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Abstract 

 

The main purpose of this study was to statistically determine the effects of message 

framing regarding homosexuality-related issues on Japanese audiences’ attitudes 

towards homosexual people and legalization of same-sex marriage and civil unions. 

Furthermore, this study also investigates the moderating role of individuals’ need for 

cognition (NFC) and religiosity on the framing effects. An online experiment was 

conducted with 150 Japanese participants. Attribute frame is manipulated by framing 

the issue of legalization of same-sex marriage either in terms of “equal rights” or “a 

threat to traditional religion and values.” Results suggested a main effect of framing 

manipulation on attitudes toward same-sex marriage and civil unions. No statistical 

significance was observed for interactions between frames and NFC as well as frames 

and religiosity. 

     Key words: framing, need for cognition, religiosity, homosexuality, same-sex 

marriage, Japan 
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Chapter 1: Introduction 

 

Research Background 

     In his article “On Global Queering (1996),” Dennis Altman proposed the theory 

of global queering. This theory identifies the phenomenon of globalization where 

modes of experience characteristic of Euro-American societies are becoming 

increasingly widespread through the development of global media, and claims that no 

society can fail to be influenced to some extent by Western ideas, including newly 

developed Western discourses of sexual identity. Cruz-Malavé and Manalansan 

(2002) also suggested, “Queerness is now global. Whether in advertising, film, 

performance art, the Internet, or the political discourses of human rights in emerging 

democracies, images of queer sexualities and cultures not circulate around the globe” 

(p. 1). 

     However, in Japanese society, public attitudes toward homosexuality are still 

mixed. According to Pew Research Center's Global Attitudes Project, the "Global 

Divide on Homosexuality (2013),” the percentage of the Japanese respondents who 

believe homosexuality should be accepted by society remain at 54 percent, which has 

grown by only five percentage points since 2007. This statistic is shocking compared 

to the broad acceptance of homosexuality in North America, the European Union, and 

much of Latin America: for example, 80% of Canadians, 60% of Americans, 88% of 

Spanish, and 87% of Germans believe that society should accept homosexuality (Pew 

Research Center, 2013). It also turned out that 36 percent believe homosexuality 
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should not be accepted by society. Another survey revealed that only 10.3 percent of 

Japanese personally know of anyone who is gay or lesbian (Dentsu Communication 

Institute Inc., 2012), indicating most Japanese do not recognize the existence of gay 

or lesbian in their real life, but only through the media. Ichikawa (2004) concluded, 

“People believe that homosexuality is visible and what they recognize is the reality, 

but actually they are seeing nothing”. 

     On the other hand, media coverage of homosexuality in Japan has been 

increasing dramatically since the early 1990s because of the “gay boom” in the 

mainstream media (Ferguson, 2010; McLelland, 2006). The word “Onee-mans,” 

which was nominated for the annual trendy-words-of-the-year in 2008, represents 

celebrities who are men who either act/talk like females or who have undergone a sex 

change. These celebrities have gained widespread popularity, especially among 

Japanese young women, and are evident throughout mainstream media including 

everyday TV, magazine, and advertising. 

     However, at the same time, the social problems of those who actually are of 

homosexual orientation are still regarded as “taboo” and not openly discussed in 

Japan. One scholar recently stated, “while gay marriage is becoming much more 

accepted in European countries, as well as in the U.S.’s liberal states, it still remains 

to be discussed in most Asian countries, most notably of all Japan (Westlake, 2012).” 

McLelland (2000a) pointed out that “the visibility of ‘homosexuality’ in Japanese 

media such as comic books, women's magazines, TV dramas and talk-shows, movies 

and popular fiction has not created the space for homosexual individuals expressing 

lesbian or gay ‘identities’ to come out in actual life.” As such, increasing media 
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exposure of homosexuality does not necessarily lead to a resolution of problems 

actually faced by people with homosexual orientation. One of the major causes that 

have led to this unusual situation is the media’s focus on the negative aspects or 

“queerness” of the gay and lesbian people and related issues. Davidson (1991) 

suggests that media is selectively framing gay issues in order to portray them 

negatively in many cases. 

     Framing effect is known as a phenomenon occurs when message senders 

present public issues within certain story frames, how events and issues are presented 

by senders can fundamentally affect how receivers understand those events and issues 

(Price, Tewksbury & Powers, 1997). According to Price, Nir, and Cappella (2005), 

media audiences can be viewed as active in interpreting and discussing public events, 

but they rely on the mass media to provide common frames of references that guide 

interpretation and discussion. The experimental study by de Vreese, Boomgaarden, 

and Semetko (2011) discovered that exposure to negative frames had significant 

negative effects on attitudes toward certain political issues when compared to the 

reference group. The effects of framing homosexuality in certain lights should be no 

exception. Another study indicated that the framing manipulation did influence the 

audience’s ways of discuss the prospect of legalizing gay partnerships (Price et al., 

2005). In either case, the framing manipulations are found to bias audience’s 

information processing, often resulting in consequential differences in issue 

judgments and opinions, which may lead to stereotypical views and contribute to 

prejudice. 
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      Specific factors may regulate the effectiveness of framed messages. A number 

of previous research studies examined various contextual moderators of framing 

effects, such as source characteristics (e.g., Druckman, 2001; Slothuus & de Vreese, 

2008), issue characteristics (e.g., Lecheler, de Vreese & Slothuus, 

2009), interpersonal communication (e.g., Druckman & Nelson, 2003), or competitive 

framing (e.g., Chong & Druckman, 2007; Sniderman & Theriault, 2004) as well 

as individual-level moderator variables such as political knowledge (e.g., Nelson, 

Oxley & Clawson, 1997a), values (e.g., Bullock & Fernald, 2005; Shen & Edwards, 

2005), or personality (Lauriola & Levin, 2001; Levin, Gaeth, Schreiber & Lauriola, 

2002).  

     Among them, this study will focus on two specific potential factors, which limit 

the framing effects: (i) Need for Cognition (NFC) as a cognitive moderator and (ii) 

religiosity as a heuristic moderator. We first examine the effect of NFC as a cognitive 

moderator, which is generally defined as “an individual's tendency to engage in and 

enjoy effortful cognitive endeavors” (Cacioppo, Petty, & Kao, 1984, p. 306). Using 

the framework of Elaboration Likelihood Model, which suggests that people who are 

high in NFC are more motivated to engage in cognitive elaboration, this study 

proposes that those higher in NFC are more likely to evaluate the message carefully 

and ultimately neutralize the presented frame. Contrarily, since message frames serve 

as possible peripheral cues (Zhang & Buda, 1999), it is also expected that the framing 

effect is more salient for subjects who are low in NFC because they tend to exert less 

cognitive effort to comprehend and evaluate the message, making them more likely to 

be influenced by surface cues (Cheng & Wu, 2010; Chaiken, 1980; Smith & Levin). 
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     In addition, because this study utilizes two types of value frames with respect to 

same-sex relationships, which focus on equal rights of homosexuality and traditional 

morality as a framing manipulation, moderating effect of individuals’ religiosity on 

message framing is also examined. With the strong correlation between religiosity 

and anti-homosexual attitudes, assuming that religious individuals would have 

stronger values and a higher chronic accessibility for traditional morality on sexuality 

and family, we expect that when media frames highlight traditional morality in 

framing homosexuality-related issues, those who have higher religiosity will find the 

news messages more resonant than those who have lower or no religiosity.    

 

Purpose of the Study 

     The main purpose of this study was to statistically determine the effects of 

message framing on homosexuality-related issues on Japanese audiences’ attitudes 

toward homosexual people and legalization of same-sex marriage and civil unions. 

Furthermore, this study also investigates the moderating role of individuals’ NFC and 

religiosity on the framing effects. In this study, an online experiment with 150 

Japanese participants was conducted to investigate the impact of media messages 

manipulated by framing the issue of legalization of same-sex marriage either in terms 

of “equal rights” or “a threat to traditional religion and values.” To test the moderator 

effects, NFC scale and attitudes toward gay and lesbian scale are used. 

     Although prior studies have illustrated that media framings of 

homosexuality-related issues certainly affect audiences’ attitudes toward gay and 

lesbian people (e.g. Levina, Waldo, & Fitzgerald, 2000; Zhang & Min, 2013), most of 
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them have focused on the impact of visual media or entertainment media. More 

research is needed to explore the main effect of news media on individuals’ attitudes 

towards homosexual people and related issues. 

     Additionally, even though previous studies demonstrate the significant negative 

effects of media portrayals of homosexuality on people’s attitudes (Calzo & Ward, 

2009; Johnson, 2012; Levina et al., 2000; Zhang & Min, 2013) as well as the role of 

NFC in diminishing the negative influences of the media (Hallahan, 2009; Tsfati & 

Cappella, 2005), virtually no study has directly assessed the interaction between NFC 

and framing effects on attitudes toward sexual minorities. In this study, this gap is 

addressed by examining whether individuals’ level of NFC moderate the impact of 

media framing and prevent audiences from sexual prejudice, which largely affect their 

attitudes toward homosexuality. 
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Chapter 2: Literature Review 

 

Homosexuality in Japan 

Homosexuality in Modern Japan  

     Some countries see homosexuality as a crime punishable by death, while others 

are open to diversity and make no judgment on the basis of one’s sexual orientation 

(“The gay divide”, 2014). In modern Japan, gay rights issues rarely become political 

topics like in the West. Currently, homosexual individuals in Japan have no marriage 

rights and sexual orientation is not protected by national civil rights laws, indicating 

that Japanese sexual minorities have no legal recourse when they face any 

discrimination based on one’s sexual orientation in employment, housing, social 

security, health care, education and other fields (Hongo, 2008).  

     However, by the contribution of vigorous activities of NGOs, activist groups, 

and the global movement for the legalization of same-sex marriage especially in the 

West, a positive social change for homosexuals have come into being slowly yet 

steadily since the late 1990s in Japan (Sunagawa, 2006a). For instance, LGBT rights 

saw a first historic shift in 2000 when homosexuals were finally accepted as the 

subject of human rights policies in the “Tokyo City Human Rights Policy Directive 

Manual” (Sunagawa, 2006b). Also in 2004, the National Diet of Japan unanimously 

approved a new law that enables transsexual people to amend their registered 

sexuality on certain conditions (Hongo, 2008; Ministry of Internal Affairs and 

Communications, 2011). In addition, Sunagawa (2006b) reported that textbooks for 
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sex-education courses aimed at middle-school students have recently started including 

the discussion of homosexuality. To a certain extent, these developments demonstrate 

the increasing recognition and acceptance of homosexuality as a sexual minority in 

Japanese society.  

     These social changes would seem to suggest that many of the obstacles 

preventing sexual minorities in Japan from being a part of society have already been 

removed, but this cannot be said to be true. Despite the recent trends suggesting a new 

level of tolerance for homosexuality as well as open scenes in more cosmopolitan 

cities such as Tokyo and Osaka, homosexual individuals in Japan still often conceal 

their sexual orientation (Ogata, 2001). Ichikawa (2004) suggests that one of the major 

causes putting them in such a situation is an invisibility of sexual minorities.  

     There are not any anti-homosexuality or sodomy laws in Japan. Homosexual 

activity is not illegal as it is, for instance, in many parts of Africa or the Arab world 

(“The gay divide”, 2014). Critics argue this indicates there is no discrimination 

against gay and lesbian in Japan. However, as Ogata (2001) suggests, the lack of any 

legal sanctions (or a few legal protections) might be just another aspect of invisibility 

of homosexual people in Japan. According to a survey conducted on over 70,000 

respondents by Dentsu Communication Institute Inc. (DCI, 2012), more than one out 

of every twenty Japanese adult respondents identify themselves either as homosexual 

or transgender (5.2%), which reaches almost 6.7 million people in Japan. However, 

only one in ten say that they personally know anyone who is gay or lesbian in real life 

(10.3%). Another poll by Ipsos/Reuters (2013) even shows lower number –less than 

5%. This number is exceptionally low, especially when comparing with which of the 
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U.S. where 57% say they have a family member or a close friend who is gay or 

lesbian (CNN/ORC International survey, 2013). As we can see from these numbers, 

although homosexuals tend to be an invisible population in Japanese society, they 

truly exist in all schools and work places, and people are just unaware of their 

presence. A story by Clayton (2011) who is a university professor in Japan explains 

the situation well: 

They [students] expressed confusion over the American same-sex marriage 

debate. One male student even said, “We couldn't do that, because Japan has no 

gay people.” Fellow students nodded in agreement. An older female shook her 

head, conceding that there were “such people” but that they were hardly normal, 

not deserving of legal equality (p. 10).  

     Such invisibility of homosexuality in society does not give homosexual people 

an opportunity to openly talk about their sexuality. Many of them would rather remain 

silent instead of becoming a cause of friction in society, since the public is not as 

open-minded toward sexual minorities as it seems to be (Hongo, 2008). Indeed, as 

Japan is often considered a homogeneous nation, Japanese people tend to exclude 

something or someone different (Burgess, 2004). Ogata (2001) comments, “assuming 

that everybody is straight in Japan, as anywhere else, the onus is on gays to tell people 

that they are ‘different,’ with all the stigma that can entail, particularly in a country 

that likes to claim that everybody is the same.” Without an abolition of prejudice 

against sexual minorities or an alleviation of social pressure to be “the same,” the 

social environment surrounding Japanese homosexuals cannot be expected to pursue a 

real change.   
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Japanese’ Attitudes toward Homosexuality and Same-sex Marriage 

     According to World Values Survey data, from 1993 to 2006, the proportion of 

people who thought homosexuality was never justifiable dropped from an average of 

59% to 34% (Kenny, 2013). Although public opinion about homosexuality still varies 

considerably around the world, the decline of homophobia is a truly global revolution. 

However, compared to a number of other countries, in Europe and Latin America in 

particular, the situation surrounding gay, lesbian, bisexual, and transgender people in 

Japan is still difficult when it comes to the issue of public attitudes.  

     According to Pew Research Center's Global Attitudes Project, the "Global 

Divide on Homosexuality (2013),” Japanese respondents who believe homosexuality 

should be accepted by society remain at 54%, which has grown by only 5 percentage 

points since 2007. Additionally, 36% believe homosexuality should not be accepted 

by society. Another survey revealed that 33.7% of the respondents admit they have 

prejudice against homosexuality without intention (DCI, 2012). 

     Similarly, according to a Reuters/Ipsos poll on public opinion about the 

legalization of same-sex marriage (2013), only 24% of Japanese respondents agree 

that “same-sex couples should be allowed to marry legally” and nearly three in ten 

(27%) say that they “should be allowed to obtain some kind of legal recognition, but 

not to marry,” which scored the lowest amongst the 16 developed nations surveyed. 

Attitudes toward adoption by same-sex couples is relatively positive compared to 

same-sex marriage: approximately six in ten of respondents agree both that “same-sex 

couples should have the same rights to adopt children as heterosexual couples do” 

(59%) and that “same-sex couples are just as likely as other parents to successfully 
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raise children” (62%). Support for the issue is also highlighted by the strong 

proportion of participants (73%) disagreeing with the statement that “same-sex 

marriage is or could be harmful to society.” The poll suggests that the issue has been 

changing in a favorable way over time, as 36% of participants agree their views on 

same-sex marriage are different than they were five years ago. 

     Hidaka (2007) surveyed over 5,000 Japanese gay respondents regarding their 

experiences as homosexuals. Results demonstrate that more than 80% of the 

respondents had heard discriminative statements against homosexuality. Since 

participants across different age groups reported similar experiences, it is suggested 

that Japanese heterosexuals’ prejudiced attitudes toward homosexuality may not have 

changed over time. It is also revealed that 54.5% of gay people experienced a verbal 

harassment especially with the discriminative words including “homo” (an 

abbreviation for homosexual) or “okama,” which derives from the slang usage of the 

term to refer to anal sex (Long, 1996). These terms referring to homosexuality 

represent cross-dressed or effeminate men, suggesting that Japanese people tend to 

conflate same-sex desire with transgenderism and transsexuality (McLelland, 2000b). 

     Hidaka (2007) also described the difficulties faced by homosexuals in making 

other homosexual friends, since they tend to be afraid of having their sexual 

orientation revealed by their family and friends. As the survey conducted by Hidaka 

(2007) indicates only 13.8% of gay and bisexual men had come out to their parents, 

very few actually discuss the matter with their family or friends even among those 

who are not troubled by the fact that they are gay (Sunagawa, 2006b). The possible 

obstacles homosexuals may potentially face after coming out (i.e. being rejected by 
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family) often keep them from disclosing their sexual orientation and causing feelings 

of isolation instead. Martin and Hetrick (1988), in their discussions of gay and lesbian 

adolescent experiences, discuss 3 kinds of isolation - cognitive, social, and emotional 

- which are equally applicable to homosexual adults. Cognitive isolation comes from 

the lack of information about homosexuals, how gay and lesbian couples function, 

how they determine gender roles, and how they solve relationship problems. Social 

isolation derives from the lack of contact with positive role models and can reinforce 

the negative value that society places on homosexuals. Emotional isolation comes 

from having few other youth or adults with whom to interact with.  

     A number of previous studies suggest that attempted suicide rate among gay 

and lesbian youths is comparatively higher than among the general population. These 

studies also indicate that social isolation and marginalization at schools are 

psychologically damaging to them (Johnson, Oxendine, Taub, & Robertson, 2013; 

Proctor & Groze, 1994; Russell & Joyner, 2001). The situation in Japan is not an 

exceptional. According to the survey conducted by Hidaka et al. (2008), the 

proportion of gay and bisexual men reporting thoughts about suicide reached 65.9%. 

Surprisingly, 14% have also attempted suicide, which is six times higher than that of 

heterosexual men. As the current situation has revealed that sexual minorities in Japan 

still suffer from prejudice and sexual discrimination, Japanese society needs to 

acknowledge the urgent need of improvement in attitudes toward them. 

 



•‧
國

立立
政 治

大

㈻㊫學
•‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

FRAMING EFFECTS ON ATTITUDES TOWARD HOMOSEXUALITY  

   13 

Framing 

Definition 

     Originating from sociology, framing research has examined how various media 

construct the meaning of social issues by selecting, excluding, punctuating, and 

elaborating on particular aspects of a given issue, event, or condition (Entman, 1993; 

Gitlin, 1980).  

     Goffman (1974), one of the first scholars who have developed the general 

concept of framing, defines frames as the “schemata of interpretation,” which refers 

to a framework that helps us in making an otherwise meaningless succession of events 

into something meaningful. According to Entman (1993), framing essentially involves 

selection and salience –“to frame is to select some aspects of perceived reality and 

make them more salient in a communicating text, in such a way as to promote a 

particular problem definition, causal interpretation, moral evaluation, and/or treatment 

recommendation for the item described (p. 52).” Entman (1993) also defines salience 

as “making a piece of information more noticeable, meaningful, or memorable to 

audiences” which is accomplished “by placement of repetition, or by associating them 

[bits of information] with culturally familiar symbols (p. 53).” In addition, frames 

help journalists quickly identify and classify enormous amount of information and “to 

package it for efficient relay to their audiences (Gitlin, 1980, p. 7).”     

     Framing and presentation of events/issues in the mass media thus can 

fundamentally affect how audiences come to understand these events and issues 

(Price et al., 1997). Frames help people organize what they see in everyday life, 

determining “how they understand and remember a problem, as well as how they 
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evaluate and choose to act upon it” (Entman, 1993, p. 54). Despite being viewed as 

active in interpreting and discussing public events, the general population relies on 

mass media to provide common frames of reference that guide interpretation and 

discussion (Price et al., 2005). Also, while highlighting particular aspects of the 

reality described, frames simultaneously “direct attention away from other aspects 

(Entman, 1993, p. 53)” by excluding other elements, which might lead individuals to 

interpret issues differently.  

     A number of studies have investigated how issues and messages are framed in 

the news media and how these frames affect audiences’ responses or attitudes. For 

example, an experimental study on the effects of news framing on support for 

membership of Turkey in the European Union conducted by de Vreese et al. (2011) 

showed a significant difference in the level of support for Turkish membership 

between participants who were exposed to a positive news frame and who received a 

negative frame. Similarly, another research study examining the effect of different 

frames on individual’s levels of tolerance towards the Ku Klux Klan (KKK), Nelson, 

Clawson, and Oxley (1997b) asked participants to read one of two local news stories 

about a KKK rally. One story emphasized the KKK’ s rights to freedom of speech 

whereas the other story highlighted a threat to public safety. The results showed that 

participants exposed to the story emphasizing rights to freedom of speech rated 

beliefs about civil liberties to be more important and were more tolerant of the KKK, 

whereas those exposed to the other story emphasized beliefs about public safety and 

were less tolerant.  
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     As such, through exposure to the different courses of particular issue or public 

debate framed in the mass media, people on different sides of the debate understand 

issues differently: they focus on different aspects of social problems, decide which 

value to connect to a specific issue, and actively shape their perspectives on the 

debate in terms of an abstract value (Brewer, 2002; Kinder & Sanders, 1996; Nelson 

et al, 1997b; Price et al., 2005). 

     Studies on the impact of framing effect on public opinion offer two alternative 

psychological explanations for why exposure to value frames in mass media coverage 

might affect how people link their values to issues (Brewer, 2002). Some framing 

studies suggest that “a frame can alter the accessibility of a value in the receiver’s 

mind” (Brewer, 2002, p.304) by priming values in audiences’ memories. This will 

cause audiences’ to have an easier time to recall the value when they are asked to 

express their views (Kinder & Sanders, 1996). Other studies argue that a frame 

influences the importance that audiences link to their values (Nelson et al., 1997b; 

Nelson, Lecheler, Schuck, & de Vreese, 2012). In other words, exposure to a frame 

can lead audiences to put greater weight or relevance to a value aroused by the frame. 

Although these two explanations differ in their characteristics, each interpretation 

leads to the same expectation that “exposure to a frame that emphasizes a specific 

value should magnify the role of that value in citizens’ thought processes (Brewer, 

2002).” 

 

Framing Homosexuality and Same-sex Marriage 

     Media coverage of homosexuality. The term heterosexism refers to the 
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attitude that heterosexuals are important and homosexuals are not (Davidson, 1991). 

Since heterosexuals form the dominant group in society, they hold the political power 

to define and govern cultural values and social norms such as sexual relationship, 

marriage, family structure and parenthood from a heterocentric ideology. 

Heterocentric ideology has been and still is the dominant force in most social 

practices including the media industry; in fact, Herek (1992) describes the media as 

one aspect of cultural heterosexism (as cited in Levina et al., 2000). Kielwasser and 

Wolf (1994) conceptualize such a phenomenon in the term mediated heterosexism, 

which refers to “heterosexism manifested in and through the processes of mass 

communication (p. 61).” Mediated heterosexism not only reinforces cultural 

heterosexism, but also works as an institutional bridge between cultural heterosexism 

and the psychological heterosexism of the individual (Levina et al., 2000). In his 

research, Davidson (1991) elaborated on the portrayals of gays and lesbians in the 

news media and discovered that most of them were negative. He suggests, “anti-gay 

prejudice in the media occurs not just as vicious as slander, but also as casual bias, 

perpetuation of negative stereotypes, deference to the prejudice of others, and lesbian 

and gay invisibility. Problems with media coverage of the lesbian and gay community 

are rooted as much in heterosexism as in homophobia (p. 72).” Thus, given the 

influence that the the media have on individuals in society, the portraits of 

homosexual people and related issues in the media become crucial in understanding 

an individual’s attitudes toward homosexuality. 

     Gross (1991) as well as Kielwasser and Wolf (1994) discussed the virtual 

absence of homosexuality in the visual media, which is accounted for by the 
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systematic annihilation. Gays and lesbians represent possibly one of the most 

invisible groups even in society. This is partially due to the fact that homosexuality 

itself is an invisible trait, unless deliberately exhibited by homosexual people 

themselves with something or action which makes it apparent. Therefore, the media 

inevitably tend to represent a world in which everyone is assumed to be heterosexual 

(Levina et al., 2000). 

     In addition to the limited amount of media exposure homosexuality has 

received, most of early media portrayals illustrated lesbian and gay people in negative 

ways (Gross, 1991). Advertisements, comedies, dramas, and educational programs 

virtually always consist only of heterosexual characters where the love between a man 

and a woman is portrayed as the only available romantic scenario (Gross, 1991; 

Kielwasser & Wolf, 1994). In those rare instances in which a gay character is 

portrayed on television, he or she is usually the subject of jokes and stereotypes. The 

typical way in which homosexuality is represented on screen is through a gay male 

character who is very flamboyant, sexually aggressive, and funny (McLelland, 2000b). 

Whereas heterosexual couples are frequently shown making love, the gay character 

does not even get a kiss. Another way that homosexuality is represented on screen is 

through talk shows that typically convey a very inaccurate or sensationalized 

representation of gay life to the heterosexual audiences (Levina at al., 2000). Chung 

(2007) argues that such lesbian and gay stereotyping involves nuances of prejudice, 

dehumanization, and ridicules of gay characters. Most of the time these media 

representations are oversimplified and inaccurate stereotypes manipulated by media 

producers to portray the values and behaviors of gay people. As such, these portrayals 
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can mislead the general public into thinking that being lesbian or gay is a matter of 

performance or lifestyle choice (Chung, 2007).  

     In recent years, the issue of gay-rights or same-sex marriage has been receiving 

a great deal of attention especially in the news media. According to Zhang and Min 

(2013), as in framing of other social and political issues, the media adopts various 

frames to discuss homosexuality-related issues, focusing mainly on attribution 

patterns and core values. Several studies have suggested that frames focusing on 

certain attributions or core values may increase the audience’s support for 

homosexuals or gay-rights policies as well as homosexuality in general, whereas 

frames with other attributions or values may produce the opposite effect (Brewer, 

2002, 2003; Haider-Markel & Joslyn, 2008; Zhang & Min, 2013).  

 

     Attribution framing. In terms of causal attributions, media discourse has 

frequently depicted homosexuality either as a hereditary trait that cannot be changed 

by any subjective initiatives or as a matter of an individual’s personal choice of his or 

her sexual identity that may change over the course of his or her life (Wilcox, 2003; 

Zhang & Min, 2013). In other words, the causes of homosexuality can be framed 

either as uncontrollable (i.e. sexual orientation, biological/genetically determined) or 

as controllable (i.e. sexual preference, environmental/personal choice). Such frames 

on the causal attributions of homosexuality may affect individual’s moral judgments, 

affective emotions, and behavioral tendencies regarding homosexuality, since it is 

difficult to justify discrimination against gays and lesbians especially when it is 

believed that the causes of homosexuality are “uncontrollable” (Yoshino, 2006). On 



•‧
國

立立
政 治

大

㈻㊫學
•‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

FRAMING EFFECTS ON ATTITUDES TOWARD HOMOSEXUALITY  

   19 

the other hand, the result of an experimental study on the framing effects of 

gay-themed entertainment media by Zhang and Min (2013) suggests that the 

participants exposed to an entertainment program framing homosexuality as 

something controllable through the individual’s free will are more likely to feel anger 

towards homosexuality. This significantly limits their support for gay people’s 

personal dignity and equal rights to jobs, housing, and freedom of expression, among 

others. 

     As an issue reflecting a serious social stigma, homosexuality has been 

examined from the perspective of attribution theory (Harder-Markel & Joslyn, 2008; 

Sakalli, 2002; Tygart, 2000; Wood & Bartkowski, 2004). Originally proposed by 

Heider (1944), the attribution theory dictates that people generally strive to predict 

and control their environments; prediction and control can be achieved through an 

understanding of the cause of behavior. Observed behaviors are attributed either to the 

person (internal/dispositional) or the environment (situational/external). How 

people respond to observed behaviors usually depends on whether dispositional 

or situational attributions are selected. In addition to Heider’s basic formulation of 

attribution theory, Weiner (1979, 1985) introduced “controllability” as a 

third dimension of causality. While dispositional and situational factors refer to 

perceived causes of behavior, controllability concerns whether or not a person is 

believed to control their own behavior and the subsequent attitudinal and perceptual 

implications. Research on the role of controllability as causal attributions in 

attitudinal and behavioral responses toward the stigmatized individuals and 

groups has established often negative consequences associated with stigmas that are 
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perceived as controllable. For example, Weiner and colleagues utilized 

controllability attributions to investigate reactions to stigmatized individuals and 

groups (Weiner, Perry, & Magnusson, 1988). Results illustrate that people who 

are observed to have caused their stigma (e.g., AIDS, child abuse, drug abuse and 

obesity) will be evaluated more negatively than those who are stigmatized as a 

consequence of misfortune or the actions of others (e.g., Alzheimer’s disease, cancer, 

and heart disease). Applying this theory of controllability attributions to the social 

stigma of homosexuality, researchers hypothesized and revealed that people who 

considered homosexuality as a controllable state would report more negative attitudes 

towards homosexuals than those who considered homosexuality as 

uncontrollable (e.g., Sakalli 2002; Tygart 2000; Wilcox & Wolpert 2000; Wood & 

Bartkowski 2004; Haider-Markel & Joslyn, 2008). 

 

     Value framing. Value framing refers to the process by which a media frame 

connects an issue to particular values, strengthening this link in the mind of the 

audience. As a result, the audience may accept the perspective indicated by the frame 

(Brewer, 2001, 2002, 2003). With regard to value framing, Brewer (2002, 2003) 

explores the types of core values associated with issues related to gay-rights. He 

suggests the news media has generally considered two types of value frames with 

respect to same-sex relationships: “pro-gay equality frames” and “anti-gay morality 

frames.” The news coverage focusing on “equal rights” are commonly invoked by 

gay activists and generally frames gay activists as those who strive for full marital 

status for same-sex partnerships. They use the egalitarian principle to justify support 
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for gay rights by emphasizing several issues: gay rights policies fighting for equal 

rights, gay and lesbians being treated like everybody else, and anti-gay rights policies 

denying gays and lesbians equal treatment. By contrast, opponents frame the issue in 

terms of a “traditional moral value,” highlighting the threat civil unions or same-sex 

marriage would pose to the long-standing social and religious institutions of marriage 

and family. They use traditional notions of morality and “family values” to 

justify opposition to gay rights by advocating that gay rights policies go against 

traditional morals and anti-gay policies protect them (Brewer, 2003).  

 

     The content analysis and survey study conducted by Johnson (2012) examines 

how media framing capturing discussion of equality and morality shapes how the 

public feels concerning same-sex marriage and civil unions. The results show that as 

equality framing within AP coverage increases, opposition to same-sex and civil 

unions decreases. This data indicates the power of value framing to impact opinion on 

same-sex marriage and civil unions. Furthermore, the data supports how traditional 

morality produces opposition to gay rights and that support for equality produces 

support for gay rights (Brewer, 2003; Wilcox and Wolpert, 2000).  

     While there has been significant changes to media portrayals of homosexuality 

over the last few decades, many studies suggest that heterosexism and homophobia 

still prevail in the media. For instance, by analyzing 356 stories about gays and 

lesbians appearing in Time and Newsweek magazines from 1947 to 1997, Bennett 

(2000) concluded that prejudicial allegations against gays and lesbians have continued 

to appear despite the steady decline of unbalanced coverage on homosexuality during 
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the past fifty years. Similarly, Hart (2000) argues that even though recent media 

portrayals rarely depict homosexuality as mental illness, most representations 

continue to perpetuate negative stereotypes about homosexuality. They tend to be 

portrayed as promiscuous, infected with HIV, or have unsatisfying sexual and 

romantic relationships (Calzo & Ward, 2009; Hart, 2000; Herman, 2005). In their 

study, Riggs and Patterson (2009) briefly elaborate the ways in which homophobia 

and transphobia play out in the contemporary media. For instance, there have been 

several examples of PSAs that repeatedly state, “that’s so gay!” along with celebrities’ 

transphobic remarks. They concluded that contemporary media representations of 

lesbians and gay men arguably continue to perpetuate homophobia in more 

sophisticated and subtle ways than in the past, but which are no less violent in their 

effects. 

 

Portrayal of Homosexuality in Japanese Media 

     In his study on a Japanese gay identity, McLelland (2000b, p.459) argues that 

representations of homosexuality in Japanese media are generally found in the 

“entertainment world” and limited to male homosexuality, particularly are often 

mixed up with transsexuality and transgenderism. In the early 1990s, representations 

of gay men began to appear in a wide variety of popular media including magazines, 

comic books, TV shows, films, which resulted in a phenomenon termed Japan’s “gay 

boom (McLelland, 2000a, 2000b, 2006).” It was the first time in modern Japanese 

history that the discussion of homosexuality became widespread. In fact, a number of 

gay celebrities and comedians started to appear frequently in mainstream media. 
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However, most of these representations are based on stereotypical images of 

homosexuality, depicting homosexual men as a flamboyant feminine gay man or a 

cross-dressing transsexual man (McLelland, 2000b). Additionally in the mainstream 

media (particularly in TV shows), homosexuality and transgenderism tend to be 

treated as “something to be laughed at” (Ito, 1996, p.45). Valentines (1997) argues 

that “in media portrayals okama look like fakes, trying to be women but noticeably 

failing” (p.108). Today, there are even many “fake gay” comedians trying to induce 

audiences’ laughter by acting as a feminine gay man, which may foster audiences’ 

incorrect prejudice against homosexuality. Mochizuki (2008), a staff member at Gay 

Japan News worries about the situation stating, “it’s good that such people are making 

appearances on TV and are being accepted, but I’m concerned that most of them are 

being featured as comedy characters (cited in Hongo, 2008).” Although TV programs 

in the U.S. have come to depict sexual minorities as ordinary people that are part of 

the common community, their portrayals in Japan may cause misunderstandings of 

the characteristics of gay, lesbian and transsexual people. 

     Aside from visual media, popular magazines have also given extensive 

coverage to homosexuality in Japan. However, they tend to focus more on the unusual 

or bizarre aspects of gay subculture with little space given to discuss gay issues such 

as gay rights, gay lifestyle or a gay identity (McLelland, 2000b). Such partial and 

biased portrayals has led some Japanese gays and lesbians to criticize the media for 

being “voyeuristic” and solely focusing on a narrow aspect of homosexuality (Ishino 

& Wakabayashi, 1996, as cited in McLelland, 2000b). According to a survey by DCI 

(2012), only 33.7% of LGBT (lesbian, gay, bisexual, and transgender) respondents 
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look with a favorable eye on performances of these homosexual celebrities and 

comedians, while 41.3% of heterosexual respondents do so. This result bears out Ito 

(1996)’s comment that the media has a tendency to report the more unusual aspects of 

gay life that actually are not like those of ordinary gay men. One potential reason is 

because featuring gays and lesbians whose daily lives are really no different from 

heterosexuals does not attract audiences.  

     McLelland (2000b) suggests that these media portrayals and the discourses 

surrounding homosexuality in Japan are very different from the more politically 

constructed representations of homosexuality in contemporary European and the U.S. 

media. Rather, issues concerning gay rights, gay lifestyle or a gay identity are hardly 

discussed even in Japanese news media. 

 

Impact of Framing Effect on Attitudes toward Homosexuality and Same-sex 
Marriage 

     An attitude is defined as “a person's general evaluation of an object (where 

‘object’ is understood in a broad sense, as encompassing persons, events, products, 

policies, institutions, and so on),” which is an important determinant of one’s 

behavior (O’keefe, 1990, p.18).  

     Like other sexual topics, an individual’s attitudes toward homosexuality are not 

innate but instead are socialized. Although multiple factors contribute to this 

socialization process including parents, teachers, peers, and religious institutions 

(Ballard & Morris, 1998), one of the most influential among them is likely to be the 

media. In fact, youth frequently mention the media as a top source of sexual 
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information (Brown, Halpern, & L’Engle, 2005; Ward, 2003). Indeed, it is argued that 

the media has an important role in shaping individual’s attitudes, especially towards 

homosexuality because people generally learn about homosexuality from characters 

and scenes portrayed in films, television programs, fashion magazines and 

commercial advertisements rather than direct contact with gay and lesbian people 

(Chung, 2007). One key reason is because discussions over sexuality-related issues 

are often avoided by parents and peers due to the controversial nature of the topic in 

addition to the notion that first-hand experience of homosexuality may be limited 

(Chung, 2007; Gross, 1991). 

     According to Hart (2000), exposure to negative media representations of gays 

and lesbians can decrease the levels of social tolerance for homosexuality as well as 

increase the levels of homophobia. It also contributes to the vision of a society in 

which differences are devalued and discrimination against gays and lesbians may not 

be perceived as intolerable. In contrast, exposure to positive representations of gays 

and lesbians may significantly influence the public attitudes toward gays, lesbians, 

and other sexually marginalized groups (Levina et al., 2000; Mackie, Hamilton, 

Susskind, & Rosselli, 1996). These positive representations can serve to decrease the 

stigma associated with homosexuality and the prevalent influence of heterocentric 

ideology in society. If negative stereotypes dominate the mainstream media, regular 

exposure could lead audiences to accept those unfavorable portrayals and make them 

less tolerant of homosexuality (Gross, 1991). 

     Media framing on homosexuality can not only elicit homophobia among 

heterosexuals that may lead to discrimination toward gays and lesbians, but can also 
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affect a formation of public opinion on homosexuality and related issues. Many public 

opinion scholars support the view that people often rely on frames borrowed from 

public debate to connect issues and values (Kinder & Sanders 1996; Nelson, et al., 

1997b). The public debate on an issue can be considered as the sum of the frames for 

the issue that flow from elites to the public, usually through the mass media (Brewer, 

2003). Therefore, how a social issue is covered in the media will influence audiences’ 

perception of the issue. According to Chong and Druckman (2007), most individuals 

hold conflicting beliefs about controversial social issues and are often unable to 

determine their relative importance. By presenting a particular set of values, media 

frames can work as an important cue by which audiences decide which beliefs are 

more or less important in shaping their opinions over a given issue. Since a 

controversial issue is often framed through different angles and perspectives, media 

framing of an issue may lead the audience to interpret the issue in different ways 

(Shah, Kwak, Schmierbach, & Zubric, 2004). The news coverage of homosexuality 

especially on same-sex marriage or gay-rights often involves debates between two 

sides that possess conflicting views on the issues (Li, 2010). 

     Many previous studies have examined how core values reflected in a media 

frame influence the audiences’ beliefs and opinions (Brewer, 2002, 2003; Brewer & 

Gross, 2005). For example, in their study on the framing of visual media and attitudes 

toward homosexuality, Levina et al. (2000) randomly expose participants to one of 

three different videos (anti-gay, neutral, and pro-gay content) to observe the influence 

of media frames on shaping attitudes towards homosexuality. The results illustrate 

that the group exposed to an anti-gay video reported more negative attitudes than 
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those exposed to a pro-gay video, demonstrating the significant correlation between 

the media frames and attitudes. They also examined the influence of a long-term 

framed message (10 to 14 days), suggesting that the effects of media frames are both 

powerful and lasting. Therefore, it is logical to argue that media frames play a crucial 

role in connecting an issue to particular values, thus strengthening this link in the 

mind of the audiences. Thus based on the previous literature, a first hypothesis is 

proposed: 

 

H1: Message framing has an impact on participants’ attitudes toward (1) 

homosexuality and (2) legalization of same-sex marriage and civil unions. 

Specifically, participants who are exposed to pro-gay equality frame will have more 

positive attitudes whereas those who exposed to anti-gay morality frame will have 

more negative attitudes. 

 

Moderators of Framing Effects 

     As seen previously, there is a large body of literature illustrating that media 

framing works as a persuasive tool. Many studies have shown that framing the same 

issue in different ways, while keeping the same core facts consistent, is effective at 

influencing opinion or attitudes (e.g., Hart, 2000; Jacoby, W. G., 2000: Nelson & 

Kinder, 1996; Nelson et al., 1997b; Nelson & Oxley, 1999; Levina et al., 

2000). However, while the relationship between the use of framing and resulting 

opinion is well established, previous studies have often presented mixed or conflicting 

findings. For example, McCroskey and Wright (1971) failed to observe a significant 
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difference of persuasion effects between a “punishment-oriented” message and a 

“reward-oriented” message on either attitude change or perceived credibility. 

Similarly, O’Keefe and Jensen’s (2006) review of 165 gain-loss message framing 

studies found no significant general difference in persuasiveness between the two 

appeal forms. In another study by Levin and Gaeth (1988), the positive framing of a 

meat product attribute (i.e., 75% lean) results in more positive evaluation of the 

product than its presumed equivalent negative framing (i.e., 25% fat). In contrast, 

Ganzach and Karsahi (1995) report reverse outcomes: a negatively framed message 

(i.e., benefits lost and financial costs of nonuse) attracted significantly greater 

increased credit card usage among lapsed cardholders than did the positively framed 

incentive (i.e., benefits gained and financial rewards).  

     Facing these inconsistent findings, researchers began to devote considerable 

effort to investigate moderators of message framing effect. Specifically, they sought 

to explore specific factors that regulate the effectiveness of messages presented in 

either frame. Previous literature presents a number of contextual moderators, such as 

source characteristics (e.g., Druckman, 2001; Slothuus & de Vreese, 2008), issue 

characteristics (e.g., Lecheler, de Vreese & Slothuus, 2009), interpersonal 

communication (e.g., Druckman & Nelson, 2003), or competitive framing (e.g., 

Chong & Druckman, 2007; Sniderman & Theriault, 2004) as well as individual-level 

moderator variables such as political knowledge (e.g., Nelson, Oxley & Clawson, 

1997a), values (e.g., Bullock & Fernald, 2005; Shen & Edwards, 2005), or personality 

(Lauriola & Levin, 2001; Levin, Gaeth, Schreiber & Lauriola, 2002). 
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     Among them, this study will focus on two specific potential factors that may 

limit the framing effects: Need for Cognition as a cognitive moderator and religiosity 

as a heuristic moderator.  

    

Need for Cognition 

Definition 

     In this study, I focus on Need for Cognition (NFC) and examined the 

implications of this personality variable relative to effects of message framing.  

     NFC was originally introduced by Cohen, Stotland, and Wolfe (1955) during 

their work on individual differences in cognitive motivation. They describe the 

concept as “a need to structure relevant situations in meaningful, integrated ways … 

[and] a need to understand and make reasonable the experiential world (p. 291).” 

Cacioppo, Petty, and Kao (1984) further defined NFC in contemporary literature as 

“an individual's tendency to engage in and enjoy effortful cognitive endeavors (p. 

306),” and suggest that while all individuals have the need to make sense of their 

world, there are individual differences in their tendency to satisfy this need. Research 

has shown NFC to be a highly stable personality variable (Sadowski & Guloz, 1992), 

and researchers have considered it central to understanding different components of 

information processing and behavior. In particular, individuals high in NFC are 

intrinsically motivated to search for, gather, and analyze information in an effort to 

comprehend their world, devoting more cognitive resources to processing messages 

than those low in NFC. Furthermore, high NFC individuals constitutionally enjoy 

thinking and complex tasks, and are more likely to process information analytically.  
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     On the other hand, low NFC individuals tend to avoid effortful cognitive work, 

prefer tasks that require fewer cognitive resources, and are more likely to process 

information heuristically (Haugtvedt, Petty, & Cacioppo, 1992). For example, a study 

on advertising showed that using humor as a means for inducing favorable responses 

to a product led to greater success among participants who scored low in NFC as 

compared to those who scored high in NFC (Zhang, 1996). NFC has also been 

included in attempts to understand differences among students in comprehension of 

instructional materials (Leone & Dalton, 1988). This research demonstrated that those 

who were high in NFC were able to comprehend more difficult course material than 

those who were low in NFC. When simple material was presented, no differences 

were found between the two groups. 

     In addition, prior research suggests that an individual’s NFC is positively 

correlated with their level of education, ACT scores, and high school/college grade 

point averages (e.g., Cacioppo, Petty, Feinstein, & Jarvis, 1996; Olson, Camp, & 

Fuller, 1984). NFC can also influence consumer behavior to a large degree. For 

example, high NFC consumers tend to be persuaded by the substance of a message, 

whereas consumers low in NFC are persuaded by incidental cues, such as the 

spokesperson delivering a message or the number of arguments presented (Petty, 

Cacioppo, & Schumann, 1983). In addition, previous research has shown that high 

NFC individuals recall greater amounts of information (Cacioppo, Petty, & Morris, 

1983), pay more attention to the quality of information available (Cacioppo & Petty, 

1982), generate a higher number of task relevant thoughts (Axsom, Yates, & Chaiken, 
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1987), make more thoughtful judgments (Verplanken, 1989), and perform better in 

various cognitive tasks (Leone & Dalton, 1988).  

      

Elaboration Likelihood Model 

     Need for cognition gained prominence in the literature of the Elaboration 

Likelihood Model (ELM) of persuasion (Petty & Cacioppo, 1986), which assumes 

that individuals engage in one of two modes when they process information. That is, 

as discussed below, an individual’s motivation to process the message, which 

determines which mode he or she will follow, is largely influenced by his/her level of 

NFC at the time of message exposure (Cacioppo, Petty, & Rodriguez, 1986; Zhang & 

Buda). 

     ELM is primarily concerned with how the cognitive processing of a message 

affects the persuasiveness or effectiveness of the message. According to ELM, when 

individuals engage with persuasive communications, attitudes are formed or changed 

through one of two different routes of thinking: the central route or the peripheral 

route. The central route is best described as thinking critically and thoughtfully about 

a persuasive message while the peripheral route is more of an automatic response to a 

message. ELM indicates that when elaboration likelihood is high, receivers utilize a 

central route to assess the message; that is, they will put more cognitive effort to 

evaluate the quality of the received message and will carefully scrutinize the 

information delivered by the message.  

     On the other hand, when the elaboration likelihood is low, individuals will 

follow a peripheral route in which they employ less cognitive effort to evaluate the 
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content of the received message. Instead, they generally depend on simple 

(peripheral) cues within the message (i.e. issue-irrelevant or superficial information) 

to make a decision about the persuasiveness of the message. In sum, as elaboration 

likelihood level decreases, the influence of information which need a careful 

assessment on readers' perception, attitude, or belief will also be attenuated, whereas 

the effects of peripheral cues become more important.  

     ELM has identified two important contextual factors affecting message 

receiver’s degree of elaboration likelihood: receivers' motivation and ability (Petty & 

Cacioppo, 1986). Consistent with ELM predictions, prior studies empirically 

confirmed significant interactive effects of these two factors with both central 

and peripheral routes on receivers' perception or attitude towards the received 

message (Petty & Cacioppo, 1984; Rothman, Salovey, Antone, Keough, & Martin, 

1993). In the context of ELM, NFC has been developed as an individual difference 

variable potentially affecting receivers' motivation to process persuasive 

communication that determines whether an individual follows a central route or a 

peripheral route to process the message. In other words, individuals high in NFC are 

generally more motivated to engage in message argument quality than individuals low 

in NFC (Cacioppo et al., 1984). Thus, those high in NFC are more likely than those 

low in NFC to process persuasive information via the central route whereas people 

low in NFC are more likely to attend to peripheral route due to lower motivation to 

process complex information (Axsom et al., 1987; Steward, Schneider, Pizarro, & 

Salovey, 2003).   
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Moderating Effects of NFC 

     Framing effects is a cognitive bias that causes message receivers to 

adopt heuristic principles that simplify the complex tasks of making judgments 

(Tversky & Kahneman, 1981; Cheng & Wu, 2010). However, it has been argued that 

the occurrence of framing effects can be attributed to a lack of attention. If 

individuals would only think more carefully about their choices, they would detect 

alternative ways to think about the problem and would make decisions that are less 

dependent on a particular frame (Cheng & Wu, 2010; LeBoeuf & Shafir, 2003; Sieck 

& Yates, 1997; Smith & Levin, 1996). This view has been supported by research 

attempting to show a lower occurrence of framing effects among more thoughtful 

decision makers (e.g. Smith & Levin, 1996; Stanovich, 1999). For example, Miller 

and Fargley (1991) asked participants to provide a rationale for their choices. They 

showed that this request significantly reduced the magnitude of framing effects on 

risky choice. Similar findings were reported by Sieck and Yates (1997) and Tekemura 

(1993, 1994). As Smith and Levin (1996) suggest that this experimental 

manipulation presumably “leads to greater thought about the choice, and hence less 

contamination by biasing factors such as framing (p. 284),” the mechanism for 

this improvement may be that providing a rationale facilitates the recognition of 

multiple valid reference points from which to consider the choice (Miller & Fagley, 

1991; Sieck & Yates, 1997; Simon, Fagley, & Halleran, 2004). This generates choices 

that are less biased by the initial frame. In addition, these results are also convergent 

with the ELM; as noted before, it is thought to be more difficult to persuade a person 

who is motivated or has the ability to process messages. 
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     As stated previously, people who are high in NFC have been found to be more: 

motivated to engage in cognitive elaboration and consequently generate 

more thoughtful analysis of written messages (Cacippo et al., 1983), engage in greater 

search for information (Verplanken, Hazenberg, & Palenéwen, 1992), and pay less 

attention to surface cues (Heppner, Reeder, & Larson, 1983) than those low in NFC. 

Therefore, it is reasonable to expect that those higher in NFC already actively think 

more about the options and are thereby more likely to reframe the options and 

neutralize the presented frame (Simon et al., 2004). Contrarily, since positive 

or negative framing messages serve as possible peripheral cues (Zhang & Buda, 1999), 

it is expected that those lower in NFC are more susceptible to message framing 

because they are more likely to be influenced by surface cues as they tend to exert 

less cognitive effort to comprehend and evaluate messages (Cheng & Wu, 2010; 

Chaiken, 1980; Smith & Levin) such as whether “the attitude issue or object is 

associated with positive or negative cues (Petty et al., 1983, p. 135).” Based on 

the discussion above, the following hypothesis is proposed: 

 

H2: Participants’ level of NFC will moderate the influence of message framing on 

their attitudes toward (1) homosexuality and (2) legalization of same-sex marriage 

and civil unions. Participants who are low in NFC will show more message framing 

effects than participants who are high in NFC.  
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Religiosity 

Religion and Homosexuality 

     Another possible moderator of message framing effects that this study will 

examine is individuals’ pre-existing religious beliefs. Across the world, personal 

religious beliefs and affiliation are typically seen as powerful predictors of attitudes 

about homosexuality (Adamczyk, 2009). Most religions tend to categorize behaviors 

associated with homosexuality as “unnatural,” “ungodly,” and “impure” (Yip, 2005). 

Because of this framing, active religious involvement, regular exposure to religious 

literature, and frequent interaction with religious friends are likely to encourage 

anti-homosexual attitudes (Olson, Cadge, & Harrison, 2006; Scheitle & Adamczyk, 

2009; Sherkat & Ellison, 1997). Likewise, fear of divine punishment for individuals 

and the society in which they live may lead more religious people to encourage others 

to adopt anti-homosexual attitudes and institute policies that are consistent with 

intolerance (Regnerus & Smith, 1998; Wilcox, 1996). 

     Previous research has also measured the impact the degree of religiosity or 

frequency of attendance at services. They consistently find a positive 

correlation between more frequent attendance (greater religiosity) and higher levels 

of homophobia or intolerance (e.g., Beatty & Walter, 1984; Cochran & Beeghley, 

1991; Fisher, Derison, Polley, Cadman, & Johnston, 1994; Heek & Glunt, 1993). 

     While prior studies have tended to focus on the influence of personal religious 

beliefs and affiliation for understanding attitudes about homosexuality, the religious 

culture of a nation may also shape attitudes. Research regarding religious contexts 

(Adamczy & Felson, 2006; Moore & Vanneman, 2003) has even suggested that 
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people who are not personally religious may be influenced by the religious culture in 

which they live. Hence, Moore & Vanneman (2003) found that people living in a 

more religious region of the United States tended to have more conservative gender 

attitudes, even if they did not consider themselves personally religious. 

 

Moderating Effects of Religiosity 

     Some previous research has shown that the presence of prior beliefs or values 

about an issue or an object being framed can reduce the effectiveness of framing 

(Chong & Druckman, 2007; Druckman & Nelson, 2003; Iyengar, 1991; Nelson & 

Kinder, 1996; Shah, Domke, & Wackman, 1996). As Iyengar (1991) notes, “framing 

effects are limited or enhanced by ‘built in’ preferences for particular attributions” (p. 

117). For example, Gross and D’Ambrosio (2004) found that participants who held 

racially biased attitudes were less likely to respond to a situationally framed news 

story about the Los Angeles “riots” (i.e. attributing the cause of the riots to social 

conditions such as poverty and lack of jobs) with disgust about the persistence of 

racism than those who did not hold racially biased attitudes. Similarly, Brewer (2003) 

found that support for egalitarian beliefs shaped how participants responded to 

alternative gay rights frames. Taber and Lodge (2006) suggest that individuals with 

strong prior attitudes and beliefs engage in more elaborate information processing, 

including resistance to incongruent ideas. They conclude that the more important an 

issue is, the stronger the preexisting belief about the issue. Hence, message receivers 

are less affected by framed information they feel strongly about. Thus, framing effects 
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are likely to be moderated by the strength of individuals’ prior beliefs towards an 

issue or an object. 

     Zaller’s Receive-Accept-Sample (RAS) model of opinion formation provides 

some psychological foundation for the aforementioned findings. The model explains a 

process in which people receive new information, decide whether to accept it, and 

then sample at the moment of answering questions (Zaller, 1992, p.51). The 

model basically consists of four axioms: 

1. Reception Axiom: The greater a person's level of cognitive engagement 

with an issue, the more likely he or she is to be exposed to and 

comprehend - in a word, to receive - political messages concerning that 

issue. 

2. Resistance Axiom: People tend to resist arguments that are inconsistent 

with their political predispositions, but they do so only to the extent that 

they possess the textual information necessary to perceive a relationship 

between the message and their dispositions. 

3. Accessibility Axiom: The more recent a consideration has been called to 

mind or thought about, the less time it takes to retrieve what 

considerations or related considerations from memory and bring them 

to the top of the head for use.  

4. Response Axiom: Individuals answer survey questions by averaging 

across the considerations that are immediately salient or accessible to 

them (p.49). 
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In this model, Zaller (1992) argues that political awareness is positively correlated 

with reception of elite and media messages (i.e. issue frames) and negatively 

correlated with uncritical acceptance of such messages. That is, the greater the 

individuals’ level of political awareness, the more likely they are to receive these 

messages. Also, the greater the individuals’ level of awareness, the more likely they 

are to be able to resist (or accept) information that is inconsistent with their basic 

values or partisanship due to their exposure to multiple and often conflicting 

messages. Conversely, politically unaware people will “often be unaware of the 

implication of the persuasive communications they encounter, and so often end up 

‘mistakenly' accepting them (Zaller, 1992, p.45).”  

     Therefore, as Zaller (1992) argues, prior values provide important standards 

used by citizens to filter the stream of political messages they encounter. The stronger 

the values, the better equipped a person will be to decide whether to reject/accept an 

issue frame as a new consideration because strong values send strong signals as to 

whether to accept or reject an incoming message. Hence, citizens with weak values 

will end up accepting issue frames more often than those with strong values. In turn, 

they will more often change their attitudes towards relevant issues (Slothuus, 2008; 

Zaller, 1992).  

     In addition, according to the social cognitive theory of accessibility, values or 

beliefs can be more or less easily accessible as their importance or frequency of 

activation changes (Higgins, 1996; Lecheler, de Vreese & Slothuus, 2009; Shen & 

Edwards, 2005; Wyer, 2003). Highly accessible values, which generally are 

considered as “chronically accessible,” tend to have a direct impact on individual 
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attitudes toward groups or issues. Chronic accessibility, in turn, means a heightened 

level of activation potential. When primed by stimuli, this characteristic tends to play 

“pervasive and powerful roles” in shaping the interpretation of relevant 

information and subsequent judgment (Bargh, Bond, Lombardi, & Tota, 1986, p. 877). 

Researchers have shown that individuals often draw on their values in political 

decision-making (Kinder, 1983; Kuklinski, 2001). Specifically, response to 

information consistent with one’s values or beliefs tends to be facilitated whereas 

information inconsistent with one’s values or beliefs is likely to be inhibited. 

Activation of values may in turn result in attitude changes. As Entman (1993) 

suggested, a framing effect is more likely to occur when the media frames fit the 

existing beliefs of the audiences, rendering related concepts more salient and more 

cognitively accessible than others. 

     Indeed, research in social cognition has provided evidence demonstrating 

that chronically accessible constructs such as values or strong beliefs can also lead to 

automatic information processing, allowing people to detect and process relevant 

information even when attentional resources are diverted elsewhere (Bargh et al., 

1986; Higgins, 1996; Wyer, 2003). For example, Jacks and Devine (2000) examine 

individual differences in attitude importance as a moderator of persuasion effects. 

They found that “high importance” individuals (those who deem an issue to be very 

significant) are more resistant to opinion change. The authors explain their findings 

by arguing that “attitudes of high importance individuals are highly accessible, so 

these individuals should be able to bring quickly and easily to mind thoughts and 

feelings that help them defend their attitude… these individuals should be motivated 
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and able to resist a counterattitudinal message (p.21).” Thus, when confronted with a 

frame covering an issue of high importance, individuals can more easily resort to 

stored information relating to this issue. 

     Given the strong correlation between religiosity and anti-homosexual attitudes, it 

can be assumed that religious individuals would have stronger values and higher 

chronic accessibility for traditional morality on sexuality because of the emphasis 

religions place on it. Therefore, in the light of these arguments, it is hypothesized 

that when media frames highlight traditional morality in framing 

homosexuality-related issues, those who have higher religiosity will find the news 

messages more resonant than those who have lower or no religiosity. Consequently, 

they are more likely to activate thoughts related to their traditional moral values and 

express value-consistent (i.e. less-supportive) attitudes toward homosexual-related 

issues than those who have lower or no religiosity. In other words, the effect of 

temporary accessibility induced by media frames may be moderated by the chronic 

accessibility of values innate in individuals’ belief systems. 

Hypothesis 3 can therefore be stated as follows: 

 

H3: Participants’ level of religiosity will moderate the influence of message framing 

on their attitudes toward (1) homosexuality and (2) legalization of same-sex marriage 

and civil unions.  
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Chapter 3: Methodology 

 

Design and Procedure 

     The present study utilizes a single factor experimental design with message 

framing as a factor (pro-gay equality vs. anti-gay morality). The entire experiment 

was conducted online using Google Forms. Each participant was randomly assigned 

into one of the two experimental conditions. After reading a short article on same-sex 

marriage either framed in terms of pro-gay equality or anti-gay morality, participants 

were directed to complete the posttest questionnaire designed to assess demographics, 

levels of need for cognition, as well as their attitude towards homosexuality, same-sex 

marriage, and civil unions.  

 

Data Collection 

     The target population of this study was heterosexual Japanese individuals, and 

the total sample size was 150 participants. The required sample size was calculated 

using G*Power statistical software version 3.1 with the following inputs: an alpha 

of .05, an effect size of .25, and a power of .80 (Faul, Erdfelder, Buchner, & Lang, 

2009). All survey data were obtained through online survey. Although traditional 

paper-and-pencil surveys have been the norm for many years, web-based surveys are 

gaining more and more popularity due to their several advantages over traditional 

off-line surveys. Particularly, online surveys are generally considered as a time- and 

cost-saving option for data collection (Clayton & Werking, 1998; Gjestland, 1996; 
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Palmquist & Stueve, 1996; Schmidt, 1997; Uhlig, Seitz, Promesberger, Eter, & Busse, 

2014; Wright, 2005). They help researchers not just save the paper cost and mailing 

costs like stamp, envelope, and return envelope, but also eliminate some mailing 

works and reduce response time (Bachmann, Elfrink, & Vazzana, 1996; Mehta & 

Sivadas, 1995; Kiesler & Sproull, 1986; Schaefer & Dillman, 1988; Weible & 

Wallace, 1998). In addition, they also have a potential for international reach, allow 

for elaborate skip-logic, and eliminate errors in data-entry (Dilman, 2007). 

     Although data quality of online survey is often called into question, some 

studies have revealed that there is no significant difference in results of online and 

offline surveys (Manfreda & Vehover, 2002; Sohn, 2001). For example, Manfreda 

and Vehover (2002) tested whether Web and mail surveys would give the same 

results if two samples of identical size from the same population were surveyed using 

the same procedures except for the mode of questionnaire completion. The results 

showed that the mode of questionnaire did not influence substantial answers of the 

respondents in most cases. This suggests that online surveys provide an attractive 

alternative to the traditional mail surveys. 

     Entitled “Research on Media Effects and Attitudes toward Same-sex Marriage”, 

a link to the questionnaire was posted on the Facebook page of this researcher, as well 

as a famous Japanese online forum, and was accessible for a period of seven days. As 

previous studies suggest that lotteries might be the most effective reward in an online 

environment because they lead to a higher response rate while being much more 

cost-efficient than offering all participants small prizes (Deutskens, Ruyter, Wetzels, 



•‧
國

立立
政 治

大

㈻㊫學
•‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

FRAMING EFFECTS ON ATTITUDES TOWARD HOMOSEXUALITY  

   43 

& Oosterveld, 2004), the participants in this study were later put into a lottery draw 

for JPY1500 cash vouchers as an incentive to take part in the study.  

 

Framing Manipulation 

     For the present study, two short articles about the legalization of same-sex 

marriage in Japan were designed as a framing manipulation. According to the 

previous studies, the issues of gay-rights or same-sex marriage are generally framed 

either as “pro-gay equality frames” or “anti-gay morality frames” (Brewer, 2002, 

2003; Johnson, 2012; Price et al., 2005). Pro-gay equality frame generally utilizes the 

egalitarian principle to justify support for gay rights by emphasizing equal rights or 

equal treatment for gay/lesbian people. By contrast, anti-gay morality frame 

commonly use traditional notions of morality and “family values” to 

justify opposition to gay rights by advocating that gay rights policies go against 

traditional morals and anti-gay policies protect them (Brewer, 2003). This study 

utilizes these core values and put some of these fundamental elements into the 

manipulation materials.  

     Two articles were mainly constructed from sections of an actual news article 

written by the Japan Times (2013). The first and second paragraphs of the 

article remained identical in two framing conditions; however, the headline and the 

last two paragraphs were altered and edited according to the issue-specific frames 

defined above. The pro-gay equality frame presents arguments about equal rights for 

homosexual people as heterosexual citizens, while anti-gay morality frame stresses 
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political and morality struggles over the issue of same-sex marriage. For the wording 

of the frame manipulations, see Appendix C.  

     The content analysis and survey study conducted by Johnson (2012) examines 

how media framing capturing discussion of equality and morality shapes how the 

public feels concerning same-sex marriage and civil unions. The results show that as 

equality framing within AP coverage increases, opposition to same-sex and civil 

unions decreases. This data indicates the power of value framing to impact opinion on 

same-sex marriage and civil unions. Furthermore, the data supports how traditional 

morality produces opposition to gay rights and that support for equality produces 

support for gay rights (Brewer, 2003; Wilcox and Wolpert, 2000).  

 

Measures 

Attitudes toward Homosexuality 

     In this study, Herek’s (1997) Attitudes Toward Lesbians and Gay Men Scale –

Revised Short Version (ATLG-R-S5), the most commonly used measure of anti-gay 

prejudice, was used to assess participants’ attitudes toward homosexuality. A test of 

reliability for the original version of this scale, which consists of 20 statements, 

yielded an alpha greater than .85 for college students (Herek, 1984, 1988). The short 

version is highly correlated with the original version (r = .97). ATLG-R-S5 consists 

of two five-item subscales: the Attitudes Toward Lesbians scale (ATL, e.g., “Lesbians 

just can’t fit into our society”) and the Attitudes Toward Gay Men scale (ATG, e.g., 

“Sex between two men is just plain wrong”). Participants were asked to respond to 

each of the statements by saying how much they agree with it on a five-point scale 
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(1=strongly disagree; 5=strongly agree). Higher scores on the attitude scale indicate 

more positive attitudes. The full list of measures can be found in Appendix A. 

     The results of an exploratory factor analysis (a principal component analysis 

with Varimax rotation) conducted on the collected data indicate that all ten items 

loaded on a single factor, explaining 57.99% of the total variance (see Table 1). 

Moreover, the ATLG scale also yielded high levels of internal consistency in this 

study: α = 0.73 for ATL, 0.89 for ATG, and 0.90 for ATLG. The 10 items were 

summed to form an index of attitudes toward homosexuality (M = 38.38, SD = 9.14).  

 

 Table 1. The Exploratory Factor Analysis for ATLG scale 

 Component 

Item 1 

1. I think male homosexuals are disgusting. .879 

2. Male homosexuality is a perversion. .887 

3. Male homosexuality is a natural expression of sexuality in men. .663 

4. Sex between two men is just plain wrong. .843 

5. Male homosexuality is merely a different kind of lifestyle that should 

not be condemned. 

.783 

6. Lesbians just can't fit into our society. .795 

7. State laws against private sexual behavior between consenting adult 

women should be abolished. 

.637 

8. Female homosexuality is a sin. .679 

9. Female homosexuality in itself is no problem unless society makes it a 

problem. 

.601 

10. Lesbians are sick. .785 

Eigenvalues 5.799 

% of variance 57.990 % 

Note: Extraction method: Principal component analysis.  
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Attitudes toward Same-sex Marriage and Civil Unions 

     Participants’ attitudes toward same-sex marriage and civil unions were 

measured on two five-point scale questions ranging from 1 (strongly oppose) to 5 

(strongly favor). The questions ask how much participants favor or oppose “a law that 

would allow homosexual couples to marry, giving them the same legal rights as other 

married couples” and “a law that would allow homosexual couples to legally form 

civil unions that are not marriages, but would give them some of the legal rights of 

married couples such as inheritance, insurance, and hospital visiting privileges.” The 

two items were summed to form an index of attitudes toward same-sex marriage and 

civil unions (M = 7.65, SD = 2.36, α = 0.86).  

 

Need for Cognition 

     NFC level was measured with the short form of the Need for Cognition Scale 

developed by Cacioppo, Petty, and Kao (1984). This scale consists of 18 items and 

participants are asked to rate their level of agreements with each statement such as “I 

would prefer complex to simple problems” and “I like to have the responsibility of 

handling a situation that requires a lot of thinking” on a scale ranging from 1 

(extremely uncharacteristic) to 5 (extremely characteristic). Higher scores on the scale 

indicate higher level of need for cognition. The full list of measures can be found in 

Appendix A. Cacioppo et al. (1996) reviewed many studies on the reliability and 

validity of the scale, and reported that the alpha coefficient tends to be in the 0.9 

range (e.g., Cacippio, Petty, & Kao, 1984). They also concluded that NFC influences 

the “acquisition or processing of information relevant to dilemmas or problems 
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(p.247).” 

     The 18 items were summed to form an index of need for cognition (M = 61.59, 

SD = 11.34, α = 0.87). Participants were later categorized as high versus low NFC 

participants by a median split on NFC scores; that is, participants scoring below the 

median (which was 62 in this sample) were placed in the low NFC category and 

participants scoring at or above the median were categorized as high NFC 

participants. 

      

Religious Affiliation and Religiosity 

     Participants’ religious affiliation was asked with a statement “What is your 

religion?” Responses to this item were: “No religion,” “Christian,” “Buddhist,” 

“Muslim,” “Hindu,” and “Other.” In addition, participants were asked to indicate on a 

five-point scale questions (1 = not important at all to 5 = very important) asking, 

“How important religion is in your daily life?” to measure their levels of religiosity. 

     The majority (72.7%) of respondents claim no religious affiliation. 18% 

identify themselves as Buddhists, 6.7% as Christians, and 2.7% profess other religions 

(see Table 2). There is no Hindu or Muslim. About importance of religion, 86% of all 

respondents say religion is either not important in their daily life or don’t know. 

Among those who have a religious affiliation, only 26.8% claim religion is important 

in their daily life. 
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     Participants were later categorized as high versus low religiosity participants by 

a median split on religiosity scores; that is, participants scoring below the median 

(which was 2 in this sample) were placed in the low religiosity category and 

participants scoring at or above the median were categorized as high religiosity 

participants. 

     Along with other descriptive statistics, correlations were also computed among 

the key variables in the study (see Table 3). 

Table 2. Religious Affiliation and Religiosity 

  Religiosity 

 N % M SD Min Max 

No religion 109 72.7 1.76 0.932 1 4 

Christianity 10 6.7 3.40 1.075 1 5 

Buddhism 27 18.0 2.70 1.295 1 5 

Other  4 2.7 2.25 1.258 1 4 

Total 150 100 2.05 1.134 1 5 
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Demographics 

     Four items including age, gender, educational level, and sexual orientation were 

assessed using single-item measures.  

     Sample structures. Of the 153 people participating in this study, 150 of them 

were valid. Three participants were excluded because the participants identified 

themselves as either gay/lesbian or bisexual. This study mainly examines 

heterosexual’s attitudes toward homosexuality. Among the 150 valid samples, 75 of 

them were assigned to pro-gay equality framing condition and the rest of them were 

assigned to anti-gay morality framing condition. Below is the analysis according to 

gender, age, level of education, and religion.  

     Gender. Among the 150 valid samples, 72 participants are male, which 

accounts for 48%. The other 78 participants are female, and accounts for 52%. 

     Age. The mean age of the respondents is 29.6 and ranges from 21 to 70 years 

old. Among all respondents, 49.3% fall in the age group of 25 to 29, 19.3% are among 

19 to 24, and 18.7% are among 30-34 years old. These three groups in total account 

for 87.3% of all participants. For details, see Table 4. 

     Level of Education. As for the educational background, 56.7% of respondents 

are college/university graduates, and 28.7% obtained a masters degree. There are 9 

(6%) respondents who claim at least a high school diploma and 10 (6.7%) 

respondents who claim a vocational college diploma as their highest degree obtained. 

     A Pearson chi-square test confirmed that there was no relationship between 

demographic variables and experimental conditions. As shown in Table 5, the 

demographic characteristics of participants were evenly distributed across groups. 



•‧
國

立立
政 治

大

㈻㊫學
•‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

FRAMING EFFECTS ON ATTITUDES TOWARD HOMOSEXUALITY  

   51 

 

 

Table 4. Demographic Information 

1. Gender Frequency Percentage (%) 

Male 72 48.0 

Female 78 52.0 

Total 150 100% 

2. Age   

19-24 years old 29 19.3 

25-29 years old 74 49.3 

30-34 years old 28 18.7 

35-39 years old 8 5.3 

40-44 years old 1 0.7 

45-49 years old 4 2.7 

Older than 50 years old 6 4.0 

Total 150 100% 

3. Level of Education   

Senior high school 9 6.0 

Vocational college 10 6.7 

University/college 85 56.7 

Master or higher 43 28.7 

Other 3 2.0 

Total 150 100% 
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Table 5. Demographic Distribution of the Participants 

 Pro-gay Framing Condition 
(N=75) 

Anti-gay Framing Condition 
(N=75) 

1. Gender Frequency Percentage (%) Frequency Percentage (%) 

Male 37 49.3 35 46.7 

Female 38 50.7 40 53.3 

Total 75 100% 75 100% 

2. Age     

19-24 years old 15 20.0 14 18.7 

25-29 years old 39 52.0 35 46.7 

30-34 years old 12 16.0 16 21.3 

35-39 years old 1 1.3 7 9.3 

40-44 years old 0 0 1 1.3 

45-49 years old 4 5.3 0 0 

Older than 50 years old 4 5.3 2 2.7 

Total 75 100% 75 100% 

3. Level of Education     

Senior high school 3 4.0 6 8.0 

Vocational college 3 4.0 7 9.3 

University/college 45 60.0 40 53.3 

Master or higher 22 29.3 21 28.0 

Other 2 2.7 1 1.3 

Total 75 100% 75 100% 
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Pilot Study 

     To confirm the reliability of measures and the validity of manipulation 

materials, a pilot study was conducted with 30 participants. The pilot study utilized 

the same design (online experiment with random assignment), manipulation materials, 

and questionnaire as the main experiment, and took a period of 3 days. Fifteen 

participants were randomly assigned to pro-gay equality framing condition and the 

rest of them were assigned to anti-gay morality framing condition. Sixteen 

participants (53.3%) were male and 14 (46.7%) were female. Mean age of the 

participants was 30.1. 

     All measurement instruments were confirmed as highly reliable: attitudes 

toward homosexuality (M = 36.37, SD = 8.302, α = 0.86), attitudes toward 

legalization of same-sex marriage and civil unions (M = 7.23, SD = 2.455, α = 0.93), 

and NFC (M = 64.80, SD = 11.553, α = 0.90). 

     In addition, an independent-sample t-test revealed successful experimental 

manipulations with participants recognizing the content of articles pertaining to the 

frame to which they were exposed [P1: Mpro = 4.20 vs. Manti = 2.00, t(27.858) = 6.736, 

p< .001; P2: Mpro = 3.60 vs. Manti = 1.60, t(27.192) = 6.017, p< .001; A1: Mpro = 2.40 

vs. Manti = 3.93, t(27.742) = -3.781, p< .01; A2: Mpro = 1.60 vs. Manti = 3.67, t(22.852) 

= -5.568, p< .001]. Therefore, no modification was made both on the questionnaire 

and manipulation materials. 

 

Manipulation Check 

     To test for the effectiveness of the framing manipulation, participants were 
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asked to answer the following four five-point items ranging from 1 (strongly disagree) 

to 5 (strongly agree) immediately after reading the manipulation materials: “The story 

was mostly about the equality values of the gay rights issue (P1)”, “The story was 

mostly about the positive outcomes of legalization of same-sex marriage (P2)”, “The 

news story was about the political and morality struggles over the gay rights issue 

(A1)” and “The story was about the negative outcomes of legalization of same-sex 

marriage (A2).” The higher scores on the first two questions suggest successful 

manipulation of the pro-gay treatment and the higher scores on the other two 

questions suggest successful manipulation of the anti-gay treatment. 

     An independent-samples t-test was conducted to compare how much 

participants agreed with these statements in pro-gay and anti-gay framing conditions. 

The results showed successful manipulation for both the pro-gay equality framing 

manipulation, for P1: Mpro = 4.08 vs. Manti = 2.45, t(141.96) = 9.29, p< .01; P2: Mpro = 

3.63 vs. Manti = 1.61, t(148) = 12.79, p< .001, and the anti-gay morality framing 

manipulation, for A1: Mpro = 2.63 vs. Manti = 3.65, t(148) = -5.72, p< .001; A2:, Mpro  

= 1.69 vs. Manti = 3.40, t(122.81) = -9.81, p< .001 (see Table 6).  
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Table 6. t-test Results Comparing Pro-gay and Anti-gay Framing Conditions on Manipulation 

Check 

 Groups  

 Pro-gay Framing 
Condition (N=75) 

 Anti-gay Framing 
Condition (N=75) 

 

  M SD  M SD df t 

P1. The story was mostly about the 
equality values of the gay rights 
issue. 

4.08 0.95  2.45 1.17 141.96 9.29** 

P2. The story was mostly about the 
positive outcomes of legalization of 
same-sex marriage. 

3.63 1.05  1.61 0.86 148 12.79*** 

A1. The news story was mostly 
about the political and morality 
struggles over the gay rights issue. 

2.63 1.12  3.65 1.07 148 -5.72*** 

A2. The news story was mostly 
about the negative outcomes of 
legalization of same-sex marriage. 

1.69 0.78  3.40 1.28 122.81 -9.81*** 

**p< .01, ***p< .001.        
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Chapter 4: Results 

 

General Findings 

     Ahead of hypotheses testing, the effects of different demographic variables, 

including gender, age groups, and level of education on participants’ attitudes toward 

homosexuality and legalization of same-sex marriage/civil unions as well as NFC 

scores are described.  

     First, one–way ANCOVAs controlling for message framing condition were 

conducted to determine a statistically significant effect of gender, age groups, and 

level of education on participants’ attitudes. The results revealed a significant main 

effect for participants’ gender on attitudes toward homosexuality, [F(1, 147) = 12.061, 

p <0.01], but not for attitudes toward legalization of same-sex marriage and civil 

unions. In addition, no significant effect of participants’ age and level of education on 

attitudes were observed (see Table 7).    

     On the other hand, separated one–way ANCOVAs controlling for message 

framing condition was conducted to confirm a statistically significant main effect of 

those three demographic variables on participants’ level of NFC. The results showed a 

significant main effect only for gender, F(1, 147) = 12.926, p <0.001. There was no 

significant difference in the level of NFC between different age groups or educational 

backgrounds (see Table 7). 

     In addition, one–way ANCOVAs controlling for message framing condition 

were conducted to explore if there was a statistically significant effect of religious 
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affiliation on participants’ attitudes. However, the results showed no significant main 

effect of participants’ religious affiliation both on attitudes toward homosexuality and 

attitudes toward legalization of same-sex marriage and civil unions (see Table 7).   

 

Hypotheses Testing 

     Hypothesis 1 stated that message framing has an impact on participants’ 

attitudes toward (a) homosexuality and (b) legalization of same-sex marriage and civil 

unions. That is, participants who were exposed to a message framed in terms of 

pro-gay equality on homosexuality will have more positive attitudes, whereas those 

who were exposed to a message with anti-gay morality frame will have more negative 

attitudes. 

     An independent-samples t-test was conducted to compare attitudes toward 

homosexuality and legalization of same-sex marriage/civil unions in pro-gay equality 

framing condition and anti-gay morality framing condition. The results revealed a 

statistically significant difference between two conditions only in scores for attitudes 

toward legalization of same-sex marriage and civil unions [Mposi= 8.27, SDposi= 2.02; 

Mnega = 7.04, SDnega = 2.53; t(140.960) = 3.273, p< .05.], but not for attitudes toward 

homosexuality (see Table 8). Although the results showed a slightly higher score on 

attitudes toward homosexuality in pro-gay equality framing condition (M = 39.28, SD 

= 9.34) than anti-gay morality framing condition (M = 37.48, SD = 9.65), there was no 

statistically significant difference in the scores observed (see Table 8). Therefore, 

hypothesis 1b was supported, whereas hypothesis 1a was not. 
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     Hypothesis 2 expected a moderating effect of need for cognition on framing 

effects. Specifically, it predicted that participants’ level of NFC will moderate the 

influence of message framing on their attitudes towards (a) homosexuality and (b) 

legalization of same-sex marriage and civil unions, which suggests that participants 

who are low in NFC will show more message framing effects than participants who 

are high in NFC.  

     To determine if there was an interaction effect between message framing and 

participants’ level of NFC on their attitudes, two separate two-way ANOVAs were 

conducted with two independent variables: NFC level (high vs. low) and framing 

condition (pro-gay equality vs. anti-gay morality). Attitudes towards homosexuality 

and attitudes toward legalization of same-sex marriage and civil unions served as 

dependent variables. 

     The ANOVA results shown in Table 9 indicated that there was a statistically 

significant main effect only for message framing on attitudes toward legalization of 

same-sex marriage and civil unions (F(1,146) = 10.592, p<.01), which was also 

confirmed by hypothesis 1a. However, no significant interaction effect was found 

between the framing conditions and the NFC levels (see Table 9). Indeed, any 

remarkable difference was not observed between high NFC participants and low NFC 

participants in attitude scores both in pro-gay equality and anti-gay morality framing 

conditions (see Table 10). Therefore, neither hypothesis 2a nor 2b was supported. 

     Hypothesis 3 stipulated a moderating effect of religiosity on framing effects. It 

predicted that the participants’ level of religiosity would moderate the influence of 

message framing on their attitudes towards (a) homosexuality and (b) legalization of 
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same-sex marriage and civil unions. 

     Two separated two-way ANOVAs were conducted to examine if there was any 

interaction effect between message framing and participants’ level of religiosity on 

their attitudes. The ANOVA results revealed no statistically significant interaction 

effect between the framing conditions and the levels of religiosity on both attitudes 

toward homosexuality and legalization of same-sex marriage and civil unions (see 

Table 11). The results showed that there was no difference in scores on attitudes 

between high-religiosity participants and low-religiosity participants both in pro-gay 

equality and anti-gay morality framing conditions (see Table 12). Therefore, both 

hypothesis 3a and 3b was rejected. 
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Chapter 5: Discussion and Conclusion 

 

Discussion 

     The present study was conducted to investigate the effects of 

homosexuality-related frames on heterosexual Japanese individuals’ attitudes towards 

gay and lesbian people and legalization of same-sex marriage. Additionally, this study 

further examined the moderating role of NFC and religiosity on the framing effects. 

Although this study was able to confirm the significant effects of framed messages on 

participants’ attitudes toward legalization of same-sex marriage and civil unions, it 

failed to demonstrate a moderating role of individuals’ NFC and religiosity. 

     Hypothesis 1 was partially confirmed. Message framing on 

homosexuality-related issue has a significant impact on participants’ attitudes toward 

legalization of same-sex marriage and civil unions, but not to the notions of 

homosexuality itself. This result agrees with the findings of some previous framing 

research. For example, the results of the study by Levina et al. (2000) illustrate that 

the group exposed to an anti-gay video reported more negative attitudes than those 

exposed to a pro-gay video, demonstrating the significant correlation between the 

media frames and attitudes. Similarly, Zhang and Min (2012) investigated the framing 

effects of gay-themed entertainment media in China. They discovered that exposure 

to video clips from TV dramas reflecting core values had considerable influence on 

the participants’ opinions, by changing their perception of the importance of 

value-related beliefs.  
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     As suggested by previous studies, this study also provided empirical evidence 

that core values reflected in a media frame can influence the audiences’ beliefs and 

opinions toward sexual minorities. Perhaps an underlying reason why we could not 

provide evidence of framing effects on attitudes toward homosexuality was because 

the manipulation material in this study was more focused on same-sex marriage 

instead of homosexuality itself.  

     On the other hand, the hypothesized interaction between NFC and issue frame 

(H2) was not observed in this study. This result is inconsistent with the findings by 

Zhang and Buda (1999) and Steward et al. (2003). This result may be due to the 

participants’ lack of strong prior attitudes or beliefs to resist framed messages. In this 

study, it is hypothesized that those who have a high level of NFC tend to exert 

cognitive effort to comprehend and evaluate the framed message, therefore, are more 

likely to think about options and neutralize the presented frame (Simon et al., 2004). 

However, as discussed in the literature review, the invisibility of homosexuality in 

Japanese society may make citizens indifferent to this issue. Despite certain 

individuals having higher levels of NFC, the lack of strong prior attitudes or beliefs 

toward sexual minorities to be an alternative option for the value emphasized by the 

frame may make them equally susceptible to framing effects as those with low NFC. 

     Moreover, in most of the previous research which confirmed the moderating 

role of increased cognitive effort on framing effects, participants were stimulated to 

devote more thoughts to the presented issues by being asked to justify their choices. 

However, this study just measured participants’ level of NFC. Therefore, it is likely 

that even though certain individuals have higher levels of NFC, they do not exert their 
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cognitive power without being primed. This also may have been one of the underlying 

reasons why the results of this study did not agree with those of previous research.  

     In addition, Hypothesis 3, which tested a moderating role of religiosity on 

framing effects, was not supported as well. The results revealed no moderating effect 

of religiosity, showing that there was no difference in scores on attitudes between 

high-religiosity participants and low-religiosity participants both in pro-gay equality 

and anti-gay morality framing conditions. From this result, it is likely that in this 

study, participants’ religiosity as pre-existing values may not have been 

strong enough to reject an incoming message that is inconsistent with their prior belief. 

As Zaller (1992) argues that individuals with weak values may accept issue frames 

more often than those with strong values and, in turn, more often change their 

attitudes toward the relevant issues, the religiosity of participants in this study may 

have been too weak to reject framed messages, even though they were categorized 

into a high-religiosity group (M = 2.82). Indeed, among 87 participants categorized 

into a high religiosity group, only 21 answered that religion is either “very important” 

or “somewhat important,” and almost half of the group (n = 41) said that religion is 

“not very important” in their daily life. This data may have been due to non-religiosity 

of Japanese citizens. According to “Global Index of Religion and Atheism (2012)” by 

WIN/Gallop International, Japan boasts the world’s second-largest population of 

those who considered themselves as “convinced atheists”, coming in at 31%. 

Meanwhile, over half (62%) of Japanese describe themselves as “not religious” or 

“atheist.”  
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     The result of this study is inconsistent with findings in previous studies that 

suggest a positive correlation between greater religiosity and higher levels 

of homophobia or intolerance (e.g., Beatty & Walter, 1984; Cochran & Beeghley, 

1991; Fisher, Derison, Polley, Cadman, & Johnston, 1994; Heek & Glunt, 1993); and 

such strong prior values work as a moderator of framing effects (e.g., Bargh et al., 

1986; Higgins, 1996; Slothuus, 2008; Wyer, 2003). Except a relatively low level of 

religiosity of the participants in this study, the reason behind this contradicting result 

can be explained by the difference of samples used in this study from the previous 

research. With so few Muslims, Hindus, and Buddhists in the United States and 

Europe, research on tolerance of homosexuality among non-Judeo-Christian groups 

has been minimal. Most previous literature focuses on the relationship between 

Christianity and homosexual intolerance in the Western environment, and virtually no 

experiment has been conducted to assess the correlation between intolerance of 

homosexuality and religiosity of Buddhists or Christians in Asian countries. Thus, due 

to a lack of relevant literature, influences that religions have on citizens’ traditional 

sexual morality in Asian countries, especially in Japan, and the differences in strength 

of pre-existing religious beliefs between the Western environment and Asian 

environment are still unclear. As a result, findings of this study did not meet the 

expectation expected based on previous literature.  

     Additionally, although most of the hypotheses were not supported in the 

analysis, other interesting finding emerged from this study: men have more negative 

attitudes toward gay men and lesbians than women. In the previous literature, gender 

has consistently been found to be associated with negative attitudes toward 
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homosexuality, with men reporting more unfavorable attitudes (e.g. Kite, 1984; 

McDevitt, Sheehan, Lennon, & Ambrosio, 1990; Herek, 1991, 1994). Several 

researchers have tried to address the underlying mechanisms responsible for this 

relation. For example, the findings by Kerns and Fine (1994) suggest that a difference 

between heterosexual males and females in their adherence to traditional gender role 

attitudes may be a mechanism that is partly responsible for the gender difference in 

negative attitudes toward gay men. On the other hand, the study by Ratcliff, Lassiter, 

Markman, and Snyder (2006) demonstrated that internal motivation to respond 

without prejudice is one of the mediators of the relation between gender and attitudes 

toward homosexuality. Despite these possible explanations, major underlying reasons 

for this effect still have not been explored enough. 

 

Limitations and Suggestions for Future Research 

     There are several limitations in this study that could be addressed during future 

research. Perhaps the most important limitation to mention is the use of an online 

survey. It is true that there are a number of advantages to implementing surveys in a 

Web-based format; however, there are limitations associated with this method as well. 

The major concerns are associated with sampling (Nardi, 2003). Even though 

traditional survey methods share similar issues with sampling frames, Web-based 

surveys are confronted with limited access to certain demographic groups, which 

leads to sample frame bias (Eastin & LaRose, 2000; Tourangeau, 2004; Skitka & 

Sargis, 2006). While Internet access continues to grow, certain populations are still 

being excluded from technological advancements including older people, people with 
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lower incomes, the unemployed and those living outside metropolitan areas. Such 

non-random exclusion of individuals (those without the Internet access) often results 

in skewed or limited sampling (Birnbaum, 2004). 

     In particular, narrow age distribution of this study may have led to skewed 

findings. More than four-fifth of the samples (87.3%) fell in the age group of 19 to 34 

and the mean age of 29.6 years was relatively young. However, in many countries, 

views of homosexuality vary across age groups, with younger respondents 

consistently more likely than older ones to say homosexuality should be accepted by 

society. According to Pew Research Center's Global Attitudes Project (2013), the age 

differences in Japan are particularly evident: 83% of those younger than 30 say 

homosexuality should be accepted, compared with 71% of 30-49 year-olds and just 

39% of those 50 and older. This may have led to somewhat positive or neutral 

homosexuality-related attitudes in this study. Thus, the results of the experiment 

performed with participants of relatively younger age are not generalizable to older 

populations in Japan. Future studies should attempt to address this weakness by using 

a more diverse sample, particularly in terms of age. 

     Another limitation of this study is a lack of control group for comparison in this 

study. If the experiment had a control group, it would have been able to provide more 

clear evidence that message framing on homosexuality-related issue has an impact on 

participants’ relevant attitudes because control group could serve as a benchmark for 

measuring impacts. It especially would have allowed the researcher to compare the 

strength of impacts of pro-gay and anti-gay frames, and to specify whether the 
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significant differences between experimental groups are attributed to pro-gay frame 

manipulation or anti-gay frame manipulation.  

     In addition, future studies may look into finding some other potential 

moderators of framing effects in the context of homosexuality. For example, one of 

the most influential factors that may attenuate the effectiveness of framed message 

related to homosexual issues may be a pre-existing attitude towards homosexual 

people. Another factor may be a personal or close contact with a homosexual 

individual, which may possibly affect pre-existing attitudes. Specifying this kind of 

potential moderators may provide better understanding of the relation between 

message framing and issue-relevant attitudes. It may additionally shed light on the 

development of strategies against harmful media effect which reinforce negative 

stereotypes of sexual minorities.  

 

Conclusion 

     This thesis conducted an online experiment utilizing framing manipulation and 

a survey questionnaire with 150 Japanese heterosexual participants to determine the 

effects of message framing on homosexuality-related issues on Japanese audiences’ 

attitudes toward homosexual people and legalization of same-sex marriage and civil 

unions. Furthermore, this study also investigates the moderating role of individuals’ 

NFC and religiosity on the framing effects.  

     The major finding of this thesis is that core values reflected in a media frame 

can influence the audiences’ attitudes toward sexual minorities and related issues.  

This finding attests to the notion that media frames play a crucial role in connecting 
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an issue to particular values, strengthening this link in the mind of the audience. 

Based on these findings, an important implication for LGBT activists in Japan is to 

devote more attention and resources to media activism, as exposure to positive media 

message on sexual minorities is strongly correlated with more tolerant attitudes 

toward them.   

     This thesis not only added empirical evidence of the impact of message framing 

on attitudes to framing literature, but also contributes to the limited amount of 

literature regarding main effects of news media framing on individuals’ attitudes 

toward sexual minorities. The findings of this study attest to the framing effects of not 

only visual media (e.g. dramas or movies) but also news media, particularly print 

media or the Internet (e.g. online newspaper, news blogs) on individuals’ attitudes 

toward homosexuality.  

     Finally, although this thesis could not identify specific factors that reduce the 

effects of framed messages, it was able to shed light on the current situation that 

homosexual individuals are facing in Japanese society. It also highlighted some 

important potential moderators of framing effects and provided important theories to 

support the arguments, which also suggested possible directions for further research. 

Based on these discussions, it became more evident that more research on this topic is 

required in order to develop strategies of how audiences should communicate with 

biased media or elite messages. This endeavor will not only allow media audiences to 

protect themselves from harmful media effects, but also protect sexual minorities or 

people in other minority groups from unnecessary discrimination.  
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Appendix A 

Survey Questionnaire 
(English) 

 

Research on Media Effects and Attitudes toward Same-sex Marriage and Civil 
Unions 

Questionnaire 
 

Part 1. Manipulation Check** 
Please tell me how much you agree or disagree with this statement.  

1. The story was mostly about the equality values of the gay rights issue. 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree  

2. The story was about the positive outcomes of legalization of same-sex marriage. 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

3. The news story was mostly about the political and morality struggles over the gay 

rights issue.  
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

4. The story was about the negative outcomes of legalization of same-sex marriage.  
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

 
Part 2. Attitudes toward Homosexuality** 

Please tell me how much you agree or disagree with this statement.  

5. I think male homosexuals are disgusting. 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

6. Male homosexuality is a perversion. 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

7. Male homosexuality is a natural expression of sexuality in men.* 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

8. Sex between two men is just plain wrong. 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

9. Male homosexuality is merely a different kind of lifestyle that should not be 

condemned.* 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 
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10. Lesbians just can't fit into our society. 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

11. State laws against private sexual behavior between consenting adult women 

should be abolished.* 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

12. Female homosexuality is a sin. 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

13. Female homosexuality in itself is no problem unless society makes it a problem.* 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

14. Lesbians are sick. 
� Strongly agree   � Agree   � Neutral   � Disagree   � Strongly disagree 

 

Part 3. Attitudes toward Same-sex Marriage and Civil Unions** 
15. Do you favor or oppose a law that would allow homosexual couples to marry, 

giving them the same legal rights as other married couples?  
� Strongly favor  � Favor  � Don’t know  � Oppose  � Strongly oppose 

16. Do you favor or oppose a law that would allow homosexual couples to legally 

form civil unions that are not marriages, but would give them some of the legal 

rights of married couples such as inheritance, insurance, and hospital visiting 

privileges? 
� Strongly favor  � Favor  � Don’t know  � Oppose  � Strongly oppose 

 

Part 4. Need for Cognition** 

For each of the statements below, please indicate to what extent the statement is 

characteristic of you.   

17. I would prefer complex to simple problems. 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

18. I like to have the responsibility of handling a situation that requires a lot of 

thinking. 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

19. Thinking is not my idea of fun.* 



•‧
國

立立
政 治

大

㈻㊫學
•‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

FRAMING EFFECTS ON ATTITUDES TOWARD HOMOSEXUALITY  

   89 

� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

20. I would rather do something that requires little thought than something that is sure 

to challenge my thinking abilities.* 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

21. I try to anticipate and avoid situations where there is likely a chance I will have to 

think in depth about something.* 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

22. I find satisfaction in deliberating hard and for long hours. 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

23. I only think as hard as I have to.* 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

24. I prefer to think about small, daily projects to long-term ones.* 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

25. I like tasks that require little thought once I've learned them.* 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

26. The idea of relying on thought to make my way to the top appeals to me. 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

27. I really enjoy a task that involves coming up with new solutions to problems. 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

28. Learning new ways to think doesn't excite me very much.* 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

29. I prefer my life to be filled with puzzles that I must solve. 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 
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30. The notion of thinking abstractly is appealing to me. 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

31. I would prefer a task that is intellectual, difficult, and important to one that is 

somewhat important but does not require much thought. 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

32. I feel relief rather than satisfaction after completing a task that required a lot of 

mental effort.* 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

33. It's enough for me that something gets the job done; I don't care how or why it 

works.* 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

34. I usually end up deliberating about issues even when they do not affect me 

personally. 
� Extremely characteristic   � Somewhat characteristic   � Uncertain         

� Somewhat uncharacteristic   � Extremely uncharacteristic 

 

Part 5. Demographics** 

35. Gender 

� Male           � Female 

36. What is your year of birth? 

____________ 

37. What is your highest level of education? 

��Junior high school  

��Senior high school 

��Vocational college  

��University/College 

��Master or higher 
38. What is your religion? 

��No religion 

��Christian 
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��Buddhist 

��Muslim 

��Hindu 

��Other 
39. How important religion is in your daily life? 

��Very important 

��Somewhat important 

��Neutral 

��Not very important 

��Not important at all 
40. What is your sexual orientation? 

��Heterosexual 

��Gay or Lesbian 

��Bisexual 

��Other 
 

 

This is the end of the questionnaire, thank you for your participation. 
 

**These headings are not presented to experimental participants. 

*Reverse-coded 



•‧
國

立立
政 治

大

㈻㊫學
•‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

FRAMING EFFECTS ON ATTITUDES TOWARD HOMOSEXUALITY  

   92 

 
Appendix B 

Survey Questionnaire 
(Japanese) 

 

ĪĞĐď!gö(N�7'u#ù<ëĉQªù¾ëĉ��È

ďİĖığÈ

È

ÑÓÔÕÈËÊÈ

¤	ù¾ëĉ��ú¯,ùóÛô×Úøïà÷úãćÛ(QõáĉßčÞ�Ý�çÛØÈ

1. åú¤	û�ù(NR�úA�øm�ùóÛô±þôÛĉØÈ
ÖÈÄ@ù(QõáĉÈÖÈ(QõáĉÈÖÈ ÷ñćöĄÛÝøÛÈÖÈ(QõáøÛÈÖÈ�ã(Qõ

áøÛÈ È

2. åú¤	û(N7ú'u#ùĆòôĄïćçĊĉħĬęú�gùóÛô±þôÛĉØÈ
ÖÈÄ@ù(QõáĉÈÖÈ(QõáĉÈÖÈ÷ñćöĄÛÝøÛÈÖÈ(QõáøÛÈÖÈ�ã(Qõ

áøÛÈ

3. åú¤	û�ù(NR�úm�ù<ëĉ\s�Ąéãû´J�ø��ùóÛô±þô
ÛĉØÈ È

ÖÈÄ@ù(QõáĉÈÖÈ(QõáĉÈÖÈ÷ñćöĄÛÝøÛÈÖÈ(QõáøÛÈÖÈ�ã(Qõ

áøÛÈ

4. åú¤	û(N7ú'u#ùĆòôĄïćçĊĉĨđġęú�gùóÛô±þôÛĉØÈ È
ÖÈÄ@ù(QõáĉÈÖÈ(QõáĉÈÖÈ÷ñćöĄÛÝøÛÈÖÈ(QõáøÛÈÖÈ�ã(Qõ

áøÛÈ

È

ÑÓÔÕÈÌÊÈ

(NR�ù¾ëĉ��ú¯,ùóÛô×Úøïà÷úãćÛ(QõáĉßčÞ�Ý�çÛØÈ

5. ėđûqYñOÛöMÜØÈ
ÖÈÄ@ù(QõáĉÈÖÈ(QõáĉÈÖÈ÷ñćöĄÛÝøÛÈÖÈ(QõáøÛÈÖÈ�ã(Qõ

áøÛÈ

6. ėđû0TðØÈ
ÖÈÄ@ù(QõáĉÈÖÈ(QõáĉÈÖÈ÷ñćöĄÛÝøÛÈÖÈ(QõáøÛÈÖÈ�ã(Qõ

áøÛÈ

7. ėđû�Nú�zøN�ndú�}ðØÉÈ
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Appendix C 

Framing Manipulation 
(English) 

 

Headline: Equality Frame 

Gay Marriage in Japan: Activists Still Fighting for Equal Rights 
From the Japan Times, Aug. 24, 2013 

 

Headline: Morality Frame  

Gay Marriage in Japan: Will Gay Marriage Destroy the Traditional Family 

Unit? 
From the Japan Times, Aug. 24, 2013 

 

The global trend favoring human and civil rights is evident in the growing number of 

nations legalizing gay marriage. In Europe, such civil unions are widely accepted. In 

May, France became the 14th country to legalize gay marriage, joining Argentina, 

Belgium, Canada, Denmark, Iceland, New Zealand, Norway, the Netherlands (the 

first to do so), Portugal, South Africa, Spain, Sweden and Uruguay. In the United 

States, gay marriage was first legalized in 2004 and is now on the statute books in 13 

states in addition to Washington, D.C., though it remains illegal in 35 states. Overall, 

the recent 2013 Pew Poll on Homosexuality conducted by the Washington-based Pew 

Research Center found 51 percent of Americans favor same-sex marriage while 42 

percent are opposed. 

 

So what about Japan? As the 2013 Pew poll found that 54 percent believe society 

should accept homosexuality — up from 49 percent in 2007 — while 36 percent 

disagree, public opinion seems to be not an obstacle to gay marriage in Japan. But 

openly gay politicians are rare and political parties don’t actively court this 

constituency. In Japan, gay marriage is part of a broader debate about the changing 

nature of the modern family and human rights.  

 

Equality Frame 
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The constitution guarantees equal treatment and bans discrimination, but for 
Japan’s LGBT community, this remains an unrealized dream. Gay couples are 

denied equal rights ranging from income-tax treatment to joint 
mortgages, inheritance and pensions. This constitutes discrimination and 
imposes financial penalties on gay couples that seem unconstitutional. 

 
Also many LGBT activists argue that same-sex couples should be allowed to 
publicly celebrate their commitment in the same way as heterosexual couples. 

The Human Rights Campaign Foundation states that many same-sex 
couples “want the right to legally marry [and] honor their relationship in 
the greatest way our society has to offer, by making a public commitment to 

stand together in good times and bad, through all the joys and challenges family 
life brings.” 
 

Morality Frame  

In the election campaign for the Lower House in December 2012, the ruling 
Liberal Democratic Party (LDP) expressed its opinion that no additional 

measures are required to protect the rights of gays and lesbians. Responding to a 
survey distributed by Shikoku-based Rainbow Pride Ehime, the LDP also 
dashed hopes for equal social security and inheritance treatment, responding 

that, “These systems should be intended for heterosexual couples.”  
 
Those who oppose same-sex marriage generally concern about not only that 

legalization of same-sex marriage will weaken the traditional family values that 
are essential to our society, but also that children who are being brought up by 
same-sex parents will be more likely to face discrimination based on their 

parents' sexuality. 
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Appendix D 

Framing Manipulation 
(Japanese) 

 

Headline: Equality Frame 
ïõ3�!B¢Ø¹��ÊĦ2û�Fā<.ß�ą�Ã)+��

����Ë�ó��ï�ŧUobyYImWŨ?A�

�

Headline: Morality Frame 
ïõ3�!B¢Ø¹��¢Ø¹6�ĭĘ2Ãî5��Fĝ°&B���

����Ë�ó��ï�ŧUobyYImWŨ?A�

ÈÈ

ŎË�¢Ø¹FĄĘ3Ń<B¨z«¬�Ò�3¯�.�.�B�Ď3�r{w\bŇ

¨/6¢Øř5¹¸>b{_a{T\g�Î6&/3Ì �!�C@C.�B��ó

36fsyV�¢Ø¹F¡Ą�$�LsyZzMaZzVJK{^yzViIyz^

yl{PzhuO{z�HftMĦ5¨�3Į�r{w\b/�M¨Ě��ĕ/6��

M¨Ě5¢Ø¹FĄĘ3Ń<B¨02,)�HntM/6����Ë3lS[p{X\]

Ç/�<.¡Ą�#C.�ö�Đª;/3��5Ç0ţŖxTy_y/Ń<@C.�B

��ýB��5Ç/6�;*Ń<@C.�2������Ë3xTy_yFãĊ0&BĨ�

ņŅøüŚzep{tS{[XyY{�ķ,)Ņø3?B0�HntM¨ÿ5����

¢Ø¹3ŌÞ������Æ$.�B0����

��

/6�ïõ3�!B¢Ø¹5Đď61���¢Ņø3?B0ïõ¨ÿ5�����Ġ�

6¢ØÚF�!�CB9�*�0ı�.�B53Æ$ť���
Ë5����@�kIy_¯Ŧ�

�ÆĆ6�	�301;,)�"5ë¼*!FĺB0�ņ6Ù´0¢ØÚ3Æ$.ÅÄ

/�B?�3×ECB�$�$�Ĵ@�¢ØÚĲ/�B"0F�ľ$ą�&BéăÃ

6;*čá/ë�@CB:1$��@'�é�=¢Ø¹5Ą��3Æ$.6ù<.ċ

ŚÔ�-ćùĘ/�B�ïõ/6�¢Ø¹6�;*Đ�5³�$--�BÃîļ0�

û3Ś&BÉÌ�ňņ5|ŕ3&�2�5/�B��

 

Equality Frame 
ïõ¨ÜĄ36��.5¨ÿ5ÊĦF�Ş$���2BÈ�=ġ%B�0ðĿ

#C.6�B=55�ïõ5RIzvWdHy5��30,."5?�2Ġ�
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6�;* E4¶5;;/�B���7�¢Ø¹�ĄĘ3Ń<@C2�"03

?A¢ØÚM\gu6àÓģzěĮģ5ŗ�ĲçŜ�ŔēěĮû�ËŘ5�ŏ�
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Morality Frame 
���� Ë �� ó3ķEC)Ķňśœæß3��.�~�/�BĴÿ�6�¢ØÚ

Ĳ5�ûF¿Bíħ6ÕĹ2��05ĺĽFğ$)�;)�¦¨F�Ô0$.

ą�&B �� §�zvIyj{gsI`Úº3?BHyQ{_5�/=Ĵÿ�
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�.�"�$)�Î6ĖØř5=5/�B9��0¢Ø¹¡Ą�3�Æ5ĥ®

FÐŅ$)��

�

���¢Ø¹3�Æ&BđĔ6ú�*��2�/=¢Ø¢±5Ĭ¹��ĭĘ2
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0��ÝÖ�·���;)|ĵÃÏ/ĳ,)»�0þō$)ŝ3�¢Ø¢±5
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5ĜĤĬ÷=�A�»�3~�BÔđĘÑšFÔŗ&B²=Ěĥ-�"C@5

ÝÖFıÛ&B0�¢Ø¢±5Ĭ¹0��=56�ÊĦ�5|ľ/6ĽĂ/�

2�¤ŢĊ�µ �ïõĠ�3��.6;*;*ĐÁĘ/62�0ľ�?���
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