


S - 1

The “agenda-setting” theory of mass communication effects builds on 
Lippmann’s notion of media impact by distinguishing between what we think

a and what we think. The difference is that the former includes what we 
know about (cognition) whereas the latter refers b our opinions and feelings 
(predisposition). Agenda setting suggests that mass media can have substantial and 
important impact on the cognitive level without affecting predisposition. But it should 
be clear that even if media are limited to this one effect, setting the agenda is not a 
trivial consequence.

For example, early explorations of agenda setting by the press during presidential 
elections found that relative media emphasis on issues has a cumulative effect on the 
electorate. The same issues, with the same relative emphasis c that given by 
the media, make up the voters’ agenda. In other words, the issues considered least to 
most important by voters reflect patterns of media coverage rather than a particular 
political agenda. Furthermore, the relative number of people concerned about issues 
parallels the relative media emphasis of those issues. Media and public agendas were 
most similar during the early stages of the campaign and for those issues least likely to 
be within peoples’ direct experience. 

Imagine the potential consequences of media agenda setting. First of all, media 
coverage can elevate the public standing of issues, people, organizations, institutions, 
and so forth. Second, changes in the amount of media attention can lead to changes in 
public priorities. Third, the more concerned people are about something, the more they 
tend to learn about it, the stronger their opinions are of it, and the more they tend to 
take action on it. (Notice, however, that the agenda-setting theory does not predict 
what information they will seek, which way their opinions will change, or what types 
of actions they will take.) Fourth, media coverage can affect the agenda priorities of 
some specific and important publics, such as legislators, regulators, and other policy 
makers.

For public relations practitioners, getting an issue onto the media agenda can be a 
good thing (i.e., when you want to raise awareness of an issue) or a bad thing (e.g., 
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when something embarrassing, dangerous, or illegal happens at your organization). 
Being aware of the power of media agenda setting is a key to the strategic 
management of public relations communication. Public relations can contribute 
tremendously d the effectiveness of the organization when it carefully and 
strategically considers its own issues e regard to the media agenda.

Oftentimes, public relations saves an organization money and resources by 
resolving a problem before it gets onto the media agenda. In other instances, getting an 
issue onto the media agenda is a crucial part of press agentry and a valuable method of 
creating symmetrical dialogue on an issue.
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In summary, mass communication can affect public opinion by raising the 
salience of issues and positions taken by people and groups in the news. 
Furthermore, like Lippmann’s theory of media effects, the agenda-setting theory 
contributes to the conceptual foundation for public relations mass 
communication.

a b c d e

a e

300

 
 
 
 

下記出典の文章を掲載しています。

 
 

上記出典の文章を掲載しています。



S - 3



S - 4



S - 5

H. Bless, G.Bohner, N. Schwarz and F. Strack, “Mood and Persuation: A Cognitive Response Analysis”, 

Personality and Social Psychology Bulletin, 1990, Vol. 16, No. 2, 331-345



S - 6



S - 7



S - 8


