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Abstract 

 With a growing number of people moving away from traditional sources of 

information providers, towards new online sources, it has become evident that the agenda-

setting and gatekeeping functions of the past have been altered. Due to such alteration, it 

can be said that the profession of information dissemination has all but evaporated into a 

cesspool of opinion that has been framed to uphold the viewpoints of a particular 

ideology. While most studies to date have been effective in highlighting the alteration of 

agenda-setting and gatekeeping, this paper attempts to focus on the shift in such practices, 

away from traditional mass media institutions, to a new form of media through the 

practices of networked journalism. In order to demonstrate the following, this paper uses 

the 2016 U.S. Presidential Election as a case study. Tweets from traditional mass media 

institutions, new media institutions (such as thought opinion leaders), and the public are 

collected and examined in relation to information dissemination, via topic coverage. An 

analysis of these tweets confirms such shift in agenda-setting and gatekeeping, where the 

powers of information dissemination move away from traditional mass media institutions, 

towards a model of information that is dependent upon the public and its engagement of 

such information. This study is part of a larger body of research on the twenty-first 

century phenomenon of publicly sourced information dissemination in the networked 

society. In focusing on the shift that is occurring within society, this study will contribute 

to future publications on a similar topic. 
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1. Introduction 
 The topic of this paper revolves around the effectiveness of agenda-setting and 

gatekeeping in today’s network society, where the new practice of networked journalism 

will be examined in terms of how it has shifted the agenda-setting and gatekeeping 

principles of traditional journalism. With the prominence of print and TV journalism, 

information dissemination has largely been dictated by the agenda-setting and 

gatekeeping powers of distinguished traditional mass media institutions. They have been 

viewed as the twentieth century’s “public sphere”, where political discourse takes place 

and public opinion is created (Livingstone & Lunt, 1994 p. 88). In the twenty-first 

century, however, there is an emerging use of networked communication products such as 

the social media platform of Twitter. People are moving en masse away from print and 

TV journalism, to a new “networked journalism”, where information is received and 

consumed through cyberspace via the hyperlink (Meraz, 2009, p. 700-702). Early studies, 

which focus on this new information dissemination method of networked journalism, 

have concluded that the agenda-setting and gatekeeping functions of traditional mass 

media have been altered in some way. The goal of this paper is to further study how this 

new method of information dissemination has shifted the agenda-setting and gatekeeping 

framework for traditional mass media institutions. This paper hypothesizes that the use of 

Twitter as a method of information dissemination is one of the main causes for this shift 

in agenda-setting and gatekeeping functions away from traditional mass media 

institutions, to a more publicly sourced information pool, supported by the practices of 

networked journalism.  
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2. Literature Review 

  This research paper includes several important concepts pertaining to the field of 

journalism and public sphere theory, which must be further explained in detail in order to 

comprehend the relation between one another. While the connections between the 

concepts of gatekeeping and agenda-setting are understood in a general sense, such 

connection must be thoroughly explained, along with their connections to the concepts of 

networked journalism.   

2.1 What is Gatekeeping and Agenda-Setting? 

 At its most basic level, the concept of gatekeeping comes from the field of 

communication that addresses the various decision-making processes that go into the 

dissemination of information (Lewin, 1947). While no formal definition of gatekeeping 

exists, it can be generally described as an information control process that includes the 

“selection, addition, withholding, display, channeling, shaping, manipulation, repetition, 

timing, localization, integration, disregard and deletion of information” (Barzilai-Nahon, 

2008, p. 2). This concept has been applied more broadly in the field of journalism to 

represent a working theory on how media organizations operate among the public. The 

theoretical framework of gatekeeping postulates that news editors at a news organization 

are given the power to decide what stories should and should not be covered, based on the 

subjective grounds of what the ‘gate keeper’ deems to be important and representative of 

their culture (White, 1950). In this selection process, the ‘newsworthiness’ of a story is 

determined by the gatekeeper by estimating the level of interest the audience has in a 

particular story (Hirsch, 1977).  

 By selecting what stories to cover, the gatekeeper legitimizes some stories over 
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others, thus ‘setting the agenda’ for topics of discussion among the public. The agenda-

setting concept goes hand-in-hand with the concept of gatekeeping, as it involves the elite 

selection of whether or not a story is newsworthy enough to be covered (McCombs, 

2004). Following the similar trend of gatekeeping, agenda-setting can be generally 

defined as the gatekeeper’s action in determining what the public thinks and worries about 

(McCombs & Shaw, 1972). In addition to elite selection, agenda-setting incorporates the 

elite framing a particular issue as reality, thus perpetuating the legitimization of the stories 

selected by media institutions (McCombs & Shaw, 1972).  

2.2 Gatekeeping and Agenda-Setting: From Past to Present 

 Contemporary literature surrounding the theoretical frameworks of gatekeeping and 

agenda-setting largely study their application to the twentieth century model of traditional 

or ‘legacy’ media institutions. As Lewin (1947) puts it, the concept of gatekeeping is by 

in large the ways in which information is circulated, or not circulated, to the public. In the 

twentieth century’s model of the unidirectional flow of communication, mass media 

institutions held a seismic role in the control of public information (Lewin, 1947). Due to 

the scarcity of resources and the difficulties surrounding the collection of information, 

traditional media institutions were given the task of compiling information, filtering 

through such information, selecting the most contextually relevant information, and 

disseminating it to the public through mass communication channels (White, 1950). This 

filtering and selection of information consisted of the ‘gatekeepers’; elite newsroom 

producers and editors, selecting the stories that they deemed integral to their audience 

(White, 1950). The audience, constituted as a homogenous ‘mass’ audience, would 

receive such information and accept its validity on the basis of traditional media outlets 
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receiving confirmation of information as facts by verified sources (Meraz, 2009).  

 Since scarcity played a large role in the collection of news, traditional media outlets 

were effectively given the power to direct the agenda of topics discussed among society 

(Scheufele & Tewksbury, 2007). By selecting the information to disseminate and the 

order in which such information would be delivered, traditional mass media outlets would 

create a perceived hierarchy of importance to the stories presented, that mass audiences 

subliminally ascribe to world events (McCombs & Shaw, 1972). This established 

hierarchy would in turn apply “strong, long-term effects on [mass] audiences, based on 

the ubiquitous and consonant stream of messages” presented to the audiences (Scheufele 

& Tewksbury, 2007, p. 10). In other words, due to the scarce information made available 

to mass audiences through traditional media institutions, the public socio-political agenda 

became set through a manufacturing of consent.  

 The broad and vast effects of gatekeeping and agenda-setting applied not just to 

information, but also to the visible public opinion of such disseminated information 

(Barzilai-Nahon, 2008). Since the gatekeepers of society are in complete control of all 

information received by the public, they are therefore also in control of how the public 

perceives the rest of society’s reaction to news stories. Due to the unidirectional flow of 

information, the sole producers of all public knowledge are the gatekeepers of the 

traditional mass media institutions, where the public audience is not able to freely create 

information (Barzilai-Nahon, 2008, p. 3). Take, for example, the letters to the editor 

section of a newspaper, a section dedicated to voicing the views of the readers. All letters 

are submitted to the newspaper’s headquarters, where the gatekeepers are able to filter 

through submissions and select only those that benefit their objectives (Burns, 2008, p. 3-
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5). Similarly, news articles published which discuss the public’s opinion on the matter, 

such as a public opinion poll article covering the mood of an electorate, is produced 

entirely by the gatekeepers. Traditional mass media institutions are the ones which 

conduct the polls, and select which data, if any, they choose to disseminate to the public. 

Through framing, they are then able to analyze the disseminated data in an angle that 

benefits their objectives (Herman & Chomsky, 1988, p. 20-35). In a sense, traditional 

mass media institutions are not just a manufacture of consent, but also, a manufacturer of 

public opinion, as even the ‘beliefs’ of the populous are subject to the gatekeeper’s 

agenda-setting practices.  

 While this unidirectional flow of information worked in establishing a gatekeeping 

and agenda-setting function for traditional mass media institutions in the twentieth-

century, it is not a practical model to study in the present reality of the multidirectional 

flow of information in the networked society (Chin-Fook & Simmonds, 2011). Due to the 

rise of accessibility and availability of the internet, the scarcity of information pertaining 

to issues of interest to the public have largely been reversed. Instead, there is now an 

abundance of information readily available to members of the public, particularly those 

who have access to the internet (Singer, 2014). According to Meraz (2009), this 

abundance has turned the table on the gatekeeping and agenda-setting effects of mass 

media on the public. Given the readily available information scattered throughout 

cyberspace, the public is given more than a handful of options as to where they consume 

their news. Furthermore, with the creation of social media, user-generated content has 

empowered the public with the tools for becoming their own gatekeepers and agenda-

setters of information (Meraz, 2009).  
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 Areview of the various pieces of literature pertaining to gatekeeping and agenda-

setting in today’s networked society  shows that there has been much debate over the 

actual erosion of the gatekeeping and agenda-setting functions of traditional mass media. 

Heinderyckx and Vos (2016), for example, argue that while much of the information 

received and consumed by the public today is through online mechanisms, most of this 

information in fact originates from traditional mass media. Moreover, they argue that 

while today’s digital communication services allow for user-ended creation of 

information, it is traditional mass media institutions that still dominate the production of 

news (Vos, 2016, p. 30-31).  

 On the other hand, Meraz (2009) argues that the elite hold of gatekeeping by 

traditional media outlets no longer exists universally, as the “independent blog platform is 

redistributing power between traditional media and citizen media” (p. 701). Instead, 

traditional mass media outlets are just one part of the greater ecosystem of information 

disseminators. Meraz studied the effects of blog networks on gatekeeping and ultimately 

concluded that the gatekeeping power of traditional mass media outlets are exerted in 

finite ways, when compared to the past (p. 701). Contrastingly, citizen media and opinion 

leaders are able to seismically shift the agenda to their liking, along the long tail of media 

choices in today’s society (p. 686-701). In other words, the plethora and diversity of 

information disseminators allows for the gatekeeping powers of traditional mass media 

institutions to erode and ultimately be removed of its powers in setting the public agenda. 

 Finally, some scholars such as Singer (2014) portray more of a middle ground in the 

reformation of the gatekeeping and agenda-setting powers of traditional mass media. In 

her approach to defining the present state of information dissemination, Singer (2014) 
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states that the journalist from a mass media outlet still acts as the gatekeeper, but that 

members of the audience play a role as ‘secondary gatekeepers’; individuals with an 

online following that are able to distribute information to an even smaller audience of 

people with similar interests to the so-called ‘secondary gatekeeper’ (p. 58). In other 

words, a two-step gatekeeping process is created where traditional mass media institutions 

are the primary gatekeepers that set the agenda for consumers of information. The 

consumers of such information then become secondary gatekeepers, as they actively 

disseminate or suppress the information they consume to their audience.  

 With all of these depictions as to the current state of gatekeeping and agenda-setting 

among traditional media outlets, one must wonder which of the following scenarios 

presented holds the most amount of truth. Could it be that traditional media outlets do in 

fact still hold power over information dissemination in today’s networked society? If so, 

how much power do they hold? Furthermore, if traditional media outlets continue to set 

the agenda and act as gatekeepers of information, does it mean that social media sites like 

Twitter have no effect on information dissemination? These questions are enticing and in 

the peripheral of much of the contemporary literature surrounding this topic. As such, 

these questions largely remain unanswered by the plethora of scholarly work. It is the goal 

of this paper to delve deeper into this core complexity, to study which of the following 

‘realities’ of the twenty-first century are accurate when it comes to the gatekeeping and 

agenda-setting powers of traditional mass media institutions.  

2.3 Networked Journalism  

 Prior to solving the mystery of the traditional mass media’s actual control over the 

gatekeeping and agenda-setting of information, we must first understand  
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how such hypothetical control would be administered today, through the practice of 

networked journalism. The concept of networked journalism can be best understood as the 

“combination of critical and orientational storytelling, triggered by a demand from 

[members of] the public as well as a demand from the profession itself” (Bardoel & 

Deuze, 2001, p. 97). Where networked journalism incorporates the medium of the 

internet, it requires that producers of information orient their stories towards a specific 

audience, rather than a broad ‘created’ one (Bardoel & Deuze, 2001, p. 97). As digital 

media, the practice of networked journalism allows for technology to become the central 

tenant that controls the distribution of media messages (Bardoel & Deuze, 2001, p. 97) via 

blogs, new media websites, (Beckett & Mansell, 2008) and most importantly, through 

social media ‘microblogs’ such as Twitter (Hermida, 2010).  

 While networked journalism is a new phenomenon, current academic discourse 

summates that journalism as a whole becomes decentralized as consumers of news move 

away from traditional media outlets as their only source for information (Beckett & 

Mansell, 2008); democratized, in the sense that the format of information dissemination 

provides more opportunities for public debate (Beckett & Mansell, 2008); and 

disintermediated, by removing the ‘middleman’ journalist due to new technologies and an 

increase in individuals who actively seek information through such new technologies 

(Bardoel & Deuze, 2001). As a result, the so-called ‘old journalism’ of the past no longer 

owns the megaphone of discourse in society (Bardoel & Deuze, 2001). In a sense, the  

gatekeeping and agenda-setting practices of the past do not universally apply today, as 

average citizens have been given the power to circumvent traditional media outlets’ 

gatekeeping presence and set their own agenda with regards to the importance of news 
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stories (Bardoel & Deuze, 2001). 

 The power beholden to the citizen in information dissemination is a central tenant of 

networked journalism. The democratization that allows the citizen to produce and 

disseminate news is of major significance to the theoretical framework of networked 

journalism. The capability of an individual to create, contribute to, and share information 

to other individuals in a global setting is what threatens the very concept of a hierarchical 

system of information dissemination, driven by the gatekeeping and agenda-setting 

practices of traditional mass media institutions (Deuze, Burns, & Neuberger, 2007). As 

the former editor-in-chief of Reuters puts it, due to the democratization and economic 

scaling of media production, “the days of owning and controlling [information]… are 

over”, as anyone can obtain and produce news for an audience to consume (p. 323). 

Ultimately, this democratizing force is what unleashes networked journalism to become a 

threat to the concepts of gatekeeping and agenda-setting.  

 Yet while networked journalism leads to decentralization, democratization, and 

disintermediation of news, it also creates a hierarchal system through the use of 

hyperlinks and media metrics. In a digitized world where information is stored in the 

network, hyperlinks are used to disseminate information to audiences (Beckett & Mansell, 

2008). Furthermore, the number of page clicks, retweets, and likes are what indicate the 

prominence of one’s status as an information provider in the age of networked journalism 

(Beckett & Mansell, 2008). In an era where an abundance of information exists, the 

competition for an audience becomes fierce. Many individuals use the metrics listed 

above as a way to appraise a digital ‘networked media’ institution, where the more 

retweets, page clicks, and hyperlinked mentions one gets, the more ‘legitimate’ they 
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become in the eyes of the average online information seeker (Hermida, 2010). 

 Based on contemporary literature, it can be said that while networked journalism in 

many ways collapses the gatekeeping and agenda-setting functions of traditional mass 

media outlets, it also re-establishes it, albeit in a digital format. Ultimately, the question 

with regards to the research interests of this paper becomes the following: In what way[s] 

does the implementation of networked journalism collude or collapse the old world 

gatekeeping and agenda-setting practices of traditional mass media outlets? In order to 

answer this, we must further study the strategies of traditional mass media outlets’ 

execution of their networked journalism practices. For all intents and purposes of this 

paper, we shall only study their use of Twitter and hyperlinks on Twitter. Prior to 

studying this, however, we must also understand the importance of Twitter when it comes 

to information dissemination among political campaigns, as we will later attempt to study 

the 2016 U.S. Presidential Election in the context of networked journalism and the 

traditional mass media’s power, or lack thereof, over gatekeeping and agenda-setting.  

2.4 The Importance of Twitter in Political Campaigns 

 The literature examined thus far makes it clear that technology has radically altered 

the state of information dissemination. Due to the invention of the internet, there is an 

abundance of information, which was previously made scarce in the twentieth century 

(Singer, 2014). While the internet as a whole is important to this shift, no other technical 

component of the internet has been more important to the format of political campaigns 

than social media (Hong & Nadler, 2012). Specifically, the microblogging site of Twitter 

is the political sphere’s favourite social media medium (Vergeer, Hermans & Sama, 

2011). There are two main reasons for the popularity of Twitter as a political tool: [1] 
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politicians see Twitter as a tool to easily disseminate their message without going through 

the traditional mass media’s gatekeeping and agenda-setting practices (Hong & Nadler, 

2012) and; [2] the use of microblogging as a place where active citizens share their 

thoughts and beliefs about society, especially regarding politics (Metzgar & Maruggi, 

2009). 

 Political campaigns see it beneficial that professional journalists have lost control 

over the agenda-setting and gatekeeping capabilities on Twitter, something which 

journalists attempt to hold onto in the traditional media dissemination methods of print 

and broadcast journalism (MacKinnon, 2005). More than ever, it is being argued that 

Twitter and other social media sites are becoming the so-called ‘Fifth Estate’; in replace 

of the traditional mass media’s ‘Fourth Estate’, where greater social accountability 

dominates due to the free-flowing discussions users have among one another and 

increasingly with politicians and governmental institutions (Dutton, 2007). Twitter 

effectively removes the need for traditional methods of information consumption, as both 

mass media and new media outlets disseminate information through the social media site, 

using hyperlinks to direct traffic to articles and text tweets to release condensed pieces of 

information (Saez-Trumper, Castillo & Lalmas, 2013). Such practice is networked 

journalism in action.  
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3. Research Questions 

As the literature suggests, there appears to be a shift within the confines of information 

dissemination in today’s connected world. According to  Castells (2000), the gatekeeping 

and agenda-setting actions of traditional mass media institutions appear to be in question, 

as the threat of networked journalism takes a lager role in the day-to-day practices of 

information disseminators.  As such, in order to compartmentalize such hypothesized 

shift, this paper will attempt to answer the following research questions:  

 RQ1: In what way has the social media tool of Twitter altered agenda-setting and 

 gatekeeping principles through standard practices of networked journalism? 

 RQ2: Have traditional mass media institutions been effective in implementing their 

 practice of networked journalism?  

 RQ3: Has networked journalism led to the decreased influence of traditional mass 

 media institutions when it comes to major stories of significance?  

   While this paper will attempt to answer these questions, it is important to note that 

there are limitations in the conclusions that this paper will make. To begin, given the 

limited scope of this paper, it will be difficult to summate that the findings contained 

therein are exhaustive and all-encompassing of the field of journalism. The goal of this 

paper is to provide one specific example of how, if at all, the social media platform of 

Twitter has altered the agenda-setting and gatekeeping practices of traditional mass media 

institutions, through the modern framework of networked journalism. Furthermore, this 

paper will be studying a highly specified segment of journalism, that being political 

journalism. The changes that affect traditional mass media institutions, as observed in this 

paper, are not to be considered a vade mecum of the metamorphose in the twenty-first 
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century structure of journalism. Political journalism, while integral, is only one segment 

of the fourth estate and its role in disseminating information to the public.   
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4. Data Collection Approach 

 In order to study the extent to which Twitter has altered agenda-setting and 

gatekeeping principles, especially with regards to the effectiveness of traditional mass 

media outlets, this paper will examine tweets from both the public, new media 

institutions, and mainstream media institutions during the 2016 U.S. Presidential Election. 

Using Netlytic, a total of five datasets have been created; each with a specific term, date, 

and general type of audience. For two of the five datasets, the hashtag “#MAGA” [Donald 

Trump’s campaign slogan - Make America Great Again] is used as the specific term, in 

order to collect tweets from the public audience that is supportive, sympathetic, or highly 

interested in Donald Trump. The dates of the tweets in the datasets are November 7, 2016 

and November 9, 2016 respectively; specific dates to allow for an examination of what 

this audience was discussing both one day before and one day after the election.  

 For another two of the five datasets, the hashtag “#ImWithHer” [Hillary Clinton’s 

campaign slogan] is used as the specific term, in order to collect tweets from the public 

audience that is supportive, sympathetic, or highly interested in Hillary Clinton. Again, 

the dates of the tweets in these datasets are the same as the dates of the tweets in the 

“#MAGA” datasets, for the same reasons mentioned above and to allow for an apples to 

apples comparison of tweets issued by each public audience.  

 By using these two political campaign hashtags, the data collected will provide a 

sense of the general themes, moods, and thoughts of the public, pertaining to Donald 

Trump and Hillary Clinton. Additionally, the tweets collected will also display the type of 

information and news stories that people are discussing and disseminating throughout the 

Twitterverse. 
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 Finally, for the fifth dataset, the hashtag “#Election2016” is used as the specific 

term, as it became known as the standard hashtag among established journalists and 

media organizations to use when tweeting news about the campaign. The dates of the 

tweets collected range from November 7, 2016 to November 9, 2016, in order to best 

study the media’s reaction one day before the election, the day of the election, and one 

day after the election. This dataset only focused on the Twitter accounts of several 

traditional mass media outlets, in order to discern what stories they tweeted, how they 

worded their tweets, what rich content was included in the tweets, and most importantly, 

how many retweets and conversations did their tweets garner. The specific Twitter 

accounts included in this dataset are as follows: @cnn, @msnbc, @foxnews, @abcnews, 

@nbcnews, @cbsnews, @wsj, @huffingtonpost, @nytimes, @washingtonpost, @latimes, 

and @usatoday. These accounts were selected as they are recognized by the public as 

reputable legacy media institutions. These specific accounts are also considered to be the 

most viewed Twitter accounts among traditional mass media outlets (Pew Research 

Center, 2011).   

 A total of 4,392 tweets have been collected, among the five datasets. Ultimately, 

these datasets will assist in the attempt to answer the research questions listed above. By 

limiting the data collected to the social media tool of Twitter, this paper will be able to 

isolate the findings to specifically address the research questions contained within. By 

applying the theoretical concepts of gatekeeping, agenda-setting, and networked 

journalism, along with studying the usage of Twitter by both new and traditional mass 

media institutions, and the public, this paper will discern to what extent, if any, Twitter 

has had on information dissemination [albeit, within the limited context of information 
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pertaining to the 2016 U.S. Presidential election]. Furthermore, the data collected will 

allow this paper to deduce whether or not traditional mass media institutions have been 

able to successfully implement the practices of networked journalism, as the data will 

present quantifiable evidence depicting their relative reach to the masses on the 

microblogging platform, and whether or not the public at large refers to traditional mass 

media institutions for information on stories of significance, such as the 2016 U.S. 

Presidential election.  
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5. Methods of Analysis 

 Using the data collected, along with the nomenclature of theory pertaining to 

agenda-setting, gatekeeping, and networked journalism, this paper will take a mixed 

methods analysis approach to answering the questions listed above. Specifically, the 

qualitative method of textual analysis will be used in tandem with the method of 

quantitative content analysis.  

5.1 Qualitative Analysis 

 Using a textual analysis approach, this paper will attempt to analyze what topics 

each of the audiences listed above are discussing with regards to the election, if either 

audience has a preference for news sources; and more importantly, the differences in 

topics being discussed between each of three main cohorts; Trump enthusiast, Clinton 

enthusiasts, and traditional mass media outlets. This will be done by using the Netlytic 

text analysis software, along with a manual coding of the tweets compiled (see Appendix 

I). The most used terms in each dataset will be studied further and put into context, to 

summate the general themes. These themes, when contextualized, will provide this paper 

with a window into the world of the public and their thoughts pertaining to the 

Presidential candidates and their campaigns. Furthermore, using the headlines from 

several traditional and new media sources to analyze the top headlines for the dates of 

November 7 and November 9, this paper will study what new stories of the day each 

cohort disseminated throughout the Twitterverse. 

5.2 Quantitative Analysis 

 Similarly, using a quantitative content analysis approach, this paper will utilize the 

meta-analysis process of studying market penetration/reachability with regards to 
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traditional mass media and new media/opinion leaders, using retweet counts as a 

barometer. The information collected in the fifth dataset detailed above will be compared 

to the information collected in the four other datasets, in order to juxtapose the differences 

in how new media/opinion leaders/news consumers and traditional mass media outlets 

broadcast information, and how the public receives, interpolates and shares this 

information. Furthermore, the tweets of new media/opinion leaders/news consumers and 

traditional mass media organizations will be compared to one another and analyzed in 

terms of their reach. The metrics used to quantify reach will consist of retweets, responses 

to the tweet, and conversation starters. This will be done using information interpretation 

created by Netlytic’s network analysis software. Here, Netyltic counts all the usernames 

of Twitter accounts captured within a given dataset and visualizes the information in a 

network graph. Each username is assigned a dot on the graph, known as a node. The 

connections between nodes is then visualized with links drawn between each node-to-

node interaction, where an interaction counts as either a retweet, mention [where one user 

mentions the username of another], or a reply/conversation starter. The greater the amount 

of interactions a user makes, the larger their node is represented within the graph. Nodes 

that are clustered together form a community, where a high amount of interaction takes 

place among each other. Nodes that are on the edges of the network graph are isolated 

ones, where little to no interaction takes place between them and other users. Ultimately, 

the greater the interaction of a node, the larger the impact and reach it has within the 

network. 

5.3 Operationalizing the Research Questions 

Research Question (RQ) Tools Qualitative Analysis Quantitative Analysis 

To what extent has the social media Netlytic Text analysis  
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tool of Twitter altered agenda-setting 
and gatekeeping principles through 
standard practices of networked 
journalism? 

 
Excel Content analysis/Topic 

analysis 
 

Have traditional mass media 
institutions been effective in 
implementing their practice of 
networked journalism? 

Excel Content analysis/Topic 
analysis 

 

Has networked journalism led to the 
decreased influence of traditional mass 
media institutions when it comes to 
major stories of significance? 

Netlytic 
 

 Network analysis 

Twitter/Excel  Meta-analysis 

Table 1: Operationalizing research questions  

 The analysis of the data compiled for this paper will follow the deductive research 

approach. Focusing on the pre-existing theoretical concepts of gatekeeping and agenda-

setting, this paper will analyze the effects that Twitter has on the power of traditional 

mass media outlets. The paper will also apply the theory of networked journalism to study 

whether or not traditional mass media outlets have instituted a successful mode of 

outreach in today’s technologically driven media landscape. Finally, through the 

deductive approach, this paper will compare the reach and effectiveness of traditional 

mass media outlets, in comparison to new media outlets/opinion leaders, in relation to the 

public penetration in the market of information dissemination, using the 2016 U.S. 

Presidential election as a case study. In order to study the following, this paper will 

attempt to answer the three research questions listed above using the following methods: 

 RQ1: In what way has the social media tool of Twitter altered agenda-setting and 

 gatekeeping principles through standard practices of networked journalism? 

 Using Netlytic’s text analysis software, the qualitative method of text analysis will 

be used to discern the top themes that each dataset incorporates. By examining the top ten 

used terms among the tweets compiled in each dataset, this paper will be able to sketch a 

general picture of the conversations taking place among users within the network. 

Similarly, using the Excel filter function, a qualitative content and topic analysis will be 
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administered. Upon reviewing the headlines from both traditional and new media sources 

on November 7, 2016 to November 9, 2016, along with manually combing through the 

tweets from each dataset, this paper will be able to comprehend the differences in news 

stories discussed and disseminated among each of the following cohorts. Codes will be 

applied to the collected tweets in each dataset that will comply with the key topics being 

discussed, in order to allow for the filtering of data to take place. Such filtering will allow 

this paper to identify which key topics are being significantly discussed by each of the 

following cohorts. Finally, in order to analyze how the social media tool of Twitter has 

altered agenda-setting and gatekeeping principles through the standard practice of 

networked journalism, this paper will highlight the key differences in key topics being 

discussed and disseminated among traditional mass media institutions and new 

media/opinion leaders.  

 RQ2: Have traditional mass media institutions been effective in implementing their 

 practice of networked journalism?  

 Upon completing the coding of tweets for the purpose of attempting to answer RQ1, 

this paper will further analyze the results found. Specifically, this paper will examine how 

each dataset covers four crucial stories (1)  the FBI clearing Clinton of criminal 

wrongdoing story; (2) the John Podesta email story; (3) the Russia connection story; (4) 

the polls/horserace story, and how they differ from what new media/opinion leaders/news 

consumers are disseminating, and most importantly, using the theoretical concepts of 

networked journalism, analyze if and how traditional mass media institutions have failed 

in transitioning to a twenty-first century method of news coverage. Additionally, this 

paper will delve further into the coded tweets among each dataset to analyze usage 
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patterns among Twitter users. Numerous studies regarding Twitter content have taken 

such an approach by examining the varying aspects of a user or users’ behaviour on 

Twitter, such as Bagdouri’s (2016), who looked at the key differences in usage among 

journalists on Twitter from different parts of the world. For the intents and purposes of 

this study, this paper will examine the differences, if any, in the engagement level 

between traditional mass media institutions and new media/opinion leaders/news 

consumers, in addition to identifying any dissimilarities in the implied practices of two 

core groups on Twitter. 

 RQ3: Has networked journalism led to the decreased influence of traditional mass 

 media institutions when it comes to major stories of significance?  

 Using Netlytic’s network analysis tool, a quantitative method of network analysis 

will be used to discern what interaction, if any, each of the following cohorts has among 

each other. By manipulating the information contained within Netlytic’s network analysis 

displays, this paper will be able to understand the overall reach of tweets issued by 

individual accounts [nodes], along with how much interaction each user [node] has among 

other users [nodes] within a network. While the dataset pursuant to traditional mass media 

institutions only includes tweets sent out by the networks listed above, the mentioning of 

the networks in the four other datasets will shed light into how much interaction they 

receive among new media/opinion leaders/news consumers. Specific information as to 

how this identification and determination is made will be further explained in the pages 

below. Additionally, using the Excel filter function, this paper will be able to quickly find 

tweets of a similar nature from all datasets, in order to compare side-by-side their retweet 

count; a unit of measurement which provides a clear numerical value to a tweet’s reach. 
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This retweet comparison will shed light into whether or not traditional mass media 

institutions are receiving an equal, greater than, or less than reach when compared to 

tweets originating from new media/opinion leaders/news consumers.  
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6. Findings 

 The aim of this MRP is to analyze if the gatekeeping and agenda-setting functions 

of mass media institutions are still applicable in today’s connected society, where the 

advent of networked journalism, due in part by the creation of the networked 

communication tool of Twitter, has ushered in a new form of information dissemination. 

Results of the mixed-method analyses outlined above are revealed and discussed in the 

pages below, sorted by research question. 

6.1 RQ1: The Altering of Agenda-Setting and Gatekeeping in the Twitterverse 

 This section discusses the analysis process and the key findings pursuant to the 

changes in the agenda-setting and gatekeeping powers of traditional mass media 

institutions, when it comes to information dissemination on Twitter. First, using Netlytic’s 

text analysis software, the top ten keywords of each dataset will be identified. General 

points of interest will be noted in the differences among the top terms of each dataset. 

Second, the key news stories discussed among each dataset will be identified. The coding 

process implemented in the Excel filtering function administered to identify these key 

topics will be explained, along with the method by which top news headlines were 

determined. Finally, this section will then conclude with a summation of the general 

findings within the datasets. Similarities and differences in the top stories covered within 

each of the five datasets and three cohorts will be highlighted, along with the core 

differences in information dissemination between traditional mass media institutions and 

new media/opinion leaders/news consumers.  
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RQ1: Keywords and Top Themes 
 Figure 2: Top 10 words in dataset A                           Figure 3: Top 10 words used in dataset B 

 

 
 Figure 4: Top 10 words in dataset C         Figure 5: Top 10 words in dataset D 

 

Figure 6: Top 10 words for dataset E 

 

 Upon studying the graphs above, it is evident that all five datasets include similar 
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themes, with differing levels of interest among these topics, yet are exclusive to one 

another in terms of their overall focus. For example, the term ‘trump’ appears as one of 

the top ten used terms in four out of the five datasets, with dataset A being the sole dataset 

to not have the term used such frequently. While dataset A does not include the term 

‘trump’ among its top ten words used, it does include ‘#maga’ as the sixth most used 

word. The hashtag ‘#maga’, an acronym for Donald Trump’s campaign slogan “Make 

America Great Again”, is clearly linked with Donald Trump, much like the term ‘trump’ 

is. Therefore, it can be deduced that the campaign of Donald Trump is a similar theme 

that is present in all five datasets.  

 While it is clear that some themes are present across all five datasets, there are other 

themes that are exclusive to individual datasets and cohorts. Take the word ‘podesta’ for 

example. This word refers to John Podesta, chairman of the Hillary Clinton Presidential 

campaign. Due to the timing of the mentioning of his name, the term ‘podesta’ could be 

associated to the leaking of his emails by hackavist group Wikileaks. While the word 

‘podesta’ itself is only present as a most commonly used word in dataset C, it is clear that 

the story pursuant to this term is commonly discussed among the Clinton cohort, as 

dataset A includes the word ‘#podestaemails33’ as the fifth most commonly used word 

among all tweets contained within its collection. While the ‘podesta’ theme is present 

among datasets A and C, both datasets pursuant to tweets involving Clinton [as the 

hashtag #ImWithHer was used to collect tweets for the datasets], the theme does not 

transcend past the Clinton cohort. None of the top ten words in datasets B, D, or E 

incorporate the use of, or allude to the ‘podesta’ theme. This discrepancy in topics being 

covered among the datasets will be analyzed further, through a coding of the collected 
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tweets among the five datasets.  

6.2 RQ1: Key News Stories Covered Among Datasets 

 As noted above, the key themes persistent among the five datasets, as per the top 

words used, were similar, although not the same. Some datasets and cohorts included 

exclusive themes present within. While at a macro level, it can be deduced that the 

information disseminated by traditional mass media institutions [dataset E] is mostly in 

sync with the information being disseminated by new media/opinion leaders/news 

consumers [datasets A to D], such a conclusion would be premature. Much of the data 

collected is a representation of the Twitterverse; there is a great amount clutter and noise 

persistent among Twitter. Thousands of tweets are sent out by users at any given moment, 

often filled with convoluted messages and meanings. Thus, in order to fully understand 

the similarities and differences among information that is being discussed and 

disseminated within each dataset, this paper will dive further into the data collected by 

highlighting quality information of significance. This will be done by filtering through 

each dataset with key terms and applying codes to them, in order to sort the collected data 

into topics of importance.  

 These topics of importance will consist of top news stories from November 7, 2016 

and November 9, 2016 respectively, as these dates correspond to the dates pursuant to the 

datasets being studied. The top news stories that will be studied were chosen by scouring 

through the headlines of several major traditional and new media sources, along with a 

manual evaluation of content discussing top news stories that were consistent throughout 

tweets within the five datasets.1 The top news stories are as follows: [1] The FBI 

																																																								
1	In	order	to	determine	these	top	stories,	a	Google	News	search	was	conducted	for	the	top	news	
stories	of	the	specified	dates	of	November	7,	2016,	November	8,	2016	and	November	9,	2016.	A	filter	
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investigation into Hillary Clinton’s private email server; [2] The John Podesta email 

leaks; [3] The Russian connection to the U.S. Presidential election, and; [4] The 

tightening of polls in the lead up to election day. The corresponding codes used for the 

news stories are as follows: [1] FBI; [2] Podesta; [3] Russia; [4] Polls. A total of 4,392 

tweets were combed through, with 647 tweets, or 14.7% of all tweets collected, being 

coded.  

Code 1: FBI 

 For the first code pertaining to the story surrounding the FBI’s investigation into 

Hillary Clinton’s private email server, it should be noted that while the story persisted 

throughout the campaign, it received additional attention on Monday, November 7, 2016, 

as the day preceding, FBI director James Comey announcing that Clinton was once again 

cleared of any criminal wrongdoing. (The Guardian, 2016). This reiteration of Clinton’s 

innocence was broadcast by the FBI director as just days earlier, he announced that the 

bureau was re-opening the investigation to comb through newly found emails by Clinton, 

on the cellphone of former Congressman Anthony Weiner (The Guardian, 2016). As such, 

this re-opening and reiteration of Clinton’s innocence made for an abundance of news on 

the campaign trail, with many on social media discussing the saga. While discussion and 

dissemination pertaining to this story began to fade on Monday, November 7, 2016, it did 

still make for significant headlines among some traditional mass media institutions (The 

Guardian, 2016) and many new media institutions (Breitbart, 2016). Thus, the author of 

this paper concluded that the story should be included within the greater context of this 

study. Specifically, the FBI story should be considered a story of significance contained 

																																																																																																																																																																						
was	applied	to	only	show	results	from	the	traditional	mass	media	outlets	included	in	the	
#Election2016	dataset.	
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within the datasets collected for this study.  

 In order to understand the amount of coverage pertaining to the FBI story on 

Twitter, the tweets compiled among the five datasets must be coded for any and all 

language relevant to this story. As such, using the Excel filtering function, the following 

key terms were used to find tweets that discussed the FBI story: ‘FBI’; ‘Comey’; ‘Probe’; 

‘Emails’; ‘Server’; ‘Private’; ‘Weiner’; ‘Investigation’. These key terms were selected as 

they convey a strong connection to the story in question.  

 An analysis of the tweets compiled within the five datasets shows that a total of 33 

tweets were found to have at least one of the key terms mentioned above. Those tweets 

were then coded under ‘FBI’ and broken down according to the dataset with which they 

belonged to. The results are displayed in figure 7.  

Figure 7: Breakdown of tweets containing code “FBI”, according to datasets 

 

 Dataset B included the largest number of tweets discussing the FBI story, with 15 

tweets coded. Contrastingly, dataset D included the least number of tweets pursuant to the 

FBI story, with 2 tweets coded. It is interesting to note that both datasets B and D fall 

under the Trump cohort of tweets; a finding that will be discussed in greater detail below. 

Dataset E, however, includes the second lowest number of tweets coded ‘FBI’, with a 

total of 3.  
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Code 2: Podesta 

 For the second code pertaining to the story surrounding the leaking of Clinton 

campaign manager John Podesta’s emails, it should be noted that this story continued to 

unravel throughout the campaign. Wikileaks, a hacking group, continuously released 

damaging information about the Clinton campaign and its associates throughout the 2016 

U.S. Presidential election. On Monday, November 7, 2016, Wikileaks released part 33 of 

their data compilation of John Podesta’s personal emails (Wikileaks, 2016), many of 

which were controversial, as they revealed campaign strategies and personal positions of 

Clinton (Russia Today, 2017). Many new media sites, including Breitbart (2016), 

InfoWars (2016), and even Right Wing Watch (2016) produced headlines regarding the 

latest data dump. In addition to this, after combing through the tweets of all five datasets, 

it became evident that many members of the public began to discuss and disseminate 

information pursuant to the Podesta email leak. Hashtags such as ‘#podestaemails33’ 

were commonly used in tweets to further disseminate the link containing the document of 

leaked emails. Given these two factors of consideration, it was decided to include the 

Podesta story as one of significance, contained within the datasets collected for this study.  

 In order to understand the amount of coverage pertaining to the Podesta story on 

Twitter, the tweets compiled among the five datasets must be coded for any and all 

language relevant to this story. As such, using the Excel filtering function, the following 

key terms were used to find tweets that discussed the FBI story: ‘Podesta’; ‘Spirit’; 

‘Cooking’; ‘SpiritCooking; ‘Pizza’; ‘Gate’; ‘’PizzaGate’. The term ‘Wikileaks’ was 

omitted, as the term is not mutually exclusive to the Podesta story, but instead, connected 

to several stories relating to the hacking website. These key terms were selected as they 



	

	 Running	Head:	MEDIA	AGENDA-SETTING	AND	GATEKEEPING	

30	

convey a strong connection to the story in question.  

 Upon an analysis of the tweets compiled within the five datasets, a total of 371, or 

8.48% tweets were found to have at least one of the key terms mentioned above. Those 

tweets were then coded under ‘Podesta’ and broken down according to the dataset they 

belonged to. The results are displayed in figure 8.  

Figure 8: Breakdown of tweets containing code “Podesta”, according to datasets 

 

 Dataset C included the largest number of tweets discussing the Podesta story, with 

182 tweets coded. Contrastingly, dataset E, the dataset which includes only tweets from 

traditional mass media institutions, included the least number of tweets pursuant to the 

Podesta story, with 0 tweets coded. This major discrepancy will be studied extensively in 

the pages below. 

Code 3: Russia 

 The third code relates to the story surrounding Russian interference in the 2016 U.S. 

Presidential election. It should be noted that this story was given life in the dead summer 

months of the campaign, after Trump insinuated that the Russian government should hack 

Clinton’s email server (Brenson, 2016). Towards the end of the campaign, Clinton 

accused Trump of potentially colluding with the Russian government to skew the results 

of the election in his favour, using the email leaking as proof of such collusion (The 
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Guardian, 2016). On Monday, November 7, Wikileaks, a hacking group, continuously 

released damaging information about the Clinton campaign and its associates throughout 

the 2016 U.S. Presidential election. On Monday, November 7, 2016, the New York Times 

ran an opinion piece claiming that the election was rigged in part by the Russian 

government (Krugman, 2016). On Wednesday, November 9, 2016, the day after the 

Presidential election, numerous traditional mass media and new media sites began to lay 

the blame of the result of the election on Russia. Due to the mounting amount of headlines 

relating to the Russia connection to the election, it was in the opinion of this paper to 

include this story as one of significance and to be examined further, within the context of 

this study.  

 In order to understand the volume of coverage pertaining to the Russia story on 

Twitter, the tweets compiled among the five datasets must be coded for any and all 

language relevant to this story. As such, using the Excel filtering function, the following 

key terms were used to find tweets that discussed the FBI story: ‘Russia’; ‘Russian’; 

‘Putin’; ‘Vladimir’; ‘VladimirPutin’; ‘Hack’; ‘Hacking’ ‘Kremlin’; and ‘Moscow’. These 

key terms were selected as they convey a strong connection to the story in question.  

 Again, upon reviewing the tweets compiled within the five datasets, a total of 24 

tweets, or 0.55%, were found to have at least one of the key terms mentioned above. 

Those tweets were then coded under ‘Russia’ and broken down according to the dataset 

with which they belonged to. The results are displayed in figure 9.  

Figure 9: Breakdown of tweets containing code “Russia”, according to datasets 



	

	 Running	Head:	MEDIA	AGENDA-SETTING	AND	GATEKEEPING	

32	

 

 Dataset A included the largest number of tweets discussing the Russia story, with 15 

tweets coded. Contrastingly, dataset C included the least number of tweets discussing the 

Russia story, with 0 tweets coded. It is interesting to note that both datasets A and C fall 

under the Clinton cohort of tweets; a finding that will be discussed in greater detail below. 

Dataset E, however, includes the second lowest number of tweets coded ‘Russia’, with a 

total of 1.  

Code 4: Polls 

 For the fourth and final code, which pertains to the story surrounding the tightening 

of the polls, it should be noted that this story began to receive popularity among 

traditional mass media outlets roughly one week before election day (Al Jazeera, 2016). 

Throughout much of the campaign, it was stated that polls highly favoured Clinton to win 

the Presidential election, with Trump trailing by a sizeable amount (Lauter, 2016). 

Towards the end of the campaign, the polls began to significantly tighten, and key 

battleground states were coined ‘too close to call’ (Zogby, 2016). With poll after poll 

being reported on, it became apparent that traditional mass media institutions may have 

become obsessed with the horserace storyline of the campaign; a complete reversal of 

their narrative that persisted throughout the majority of the campaign. On Monday, 

November 6, 2016, nearly every traditional mass media outlet ran a headline stating that 
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the election was in fact a horserace, with polls tightened and battleground states in a 

deadlock. This climax of a crescendo of an election coverage by traditional mass media 

institutions rendered this paper to believe that this must be further examined, in order to 

study the disconnect, if any, between what information mass media outlets were 

disseminating and new media/opinion leaders/news consumers were discussing.  

 In order to understand the amount of coverage this story received on Twitter by 

each cohort, the tweets compiled among the five datasets must be coded for any and all 

language relevant to this story. As such, using the Excel filtering function, the following 

key terms were used to find tweets that discussed the FBI story: ‘Ohio’; ‘Michigan’; 

‘Carolina’; ‘Nevada’; ‘Pennsylvania’; ‘Hampshire’; ‘Wisconsin’ ‘Virginia’; ‘Florida’; 

‘poll’; ‘polls’; ‘swing’; and ‘state’. The following states were listed as key terms due to 

the fact that they were each considered a swing state (Al Jazeera, 2016). Stories relating to 

the tightening of the polls almost always included at least one swing state in its reporting. 

As such, these key terms were selected for the filtering process as they convey a strong 

connection to the story in question.  

 Upon scouring through the tweets compiled within the five datasets, a total of 219 

tweets were found to have at least one of the key terms mentioned above. Those tweets 

were then coded under ‘Polls’ and broken down according to the dataset with which they 

belonged to. The results are displayed in figure 10.  

Figure 10: Breakdown of tweets containing code “Polls”, according to datasets 
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 Dataset E included the largest number of tweets discussing the polls story, with 95 

tweets coded. Contrastingly, dataset C included the least number of tweets discussing the 

polls story, with 1 tweet coded. It is interesting to note the vast discrepancy between 

dataset E and dataset A. On a similar note, it is interesting to see the great amount of 

interest placed on this story by traditional mass media institutions [reflected in dataset E], 

when compared to the other datasets. Datasets A, B, C, and D each included 1,000 

compiled tweets, whereas dataset E compiled only 392 tweets. On a percentage basis, 

24.2% of all tweets compiled in dataset E contained information pursuant to the ‘polls’ 

story. In contrast, a mere 0.1% of all tweets compiled in dataset C contained information 

pursuant to the ‘polls’ story. Similarly, datasets A, B, and D each contained miniscule 

amounts of tweets pertaining information to the ‘polls’ story, in comparison to dataset E, 

with 2.3%, 4.6%, and 5.4% respectively. This exaggerated variance between dataset E 

and datasets A, B, C, and D will be discussed in the pages below.  

6.3 RQ2: Traditional Mass Media Outlets’ Twitter Troubles 

 This section will reveal the key findings pursuant to the effectiveness of traditional 

mass media institutions’ application of networked journalism principles. In order to study 

such effectiveness, this paper will further analyze the tweets coded to answer RQ1. 

Instead of examining the tweets dataset by dataset, this paper will take a holistic approach 
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to the in-depth analysis of the coded tweets’ content. It will categorize tweets as either 

tweets issued by traditional mass media outlets [which will henceforth be referred to as 

MMI], or tweets issued by new media/opinion leader/news consumers [which will 

henceforth be referred to as NPC]. The criteria by which user patterns will be identified 

are as follows: [1] engagement levels; [2] communication strategies; and [3] level of 

originality.   

RQ2: Engagement Levels  

 As noted in the pages above, networked journalism incorporates the sharing of 

information by individuals in a global setting, where the public participates in a 

continuous conversation of news stories (Deuze, Burns, & Neuberger, 2007). This 

conversation and democratization of information dissemination is what removes the 

middleman journalist from the public sphere as an integral role (Bardoel & Deuze, 2001). 

In turn, this interconnectedness among the public is what begat the new era of journalism; 

one where engagement among the public is high and access to information is boundless. 

Thus, the public engagement levels of MMI and NPC data are significant units of 

measurement. The higher the level of engagement with the public, the stronger the 

application of a core principle of networked journalism, that is, audience captivation.  

 For the explicit application of Twitter, level of engagement can be measured in 

terms of replies conversations. A Twitter reply is a tweet that responds to a subsequent 

tweet. The reply is linked to the original tweet that is being responded to. For example, 

tweet B is a response to tweet A. Tweet B is therefore linked to tweet A in the Twitter 

API. Similarly, a Twitter conversation is a compilation of reply tweets, constituted as a 

thread. For example, if tweet A was issued by Twitter user 1 and tweet B was issued by 
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Twitter user 2, tweet C, issued by Twitter user 1 would be connected to tweet A and B in 

the form of a thread. Figures 11 and 12 display examples of a reply and conversation, as 

visualized through the Twitter API. In terms of the display of a reply and a conversation  

Figure 11: Example of a reply tweet as displayed on Twitter      

 

Figure 12: Example of a conversation as displayed on Twitter       

 

tweet within the CSV export files created by Netlyitc, an at [@] sign is indicative of such 

a specimen. Typically, when responding to a tweet on Twitter, the at [@] sign is present 

at the beginning of the tweet, as the Twitter handle of the recipient of the reply is included 

as the preamble of the tweet. This is however not always the case, as Twitter recently 

changed its API to allow replies and conversations to take place without the need for such 

preamble, as figures 11 and 12 showcase.   
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 It is important to note the limitation in the data collected, pursuant to the collection 

protocols enrolled for the purposes of this paper. The Netlytic software application allows 

users to collect tweets using hashtags. Each of the five datasets were given a specific 

hashtag as a requirement for a tweet to be included within the dataset. As such, replies 

and conversations relating to a tweet collected within a dataset may have been excluded, 

as it did not incorporate the specified hashtag within the body text of the tweet. Therefore, 

the results contained within this subsection of this paper are not exhaustive in relation to 

the total amount of replies and conversations relating to the tweets collected.  

 With a total of 99 tweets, or 25.3% of all MMI collected tweets coded, 0 tweets, or 

0.0% of all tweets collected were replies, or tweets that were a part of a conversation. In 

contrast, with a total of 548 tweets, or 13.7% of all NPC collected tweets coded, 8 tweets, 

or 1.46% of all tweets collected were replies, or tweets that were part of a conversation. 

While these numbers are not large, it does highlight one point; of the 99 MMI tweets 

coded, not one single tweet incorporated a reply or was part of a conversation. Although 

only 8 coded NPC tweets incorporated a reply or was part of a conversation, the 

discrepancy in comparison to the nonexistent MMI tweets is significant. In fact, a 

difference between 0 and 1; even with the large variance surrounding the total amount of 

tweets collected and coded among MMI and NPC groupings, is considered to be 

statistically significant as a result.2 This result will be discussed further, in the pages 

below.  

RQ2: Communication Strategies  

 One standard practice that has established itself as a cornerstone practice of 

																																																								
2	A	statistical	relevance	calculator	was	used	to	determine	true	relevance.	For	more	information,	visit:	
http://getdatadriven.com/ab-significance-test.	
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networked journalism is targeted, segmented communication. Recall that networked 

journalism revolves around the building of core consistencies, or oriented publics, where 

producers of information disseminate their stories to a specific audience (Bardoel & 

Deuze, 2001). This targeted method of communication is a practice which significantly 

increases the impact and overall reach of an information producer’s content. Rather than 

attempting to appeal to an imaginary broad audience, a successful information producer 

would target a group of information consumers who are sympathetic to their story or 

viewpoint, with the ultimate goal of further building and solidifying their viewership.  

Ultimately, this standard practice is a key identifier of networked journalism in action. As 

such, this paper will attempt to identify whether or not traditional mass media institutions 

have been successful in implementing networked journalism practices, by further 

examining the data collected.   

 For the explicit application of Twitter, communication strategies can be measured 

by studying the use of hashtags in a tweet’s body of text. Specific and direct hashtags 

indicate the use of strategic targeted communication, while general hashtags are indicative 

of broad, mass communication. For example, a specific hashtag would be #MAGA, as it 

is user-generated, targeted towards a specific entity [that being the Donald Trump 

campaign]. In contrast, an example of a general hashtag would be #ElectionNight, as it is 

not user-generated, but instead, a universal term for an entity [that being the night of the 

election] that is being transcribed into a hashtag format. For the intents and purposes of 

this study, one is able to decipher between a specific and general hashtag by examining 

the words contained within a hashtag. Generic words or terms used as a hashtag are 

considered to be general hashtags, while detailed word and character combinations are 
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considered to be specific hashtags, geared towards one particular community, or subset of 

communities.  

 It is important to note that the data collected, pursuant to the collection protocols 

enrolled for the purposes of this paper, ensures that every tweet will have at least one 

specific hashtag. The Netlytic software application allows users to collect tweets using 

hashtags. Each of the five datasets were given a specific hashtag as a requirement for a 

tweet to be included within the dataset. As such, this paper will exclude the hashtags 

#ImWithHer, #MAGA, and #Election2016 from counting as specific hashtags, in order to 

remove interferences with the interpretation of the data.  

 With a total of 99 tweets, or 25.3% of all MMI collected tweets coded, only 28 

tweets, or 28.3% of all tweets collected were considered to be of a targeted 

communication nature. The remaining 71 tweets, or 71.7% of tweets were considered to 

be of a mass communication nature. In contrast, with a total of 548 tweets, or 13.7% of all 

NPC collected tweets coded, 483 tweets, or 88.1% of all tweets collected were considered 

to be of a targeted communication nature. The remaining 65 tweets, or 11.9% of tweets 

were considered to be of a mass communication nature. The discrepancy between the 

overall communication nature of MMI and NPC tweets are astounding. Based on these 

results, it can be said that, in general, traditional mass media institutions do not in fact 

issue tweets of a targeted nature, whereas tweets issued by new media/opinion leaders/the 

public do. Thus, it would be reasonable to conclude that traditional mass media 

institutions, as a whole, do not apply the networked journalism practice of is targeted 

communication. 

RQ2: Level of Originality  
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 The final metric by which this paper will assess the usage patterns of users on 

Twitter, in order to determine how successful traditional mass media institutions have 

been in implementing practices of networked journalism is through gaging the level of 

originality contained within their information. Contrary to traditional journalism practices, 

networked journalism encourages a reduction in the originality of the information being 

disseminated (Beckett, 2010, p.15). Rather than fostering an importance and intrinsic 

value in providing new information, networked journalism structures its practice by 

creating clusters of information transmission, where networked journalism entities thrive 

off of recycling information (p.15). This is due in part to the fact that networked 

journalism is dependent upon easily accessible information, where members of the public 

can attain such information in an effortless fashion (p.15-18).  

 As such, the practice of retweeting a story is akin to recycling public information to 

one’s targeted audience. By retweeting a tweet, the network journalism entity is 

reaffirming the practice of instilling a cluster of information dissemination, where such 

cluster becomes an echo chamber of already existing information. Thus, for the intents 

and purposes of this study, this paper will examine the retweet metrics between all coded 

MMI and NPC tweets, in order to decipher which, if any, of the two groups follow the 

networked journalism practice of information recycling.  

 With a total of 99 tweets, or 25.3% of all MMI collected tweets coded, only 11 

tweets, or 11.1% of all tweets collected were retweets. The remaining 88 tweets, or 88.9% 

of tweets consisted of original content. In contrast, with a total of 548 tweets, or 13.7% of 

all NPC collected tweets coded, 512 tweets, or 93.4% of all tweets collected were 

retweets. The remaining 65 tweets, or 11.9% of tweets consisted of original content. 
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Based on these results, it can be said that, in general, traditional mass media institutions 

do not in fact follow the networked journalism practice of information recycling, whereas 

tweets issued by new media/opinion leaders/the public do.  

6.4 RQ3: The Altering of Agenda-Setting and Gatekeeping in the Twitterverse 

 This section will reveal the key findings pursuant to the level of influence traditional 

mass media institutions hold, in comparison to new media/opinion leaders/the public, on 

the networked journalism microblogging tool of Twitter. Using Netlytic’s network 

analysis software, this paper will be able to analyze the overall reach of individual tweets 

collected within a given database. In accordance with programing instructions, Netlytic’s 

network analysis software uses the metrics of retweets, replies, mentions, and organic 

impressions to visualize a connection. The visualization is presented with nodes, where 

each user is represented as a node. The connections made between users [nodes] is 

represented with an ‘edge’, where edges link between nodes, to display a connection. The 

more ‘node-to-node’ connections made between a node and other nodes within a dataset, 

the greater their connectedness, and therefore, the higher their influence. Similarly, the 

greater the size of a node, the higher their overall reach, and therefore influence, as the 

node’s size represents the number of interactions the user either initiated or received. 

Finally, isolated nodes, as displayed through Netlytic’s network analysis software as those 

teetering on the outskirts of a dataset’s cluster, represent content without a connection to 

the larger network at play. These network analysis modules will be further broken down 

in the pages below.   

RQ3: Dataset Network Modules 
 
Figure 13: Network analysis module of dataset A 
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Figure 14: Network analysis module of dataset B 

 

 
Figure 15: Network analysis module of dataset C 
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Figure 16: Network analysis module of dataset D 
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Figure 17:Network analysis module of dataset E 

 

 Upon examining the five dataset network analyses modules, it is evident that there 

are some key differences among dataset E, when compared to datasets A, B, C, and D. To 

begin, it is clear that in datasets A through D, users converse with one another. Each of 

the four dataset modules incorporates a core cluster, where connections are being made 

among nodes. Hundreds of node-to-node connections are established, with only a fraction 

of isolated nodes hanging on the outskirts or ends of the modules’ clusters. In contrast, 

dataset E highlights a segmentation of nodes within the module. There is no cluster, 

where the interconnectedness of nodes commences. Instead, individual nodes become 

semi-clusters, where fragmented node-to-node connections are established. This 

fragmentation signifies that in the case of traditional mass media institutions, their 

connectedness is limited and isolated. A disconnected and isolated network analysis 

renders a result which stipulates that nodes within the dataset possess a limited or 

negligible amount of influence on Twitter. Datasets A to D however possess nodes with 

an abundance of influence on Twitter, as clusters are formed, which signify the bountiful 

quantity of node-to-node connections.  
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 It is important to note the limitation in the data collected, pursuant to the collection 

protocols enrolled for the purposes of this paper. In order to differentiate traditional mass 

media outlets from all other accounts, dataset E was given specific data collection 

protocols. As per Netlytic’s collection methods, data collected for datasets E excluded 

#Election2016 tweets from all Twitter accounts, except for the ones omitted, as 

mentioned in the pages above. As such, the network analysis module for dataset E will 

only display interaction between different traditional mass media institutions, while 

excluding interactions that all other users make which involves the specified traditional 

mass media institutions. This exclusion only applies to tweets, replies, mentions, and 

conversations initiated by outside accounts not included in the dataset’s collection 

protocols. Tweets initiated by the accounts included within the dataset’s collection 

protocols that includes #Election2016 however, is included in the dataset and will 

therefore be visualized in the dataset’s network analysis module. In other words, for the 

intents and purposes of this study, the information collection method for dataset E was 

manipulated to limited specifications. Interpretation of dataset E’s network analysis 

module is therefore still relevant, but not indicative of the overall significance of 

traditional mass media institutions’ decline in influence.  

 In order to better understand the disconnectedness in dataset E, this paper will study 

a specific example. The Fox News micro-cluster will be looked at. In this example, it is 

clear the node/user ‘@FoxNews’ is a central hub for connectivity, as it is made node-to-

node connections with 26 other nodes/users [see figure 18].  
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Figure 18: Micro-cluster for ‘@FoxNews’ in dataset E 

 

These connections are still largely fragmented, as they all expand outward from the 

micro-cluster. Zero of the node-to-node connections made with @FoxNews made 

connections with other nodes in the micro-cluster, or with other nodes not connected with 

@FoxNews, but contained within the same module. Additionally, all node-to-node 

connections made within the micro-cluster stayed within its own echochamber. In other 

words, there was no crossover between micro-clusters with nodes connected to 

@FoxNews. Contrastingly, the micro-cluster relating to the node/user ‘@sandratxas’ in 

the network analysis module for dataset B [Figure 19]. Note that the node-to-node 

connections made within this micro-cluster contains two connections that are outside of 

the main micro-cluster. The connections from the separate micro-clusters  
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Figure 19: Micro-cluster for ‘@Sandratxas’ in dataset B 

 

are displayed by the different colours of the edges connecting the nodes. Here, the 

connections made between @sandratxas and ‘@mo_an2016’ (Figure 20), ‘@ritchiejodi’ 

(Figure 21), and ‘@bonita6770’ (Figure 22) are differentiated with purple and blue edges 

respectively. The connections made between @sandratxas and the aforementioned 

accounts highlights the relative influence users within this dataset have. The connections 

made among different micro-clusters is what accelerates the reach of a user and the 

information that they disseminate. This point is emphasized in the network analysis 

module by visualizing the connection made between one micro-cluster and another. It can 

therefore be said that, when compared to traditional mass media institution accounts in 

dataset E, users of Twitter who belong to new media/opinion leaders/the public have a 

much higher level of influence. On a similar note, it is therefore evident that traditional 

mass media institutions are in fact losing influence on information dissemination on 

Twitter, a tool powered by networked journalism in action.  
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Figure 20: Micro-cluster link between ‘@sandratxas’ and ‘@mo_an2016’ in dataset B 

 

Figure 21: Micro-cluster link between ‘@sandratxas’ and ‘@ritchiejodie’ in dataset B 

 
 
Figure 22: Micro-cluster link between ‘@sandratxas’ and ‘@bonita6770’ in dataset B 
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7. Discussion of Results 
 
7.1 RQ1: The Altering of Gatekeeping and Agenda-Setting Functions Through 
Twitter 
 
 The results presented in this study clearly highlight the fact that the social media 

tool of Twitter has altered the agenda-setting and gatekeeping roles of traditional mass 

media institutions in a noticeable way, through standard practices of networked 

journalism. Recall that the agenda-setting and gatekeeping functions of traditional mass 

media institutions have historically been to select, add, withhold, shape, manipulate, 

disregard, and even delete information as they see fit, for the greater good of the public 

(Barzilai-Nahon, 2008), while also selecting the level of importance or significance 

placed on each story covered (McCombs & Shaw, 1972). The social media tool of Twitter 

has disrupted this model. The data collected and interpreted rendered a result signifying 

that there is a significant disconnect between traditional mass media institutions and the 

public, when it comes to information dissemination.   

 One example is the media’s complete ignorance of the John Podesta email leak 

story; one of the most talked about news stories on Twitter. Datasets A to D had a 

significant portion of collected tweets dedicated to this story. A total of 371 tweets 

between these datasets were coded to have included some relevance or mention of this 

story. In contrast, dataset E; that is, the dataset which includes only tweets from 

traditional mass media institutions, included 0 coded tweets that included some relevance 

or mention of this story.  

 On a similar note, traditional mass media institutions appeared to have attempted to 

control the agenda of the 2016 U.S. Presidential election by covering the typical 

‘horserace’ of an election campaign. A sizable amount of tweets issued in dataset E 
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focused squarely on the polls in the run-up to election day, along with state-by-state 

results, 95 out of 392 tweets collected coded. Only 4 tweets from dataset E were coded 

among the three other stories that were examined in the pages above. While traditional 

mass media institutions were narrowly focused on this story, with 24.2% of all tweets 

compiled in dataset E containing information about polls, new media/opinion leaders/the 

public were not as interested, with 3.1% of all tweets compiled among datasets A to D 

containing information about polls.  

 The disparaging disconnect between stories covered and information being 

disseminated reveals the fact that traditional mass media institutions have lost control of 

the public information dissemination model they once monopolized, at least in some 

form. While new media/opinion leaders/the public on Twitter have constituted themselves 

into targeted, segmented groups for information dissemination and consumption; 

indicative of the hashtags pursuant to stories, such as #podestaemails33 for the Podesta 

story, traditional mass media intuitions have been focusing on a broad, non-existent 

audience to control. By refusing to accept the networked journalism practices of 

orientational storytelling and target audience segmentation (Bardoel & Deuze, 2001) that 

new media/opinion leaders/the public have been utilizing, it can be confidently said that 

the social media tool of Twitter has in fact altered the gatekeeping and agenda-setting 

functions of traditional mass media intuitions. 

7.2 RQ2: Traditional Mass Media Institutions’ Impasse of Networked Journalism  
 
 While the social media tool of Twitter has altered the gatekeeping and agenda-

setting functions of traditional mass media institutions, it is fair to conclude that these 

institutions have not attempted to reverse the situation, as to the date of the publication of 
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this study, such institutions have failed to implement practices of networked journalism. 

Recall that networked journalism is the new standard method by which information is 

disseminated in today’s network society (Castells, 2000). With an abundance of 

information made available to all members within this network society, information 

dissemination is best received through strategic methods. These methods, which include 

targeted communication (Bardoel & Deuze, 2001), community engagement (Duffy, 

2012), and information recycling (Beckett, 2010), were measured and examined in the 

pages above. As noted before, this study found that traditional mass media institutions 

have not implemented such practices, at least in the context of Twitter.  

 Upon further examining the levels of engagement for example, it is reasonable to 

draw the conclusion that traditional mass media institutions somewhat neglect the public 

and therefore, neglect the functioning of networked journalism. Due to the abundance of 

access to information, engaged citizens participates in a continuous conversation of news 

stories (Deuze, Burns, & Neuberger, 2007), where information is disseminated and 

consumed at an infinite level. Within the network society, where many of the existing 

advantages in the physical world cease to exist, producers and consumers of news are on 

an equal-level playing field. The transmission of information is passed on and through 

users, where no elite status innately exists (Beckett, 2010). This information transmission 

requires a level of engagement among users within the network society. Traditional mass 

media institutions have largely omitted themselves from such engagement, as they take an 

elitist approach towards information dissemination. In the context of this study, traditional 

mass media institutions outright ignored the public, with 0 tweets, or 0.0% of all tweets 

collected within dataset E included replies, or tweets that were a part of a conversation. 
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Contrastingly, 8 tweets, or 1.46% of all NPC tweets collected in datasets A to D included 

replies, or tweets that were part of a conversation. As stated before, although the 

percentages are not large, the sheer fact that traditional mass media institutions did not 

engage with the public at all, while new media/opinion leaders/other members of the 

public did; albeit, in limited terms, solidifies the fact that traditional mass media 

institutions have failed to implement practices of networked journalism.  

 Similarly, by actively attempting to communicate to a broad audience, traditional 

mass media institutions are outright ignoring or discounting the power of the practices of 

networked journalism. Orientational storytelling, with a focus on appealing to a target 

audience(s), is a cornerstone practice of networked journalism (Bardoel & Deuze, 2001). 

Yet, as identified in the pages above, traditional mass media institutions largely ignored 

this practice, opting for generic storytelling, with a focus on appealing to a broad 

audience, or a vast majority of already existing audiences. With only 28 tweets, or 28.3% 

of all tweets collected in dataset E, traditional mass media institutions failed to 

incorporate a targeted communication strategy. Contrastingly, 483 tweets, or 88.1% of all 

tweets collected in datasets A to D were considered to be of a targeted communication 

nature. The discrepancy between the overall communication nature of traditional mass 

media institutions and new media/opinion leaders/the public, puts traditional mass media 

institutions at odds with all others in the network society.  

 Ultimately, it is reasonable to conclude that traditional mass media institutions have 

been ineffective in implementing practices of networked journalism. In fact, it is fair to 

state that, from the data provided, traditional mass media institutions have been largely 

ignoring not only the practices of networked journalism, but the entire notion of 
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networked journalism itself. Further research should be conducted to study how and why 

traditional mass media institutions are ignoring networked journalism. 

7.3 RQ3: Traditional Mass Media Institutions’ Impasse of Networked Journalism  
 
 As traditional mass media institutions lose gatekeeping and agenda-setting 

domination through the altering of such principles, while also losing traction through their 

failure to implement practices of networked journalism, it would be understandable if one 

began to draw the conclusion that traditional mass media institutions have lost their 

influence. This paper does not outright draw conclusions predicated on general 

assumptions. Instead, this paper attempts to qualify and quantify verifiable conclusions. 

Ultimately however, this paper does deduce from the examining of collected data that 

traditional mass media institutions have indeed lost their influence, at least within the 

confines of this study. The data interpreted within this study finds that traditional mass 

media institutions are largely fragmented in today’s network society, where users are 

typically intertwined.  

 Referring back to the example noted above, traditional mass media institutions’ 

tweets do not transcend their own network. Node-to-node connections in the micro-cluster 

of @FoxNews do not reach out and engage with other micro-clusters, unlike the micro-

clusters of new media/opinion leaders/the public, such as @sandratxas’. The containment 

of @FoxNews’ tweets onto itself and its main network/audience [micro-cluser] is what 

creates an echo chamber of its own information. In contrast, @sandratxas’ 

network/audience branches off into other networks/audiences and therefore gains 

influence, as a new set of users is now engaging with and potentially consuming 

@sandratxas’ information. This crossover between audiences is a powerful characteristic 
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that works as a multiplier effect for the audience, in terms of reach and influence.  

 Similarly, upon looking at the macro level of interconnectedness among datasets A 

to D, and the lack of interconnectedness of dataset E, it is fair to state that traditional mass 

media institutions have lost some influence over the public. The degree to which this is so 

cannot be measured do to the limitations of this study, however, the overarching theme is 

identified in this paper. The clusterization of node-to-node connections in datasets A to D 

are indicative of the interconnectedness among micro-clusters, where many micro-clusters 

have at least one interaction with at least one other micro-cluster. Juxtaposed to this 

summation is dataset E, where it is clear that there is a great amount of fragmentation 

among traditional mass media institutions. Only one of the micro-clusters make contact 

with another micro-cluster; that being ‘@msnbc’ and ‘@nbc’, via ‘@nbcout’. This 

connection should be viewed as a mere technical and not meaningful one, as the 

connection made consists of accounts belonging to the NBC family.  

 Ultimately, it is reasonable to conclude that traditional mass media institutions are 

losing their influence over the public, at least in the network society. In fact, it is fair to 

state that, from the data provided, traditional mass media institutions have been largely 

been fragmented and insignificant to the information dissemination and consumption 

process. Further research should be conducted to study this trend, in a more in-depth 

manner. 
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8. Limitation of Results  

 Although this study consisted of quantifiable evidence pursuant to the questions it 

sought out to answer, it should be noted that this paper’s results and interpretation of 

results is by no means exhaustive. As noted throughout this paper, the limitations 

pertaining to the data collection method in Netlytic, allow for this paper to interpret only 

data within the set confines of the collection protocols. In turn, these confines may set 

biases or may manipulate and skew data to a degree that may overestimate or 

underestimate reality. In essence, this study’s data, findings, and foregone conclusions are 

only a sliver in the overall literature pursuant to the academic research of traditional mass 

media institutions’ gatekeeping and agenda-setting principles in the new age of networked 

journalism, as administered explicitly by the social media tool of Twitter. This study is by 

no means the ultimate work in relation to the following topic. Instead, this study should 

act as one of many which attempt to better understand the new phenomenon of networked 

journalism existing through social media. Finally, while the data collected does meet 

ethical standards, it must be once again noted that due to the nature of data collection and 

interpretation, implicit biases may be present, which can lead to an overestimation or 

underestimation of the actualities in existence.  
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9. Conclusion  
  The ultimate goal of this paper was to examine the effectiveness of agenda-setting 

and gatekeeping in today’s network society, where the new practice of networked 

journalism has shifted the agenda-setting and gatekeeping principles of traditional 

journalism. As this paper only examined one highly specified segment of journalism, that 

being political journalism, its conclusions must be contained to only this specific genre of 

journalism. That being said, it is in this paper’s view that the role of traditional mass 

media institutions being agenda setters and gatekeepers of information is highly outdated 

in today’s network society.  

  It has been made clear by the data and the analysis of such data that the social media 

tool of Twitter has fundamentally altered agenda-setting and gatekeeping to the point of it 

becoming significantly weakened and, to some degree, irrelevant. This alteration of 

agenda-setting and gatekeeping has taken place due to the practices of networked 

journalism being implemented through Twitter by new media, opinion leaders, and the 

larger public, who have become producers, in addition to consumers of news.  

  Furthermore, it has been made clear that traditional mass media institutions have been 

ineffective in implementing their practices of networked journalism. From the lack of 

engagement by traditional mass media institutions with the public due to their elite ways, 

to the refusal of their producers to implement an orientational way of storytelling in order 

to focus their information dissemination on target audiences, it must be noted that the 

practices of networked journalism are largely missing in the world of traditional mass 

media institutions.  

  Finally, with a supposed refusal or failure to implement the practices of networked 

journalism, in tandem with the alteration of agenda-setting and gatekeeping through the 
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social media tool of Twitter, it is clear that traditional mass media institutions have in fact 

lost a great deal of influence over the dissemination of information that the public 

receives.   

  While the ultimate hypothesis pursuant to this paper has been proven, it should be 

noted that this is not the end of the research surrounding this topic. As stated before, 

further research should be conducted in order to understand the wider effects that 

networked journalism is having on the agenda-setting and gatekeeping functions of 

traditional mass media institutions.  

  Nevertheless, this paper has provided a launch pad for future research of the 

following topic. In summation, it can be said that, within the confines of this paper, 

traditional mass media institutions are at a crossroads in today’s network society. Not 

only is their influence and relevance been reduced, but their future pertaining to the 

outright control of public information dissemination is in question.  
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10. Appendix I: Code Book 

Coding the Presidential Election: Codes, Themes, and Patterns Persistent Within the 
Twitterverse 

Objectives 
The ultimate goal of coding the data collected is to extract a sufficient amount of 
information from the tweets compiled. This information will then be used to assist in 
answering the following key research questions:  

1) To what extent has the social media tool of Twitter altered agenda-setting and 
gatekeeping principles through standard practices of networked journalism?  

2) Have traditional mass media institutions been effective in implementing their 
practice of networked journalism?  

3) Has networked journalism led to the decreased influence of traditional mass media 
institutions when it comes to major stories of significance? 

Interpreting the information relayed from the coding of data will provide the researcher 
with trends, themes, and specific patterns present among the datasets.  
In answering the following questions above, the researcher must look for specific topics 
that tweets within the following datasets discuss. There are three main constituencies 
pursuant to the datasets, that being Trump-specific tweets, Clinton-specific tweets, and 
tweets issued by traditional mass media institutions regarding the 2016 U.S. Presidential 
election.  
The researcher must keep an eye out for differences in the topics discussed by each 
constituency. Due to the specific dates of November 7th, November 8th, and November 9th 
of 2016, the following topics expected to be discussed are as follows:  

1) FBI/Comey investigation into Hillary Clinton  
2) Podesta email leaks 
3) Russian connection to Donald Trump  
4) Swing state horseraces  

These topics were chosen in tandem with the top headlines for the corresponding dates, 
according to both traditional and new media institutions (SOURCE CNN, CBS, 
DEMOCRACY NOW, BREITBART, and OCCUPY DEMOCRATS).  
 
Theme #1 – FBI/Comey Investigation into Hillary Clinton (CODE: “FBI”) 
 
Using the excel filtering function, the following keywords were used in finding tweets 
pertaining to the headline story of the FBI investigating Hillary Clinton. On Sunday, 
November 6, 2016, FBI Director James Comey issued a letter to the Senate Intelligence 
Committee, stating that the Bureau had cleared newly found emails from Clinton’s private 
server of any criminal wrongdoing.  
 
The keywords (codes) used in the filtering process are as follows:  

- “FBI” 
- “Comey” 
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- “Probe” 
- “Emails” 
- “Server” 
- “Private” 
- “Weiner” 
- “Investigation” 

The search terms used in the filtrations process incorporated human intelligence to 
decipher between tweets of significance and tweets of insignificance. By studying the 
word preceding and following the keyword/code within the tweet, the researcher is able to 
understand the context of the tweet. By then expanding the examination of the tweet by 
studying the entirety of the message, the researcher is able to identify whether or not the 
tweet in question is related to the theme of “FBI”, as described above.  
 
Additionally, human intelligence was used to ensure that tweets were not duplicated in the 
coding, as some tweets include more than one keyword/code.  
The tables below showcase the compilation of information pursuant to the theme “FBI”, 
among the five datasets.  
 
#ImWithHer (Nov. 7)

 
 
#ImWithHer (Nov. 9) 

 
 
#MAGA (Nov. 7) 

 
 
#MAGA (Nov. 9) 
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#Election2016 (Nov. 7-9) 

 
 
Theme #2 – Podesta Email Leaks (CODE: “Podesta”) 
 
Using the excel filtering function, the following keywords were used in finding tweets 
pertaining to the headline story of Hillary Clinton Presidential campaign chairman John 
Podesta’s emails being leaked by hacktivist website Wikileaks. On Monday, November 7, 
2016, Wikileaks released the 33rd data dump of compiled emails from John Podesta’s 
account. 
 
The keywords (codes) used in the filtering process are as follows:  

- “Podesta” 
- “Spirit” 
- “Cooking” 
- “Spirit Cooking” 
- “Pizza” 
- “Gate” 
- “Pizzagate” 

The search terms used in the filtrations process incorporated human intelligence to 
decipher between tweets of significance and tweets of insignificance. By studying the 
word preceding and following the keyword/code within the tweet, the researcher is able to 
understand the context of the tweet. By then expanding the examination of the tweet by 
studying the entirety of the message, the researcher is able to identify whether or not the 
tweet in question is related to the theme of “Podesta”, as described above.  
 
Additionally, human intelligence was used to ensure that tweets were not duplicated in the 
coding, as some tweets include more than one keyword/code.  
The tables below showcase the compilation of information pursuant to the theme 
“Podesta”, among the five datasets.  
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#ImWithHer (Nov. 7)
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#ImWithHer (Nov. 9) 
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#MAGA (Nov. 7) 
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#MAGA (Nov. 9) 

 
#Election2016 (Nov. 7-9) 

 
 
Theme #3 – Russia Connection to U.S. Election (CODE: “Russia”) 
 
Using the excel filtering function, the following keywords were used in finding tweets 
pertaining to the headline story of Hillary Clinton accusing Donald Trump of colluding 
with Russia to influence the U.S. Presidential election. 
The keywords (codes) used in the filtering process are as follows:  

- “Russia” 
- “Russian” 
- “Hack” 
- “Hacking” 
- “Vladimir” 
- “Putin” 
- “Kremlin” 
- “Moscow”  

The search terms used in the filtrations process incorporated human intelligence to 
decipher between tweets of significance and tweets of insignificance. By studying the 
word preceding and following the keyword/code within the tweet, the researcher is able to 
understand the context of the tweet. By then expanding the examination of the tweet by 
studying the entirety of the message, the researcher is able to identify whether or not the 
tweet in question is related to the theme of “Russia”, as described above.  
 
Additionally, human intelligence was used to ensure that tweets were not duplicated in the 
coding, as some tweets include more than one keyword/code.  
The tables below showcase the compilation of information pursuant to the theme 
“Russia”, among the five datasets.  



	

	 Running	Head:	MEDIA	AGENDA-SETTING	AND	GATEKEEPING	

69	

#ImWithHer (Nov. 7)

 
 
#ImWithHer (Nov. 9)

 
 
#MAGA (Nov. 7)

 
 
#MAGA (Nov. 9)

 
 
#Election2016 (Nov. 7-9)

 
 
Theme #4 – Russia Connection to U.S. Election (CODE: “Russia”) 
 
Using the excel filtering function, the following keywords were used in finding tweets 
pertaining to the headline story of the U.S. Presidential election becoming close, with 
polls tightening in key swing states. 
The keywords (codes) used in the filtering process are as follows:  

- “Ohio” 
- “North Carolina” 
- “Michigan” 
- “Nevada” 
- “Pennsylvania” 
- “New Hampshire” 
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- “Wisconsin” 
- “Virginia”  
- “Florida” 
- “Swing” 
- “State” 
- “Swing state” 
- “Poll” 
- “Polls” 

The search terms used in the filtrations process incorporated human intelligence to 
decipher between tweets of significance and tweets of insignificance. By studying the 
word preceding and following the keyword/code within the tweet, the researcher is able to 
understand the context of the tweet. By then expanding the examination of the tweet by 
studying the entirety of the message, the researcher is able to identify whether or not the 
tweet in question is related to the theme of “Polls”, as described above.  
 
Additionally, human intelligence was used to ensure that tweets were not duplicated in the 
coding, as some tweets include more than one keyword/code.  
The tables below showcase the compilation of information pursuant to the theme “Polls”, 
among the five datasets.  
 
#ImWithHer (Nov. 7)

 
 
#ImWithHer (Nov. 9)
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#MAGA (Nov. 7) 
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#MAGA (Nov. 9)
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#Election2016 (Nov. 7-9)
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