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[image: image2.jpg]Modern Australia is a country that was founded on immigration. The topic of asylum seekers is a major headline in the Australian
media over the past few years and has generated problematic arguments. This matter has been persuasively addressed by media
such as; news reporters, radio presenters and journalists that have introduced terms, sayings and influential semiotics to the
public, shaping their interpretations about people seeking asylum. Semiotics are implicated through federal elections, newspaper
headlines and news programmes as a means to attract the majority of Australian audiences. This investigation intends to discover
how media organisations portray ‘asylum seekers’, the semiotics they use and furthermore how journalists and reporters
represent the ‘truth’. | intend to discover how media organisations have portrayed asylum seekers to influence society and
furthermore the techniques, bias and codes of ethics related to journalists/the media.

INFLUENTIAL SEMIOTICS & STATEMENTS BY THE MEDIA

Semiotics, otherwise known as semiology, is the study of signs, signification, and symbols. This is the study of how meaning is
twisted, not what it is. As Deely (1990) perceives, "at the heart of semiotics is the realization that the whole of human experience,
without exception, is an interpretive structure mediated and sustained by signs."" From this definition the media portrays asylum
seekers through the way of influential ‘signs’ or semiotics such as boat people and illegal immigrants that signifies a degrading
impact. These semiotics are evident in local news headlines and articles posted by major media corporations for instance The
Herald Sun, The Daily Telegraph and The Advertiser that use demeaning signs and terms for example; illegal, threat, terrorist,
arrivals etc. that shape headlines towards a negative bias. With the media forming these influential semiotics we, as the
community are slowly inclined to follow the trend of branding asylum seekers with the discriminating terms. For media
organisations, this is a way of influencing society and gaining verification that they have sold the story or in other words achieved
their aim. Figure 1. demonstrates the semiotics used to describe asylum seekers by the federal government. From analysing the
table it clearly shows that media has heavily influenced degrading terminology which stands at a total 90.2 per cent. The statistics
evidently show that the most frequently used terms are illegitimate and illegal which are frequently implicated with many
headlines in current articles. “Pictures of lllegal Immigrant worth a Thousand Words”* from Andrew Bolt of the The Herald Sun is
one of many articles using negative and bias terminology that alters the manner of the issue to be more appealing as we [humans]
psychologically associate defiance and rebellion towards the term illegal. In an email gathered from a Senior News Producer
states, “a big debate in newsrooms over the years has been the words used to describe them. Refugees, displaced people, asylum
seekers, boat people, economic migrants, illegal immigrants have all been tried and many found wanting. Sometimes the
description is deemed wrong, or unfair, harsh, or derogatory.”3 First hand these derogatory terms are acknowledged by the media
and contrastingly considered incorrect terms.

MEDIA'’S INFLUENCE ON SOCIETY

Over the last five decades, media has played an influential role on societies as the advance of technology has grown exponentially.
This began hundreds of years ago in telegraphs, post offices and newspapers where it then grew to numerous advertising
mediums being the radio, television, magazines to which the internet and smart phones now predominately rule the media
market with influential jargon that manipulates the society we live in. Media focusses on the negative which draws the audience
into what the topic is about, in this case asylum seekers. This is the reason why misconception is developed and frames our society
to believe the negative ideas these media corporations depict. Dependant on the media, the Australian public believes that 25% of
our refugee intake are asylum seekers according to Essential Research. When in fact the truthful figure is closer to only 2%. First
hand this leads to show that media organisations shape controversial matters in a manner that influentially proves to be a bundle
of false accusations. This allows media organisations to portray themselves as being powerful and always right when in fact they
are producing issues to what society wants to hear, therefore creating controversy and subsequently protecting the social order.
In addition The Daily Telegraph is a news organisation that proudly represents themselves as a ‘news breaking paper that sets
agendas the rest of the state talk about.”* This media organisation often induige in coverage that evokes society. In an article by
Simon Benson (2012) from The Daily Telegraph states “THE federal government will pay families up to $300 a week to temporarily
house asylum seekers in their home to help deal with the increasing flood arrivals” when in fact Australia only receives
approximately 2 to 3 per cent of the global applications. Once again these dominant media organisations are representing the
intake of people seeking asylum to be much bigger than the actual fact and blowing out stories to create moral panics within
society. This form of media influence

£ Deely, J. (1990). Basics of semiotics. Bloomington, IN: Indiana University Press.

2 Bolt, A. (2014). Pictures of lllegal Immigrant worth a Thousand Words. The Herald Sun.

3 Senior News Produced for Commercial Television Network (2014) Media Questions. Email 1. (Appendix)
*The Daily Telegraph. About us. THETELEGRAPH.COM.AU



[image: image3.jpg]creates a ‘cultural of fear’ a term journalist’s use to incite fear on the general public to attain political and influential goals, that
defyingly summarises medias influence on society.
JOURNALISTS' CODE OF ETHICS

The media is constructed on what we see and hear on television, radio, the internet or commercial advertising and is shaped by
journalists. Reports are then further sent to advertising agencies that manipulate stories in a way to appeal to specific audiences.
Therefore this process requires journalists to maintain a code of ethics that portrays information as truth, since ‘Without trust,
journalists do not fulfil their public responsibilities.”” The common principles in the journalism ethics or otherwise known as, ‘code
of ethics’ or ‘canons of journalism’ involve elements including accuracy, impartiality, truthfulness, fairness, objectivity and public
accountability. Furthermore journalist ethic systems include principles of ‘limitation of harm’ meaning certain details are withheld
in reports. These details include names of crime victims, minor children and information or names that aren’t specifically related
to the report. This is implicated for privacy reasons and as a means to not harm reputation. Figure 2. lists the current practise of
ethics for journalists, put in place by Media Entertainment and Arts Alliance, Australian Journalists' Association in 1984 and is still
currently in practise. When interviewing a Senior News Producer from a Commercial Television Network he believes that all
professionally qualified journalists follow a code of ethics truthfully and it is confused when ‘there are very many people posing as
‘journalists” who are untrained and not held to any code of ethics: bloggers, Tweeters, Facebookers, social commentators, etc.
Many are ill-formed gossips and the ‘media’ they work for may be nothing more than an amateur website.’® This clearly discloses
that the shaping of terms, semiotics signs and factually wrong information is presented by so called ‘Journalists’ that begin
tendencies through social media and amateur websites.

MEDIA BIAS

Contrasting is Media Bias, this is the bias or superficial bias of journalists and news producers. Media bias is almost inevitable for
network or journalistic publication to avoid as subtle implications such as word choice, time brackets on programming, and
sponsorship unavoidably propose that the media organisation isn’t neutral. This relates back to how the media projects asylum
seekers with media bias used as a conspiracy or cover-up in presenting view points and patronising semiotics that falsely
represent asylums seekers on what the mass media wants to hear and believe. The journalist code of ethics figure 2. states that
‘journalists shall not place unnecessary emphasis on gender, race sexual preference, religious belief etc.” and ‘journalists shall not
allow advertising or commercial considerations to influence them in their professional duties’, this leads me to believe that
semiotics and depictions by outside influences such as politicians shape the reports journalists are implicating to attract a majority
of audiences. Therefore these canons of journalism are argumentatively overlooked with news reporters, journalists and radio
presenters supporting the act of inaccurate disclosure and unnecessary emphasis by articulating semiotics such as illegal
immigrants, boat people, refugees etc.

AGENDA-SETTING THEORY ON ASYLUM SEEKERS

The Agenda-setting theory is the “ability [of the news media] to influence the salience of topics on the public agenda.”” This
theory is key in defining why individuals with similar media publicity place importance on identical issues. Although some may
believe otherwise, the majority feel the same issues are significant. The agenda-setting theory is prominent in subjecting
importance that media organisations believe to be noteworthy. Found in news headlines, the media selects influential semiotics
and phrases that set intriguing agendas on a matter. Likewise media decides what stories to report upon, what to include and
what to leave out. This shapes reports to be influential, entertaining and most of all able to sell. In the case of asylum seekers this
theory is seen heavily depended on to portray what the media wants society to believe. Headline “Asylum Seeker Wife Basher
Released into the Community” by Patrick Lion (2014) of the The Daily Telegraph sets an agenda of criminal activity and violence
based on the matter that intentionally attracts a social uproar at first glimpse. Furthermore this controversial topic/headline is a
technique that purposefully ‘suggests that the media can’t tell you what to think but it can tell you what to think about.”® This
allows the Media to
place significance on problems that are deemed to be relevant or trending in social debates. As a result, media organisations and
the practice of the agenda-setting theory influence social debates and therefore the stories they publish.

® Media Entertainment & Arts Alliance (2005). Media Entertainment & Arts Alliance - Journalists' Code of Ethics

© Senior News Produced for Commercial Television Network (2014) Media Questions. Email 1. (Appendix)

7 McCombs, M; Reynolds, A (2002). News influence on our pictures of the world. Media effects: Advances in theory and research.
8 Brett Lamb (2013). The Agenda Setting Function Theory. Media In Minutes
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Reiterating all the components in this investigation, media organisations portray asylum seekers using semiotics and degrading
terminology to shape reports that interpret what society believes is the truth. Refugees, displaced people, asylum seekers, boat
people are discriminating semiotics used to disrupt the social order and therefore create moral panics. These semiotics are
included to influentially intrigue an audience by agenda-setting a report to subsequently gain revenue. Evidently the terminology
or semiotics in practice by the media and members of government are heavily weighed as being negative as seen in Figure 1.
Although the government isn’t the media, the repetition of semiotics expressed by governing figures represents the terms media
organisations report upon. This coincides to the journalism code of ethics and media bias that are in many cases overlooked or
intentionally deceived in reporting upon asylum seekers. As the journalism code of ethics state ‘journalists shall not place
unnecessary emphasis on gender, race sexual preference, religious belief etc.” and ‘journalists shall not allow advertising or
commercial considerations to influence them in their professional duties’ journalists aren’t abiding to representing nonbiased truth
and furthermore the journalism code of ethics. To conclude this investigation, media organisations heavily use demeaning
semiotics to influence society and disrupt social order as means to protect society, give audiences what they want to hear and
primarily sell a story.
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Appendix

Figure 1.

Terminology used by the federal government to describe asylum seekers

Constructions of DPS'% MPS’% 75°% Total
asylum seekers (no.of mentions) %
lllegal 175 27.0 10.5 (230) 18.0
lllegitimate 255 223 36.1 (291) 22.8
Bad character/behaviour 11.5 6.9 16.0 (149) 11.7
The other/dehumanised 25.6 8.7 7.7 (160) 12.5
Threat 321 14.0 8.3 (208) 16.3
Burden 1.9 9.8 6.3 (82) 6.4
Uncontrollable 0.3 3.6 3.0 (32):2.5
Total negatives 91.3 92.2 87.8 (1152) 90.2
Legal 0.0 0.0 0.2 (1)0.1
Legitimate/sympathetic 0.3 ' 5% 74 (60) 4.7
Good character/behaviour 0.3 0.2 2.4 (14) 1.1

Like us/human 0.6 05 0.0 (4)0.3
Harmless 0.9 0.2 1.0 (9)0.7
Benefit 6.5 1.8 0.8 (33)2.6
Ordered 0.0 0.0 0.8 (4)0.3

Total positive” 8.7 78 122 (125)9.8
TOTAL 100.0 100.0 100.0 (1277) 100.0

Source: Natascha Klocker and Kevin M. Dunn Who's Driving The Asylum Debate? Newspaper And Government Representations of
Asylum Seekers. (2003) (http://logincms.uws.edu.au/__data/assets/pdf _file/0010/26956/A17.pdf) Table 3: Terminology used by the
federal government to describe asylum seekers. IDepartmenml media releases from DIMIA; Ministerial media releases by the Minister
for Immigration, Multicultural and Indigenous Affairs, Philip Ruddock, and 3transcripts of media interviews by the Minister. *In the
coding of government documents and newspapers these ‘positive’ categories of description included many terms that are barely
positive per se, and could have been categorised as ‘neutral’. These included terms like ‘passenger’ and ‘human being’

Figure 2.
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They shall report and interpret the news with scrupulous honesty by striving to disclose all essential facts and by not
suppressing relevant, available facts or by distorting by wrong or improper emphasis.

They shall not place unnecessary emphasis on gender, race, sexual preference, religious belief, marital status or physical
or mental disability.

In all circumstances they shall respect all confidences received in the course of their calling.

They shall not allow personal interests to influence them in the course of their professional duties.

They shall not allow their professional duties to be influenced by any consideration, gift or advantage offered and, where
appropriate, shall disclose any such offer.

They shall not allow advertising or commercial considerations to influence them in their professional duties.

They shall use fair and honest means to obtain news, films, tapes and documents.

They shall identify themselves and their employers before obtaining any interview for publication or broadcast.

They shall respect private grief and personal privacy and shall have the right to resist compulsion to intrude on them.

They shall do their utmost to correct any published or broadcast information found to be harmfully inaccurate.

Source: Media Entertainment and Arts Alliance, Australian Journalists' Association. Ethics Review Committee Final Report. (1996)
(http://www.gwb.com.au/99a/ethics.html)
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Media Questions
On Tue, Jun 17, 2014 at 9:45 PM, . wrote:

| passed your questions on to a friend of mine, a former newspaper journalist and now television news producer. He's
very experienced and | think you'll find his answers interesting. He'd rather his name not be used but is happy to be
described as a Senior News Producer for a Commercial Television Network.

Hope it helps.

P

I'd tell him, firstly, there is nothing in the Australian Media Code of Ethics http://www.alliance.org.au/code-of-
ethics.html ‘to not create media bias.’
That said, the first two commandments are relevant:

1. Report and interpret honestly, striving for accuracy, fairness and disclosure of all essential facts. Do not suppress
relevant available facts, or give distorting emphasis. Do your utmost to give a fair opportunity for reply.
2. Do not place unnecessary emphasis on personal characteristics, including race, ethnicity, nationality, gender, age,
sexual orientation, family relationships, religious belief, or physical or intellectual disability.

So..

Q1: Do journalists follow the code of ethics? Yes, they do, certainly those professionally qualified and employed by
responsible, mainstream media organisations. Remember however that there are very many people posing as ‘journalists’
who are untrained and not held to any code of ethics: bloggers, Tweeters, Facebookers, social commentators, etc. Many
are ill-formed gossips and the ‘media’ they work for may be nothing more than an amateur website.

Q2: What techniques do media organisations use to influence society? Story placement, headlines, photos, video,
sound, commentary (eg by columnists, whose very role is to present personal viewpoints that are often contrary to those
of their audience), editorials (where the media organisation’s corporate view is entitled to be reflected) graphics,
caricatures and cartoons.

Q3. How do journalists report on asylum seekers using influential words etc? No examples given, but a hig debate in
newsrooms over the years has been the words used to describe them. Refugees, displaced people, asylum seekers, boat
people, economic migrants, illegal immigrants have all been tried and many found wanting. Sometimes the description is
deemed wrong, or unfair, harsh, or derogatory. For example, many might argue that people who arrive by boat are illegal
immigrants because they have no visa, i.e. no permission to land here. But the UN Refugee Convention holds that people
entering a country without a visa should not be deemed illegal if they are seeking asylum. And ‘economic immigrants’ are
seen to be seeking economic advantage. But wealth or poverty have no bearing on persecution. Rich people can be as
much at risk of oppression as poor people. Sometimes a descriptor becomes derogatory through usage. For example it
was perfectly correct to call people displaced in Europe after World War Two as ‘displaced persons.’ But when they
caused tensions in their host communities they became ‘DP’s’ — a generally derogatory term. Similarly, refugees to
‘reffos’.

Most news organisations now seem to have settled on ‘asylum seekers,” though individual commentators (radio
presenters and columnists for example) might use more inflammatory language to push their point of view. Or ‘bias’ if
you like.

Q4. Why do media organisation shape reports to be influential? Simply, that’s their role. There is no law, requirement or
even hope that media outlets will be unbiased. They seek to influence public opinion in directions that they consider



[image: image8.jpg]correct, fair and reasonable. Or to counter, say, government policies that they consider wrong. Today, for example, the
Daily Telegraph is fighting changes to the NSW bail laws that free up more jail space — but also allows convicted killers,
sex offenders and gunmen back on the streets. This is part of the role of a healthy media: to examine and question the

prevailing wisdom (or policy) and encourage vigorous debate. On the matter of asylum seekers, you might disagree with
their opinion. But that's OK, argument is part of a healthy democracy. And Australia, happily, has many media outlets
with

many different points of view. If you don’t like what News Corp is saying, read Fairfax. Don’t like Alan Jones? Try SBS. It's
a free country, and a free press (or media, these days.)

Q5. How do you feel media organisations are portraying people seeking asylum in Australia? Overall, fairly. The initial
resentment and ill-will felt by many Australians towards the current wave of asylum-seekers has greatly been tempered
by information, education and understanding of the people and the circumstances they are escaping. And guess where
that information comes from, in the main? The media.




Performance Standards for Stage 2 Media Studies

	
	Knowledge and Understanding
	Research and Analysis
	Producing
	Communication

	A
	Comprehensive and sustained knowledge and understanding of media structures, issues, concepts, and interactions.

Perceptive knowledge and informed understanding of how audiences influence, and are influenced by, forms and content of media texts. 

Insightful and informed understanding of facts, opinions, and bias in media texts or products.
	Thorough and well-informed research into and analysis of different points of view, bias, values, or intent across a range of media texts and in the media investigation.

Comprehensive research into and analysis of the ways in which groups and individuals are represented in media.
Perceptive analysis of interactions with media.
	Comprehensive design and planning of media products for selected audiences. 

Highly proficient use of appropriate production techniques and technologies, and media conventions.
	Comprehensive reproduction of the structural and conventional features of media texts, to clearly and consistently convey meaning.

Fluent expression, using consistently clear and appropriate media terminology.

	B
	Well-considered and mostly sustained knowledge and understanding of media structures, issues, concepts, and interactions.

Well-considered knowledge and informed understanding of how audiences influence, and are influenced by, forms and content of media texts. 

Well-considered and informed understanding of facts, opinions, and bias in media texts or products.
	Well-informed research into and analysis of different points of view, bias, values, or intent across a range of media texts and in the media investigation.
Well-considered research into and informed analysis of the ways in which groups and individuals are represented in media.

Well-considered analysis of interactions with media.
	Thorough design and planning of media products for selected audiences.

Proficient use of appropriate production techniques and technologies, and media conventions.
	Sound reproduction of the structural and conventional features of media texts, to clearly convey meaning.

Mostly fluent expression, using clear and appropriate media terminology.

	C
	Considered knowledge and understanding of media structures, issues, concepts, and interactions.

Considered knowledge and informed understanding of how audiences influence, and are influenced by, forms and content of media texts. 

Considered and informed understanding of facts, opinions, and bias in media texts or products.
	Considered and informed research into and analysis of different points of view, bias, values, or intent across a range of media texts and in the media investigation.

Considered and informed research into and analysis of the ways in which groups and individuals are represented in media.

Considered analysis of interactions with media.
	Considered design and planning of media products for selected audiences.

Competent use of appropriate production techniques and technologies, and media conventions.
	Competent reproduction of the structural and conventional features of media texts, to convey meaning.

Generally fluent expression, using appropriate media terminology.

	D
	Partial knowledge and basic awareness of media structures, issues, concepts, and interactions.

Basic awareness and some understanding of how audiences influence, and are influenced by, forms and content of media texts. 

Recognition and some understanding of facts, opinions, and bias in media texts or products.
	Basic consideration and recognition of different points of view, bias, values, or intent in one or more media texts and in the investigation.

Identification of some of the ways in which groups or individuals are represented in media.

Description of one or more interactions with media.
	Partial design and some planning of media products for a selected audience.

Basic use of some simple and appropriate production techniques and technologies, and some basic media conventions.
	Some reproduction of the structural and conventional features of one or more media texts, to convey basic meaning.

Occasionally clear expression and use of basic media terminology.

	E
	Limited awareness of media structures, issues, concepts, or interactions.

Limited awareness of how audiences influence, and are influenced by, forms and content of media texts. 

Limited recognition of facts, opinions, or bias in a media text or product.
	Attempted description of a point of view, bias, value, or intent in a media text, and/or the investigation.

Attempted recognition of one way in which a group or individual is represented in media. 

Attempted description of an interaction with media.
	Attempted design or planning of media products.

Attempted use of a production technique or technology, and one or more basic media conventions, which may be appropriate.
	Attempted reproduction of the structural and conventional features of one media text.

Limited expression or use of basic media terminology.


Open ended topic question.


Issue current.





KU1


Structures.





KU3


Bias well considered and informed.





KU3


Understanding bias. Considered and informed.





KU1


Media concepts – semiotics, media structure. Comprehensive.





KU1


Media concepts. Comprehensive.





KU1


Structure and interaction comprehensive.





KU3


Bias and facts insightful.





KU1


Structures and interactions comprehensive.





KU2


Media influence on audience well considered.





Additional Comments


C2


Fluent across the investigation with appropriate media terminology used.


RA1


Thorough and well informed. Bias addressed across a range of media texts – see references.





This investigation was graded at A-.





KU2


Media influence on audience perceptive.





RA2


Well informed research.





RA1


Use of primary source thorough and well informed.
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