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8th International Agenda Setting Conference

Once a year Media Tenor invites academics from various fields, including communication
science and media analysis, to engage politicians, managers and journalists on the impact
of media on public opinion, based on Media Tenor s international research. Additionally
we announce the Media Tenor Awards in different categories.
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Since 1999...
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8th International Agenda Setting Conference

Since 1999, Media Tenor has organised the Annual International Agenda Setting Conference to
exchange its unique data with journalists, pollsters, academics and communication experts from
various areas.

200 professionals from Africa, the Arab World, Europe, and the United States meet to discuss how the
media impacts on peoples perception. At this forum, Editors in Chief and publishers meet with
politicians, CEO s, Heads of Corporate Communication, top communication academics, as well as
NGO and Country representatives in order to exchange the latest trends in Agenda Setting.

Meanwhile, Media Tenor presents new developments in the field of Applied Agenda Setting research
together with the founders of the Agenda Setting Theory - Max McCombs, Donald Shaw and David
Weaver - and all members of the Media Tenor Advisory Board.
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Agenda Setting Theory

Who steals my purse steals trash; 'tis something, nothing; "Twas mine,
'tis his, and has been slave to thousands:

But he that filches from me my good name robs me of that which not
enriches him and makes me poor indeed.

Othello, William Shakespeare
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Founders of Agenda Setting Theory
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What iIs Agenda Setting?

Agenda Setting theory explains the correlation between the rate at which the media covers a story and the
extent to which audiences think that this story is important. This correlation has repeatedly been shown to
exist.

Agenda setting was first mentioned by Walter Lippmann in 1922 and later formulated as a theory by Prof.
Maxwell McCombs and Prof. Donald Shaw (1968). All of the founding fathers of Agenda Setting theory are
regular guests at the Agenda Setting Conference and continue to contribute to the development of new
models. With its continuous analysis of 100% of the news content of a variety of opinion-leading media,
Media Tenor Institute has been exploring the effects of agenda setting for the last ten years.

Agenda Setting is believed to occur because the press must be selective in reporting the news. News
outlets act as gatekeepers of information and make choices about what to report on and what to exclude.
What the public knows and cares about at any given time is mostly a byproduct of media gate-keeping.

"Here may lie the most important effect of mass communication, its ability to mentally order and organize
our world for us. In short, the mass media may not be successful in telling us what to think, but they are
stunningly successful in telling us what to think about."

- Shaw & McCombs, 1977
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Media reality determines the Public Agenda
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8th International Agenda Setting Conference: www.agendasetting.com
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Understanding the Impact of Media Agenda Setting
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Media Tenor, with its many partners, continues to be at the forefront of media research,
giving its clients a very unique advantage of understanding the media.

8th International Agenda Setting Conference: www.agendasetting.com
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Traditional SEND - RECEIVE Model
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Change
(Target)

At the 2nd Agenda Setting Conference in Bonn, participants of the Agenda Setting theory
workshop further adapted the traditional SEND-RECEIVE Model in accordance with the
Agenda Setting theory.
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New Adaptation of the SEND - RECEIVE Model
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Competitor Additional Change
Analysis (Target)
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Breaking through the awareness threshold
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The traditional send-recieve’ model is not sufficient for measuring media effects. When
predicting how many reports are nessesary to realize behavioural change (CH), an
organisation must not only take into account the volume of coverage (I) but also other
information (ID) that has to be communicated, such as financial soundness, environment,
corporate appeal, attitude to customers, and personnel policy.
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Breaking through the awareness threshold
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Competitor

Analysis

After clear communication of all image and value drivers in addition to the main message,
an organisation needs to keep eye on the communication activities of its competitors and
institutions they are benchmarked against. Only when the organisation s message is
stronger can behavioural change be reached.




_IVIEDIATENOR/A’_

Breaking through the awareness threshold
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Competitor Additional
Analysis '

Tracking other additional information in the media identifies external messages that
support, oppose, or are seemingly ambivalent (these are the messages that are often
easiest to leverage in strategic planning).
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Breaking through the awareness threshold
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Competitor Additional
Analysis '
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Once a message is strong enough and supported by side messages and the media
environment, only one last, but very important, thing has to be ensured: The message
has to surpass the Awareness Threshold the level a t which the message generates
sufficient media attention to have a real impact.
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