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Agendasetting theory:
While the news media may not be successful in telling us what to think, they
are very successful in telling us (the public) what to tiaibé&ut
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2. Political Candidates:
2a. Name Recognition
2b. Image of Candidates
3./ 2Y LBy’
3a. Topof-Mind Awareness
3b. Image of Candidates
3c. Corporate Associations
4. Companies around the world
How can companies use this model?

News Media
Reporting About
ISssue




Discussiomf Companies &
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Not a very large piece of the public discussion pie, but very powerful.

Consider the above chart to the following: Publi¢haded companies comprised only@of the total number of editorials
(editorials, columns, letters to the editdrin a population of 6 months of 1999 NYT editorial coveragel. (Replicated in 2000).
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1carroll, C. E.(2004)low the mass media influence perceptions of corporate reputation: Aegsttiag effects within business news coveragepublished doctoral dissertation, The
University of Texas at Austin.
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4 Quadrants of Media Visibility & Media Favorability

Where would your firm like to be? Is there an ideal quadrant?
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Unfortunately, “
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Is favorable news coverage (for an organization) really newsworthy over
the long run? Medium visibility, neutral coverage (routine) or Low
Visibility, High Favorability are the next best alternatives.

Stratified random sample, 2,500 articles from 9 newspapers over 25 years:
The New York Times, Washington Post, Los Angeles Times, USA TodaggiandlS
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Shift in politicahews environment:
a look at newspapegditorials
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==connection of company & public issue

—=company focus
—=issue -focus
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Stratified random sample, 2,500 articles from 9 newspapers over 25 years:
The New York Times, Washington Post, Los Angeles Times, USA TodaggiandlS

A transformation
occurring in
editorial coverage
featuringpublicly
traded companies
as a part of the
discussia, since
the collapse of
Enron (2001).

1) Decline of
companyfocused
editorials.

2) Issuefocused
coverage passes
companyfocused
coverage.
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A Companies use press clippings as a proxy fol
corporate reputation

A But not all articles are equal.

The degree of prominence within an article: is a
company only mentioned or significantly
discussed?

Who is leading the discussion?
A The journalists,
A Editorial board members
A Columnists,
A TV Hosts
A Onthe-scene TV commentators
A Bloggers
A 4" parties through letters to the editor or invited guest
A or the companies themselves?



Most people PR
included lump the |
news media together
NR 2yS O (GR2NX |
CKF (&l Y & 1SX

“The News Media”



