (how they interact) Ante-narrative Synthesis 

Journal, meetings, notes Reflection 



FINDING – POLICIES 

• Setting Targets – KPI’s 

 

• Reports changed since 2008. Now more than 50% of reports 

concentrate on KPI’s 

 

• Achieving targets rather than social issues to be talked about 

and discussed 

 

• How to engage the public 



FINDING – DECONSTRUCTED GRAND / MICRO 

NARRATIVE ANALYSIS 

• Sustainable Production 

 

• Albert Calculator 

 

• Progression 

 

• Victoria 

www.youtube.com/watch?v=VQIazmf-

DvE&list=UUTTTXgsZEwonuy0G_d3OxDA&index=14 

mediagreenhouse.co.uk 

http://www.youtube.com/watch?v=VQIazmf-DvE&list=UUTTTXgsZEwonuy0G_d3OxDA&index=14
http://www.youtube.com/watch?v=VQIazmf-DvE&list=UUTTTXgsZEwonuy0G_d3OxDA&index=14
http://www.youtube.com/watch?v=VQIazmf-DvE&list=UUTTTXgsZEwonuy0G_d3OxDA&index=14


FINDING – DECONSTRUCTED GRAND / MICRO 

NARRATIVE ANALYSIS 

 

• ‘Trans-sustainability’ 

 

• Term used in a workshop to capture working across the industry 

 

• What is it? What could it be? 



FINDINGS – ANTE-NARRATIVE CAUSALITY 

ANALYSIS 

 



FINDINGS – ANTE-NARRATIVE CAUSALITY 

ANALYSIS 

 

 

• Innovative Reporting 

 

• Change of styles 

 

• Reversal due to issues in the BBC – Yew Tree investigation 



FINDINGS – ANTE-NARRATIVE CAUSALITY 

ANALYSIS 

 

 

• ‘Brain Print’ 

 

• Impartiality - Mixed message 

 

• How to get it right? Audit, Training, Situation 



INTERTEXTUALITY ANALYSIS 

• Every text is interrelated  

 

• Dynamic process – weaving networks of fragmented narratives. 

• Horizontal / Vertical  

 

• Context text changes – Author, media delivery, audience 

 

• Work in progress 



ANTE-NARRATIVE SYNTHESIS 

• Guided by Living Story Method (Boje 2008) 

 

• Dynamics of ante-narratives 

• Linear 

• Cyclical 

• Spiral 

• Rhizomatic 

 

• Not exploring new findings at this stage 

• A process for previous findings to be re-storied and interact. 
 



REFLECTION 

 

Rolfe (2001) model of reflection 

 

• Theory vs. practice 

• Construct / deconstruct 

• Consider the research methods ability at revealing ante-narratives  

• Benefits and limitations - Ante-narrative synthesis 

 



NEWS MEDIA REPRESENTATION OF  

CLIMATE CHANGE 



NEWS MEDIA REPRESENTATION OF  

CLIMATE CHANGE 

• Public make sense of the complexities of climate change through 

many avenues of which news media is a strong source 

 

 

 

 

• Links people  

• academics, policymakers, public actors etc. 

 

 



WHAT DO WE WANT FROM NEWS MEDIA? 

 

• Paraphrasing Taylor (2010) ‘Žižek and the Media’ – The thing that 

media does well is that it can entertain. The real issue is when it 

tries to be serious. 

 

• Do we need news media to promote the climate change message, 

or can we bypass it and take direct action? 



INFLUENCE? 

• The idea that journalism affects public opinion is among the most 

contentious debates 

 

• "All you need to know is, without specific reference to climate 

change issues, this is a topic [about] which there is quite a lusty 

debate. One camp says there is not an appreciable effect. Another 

says, yes, there is. A third camp says press coverage affects policy 

debate thinking more than the public.“ – Lemann (2012) 



 

ofcom.org.uk 



UK NEWSPAPERS  

Title 2014 2013 2012 2011 2010 Ori Owner 

The Sun 2,213,659 2,409,811 2,582,301 3,001,822 3,006,565 Con Pop Murdoch 

Daily Mail 1,780,565 1,863,151 1,945,496 2,136,568 2,120,347 Right Con Rothermere 

Daily Mirror 992,256 1,058,488 1,102,810 1,194,097 1,218,425 Left Lab Trinity Mirror 

Daily Tele. 544,546 555,817 578,774 651,184 691,128 Right Con Barclay Bro 

Daily Exp. 500,473 529,648 577,543 639,875 674,640 Right Con Desmond 

Daily Star 489,067 535,957 617,082 734,311 779,376 Right Con Desmond 

The Times 384,304 399,339 397,549 457,250 508,250 Right Con Murdoch 

i 298,266 293,946 264,432 133,472 N/A Left Lib Lebedev 

Guardian 207,958 204,440 215,988 279,308 302,285 Left Lib Scott Trust 

Independent 66,576 76,802 105,160 185,035 185,815 Left Lib Lebedev 

www.abc.org.uk/ 



NEWSPAPER HEADLINE FORMAT 



 

carbonbrief.org Feb 2014 



 

carbonbrief.org Feb 2014 



ONLINE NEWS 

 

ofcom.org.uk 



MONTHLY NEWS-BRAND READERSHIP - PRINT, 

PC AND MOBILE (000’S) 

 

newsworks.org.uk 



TV NEWS FORMAT - 
WWW.YOUTUBE.COM/WATCH?V=AHUN58MZ3VI 

 

• Newswipe 

https://www.youtube.com/watch?v=aHun58mz3vI 

 

http://www.youtube.com/watch?v=aHun58mz3vI
https://www.youtube.com/watch?v=aHun58mz3vI
https://www.youtube.com/watch?v=aHun58mz3vI


TV NEWS VIEWING FIGURES 

 

BARB.co.uk 



VOICE OF CLIMATE CHANGE 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

guardian.co.uk 



PUBLIC OPINION ON CLIMATE CHANGE 

 

 

 

 

 

 

 

 

 

 

 

Country 
Aware 

(2007) 
Aware (2010) 

Serious 

(2007) 
Serious (2010) 

World (Av) 61 41 42 

UK 97 97 69 57 

USA 97 96 63 53 

China 62 65 21 21 

India 35 37 29 30 

Russia 85 83 40 41 

Japan 99 98 80 75 

Gallup Poll - www.gallup.com 



PUBLIC OPINION ON CLIMATE CHANGE 

Influences 

 

• Education 

• Demographics 

• Political Persuasion 

• Information 

• Semantics 

 

 

 

 



WHEN DOES MEDIA REPORT ON CLIMATE 

CHANGE 

 

sciencepolicy.colorado.edu – ICE CaPs 



WHY HAS IT GONE QUIET ON CLIMATE CHANGE? 

• Increased 2007 

• 4th IPCC report 

• An inconvenient truth – Al Gore 

 

• Increased 2009 

• ‘Climategate’ 

• UN Climate Change Conference 

 

• Bounced back a little in 2014 

• 5th IPCC Report 

• Weather extremes 



ISSUES WITH NEWS MEDIA COVERAGE OF 

CLIMATE CHANGE 

Power 

 

• Mass media potentially influence & inform the public and politics 

• Could be considered to opiate / sedate the masses 

• Media consolidation - control 

• Political allegiance  

• Profit 



ISSUES WITH NEWS MEDIA COVERAGE OF 

CLIMATE CHANGE 

Factual Misrepresentation 

 

 

 

 

 

 

 

 

www.kdnuggets.com 



ISSUES WITH NEWS MEDIA COVERAGE OF 

CLIMATE CHANGE 

Impartiality / Balance 

• Science & Technology  Committee- Communicating climate 

science (2014) 

 

 

     guardian.co.uk 

 

       parliment.uk 

 

 

 

 



JOHN OLIVER – CLIMATE CHANGE 

WWW.YOUTUBE.COM/WATCH?V=CJUGCJJUGSG 

 

http://www.youtube.com/watch?v=cjuGCJJUGsg
http://www.youtube.com/watch?v=cjuGCJJUGsg
http://www.youtube.com/watch?v=cjuGCJJUGsg
http://www.youtube.com/watch?v=cjuGCJJUGsg
http://www.youtube.com/watch?v=cjuGCJJUGsg


ISSUES WITH NEWS MEDIA COVERAGE OF 

CLIMATE CHANGE 

Carnivalesque (Bakhtin) 

 

• Human interest drama vs. intellectual 

arguments 

• Grab audience attention 

• Controversy 

• Celebrity 

 

 



ISSUES WITH NEWS MEDIA COVERAGE OF 

CLIMATE CHANGE 

Risk 

• Short-termist 

 

• Perception of risk 

 

• Report two types of risk stories 

• The scientifically accurate physical narrative of the event 

• The psychological subtext, how people feel about the risk 

 

 

 

 



ISSUES WITH NEWS MEDIA COVERAGE OF 

CLIMATE CHANGE 

Diverting the issue 

 

• Focus of journalists 

 

• Emphasis 

 

• Distraction 

 

www.theweek.co.uk 



MEDIA ATTENTION 

• Shouldn’t assume direct correlation between increased media 

and increased adaptation or success 

• More media attention could bring up more questions and 

complexity 

• At best media reporting helps name, frame and discuss the 

issue but does not resolve them. 

• “Yet media coverage can open discursive spaces and creative 

imaginaries that are needed in order to think through complex 

questions of successful adaptation”- Boykoff (2013) 



SO WHAT? 

• Do we indulge this naturalisation of media? (Let it be) 

 

• Do we withdraw resist? Avoid the power (Turn elsewhere, create 
new) 

 

• Should we stand from the outside and pressure those in power in 
the media? (Making media more responsible, an honest position) 

 

• Or does todays media contain strong enough antagonisms which 
will prevent its indefinite reproduction? (Social Media) 
 

 

 



CHANGE CATALYSTS 

• Alternative news 

• Wikinews, alternet.org 

• Environment Genre 

• Climate Change TV 

• www.environmentguardian.co.uk 

• Social Media 

• Blogs, Twitter 

• As many problems as it does solutions 

• Adverts 

• Bedtime stories, 10/10 



CHANGE CATALYSTS 
• Absurdity / Comedy - www.youtube.com/watch?v=4SL3bQXBKGA 

• The Trews, Newswipe, Brasseye, The Onion, Privateye, Jon 

Stewart, John Oliver, David Mitchell Soapbox 

 

 

 

 

http://www.youtube.com/watch?v=4SL3bQXBKGA


WHAT CAN WE DO? 

• Cancel TV licence / stop buying newspapers until there is change? 

• This does not necessarily mean turn-off 

• Promote through social media climate change exposure in other 

genres 

• Comedy - dissect and scrutinise the  power structure 

• Entertainment – explicit awareness in popular outlets 

• Lancaster University alternative media 

• Report research and projects to engage the community 

• Analyse climate change news media to challenge the grand 

narrative 



THANKS FOR LISTENING 
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APPENDIX 



 

sciencemediacentre.org/ 



WHAT INFLUENCE? 

• The idea that journalism affects public opinion is among the most 

contentious debates 

 

• "All you need to know is, without specific reference to climate 

change issues, this is a topic [about] which there is quite a lusty 

debate. One camp says there is not an appreciable effect. Another 

says, yes, there is. A third camp says press coverage affects policy 

debate thinking more than the public.“ - Lemann 



MOST POPULAR UK NEWSPAPER WEBSITES 

 
Newspaper Website 

UK Unique Vistors / Month (000’s) 

Sept 2013 

Mail Online 16,908 

Telegraph Media Group 13,341 

The Guardian 12,105 

Mirror Online 7,793 

    INDEPENDENT.CO.UK 7,497 

    Newsquest Media Group 6,877 

    Johnston Press Plc 4,854 

    The Sun Online 4,189 

    METRO.CO.UK 3,533 

    The New York Times Brand 2,793 

UKOM.co.uk 



PUBLIC OPINION ON CLIMATE CHANGE 

• Augus Reid (2011) - www.angusreidglobal.com 

 

 

 



PUBLIC OPINION ON CLIMATE CHANGE 

• Augus Reid (2011) - www.angusreidglobal.com 

 

 

 



PUBLIC OPINION ON CLIMATE CHANGE 

• IPSOS- www.ipsosglobaltrends.com 



PUBLIC OPINION ON CLIMATE CHANGE 

• IPSOS- www.ipsosglobaltrends.com 



PUBLIC OPINION ON CLIMATE CHANGE 

• IPSOS- www.ipsosglobaltrends.com 



WHY THE DIFFERENCE BETWEEN SCIENTIST 

AND PUBLIC 

 

• John Oliver – Climate Change Debate 

https://www.youtube.com/watch?v=cjuGCJJUGsg 

 

• Armstrong & Miller -Weather and Climate 

https://www.youtube.com/watch?v=TQlHaGhYoF0 

 

• Sky Weather – Reporting on Climate Change 

https://www.youtube.com/watch?v=MfdV5pWsZo4 

 

 

https://www.youtube.com/watch?v=cjuGCJJUGsg
https://www.youtube.com/watch?v=cjuGCJJUGsg
https://www.youtube.com/watch?v=cjuGCJJUGsg
https://www.youtube.com/watch?v=TQlHaGhYoF0
https://www.youtube.com/watch?v=TQlHaGhYoF0
https://www.youtube.com/watch?v=MfdV5pWsZo4
https://www.youtube.com/watch?v=MfdV5pWsZo4


WHEN DO NEWS REPORTS ABOUT CLIMATE 

CHANGE HAPPEN 

 

• Newsnight special on flooding and climate change 

www.youtube.com/watch?v=nh3TyUrFJk0 

 

http://www.youtube.com/watch?v=nh3TyUrFJk0


 

March 2014  - http://www.carbonbrief.org 



 

Carbonbrief.org 



 

Carbonbrief.org 



TREWS? 

Russell Brand – Analyse and dissect media to create a new frequency of true news Trews 



SUPERCUT? 

www.youtube.com/watch?v=NZ9lmXIKZlQ 

www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/ 

https://www.youtube.com/watch?v=8z4OMKQHhM4 

https://www.youtube.com/watch?v=TQlHaGhYoF0 

https://www.youtube.com/watch?v=cjuGCJJUGsg (john oliver) 

https://www.youtube.com/watch?v=MfdV5pWsZo4 (weather report – linking to climate change) 

https://www.youtube.com/watch?v=JWEOdIDJU30 (two people agreeing on climate change on a news 
report) 

https://www.youtube.com/watch?v=nh3TyUrFJk0 (newsnight two people agreeing on climate change) 

https://www.youtube.com/watch?v=nh3TyUrFJk0 (russell brand on the greens and news media in 
general) 

https://www.youtube.com/watch?v=evRycN-waxE (John Thomson 1989) 

https://www.youtube.com/watch?v=9h74DTdTlCk (pigfaceboy middle climate change denier) 

 

http://www.youtube.com/watch?v=NZ9lmXIKZlQ
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
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http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
http://www.grist.org/list/its-friday-enjoy-this-supercut-of-the-funniest-climate-change-videos/
https://www.youtube.com/watch?v=8z4OMKQHhM4
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MOST POPULAR UK NEWS WEBSITES 

 
News Websites 

UK Unique Vistors / Month 

(000’s) Sept 2011 

BBC news 9,992 

Mail Online 6,645 

The Guardian 4,622 

Telegraph  4,394 

Yahoo! News Websites  7793 

The Sun 4,097 

    Newsquest Media Group 2,877 

    Trinity Mirror Nationals  2,427 

 MSN News & Weather  2,093 

The Independent  1,693 

Sky News 1,530 

Pressgazette.co.uk 





 



 



 


