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The Agenda Setting in the Digital Age*
How We Use Media to Monitor Civic Life and Reframe Community
Donald L. Shaw, Issam S. Mousa, Chris J. Vargo, Milad Minooie, Richard Cole**

ABSTRACT
World leaders and citizens alike use a mix of traditional (e.g. newspapers, magazines, radio, and television) and social
(e.g. Twitter, and Facebook) media to redefine community in the digital age. Nations confront challenges from
collectives that are asserting their voices into national and regional issues. This dynamic change is made possible by
modern digital technologies that allow citizens to use a variety of media to find each other, gain social support, and
articulate alternative agendas easier than at any time in history. This article, however, argues that traditional media still
provide the main national agenda. But that agenda is supplemented, and in some cases even challenged, by alternative
agendas persistently offered via social media. The Arab Spring is an example of how alternative agendas challenged
the national agenda. This article presents the Agenda Community Attraction formula for measuring the traditional,
social and personal agenda correlations. Given the changing dynamic between national and alternative agendas, social
systems confront new challenges and opportunities – mainly the need to balance traditional national values with the
need to allow a gradual social agenda to enrich individuals. This allows a national evolution that sensitizes and benefits
national organizations. The result is gravitation toward a balance between the power of vertical, institutional society,
represented by the Pyramid, and the ease and convenience of social media to convey information, such as mobile
Papyrus paper allowed. This mixing of vertical power and horizontal challenge is creating a newer form of national
organization, the emerging Digital Society. This new society requires more tolerance between leaders and citizens than
at any time in history. Communication plays a major role, but not the only one, in this evolution, or revolution, as the
case may be.
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This article, drawing on the literature of agendasetting scholarship, assesses the influence of both
traditional and social media on audiences. It turns out
that audiences are using both "types" of media to form
pictures of civic life and their own personal agenda
communities. This is an age when the digitization of
information is allowing information to escape the
powerful force of the Nile and flow in small streams into
the rich countryside. Of course, this a metaphor but it
would make a difference in Egypt, not just in Cairo. In
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So leaders and followers have to forge a new
relationship with each other. We call this the emerging
Digital Society. It poses challenges for all of us.
We are often surprised at the limits of media power.
For example, the late Dr. Robert L. Stevenson, a UNCCH international scholar, often pointed out that citizens
living in East Germany before the Wall came down
watched Western television and when freedom came
they still found it difficult to adjust to the values of the
capitalist West. In fact, decades later Germany is still
working on the transition of older citizens to new ways
of living and working. Younger East Germans found it
much easier, emphasizing that relating to media agendas
is constantly changing and that as the media world
reinvents itself, audiences are adjusting, but at very
different speeds. The German example is a world
example. Older generations everywhere are like East
Germans, dealing with a constantly evolving media
world and therefore media agenda world. In this, the
entire world is alike.
Once we thought that modernization could be
accomplished by introducing modern media into
different cultural contexts, with modern images of the
dynamic economic, social, and political activities going
on around the world. An example of this is Daniel
Lerner’s The Passing of Traditional Society (Lerner,
1958). We thought that modernization could be
accomplished within the minds of citizens in developing
countries. But it proved more difficult, as in East
Germany, and we can see that our media habits are
learned as we become socialized into our own cultures;
we stick to what we know. Robert Putnam’s book on
social capital is a fascinating look at our willingness to
contribute to the social good. But what is striking about
this book is a topic scarcely mentioned in the text, but
evident in some tables (Putnam, 2000). We stick to our
original media with some incremental change throughout
our lives. The tables reveal media change across
societies, and that is true, but really because older

fact, it is making a difference everywhere, not just in the
Middle East.
Journalists and agenda setting scholars have long
understood there is a relationship between what media
say on a daily—or even minute-by-minute—basis and
the mental pictures of civic life absorbed by citizens. We
assume that there is a relationship, that media tell us
what to think about, as argued by American political
scientist Bernard Cohen (Cohen, 1963). In the past four
decades we have extended the observations that
journalist Walter Lippmann made in his book, Public
Opinion (Lippmann, 1946, originally published in 1922).
Lippmann pointed out that we necessarily depend on
mediated communication to learn about modern, urban
society. Lippmann likened press coverage to the
spotlights on a stage, shifting from character to
character, from event to event. Modern communication
scholars have come to call this the agenda setting
function of media.
Like Lippmann, we have used content analysis to
trace the changing topics, and like Cohen we have
concluded that the press does tell us what to think about.
But that is not the end of the story. Media do not alter
our deep-seated attitudes easily and certainly not our
personal values. The press—now a wide range of media,
including social media—do define civic life for us.
Agenda setting studies have found this true for many
national systems, cultures, and political systems. There
are more than 500 published studies of media agenda
setting, a number of books, and thousands of excellent
scholarly papers, including those done in Jordan
(McCombs, 2014, , Mousa, 1992, 2010). Putting these
studies together allows us to draw some conclusions
about the relationships between media and the larger
society. As traditional/vertical media decline in
circulation and reach, there is a natural loss of authority
of the leaders of political and social structures, and a
gain in power and sense of community among citizens
using social media to create new bonds of connection.
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An easy way to visualize this is by reference to
vertical and horizontal media. Those media that aim to
reach large numbers of people, regardless of their
economic or social status, are vertical. Daily newspapers
and local and network television, for example, are
vertical in that they reach down, as if shouting from the
top of one of the great Egyptian pyramids at Giza. That
is the way many of us think of the power of media. By
contract, in the village of Giza merchants illustrate the
way ancient Papyrus Paper was created by slicing off the
thick green skins of the Papyrus plants, then creating
thin strips of the pulpy white interiors that can be dried
and woven, Scotch-plaid like, into roles of absorbent
“paper.” Such paper was transportable when rolled up on
scrolls. Papyrus paper emphasized messages on flat
surfaces for those with special interests. Papyrus paper
democratized information as would Guttenberg centuries
later.
We all live in a richly mediated world, and we
naturally assume that everyone is sharing a common
agenda, which is true, but our access to the agenda very
much depends on the media agendas we select to frame
our civic, and personal, worlds. It turns out we have
much more power than we realize, and many national
leaders realize. Those who visualize a clear institutional
world represented by the magnificently rising pyramids,
have trouble realizing the world is moving toward a
more personalized mix of personal messages, the ones
more easily transportable by papyrus paper. What media
produce has ramifications political and cultural for all of
us. Social media are the horizontal media of our day.

generations, with their use of a particular medium, are
dying off. Societies are changing, but individuals are not
particularly changing. This is true in the United States
with the decline in circulation—since the 1920s in the
United States—of daily newspapers (and many print
media generally). Every day members of daily
newspaper audiences die and are not replaced by a
younger audience. In the United States, young people do
not read newspapers, and few of them watch the evening
television news programs any longer (Kohut, Doherty,
Dimock, & Keeter, 2012).
We sometimes attribute too much power to social
media. In the 2010 Arab Spring, Mohamed Bouazizi, a
frustrated merchant in Tunisia, set himself on fire,
making a record of it. In Egypt, You Tube provided a
way to illustrate the tragic death while Twitter enabled
organizers to bring thousands of people to Tahrir Square
in Cairo, and elsewhere in the region. There were also
demonstrations in Jordan and other parts of the Middle
East and Northern Africa. These communication
modalities can be traced in the emerging spring so
clearly that we forget that the social media of change
would not have been possible without ongoing tension
with then-president Hosni Mubarak and his government.
Eventually, regular media were involved with news and
comment about political and social change. Jordan
Spring of 1989 is an excellent example as it evolved
before the coming of social media, but there were
satellite TV and private weeklies, such as Shihan, which
supported a change that st and spread to elsewhere
started in the traditional south and spread elsewhere,
before it was contained with measures that led to a
democratization process, which brought an elected
parliament and new liberal Press Law in 1993 (Mousa,
2012). Agendas of political change are not effective
without emphasis by major media. Social media cannot
influence change alone. In reality, though the leader
changed the status quo persists in Egypt, and Libya is
still in chaos. Change is still in the hands of people.

2
1.

Monitoring Civic Life

Newspapers, television, radio, and other traditional
media perform a vital role in all developed societies.
Editors and journalists frame public life with their
selection of topics. In more regulated Western society,
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the market plays
p
a distincct role, and inn more monitoored
and regulateed nations, thhe governmennt may influeence
selections, as
a in China for examplee. Whatever the
circumstancees, journalists make seleections to frrame
public life, leeaving citizenns with the veery logical chhoice
of reading/w
watching thesee traditional media
m
to gainn an
understandinng of the colllective valuess of that sociiety.
Obviously goovernment andd journalists are
a never unaw
ware
of citizen intterests and soo the daily neews agenda iss the
result of siggnificant seggments of a society meldding
interests intoo a daily ageenda of key public issuess —
sometimes viital, sometimees not.

an
a array of thhose same obbjects after ciitizens have had
h
time
t
to view/hhear/see/absorrb them. The presumption has
h
held
h
up in many situuations, as McCombs has
h
documented
d
inn his recent uupdated text on agenda settiing
(McCombs,
(
2
2014).
Figure 1 is a simplle illustration of
major
m
objects in the mediaa at Time 1 (p
publication) with
w
the
t major objjects cited byy audiences at
a Time 2 (affter
publication).
p
Recent ressearch also haas shown that citizens
c
not onnly
reflect
r
the media objects, orr issues, but also
a details aboout
the
t issues in the
t way the m
media presentt them. Schollars
have
h
called thhis agenda seetting level 2. McCombs uses
u
“attributes”
“
ass a more scienntific way to describe
d
how the
process
p
workss as illustratedd in Figure 2.

Fiigure 1: Agen
nda Setting, Level
L
1
Figgure 2: Agend
da Setting, Leevel 2

Many sttudies have documented the relationnship
between meddia issues andd public awareeness. Most of
o us
use the term “issues” to labbel this evolving arranging and
rearranging of news about eventts, issues, and
personalities. U.S. scholarr Maxwell MccCombs, a pionneer
in agenda setting scholarrship, has caalled these issues
“objects,” a more neutral social scientiific label. Ageenda
setting studies usually coombine two research methhods,
content anallysis and pubblic opinion polling. Schoolars
determine whhat the objectts are in the sttudied media with
w
content anallysis. Then, a bit later, thhey measure the
objects menttioned by the civic communnity during puublic
opinion polling. The pressumption is that,
t
if the media
m
cover an arraay of objects,, the civic com
mmunity willl list

Within the past five yyears, scholarrs have appllied
network
n
analysis to agennda setting sccholarship. This
T
provides
p
a waay to see the actual relatio
onship of objeects
and/or
a
attribuutes within a medium’ss message—
—the
objects/attribu
o
utes related tto each otheer like a sm
mall
constellation
c
in space. Thhis research is
i closing in on
actual
a
brain annd mental funnctioning as well
w as cognitiion
in
i the humaan understandding of sym
mbolic meaninng.
Scholars
S
call this agenda letting, levell 3(as shown in
Figure
F
3). We
W can someewhat interprret the data to
illustrate
i
the process.
p
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Figure 3:: Agenda Settting, Level 3
Many haave reviewedd the body of
o agenda settting
scholarship and
a have conncluded that it is evidencee of
media powerr, as it most certainly
c
is. But
B one can arrgue
just as stronggly that it represents a senssible effort onn the
part of citizzens who wannt to monitorr civic life—
—and
certainly thaat is advisable for all off us—to monnitor
traditional media
m
as weell as politiccal and culttural
systems. Witthin any sociaal system, majjor media provvide
frames of thee issues of anyy civic societyy. Thousands used
u
to line up too read Izvestiia, a USSR Communist
C
P
Party
paper, whenn it was postted on wallss. Surely no one
assumes Sovviet citizens were
w
seeing news
n
as muchh as
they were seeking key vallues and saliennces. Citizenss are
the key to aggenda settingg. If there is no
n audience for
f a
medium, therre is no agendda setting.

decline
d
in traaditional mediia such as naational televisiion
and
a
daily neewspapers, m
media which aim for larrge
audiences,
a
ass if shouting again from the top of that
t
Egyptian
E
pyraamid. In the U
United States, in
i retrospect, we
can
c
see that the period in which daaily newspappers
achieved
a
theirr greatest markket reach in teerms of numbbers
of
o newspapers per citizen was in the 19
920s when thhere
were
w nearly 1.4 daily newsppapers per cittizen. Obvioussly,
many
m
citizenss read more than one daaily newspapeers.
That
T
was the decade, the 1920s, in whicch network raddio
was
w born, grrowing into tthe dominantt national neews
medium
m
withhin a decadee (Shaw, 199
91). U.S. daaily
newspapers
n
have declined steadily to ab
bout 1,400 todday
from
f
a high of
o about 3,0000 around thee time of Woorld
War
W I.
Network television, ddelayed by World
W
War II,
emerged
e
by the end of tthe 1940s an
nd early 19550s,
displacing
d
thee dominant neetwork radio. Within a decaade
or
o less, radio had reinventeed itself into more
m
specializzed
stations
s
to cooncentrate on sports, newss, entertainmeent,
western
w
musicc, jazz, or othher more focu
used offeringss of

3
3. Generall Mixing of Trraditional an
nd Social Med
dia
We all know
k
that theere has been an explosionn of
media technoologies in receent years, andd there has been a
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specialized audiences. In the history of mass media, the
pattern has been clear for a long time: Mass (vertical)
media rise, then decline in terms of mass audiences,
transforming themselves into specialized (horizontal)
media. If they do not transform themselves, they
disappear. For example, silent films are not the same as
sound films. Silent films required a distinct type of
acting, with simple stories. Sound films displaced silent
films within about five years in the United States after
the 1927 “Jazz Singer.” Silent films disappeared as a
profitable medium, and how many of us use typewriters
except as a cherished relic in our offices?
Of course magazines, long a specialized horizontal
media, remain, but those mass magazines that aimed for
large mass audiences—in the United States, Life, Look,
Saturday Evening Post, Collier’s, and many others—
have been gone for decades. Newsweek is attempting a
comeback after closing; U.S. News and World Report is
gone; Time Magazine often struggles for circulation.
U.S. magazines with large circulation, e.g. People
(which has recently confronted challenges), are usually
horizontal in appeal. People concentrates on some news
events, especially if they involve celebrities. In other
words, People is horizontal.
Other horizontal, for the most part, media include
Twitter, Snapshots, Tumblr, You Tube, Facebook
Google+ and AreebaAreeba. These media all carry major
news from time to time, but usually these media reflect
major events as they occur in vertical media. All of us
can think of events that emerged first on these media,
then evolved to major vertical media, but, in general, the
exceptions prove the rule. Vertical media, operated by
professionals who orient their stories to national
government, events, and audiences still set agendas,
although—in a 2008 study—there is just a hint that the
ability of the vertical media may be in decline. The 1972
Chapel Hill, N.C., agenda setting study found that the
correlation between media and audience on the
presidential election issues to be .97, almost a perfect fit.

A replication of that Chapel Hill study in 2008, forty
years later, found the connection to be .87, still quite
high. But would that slight decline result from sampling
error or some other methodical issue, or is there some
general decline at work between the major vertical
media and national audiences? For example, see
Coleman and McCombs’ article, The young and agendaless? Exploring age-related differences in agenda setting
on the youngest generation, baby boomers, and the civic
generation (Coleman & McCombs, 2007). Time will
tell. Meanwhile, Pew has examined the decline in
vertical media audiences and also charted the use of
various kinds of media by audiences differentiated by
age (as shown in Figures 4 and 5).

Figure 4: Decline of Television and Newspaper
Audiences
How we use and meld media agenda communities
depends on our interests and opportunities. These differ
across time and space. They differ across generations.
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Don’t expect your children to create and value the same
communities as you do. They may; they may not.
Indeed, they may live in personal communities, in which

you may feel excluded. This is not new across
generations.

Percentage of media audiences by age
120
100
65+

80

50‐64
60

40‐49
30‐39

40

25‐29
18‐24

20
0
Newspapaer

Television

Online

Mobile

Social Media

Twitter

PEW RESEARCH CENTER 2012 NEWS CONSUMPTION SURVEY

Figure 5: Media Use by Age
communities. We could drive around Amman all day,
stopping to talk to dozens of people, but we would not
obtain a representative picture of all the activities of
Amman. But as citizens, we can access a wide variety of
media agendas and commonly do so on a daily basis.
We are interested in the civic community, and we are
interested in more personal community. There is
evidence that we attend to various media community
agendas, then meld them into a more compatible
community. In a replication of the 1968 Chapel Hill
agenda setting study in 2008, we tested the idea that
Democrats, Republicans, and Independents—three major
U.S. voter blocs—would meld agendas alike within a

If we are more influenced by media when we have
more interest in the agendas of valued communities, it
can be argued that our individuality will surface in the
way we mix, or meld, agendas. Of course, we implicitly
argue that media agendas are more than a collection of
news stories. Media agendas represent the saliences
(Carter, 1962) of value in terms of objects (and
attributes) of the communities served by those media.
The objects represented by a medium reflect a
community. Because most societies are urban and
complex, as Lippmann argued, we have no other way to
obtain a comprehensive view of a particular community.
Therefore, we argue agenda communities are
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party, and differently from the otther parties (an
independent bloc). In 20008, we conttent-analyzed the
major event network new
ws programs of key netwoorks.

See
S
Figure 6. We argue that voters ussed
traditional/ver
t
rticals and soccial/horizontaal media, but did
d
not
n do so veryy differently.

Figure 6: Veertical and Ho
orizontal Meedia
4. Asseembling Sociaal Communitty, A Test

fr
traditionnal/vertical media
m
We creatte pictures from
and apply to the whhole society, and we use
social/horizoontal media to
t sketch outt our picturess of
more personnal communitty. As in eveerything else, the
whole is grreater than suum of its paarts. Our ageenda
community pictures
p
depennd on how wee meld the ageenda
communitiess. We know age
a makes a difference inn the
media that we
w use but we reflect our ow
wn values andd the
pictures we assemble
a
of ciivic and sociall community.

We can see
s if voters meld traditio
onal/vertical and
a
social/horizon
s
ntal media to fit theirr own uniqque
preferences.
p
A a test off audience “p
As
power” in usiing
media.
m
We argue that voters miight well mix
m
traditional/ver
t
rtical agendas, which tend to
t be orientedd to
news
n
and faccts, with sociial/horizontal agendas, whhich
tend
t
to be oriented to opinnions as values. Political paarty
preferences
p
shhould make a difference. In 2008, as in
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Agenda setting, therefore, starts with people and their
needs and interests.
Voters/citizens also have a large selection of media,
both vertical media that concentrate on facts, and
horizontal media that concentrate on perspectives.
Voters/citizens also have their own interests, opinion,
and voting history. One can visualize these three
elements in Figure 7.

1968, we used voters.
Voters who are interested in elections, scholar David
Weaver has found, are more likely to seek information
from traditional/vertical media. Weaver found that if
there is high interest in an election, but low information
about that election, voters have—as he put it—a high
need for orientation (Weaver, 1977). These voters are
more likely to use media and absorb the media agenda
than voters with either low interest or high information.

Vertical
Media

Horizontal
Media

Voter

Personal
Beliefs
Figure 7: The Voter, Beliefs, Vertical Media and Horizontal Media
can actually estimate the influence of horizontal media
and personal experience. The sum of the total
experiences equals a unity of 1.
How? We devised a formula to predict how
individuals might gather into more personalized agenda
communities, and then we illustrate it with actual 2008
data. The formula is:

Voters, we theorized in our 2008 replication study,
would obtain most of their information from vertical
media (here we report on evening television news) and
at least some of their information from horizontal media
(here we use opinion makers), fitting these two news
agendas into the web of their own personal preferences
and histories. Here is one important point: There is no
other way to obtain information about the election, or—
we argue— any other public issues. All information
must come from other people, direct experience, or a
mediated source. And this is a closed system. If we can
account for the influence of the vertical media, then we

ACA (Agenda Community Attraction) =
1 – [(AS1)2 + (1-AS1)2]
Therefore, if the correlation between vertical media
and voters was .80, then the residual, unaccounted for
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analysis.) We focused on topics/objects, not attributes.
At the same time we content analyzed a samples of news
commentary from several major opinion makers in the
United States, including Rush Limbaugh, Stephanie
Miller, Jon Stewart, and others. Some are considered
liberal and some conservative. None are neutral in
perspective. We used content analysis to determine the
topics over the nine-week during summer 2008 just
about the time, at the end, when the Republican and
Democratic conventions ratified their national
candidates, John McCain and Barack Obama, who by
then had secured their places via primary elections. We
interviewed a panel of Democratic, Republican, and
Independent voters (selected from official voter rolls of
those voting in the North Carolina primary on May 6,
2008). Interviews over the same nine-week period of
time ran to an hour or more. We sought to find the major
issues mentioned by voters, along with their media
preferences. Strictly speaking, an agenda setting study
first records media content then, later, matches voter
issues mentioned in a survey, while this study conducted
both content analysis and interviews during the same
period of time. But results of the 1968 and 2008 studies
demonstrated that major vertical media still pack power.
The 1968 study, as we mentioned, produced mediaaudience correlations of .97, while the 2008 correlational
match-up was .87, still high.
If we use partial correlations to test our Agenda
Community Attraction model, we find that democrats,
Republicans and Independents meld traditional and
social media agendas differently. See Figure 8.
In our test, we found that Democrats, Republicans,
and Independents did mix and meld agendas into
different communities. Political party predicted
differences in media use more powerfully than age and
gender (which did not make much difference).
Democrats related more to vertical and less to horizontal
media. Republicans related more strongly to horizontal
media than did Democrats and Independents, but did

correlation would be 1-.80, or .20. These values need to
be squared. Therefore, ACA = 1 – (.64 + .04), or ACA =
.32 Vertical and horizontal media account for about twothirds of voter choice, but the voters account for the
remaining third. One might note that if the AS1
correlation were 1.00, the ACA = 1 – 0 or 0. In other
words, you could predict voter issues completely by
reference to the media agenda. Horizontal media or
personal preferences would play no role. Can you
imagine such a society? Yet many people still assume
that vertical media have such massive power.
In the 1968 Chapel Hill agenda setting study, we
found a high correlation between local media and voters
in ranking the important issues, .97. We replicated this
study in Chapel Hill in 2008, 40 years later, we content
analyzed area media in 1968 – newspapers, television
and other media – and conducted door-to-door
interviews with a random sample of 100 voters
(McCombs, 2014, p. 149). In the 2008 study, cited here,
we interviewed in-depth 70 Chapel Hill voters over the
June through early August period in the summer of
2008, when voters settled on candidates Barack Obama
for the Democrats and John McCain for the Republicans.
In this panel study there were 32 Democrats, 19
Republicans and 19 independents, according to their
official registrations. All had voted in May Primary.
Because it was a panel study with distinctly different
types of voters—those registering as Democrats,
Republicans, or Independents—we could match the fit
between these party groups with both vertical media
(evening television news) and horizontal media (opinion
makers). We argue that voters have three ways to obtain
information: vertical media, horizontal media (including
talking to other people), social media sources, and many
other media sources of information, or from direct
experience, from voting their voting history, values, and
preferences.
We included NBC, CBS, ABC, CNN, and FOX (we
also content-analyzed other media, not included in this
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and is so intrinsic that we combine “agenda melding”
into a single word, agendamelding, to illustrate the force
of cognitive processing. We may be exposed to the same
media, but we use media to anchor ourselves differently.
Audiences are more important to agenda setting than we
realize. If media tell us what to think about, audiences
themselves, perhaps unconsciously, decide how they will
think about media agenda communities. Audiences are
not passive.

relate to vertical media. Independents were somewhat in
the middle. This is from the actual data. Where we could
measure the voter correlation with horizontal media. If
we had only used the formula to predict the horizontal
values as an estimate, the data show that there would
have been little difference. Our test did find evidence
that all voters potentially are exposed similarly to all
media—here television and opinion makers—but that
these voters melded agenda community differently. The
process seems to be something deep in human cognition
0.7

0.6

0.5

0.4

0.3

0.2

0.1

0

personal

Vertical
Democrats

Social

Republicans

Independents

Figure 8: How Democrats, Republicans and Independents Meld Their Agenda
5. National Stability?

(Republicans), they make somewhat more use of
alternative social media. If they have a more developed
sense of personal identity, yet are open to choices
(Independents), they access social media even more. In
other words, if we are open to change, we look at
alternative agenda communities more closely.
Will this not work for national social systems? If the
connection between citizens and government (via

Perhaps we do the same thing for larger social
identification. If voters are relatively comfortable with
their own sense of self identity (Democrats), they are
more open to the traditional media that represent the
larger society. If they have slightly more personal views
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dominant position in a social/political system. See
Figure 9.
One would expect that audiences would meld vertical
and horizontal agendas with their own experiences
differently across groups and over time. Figure 9
demonstrates the hypothetical dynamics as the
correlations decline with vertical media in a given social
system. It represents agendamelding and civic balance at
any point in time, the balance among vertical and
horizontal media and personal preferences. As vertical
media agendas go up and down, so do horizontal media
and personal inputs. The system is self-contained. For
example, if there is an increase in the attraction of
alternative community agendas there is a decline in
vertical media influence.

vertical media) is reasonably high, then one can assume
that the government must be doing things right in terms
of citizen perspective. If the agenda setting correlation
for objects is .70, for example, accounting for .49 of the
variance, then the “missing” .30 accounts for .30, or .09
of the variance. This leaves (1- [.49 + .09]) .42 of the
variance about objects/issues in the hands of citizens.
There is a balance between government (represented by
vertical media) and citizens, with alternative agenda
communities represented by .09. This means, we argue,
that there is a strong link between government/vertical
media and citizens, but also some reasonable challenge
by alternative agenda perspectives.
If the agreement between government and citizens
falls to .50, then the alternative values also equal .50,
each squared to .25, with the citizens holding the
1.00

Dominant Stability

Transitional

Alternative Stability

0.90
0.80
0.70
0.60

Dominant Agendas
Alternative Agendas

0.50

Personal Input
0.40
0.30
0.20
0.10
0.00
Figure 9: The Dynamics of Agendamelding and Civic Balance
As the media decline in their reach, personal

preferences become more important. The figure suggests
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O the left sidde of
the model, we
w argue that systems withh correlations that
are reasonabbly high witth vertical media
m
suggesst a
relatively staable social system.
s
But as
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period of instability. Protecting these
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10.
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communities
c
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selection.
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The Emergiing Papyrus-d
digital Societyy
Around the
t world, we
w are evolvinng toward soocial
systems in which
w
historicaal power arranngements are less
and less perttinent and predictive of soocial order. Once
O
we looked to the top of
o the pyram
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ment, industry, education, orr any
other of our activities.
a
Theese positions remain
r
importtant,
but it is poossible for all
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speaking, in the pyramid to find and communicate with
w
others like thhemselves. Soocial media, foor example, make
m
it possible too find other perspectives ass we found inn the
Arab Springg. More impoortantly than information, for
which there is no longer any shortagge, newer media
m

Figure 10: Beliefs, Media
M
Use, an
nd Communitty Melding
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From the audience point of view, traditional/vertical
and social/horizontal media are intervening, not
independent variables. This is a reverse of the way
communication scholars –indeed all of us—normally
think. Traditional/vertical of course remain powerful, so
long as anyone is listening. Fewer of us are, as we attend
to our own accounts on AreebaAreeba, Twitter,
Facebook, Google, BuzzFeed, Vine, YouTube, Reddit,

LinkedIn, Instagram, Tumblr, Delicious, Flickr, Tagged,
FourSquare,
LiveJournal,
MySpace,
Spotify,
SoundCloud, Plaxo, Digg, WhatsApp, Viber, not to
mention email among many other media. From an
historical point of view, we are in a period of paradigm
shift, certainly not for the first time in human history.
And there is more to come
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اﻷﺟﻧدة اﻹﻋﻼﻣﻳﺔ ﻓﻲ ﻋﺻر اﻻﺗﺻﺎﻝ اﻟرﻗﻣﻲ

ﻛﻳف ﻧﺳﺗﺧدم اﻻﻋﻼم ﻟﻣراﻗﺑﺔ اﻟﻣﺣﻳط وأﺣداﺛﻪ وﺗﺣدﻳد ﻣوﻗﻌﻧﺎ ﻣﻧﻬﺎ
دوﻧﺎﻟد ﺷو 1وﻋﺻﺎم ﺳﻠﻳﻣﺎن اﻟﻣوﺳﻰ 2وﻛرﻳس ﻓﺎرﺟو 3وﻣﻳﻼد ﻣﻳﻧوي 1ورﻳﺗﺷﺎرد ﻛوﻝ

1

ﻣﻠﺧـص
ﻳﺳﺗﺧدم اﻟﻧﺎس واﻟﻘﺎدة ﻋﻣوﻣﺎ ﻓﻲ ﻋﺻر اﻻﺗﺻﺎﻝ اﻟرﻗﻣﻲ ﻓﻲ ﺣﻳﺎﺗﻬم اﻟﻳوﻣﻳﺔ ،ﺧﻠﻳطﺎ ﻣن وﺳﺎﺋﻝ اﻹﻋﻼم اﻟﺗﻘﻠﻳدﻳﺔ
)ﻛﺎﻟﺻﺣف واﻹذاﻋﺎت واﻟﺗﻠﻔزﻳون( ﻛﻣﺎ ﻳﺳﺗﺧدﻣون أﻳﺿﺎ وﺳﺎﺋﻝ اﻟﺗواﺻﻝ اﻻﺟﺗﻣﺎﻋﻲ )ﻛﺎﻟﻔﻳﺳﺑوك واﻟﺗوﻳﺗر( ﻟﻳﺗﻌرﻓوا
إﻟﻰ ﻣﺣﻳطﻬم وﻣﺎ ﻳﺟري ﻓﻳﻪ ﻣن أﺣداث وﻳﻌﻳدوا ﻓﻲ ﺿوء ذﻟك ﺗﺣدﻳد ﻣوﻗﻌﻬم ﻓﻳﻪ .وﺗواﺟﻪ اﻷﻣم ﺗﺣدﻳﺎت ﻣن
ﻣﺟﻣوﻋﺎت ﺗؤﻛد ﻣواﻗﻔﻬﺎ وأﺻواﺗﻬﺎ ﻣن اﻟﻘﺿﺎﻳﺎ اﻟﻣﺧﺗﻠﻔﺔ ﻓﻲ اﻹﻗﻠﻳم .وﺗﺗﺣﻘق ﻫذﻩ اﻟﻌﻣﻠﻳﺔ ﺑﺎﺳﺗﺧدام ﺗﻛﻧوﻟوﺟﻳﺎ اﺗﺻﺎﻝ
رﻗﻣﻳﺔ ﺗﺳﻣﺢ ﻟﻠﻣواطﻧﻳن اﻟﺗراﺳﻝ واﻟﺗراﺑط وﻧﺷدان اﻟﺗﺄﻳﻳد اﻻﺟﺗﻣﺎﻋﻲ ﻓﻲ ظﺎﻫرة ﻏﻳر ﻣﺳﺑوﻗﺔ ﺑﺗﺎرﻳﺦ اﻹﻧﺳﺎن .ﻟﻛن ﻫذا
اﻟﻣﻘﺎﻝ ﻳؤﻛد أن اﻹﻋﻼم اﻟﺗﻘﻠﻳدي ﻫو اﻟذي ﻳﻘدم اﻷﺟﻧدة اﻟوطﻧﻳﺔ وﻳرﺳم ﻣﻼﻣﺣﻬﺎ .ﻏﻳر أن ﻫذﻩ اﻷﺟﻧدة ﻗد ﺗﻌززﻫﺎ
أﺟﻧدات ﺗﻘدﻣﻬﺎ وﺳﺎﺋﻝ اﻻﺗﺻﺎﻝ اﻻﺟﺗﻣﺎﻋﻲ أو ﺣﺗﻰ ﺗﺗﺣدى ﻣﺿﺎﻣﻳﻧﻬﺎ .وﻳﻌطﻲ اﻟرﺑﻳﻊ اﻟﻌرﺑﻲ إﻧﻣوذﺟﺎ ﺟﻳداً ﻟﻠﻛﻳﻔﻳﺔ
اﻟﺗﻲ ﺗﺣدت ﻓﻳﻬﺎ أﺟﻧدات اﻟﺗواﺻﻝ اﻻﺟﺗﻣﺎﻋﻲ اﻷﺟﻧدة اﻟرﺳﻣﻳﺔ .وﻟذا ﻳﺳﻌﻰ ﻫذا اﻟﻣﻘﺎﻝ ﻟﺗﻘدﻳم ﻣﻌﺎدﻟﺔ اﻻﻧﺟذاب ﻷﺟﻧدة
اﻟﻣﺟﺗﻣﻊ اﻟﺗﻲ ﺗﻘﻳس اﻻرﺗﺑﺎطﺎت ﺑﻳن اﻷﺟﻧدات اﻟﺷﺧﺻﻳﺔ واﻟﺗﻘﻠﻳدﻳﺔ واﻻﺟﺗﻣﺎﻋﻳﺔ .ﻓﺎﻟﻣﺟﺗﻣﻌﺎت ﺗواﺟﻪ ﺗﺣدﻳﺎت أو
ﻓرص ﺟدﻳدة ،ﺧﺎﺻﺔ اﻟﺣﺎﺟﺔ ﻹﻳﺟﺎد اﻟﺗوازن ﺑﻳن اﻟﻘﻳم اﻟوطﻧﻳﺔ اﻟﺗﻘﻠﻳدﻳﺔ ٕواﺣداث ﺗﻐﻳﻳر ﺗدرﻳﺟﻲ ﻳﻘود إﻟﻰ إﺛراء ﺗﻠك
اﻟﻘﻳم ﻋﻧد اﻷﻓراد .ﻫذﻩ اﻟﻌﻣﻠﻳﺔ ﺗؤدي إﻟﻰ ﺣدوث ﻧﻣو ﻳﻔﻳد اﻟﻣﻧظﻣﺎت اﻻﺟﺗﻣﺎﻋﻳﺔ ﻣﻣﺎ ﻳﺣﻘق ﺗوازﻧﺎ ﺑﻳن وﺳﺎﺋﻝ اﻹﻋﻼم
اﻟﺗﻘﻠﻳدﻳﺔ ،اﻟﻬرﻣﻳﺔ اﻹدارة ،وﺑﻳن ﻣﺎ ﺗﻘدﻣﻪ وﺳﺎﺋﻝ اﻟﺗواﺻﻝ اﻻﺟﺗﻣﺎﻋﻲ ،ذات اﻟطﺑﻳﻌﺔ اﻷﻓﻘﻳﺔ .ﻫذا اﻻرﺗﺑﺎط ﺳﻳﻘود ﺑدورﻩ
إﻟﻰ ﻧﺷوء أﻧظﻣﺔ اﺟﺗﻣﺎﻋﻳﺔ ﺟدﻳدة ﺑظﻼﻝ رﻗﻣﻳﺔ .وﻋﻠﻳﻪ؛ ﻓﺈن ﻫذا اﻟﻣﺟﺗﻣﻊ اﻟﺟدﻳد اﻟﻧﺎﺷﻲء ﻳﺳﺗدﻋﻲ وﺟود ﺗﺳﺎﻣﺢ أﻛﺑر
ﻣن اﻟﺳﺎﺑق ﻓﻲ اﻟﻌﻼﻗﺎت ﺑﻳن اﻟﻘﺎدة وﺷﻌوﺑﻬﺎ .واﻻﺗﺻﺎﻝ ﺑﺣد ذاﺗﻪ ﻳﻠﻌب دو اًر ﻣﻬﻣﺎً ﻓﻲ ﺗﺣﻘﻳق ﻫذا اﻟﺗطور ،وﻟﻛﻧﻪ ﻻ
ﻳﺳﺗطﻳﻊ أن ﻳﻘوم ﺑﻬذا اﻟدور ﻛﻠﻪ ﺑﻣﻔردﻩ.
اﻟﻛﻠﻣﺎت اﻟداﻟﺔ :اﻷﺟﻧدة اﻹﻋﻼﻣﻳﺔ ،ﻋﺻر اﻻﺗﺻﺎﻝ اﻟرﻗﻣﻲ.

 .1ﺟﺎﻣﻌﺔ ﻧورث ﻛﺎروﻻﻳﻧﺎ ،اﻟوﻻﻳﺎت اﻟﻣﺗﺣدة.
 .2ﺟﺎﻣﻌﺔ ﻓﻳﻼدﻟﻔﻳﺎ ،اﻷردن.
 .3ﺟﺎﻣﻌﺔ أﻻﺑﺎﻣﺎ ،اﻟوﻻﻳﺎت اﻟﻣﺗﺣدة.
ﺗﺎرﻳﺦ اﺳﺗﻼم اﻟﺑﺣث  ،2014/12/30وﺗﺎرﻳﺦ ﻗﺑوﻟﻪ .2015/6/23
- 139 -

