
© 2021 Journal of ISOSS 325 

Journal of ISOSS 

2021 Vol. 7(3), 325-333 

 

INTER MEDIA AGENDA SETTING RESEARCH: AN ANALYSIS  

OF CONTEMPORARY METHODOLOGICAL, STATISTICAL  

APPROACHES AND DATA COLLECTION TECHNIQUES 

 

Abdul Rehman Qaisar1, Abida Noureen2 and Salman Amin3§  
1 Department of Communication, University of Sargodha 

Sargodha, Pakistan. Email: abdulrehman.qaisar@uos.edu.pk 
2 Department of Media Studies, The Islamia University of Bahawalpur 

Bahawalpur, Pakistan. Email: dr.abida@iub.edu.pk 
3 Allama Iqbal Open University, Islamabad, Pakistan.  

Email: salmanam1n@hotmail.com 
§ Corresponding author 

 

ABSTRACT 
 

 Present research paper is an attempt to analyze various methods used to test intermedia 

agenda setting research along-with brief description of statistical approaches and data 

collection techniques. Researchers have proposed a complete statistical formula-based 

technique to test inter media agenda setting research. Inter Media Agenda research has 

become significant area of research with emergence of SNS and ever-growing popularity 

of the social media. Social media is bunch of mediums where medium, receiver, users are 

name of same thing. Inter media agenda setting research involve meta data analysis 

techniques. Inter media agenda setting require a four step research approach: first data 

required from newspapers is collected using data basis like Lexis Nexis, Factiva using 

keyword search; secondly data from social media is collected using APIs or data scrapping 

tools; at Third step collected data is subjected to machine learning software or computer 

assisted content analysis like Yoshikoder, Amsterdam Content Analysis tool kit, Naive 

Bayes Sentiment Analysis etc. and forth step involve application of statistical tools like 

SPSS and statistical approach/ model like CLPD with Roselle -Campbell Base line etc. to 

test statistical significance for hypothesis testing. Additionally, sometime translation of 

data is also required for performing computer assistant content analysis. Present research 

papers present stepwise explanation and researcher has presented MS Excel based formula 

sheet to test hypothesis in inter media agenda setting research automatically.  
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INTRODUCTION 
 

Inter Media Agenda Setting  

 Social media, with its Growing prominence, has altered entirely the complexion of 

agenda setting research as traditional media has adapted the social media explosion in to 

their media routines and practices of news gathering. Agenda setting study just turned to 
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be an inter media agenda set instead of public agenda vs media-policy agenda. The amount 

to which traditional media can affect social media’s topics and posts will decide the 

traditional media significance. Similarly, at the present social media rising age, amount to 

which it can affect traditional media shows prominence of social media in the present 

broadcast gathering environment (McCombs 2014). 
 

 Social media is not simply shaping the community opinion but moreover encouraging 

the public to participate in political system by providing them the spaces to create and share 

the information regarding different social, economic and political issues. This situation 

caused a challenge for working journalists to practice standard journalism. Emerging social 

media has achieved a significant role in news gathering and shaping process. In the field 

of agenda building, dual analyses can be made; first, the notch of effect exercised by the 

radical agenda on the media /policy agenda, and furthermore, the role new media in mass 

media practices (Lasorsa, Lewis & Holton, 2012). Other important dimension is 

information subsidies in the shape of easy and instant availability of contents like tweets, 

blog post etc. to journalist. However, this subsidy is intentional and can play its role in 

agenda building (Cheng, 2014).  

 

LITERATURE REVIEW 
 

 The Internet and digital media have not only altered the conventional understanding of 

theory of agenda-setting, but also it has changed how the mass media agenda is built (Tran, 

2014). Political journalists’ access to and choice of the sources to which they lend their 

ears is of crucial importance for the news media’s selection of stories to cover. Before 

moving further, it important to understand the application of hypothetical and theoretical 

basis of inter-media agenda setting and agenda building. The vital elements of the media’s 

role are sources as agenda setters and doorkeepers (McCombs, 2004; Tedesco, 2011; 

Singer, 2005). However, as Oscar Gandy (1982, p.266) suggested already in 1982, we must 

“take into the account who sets the agenda for which medium, this is possible only by 

going-beyond agenda-setting’s traditional concepts. To determine how and for what 

purpose it is set, and with what impact on the distribution of power and values in society.” 

Emergence of big ever- growing social media platforms such as Facebook, Twitter, 

Instagram and others have revived that old question “Who sets the media’s agenda?” The 

query gained attention in the 1980s as scholars began exploring the several features that 

form the agenda offered by news media at (McCombs, 2014). It has reemerged as 

journalists increasingly embrace and adopt social media services as part of their 

professional toolkit to connect and communicate with readers and potential sources. In a 

British study, almost 50% of the journalists admitted that they used Twitter to obtain 

reports (Cision, 2011). 
 

 Many research studies have been based in the hypothetical, theoretical and academic 

framework of media agenda setting and specially, inter-media agenda setting. Inter media 

agenda setting is more focused toward structure of agenda. It is important to understand 

structure i.e. from where and how an agenda take start and how it moves to become a 

national concern. What are the key players and to what extent sponsored social media 

activities take part in moving an agenda item further? An analogue audience vs digital 

audience, journalist’s vs social media free lancers and so on. Results of such studies has 

already smashed the news industry in all Western European countries. Meanwhile, there 
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has been a transition of political journalism due to an accelerated 24/7 news cycle, shifts 

in the power balance between professionalized political sources on one hand and resource-

pressed journalists on the other, and the move from analogue to digital media. In this 

context of decline and transition in traditional media, facilities of social media i.e. 

convenience, flexibility and cheap availability make it perfect choice for all including 

journalist. Mover over twitter has significant admiration and respect among journalist as 

mostly regard it influential and being in their own use, journalists are ready to give credit 

to twitter Graham & Broersma, 2012). 

 

STEPWISE DESCRIPTION OF METHODS 
 

 Inter media agenda setting research involve meta data analysis techniques. It comprised 

of four stage research procedure. First data required from newspapers is collected using 

data basis like Lexis Nexis, Factiva using keyword search. Detail description of available 

big data sources regarding news and current affairs are as under: 

 

Lexis Nexis  

 LexisNexis is a company that offers services such as computer-assisted legal research 

(CALR), corporate research, and risk management. LexisNexis was a pioneer in the 

electronic accessibility of legal and journalistic records in the 1970s. The corporation owns 

the world's largest computerised database for legal and public-records information, which 

it acquired in 2006. LexisNexis provides customers with sophisticated new decision tools 

based on machine learning, natural language processing, visualisation, and artificial 

intelligence through its global legal database. LexisNexis Legal & Professional is a 

prominent global source of legal, regulatory, and business information and analytics that 

helps customers enhance productivity, decision-making, and outcomes while advancing 

the rule of law worldwide. 
 

 Lexis Nexis has world largest newspapers archive. It gives multiple option to narrow 

down search in order to extract exact data with accuracy. Data in soft form can be exported, 

saved and emailed for later processing. It is most convenient way to collected newspaper 

data. 

 

Factiva 

 “Dow Jones publishes Factiva, a current international news database, and is one of the 

world's major economic and financial information firms. Students, educators, and 

librarians may access premium content from 200 countries in 28 languages through Dow 

Jones Factiva.com, which collects over 32,000 sources. Users have access to newspapers, 

newswires, industry journals, websites, business reports, and other sources of information. 

The extensive material provides both a local and a global perspective on business 

difficulties and current events, which is especially useful for research that requires up-to-

date information on companies, industries, and financial markets. It includes content from 

national, international, and regional newspapers, both current and old (e.g., The New York 

Times, The Washington Post, The Times, The Wall Street Journal, El Pais, The Financial 

Times, The Guardian, etc.). Journals, magazines, and trade publications are examples of 

periodicals (e.g., Forbes, Newsweek, etc.) Releases to the Press (e.g., AFP, Reuters, Dow 

Jones, etc.) Podcasts from the radio or television (e.g., BBC, CNN, ABC, CBS, NBC, Fox, 
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etc.) Important news and business information can be found on websites, blogs, and 

message boards. Photographic agency reports from the company (e.g., Reuters, Knight 

Ridder, etc.) Materials from the EUR-Lex website provide online access to European 

Union legislation”. 

 

Data Collection Methods from Web Sources/Social Media 

 Second step in conducting inter media agenda setting is collection of data from social 

media sources. There are various methods used to extract data from social media outlets. 

These methods can be categorized into two categories; first official sources using APIs and 

data scrapping tools.  

 

APIs  

The basics of APIs 

 An API (application programming interface) is a way for third party websites to utilise 

the content of another site within its own website development. For example, Apple has 

released an iTunes ‘Search API’ so that external websites can offer this service to their 

users. It’s a clever way for the third party website to have an Apple product integrated into 

their website. Apple also benefits from the searches and possible purchases. 

 

How it works 

 API is a software-to-software interface, rather than software-to-user. The software code 

has been written by developers as a series of XML messages so that two or more 

applications talk to each other. This doesn’t affect the users’ journey through the third party 

website and it won’t even be recognized as two applications communicating. To the end 

user, it’s all one simple process. In fact, this integration has been named ‘seamless’ due to 

its under-the-radar approach. 
 

 For example, if a person needs to buy a train ticket on the go, they will probably reach 

for their mobile device. They’ll log on to a website or app such as National Rail and make 

their choice. Once they’re ready to pay, they’ll input their debit or credit card information. 

At this point in the transaction, the National Rail website will use an API to verify the 

person’s card details. The person holding the phone has no idea this is happening; they 

only see the National Rail branded website from start to finish. 

 

Data Scraping through Tools 

 Web scraping is a method of obtaining information from websites in an automated and 

targeted manner. 
 

 Web scraping, also known as web harvesting or web data extraction, is a data scraping 

technique that is used to collect information from websites. Although identical extractions 

can be done by hand, automating the process is usually faster, more efficient, and less prone 

to errors. Web scraping is a method of obtaining non-tabular or poorly structured data from 

web pages and transforming it to a structured format like a.csv file or spreadsheet. In 

addition to acquiring data, scraping can help you archive it and track its changes online. As 

a result, web crawling is a necessary aspect of web scraping when gathering pages for 

further processing” 
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Listening to data flows from web servers has become a part of web scraping. JSON, for 

example, is a standard method of transferring data between the client and the website. End-

users can use Amazon AWS and Google's free online scraping tools, services, and public 

data. Some of the approaches utilised include human copy-and-paste, text pattern 

matching, HTTP programming, HTML parsing, DOM parsing, Vertical aggregation, 

Semantic annotation recognition, and Computer vision web-page analysis. 

 
Scraper API 
 Proxies, browsers, and CAPTCHAs may all be handled with the Scraper API utility. 

Users may get the HTML from any web page with a simple API request. It's easy to use 

because all you have to do is send a GET request with your API key and URL to the API 

endpoint. Various web scraping service providers include X-tract.io, Octoparse, Import.io, 

Webhose.io, Dexi Intelligent, Scrapinghub, Outwit, PareseHub, Diffbot, Data streamer, 

FMiner, Apify SDK, Content Grabber, Mozenda and Web Scraper Chrome Extension etc. 

 

Data Processing 

Computer Assistant Content Analysis 

 Third step collected data is subjected to machine learning software or computer assisted 

content analysis like Yoshikoder, Amsterdam Content Analysis tool kit, Naive Bayes 

Sentiment Analysis etc. Following software are helpful in conducting computer assisted 

content analysis. 

  

Coding Sheet 

 Data collected from social media is received in CSV file containing huge information 

and irrelevant post as well. It is important to develop a coding sheet in order to organize 

relevant data. Coding sheet will also help to organize data into sub categories established 

according to rules of content categorization scheme.  

 

Translation  

 As the collected data could be in different languages and in order to analyze data 

conversation of all collected data into single language is necessary. There are various 

methods of translating data like google etc. i.e. Google. Similarly MS office 2019 has in 

build translation option.  

 

Yoshikoder 

 Content analysis software is used in agenda-setting investigations. Tedesco and Wall 

Sten created a free software application for uniqueness development in 2005 at Harvard's 

Weatherhead Center for International Affairs. The software collected the events of every 

neighbouring period in both pieces, including key terms classified in the word list file. 

According to Dunn 2009, the Yoshiko computer analysed the text of both samples to ensure 

that all critical times were present.  
 

 At the same time as a step post-hoc to make certain inclusive codebook which examined 

the complete list of all conditions acknowledged assisted for both samples by the 

researcher. The examiner discover necessity for including further groups that captured 

these terms. All important words described in different parts of the stories were taken as 

keywords and utmost care has been made to avoid duplication of data. 

https://bit.ly/2H5pt72
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The Amsterdam Content Analysis Toolkit 

 AmCAT (Amsterdam Content Analysis Toolkit) is an open-source infrastructure for 

large-scale automatic and manual content analysis (text analysis) in the social sciences and 

humanities. AMC was founded by Wouter van Atteveldt and is run by Martijn Bastiaan 

and Christian Stuart. This server is hosted by the VU University Amsterdam and can be 

used for small-scale applications for free. AmCAT is entirely free and open-source. 

Therefore you can install it on your server. AmCAT makes user data available via open 

standards and a public API, allowing you to access it at any time from your browser or 

directly from your analytic scripts. You're dealing with a flexible plugin structure, and 

AmCAT makes adding your results a breeze. To make AmCAT better, contribute to its 

documentation, reporting issues, and development. 

 

Sentiment Analysis  

 Sentiment analysis, often known as "Opinion Mining," is a method of determining a 

speaker's, writer's, or another subject's attitude, thoughts, and feelings inside an internet 

mention using natural language processing. It's the process of determining whether a piece 

of writing is good or not. It's also known as the polarity of the content. As humans, we can 

unconsciously classify text as excellent or poor. For example, the statement "The youngster 

had a great smile on his face" likely generates a positive reaction. In layman's terms, we 

sum up the advantages and drawbacks by going over the words again. For instance, the 

words "beautiful" and "smiling" are more likely to be positive, but "the," "child," and "face" 

are neutral. As a result, the overall tone of the statement is likely to be positive. The 

everyday use of this technology originates from its application in the social media sphere 

to discover how people feel about specific issues, primarily through users' word-of-mouth 

via text messages or, in the case of Twitter, tweets. 

 

Data Analysis 

 Forth step involve application of statistical tools like SPSS and statistical approach/ 

model like CLPD with Roselle -Campbell Base line etc. to test statistical significance for 

hypothesis testing. 
 

 SPSS. Studies testing inter media agenda setting use cross lagged correlation and 

Rozelle-Campbell baseline to establish direction of causality social media top priority 

issues and its coverage in traditional media like newspapers. This technique has been used 

by various researchers like Du, 2013-2017; Lim, 2006; Roberts and Sikanku, 2008; 

Kiousis, Kim, McDevitt, & Ostrowski, 2009; cheng, 2014 etc. The validity and reliability 

of this method has been tested repeatedly and researchers have been satisfied with its 

applicability to Inter-media Agenda-setting research (Roberts & McCombs, 1994; Lopez-

Escobar et al. 1998; Lee, Lancendorfer & Lee, 2005; and Lim, 2006). Since this approach 

has been repeatedly used and found successful in many countries, so it can be used while 

testing inter media agenda setting research.  

 

Cross Lagged Correlation Statistical Model 

 Cross Lagged Correlation Panel Design (CLPD) is one the accepted method to test 

inter-media Agenda-setting as employed by many scholars to test Inter-media Agenda-

setting (IAS) like Kushun (2010). This model produces two pairs of three different sets of 
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correlations totaling six correlations. The first set is comprised of synchronous correlation 

(PX1Y1 and PX2Y2). The second set is comprised of correlations is the autocorrelation 

(PX1X2 and Y1Y2). The third set is comprised of cross-lagged correlation (PX1Y2 and 

PY1X2). In order to interpret cross lagged correlation an addition in the shape of Rozelle 

Camp Baseline has been made. The application of this baseline which helps to set up 

threshold point for cause and effect analysis. (Dunn, 2009; Tedesco, 2005). Following 

possible results are possible and detail description of each result is given below. 

 

S# Condition  Interpretation 

1 If PX1Y2 is greater than the RCB, 

PX1X2, PY1Y2, PX1Y1, PX2Y2  

and PX2Y1 

Cross correlation between Twitter 

day 1 and newspaper day 2 is 

significant, Hypothesis is accepted 

2. If PX2Y1 is greater than the RCB, 

PX1X2, PY1Y2, PX1Y1, X2Y2  

and PX1Y2 

Cross Correlation between 

newspaper and Twitter is significant 

(Null Hypothesis accepted) 

3. If X1X2 is greater than PX2X1, 

PY1Y2, PX1Y1, X2Y2 and PX1Y2 

Autocorrelation is significant within 

medium-1 at time one and time two 

4. If Y1Y2 is greater than PX2X1, 

PX1X2, PX1Y1, X2Y2 and PX1Y2  

Autocorrelation is significant within 

medium-2 at time one and time two 

5. If X2Y2 is greater than others  Synchronization at time two 

6. If X1Y1 is greater than others  Synchronization at time one  

 

Calculation of Rozelle Campbell Baseline and Inter-media Agenda-setting  

 Following Microsoft Excel sheet can used to calculated Rozelle Campbell baseline and 

interpretation weather Inter-media Agenda-setting (IAS) exist between selected mediums  

 

Table 1.1 

Cross-Lagged-Correlation  

Calculation of Rozelle Camp Baseline (RCB) Inter-Media Agenda-Setting (IAS) 

*((A1+B1)/2)*SQRT(((C1)^2+(D1)^2)/2)=RCB  
*AND($H5>=C5, $H5>=D5, 

$H5>=E5, $H5>=F5, $H5>=G5, 

$H5>=I5) = Status of Hypothesis 

Medium X1Y1 X2Y2 X1X2 Y1Y2 
RCB 

*** 
X1Y2 PX2Y1 Direction 

1. Social vs 

Traditional 
.700* .615 .827 .682 0.498 .836 .581 

Hypothesis 

Accepted 

2. Social vs 

Traditional 
.615 .259 .910 .821 0.379 .188 .632 

Auto  

Correlation 

3. Social vs 

Traditional 
.399 .865 .827 .608 0.459 .821 .506 

Synchronous 

Correlation 

* Values Assumed *** Rozzelle Campbell Baseline (RCB) 
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 Following model diagram will be used for interpretation of presence of inter-media 

Agenda-setting for all 15 panels.  

 

 
Figure 3.1: Sample Statistical Modeling of Cross Lagged Correlation Panel 

 

CONCLUSION 
 

 Meta data analysis requires sophisticated data collection and analysis mechanisms. 

Intermedia agenda setting research is also involve meta data analysis. In this article 

researchers have proposed a complete statistical formula-based technique to test inter 

media agenda setting research. Inter media agenda setting require a four step research 

approach: first data required from newspapers is collected using data basis like Lexis 

Nexis, Factiva using keyword search; secondly data from social media is collected using 

APIs or data scrapping tools; at Third step collected data is subjected to machine learning 

software or computer assisted content analysis like Yoshikoder, Amsterdam Content 

Analysis tool kit, Naive Bayes Sentiment Analysis etc. and forth step involve application 

of statistical tools like SPSS and statistical approach/ model like CLPD with Roselle -

Campbell Base line etc. This article contributes to help researchers and data analyst to 

design meta data analysis-based researches. All contemporary techniques and tools 

required in inter media agenda setting has discussed briefly with their potential uses. 
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