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Abstract

T his academic article aims to explain and analyze agenda-setting strategies in online
journalism as a strategic process that connects the public role of the media with the business survival
and sustainability of media organizations in the digital era. The study proposes the conceptual
framework of the “Observe—Extract-Frame” process as an analytical tool to examine how news issues
are selected, prioritized, and framed under conditions shaped by attention competition, platform
algorithms, and audience behavior. The study is based on a literature review that integrates agenda-
setting theory, framing theory, concepts of news values and newsworthiness, as well as network
agenda-setting, in order to explain the dynamics of news agenda formation within an online media
environment characterized by speed, audience segmentation, and the potential to transform content
into revenue. In addition, the article presents a comparative analysis of international media
organizations, including The New York Times, which has developed in-depth agenda-setting into
integrated content bundles and multi-product subscription models; The Guardian, which has
extended environmental news agendas into membership-based and donation-driven fundraising
initiatives; and VICE Media, which employs niche agenda-setting and targeted framing to differentiate
itself in the global media market. These case studies demonstrate that strategic agenda-setting is not
limited to identifying which issues deserve public attention, but also serves as a foundation for
designing “news products” that concretely connect audiences-both as citizens and as customers-to

the revenue models of media organizations.

Keywords: Agenda-Setting Strategies, Online Journalism, Observe-Extract-Frame Process, Business
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Jugusssu laslausslevd lasdeusslov uaglaslid
edlufiufiansisny masesnyusanssnugaeliv1
Feuloeiudszaumsaives$uas uasifiunuamig
AT VBINIULAD

1.5 4997IN33U (discourse observation)

T35 i i aunad s saf satuunne ey
oehdls Weuudla fensoummumneiuls uwaziorsual
vievhiuulmaseuhitufiaun matesnmnTsYa
Tidlausundsnuvneneswhlugmsmvuenseun

1.6u09¥ 1 uunannas u (cross-platform
observation)

ThuesUsziduiderfuluvarounanlesy e
WRoudeuszivanuaulauazsuuuunsiidusm wu A
fAslu TikTok enagvieulsraunisalausuls vnsi X
gntunsilasmiTonsanides NMstesuwannesuYe
Tidodenuannldushuiu

1.7 4098 o7 ¢ 9luvd ua'1a (blind spot

awareness)

v '
° v a

Tis siaudud el “liflasssny” wiegn
wpu e danansEnus adsn MUBBIINWBY T
Wumsilnanea@enliiniunseuandn wazdalona
TAndanTe T U

2. 3 (extract) WuduneuvesnsaiaUseifiu
Lz (newsworthy point) NENUNTBINToIvAN5aIT
wuwiu Ingldinausinar191a (news values) 1y AL
wlanlul Audiry anulnada wieaudauds
(Galtung & Ruge, 1965) 1Usetuin Useiaulaaunsa
Feulostumnuaulavesasisas wasddnaniwlunis
UV IINANG TN

A5ms “du” Tunssviunmsivuauseiug 1

annsamsunsiaE U n alusl

2.1 Suuduvasasisuuas (identify the
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Bumnmsdenan “ovlshedsiasulan
W~ Tuaanunisaldfy Tdd1esdunisdd sunlands
Wlpv1e 1A39a3519 61U19 WRNTIU NTOANUNUIENI
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$5-Use1UU 09A N34 nAlulad -3 8555 %30
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Uszutuinddlunsisnuadla wasiudnanmluns
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2.3 YunansznudiagAu (impact assessment)

Tsdiuinnnisaiud oannumsaiiud swa
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nsenUTinUsranu anusiues videlenmamaesugiaves
fau a1 ngs warasnsadenlosiuuszaumsal
v Tuaslalagnse

245 uarulnd @ auazaa1ud oules
(relevance matching)

Tfinsanindsaduduanunsadenlesfuuiun
yosnguiiimanevesd eatnils Walwd i uil Yausssu
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Wanussalinaedussiuiifiuansianifedes

259 uaruudaninywianaud aund
(novelty spotting)

Wuownadilddulumuaunanta Und wie
WAL U nnsaifideunds medadlafiiean
wnmady v eusingnsalluifidslidmesuedaay

rnaudanlvidieiiunssdgauazanualalugan
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2.6 3UANIATINNI15VE18HMEA (amplification
potential)

sudiuin Ysmduiuilenagnyeasie uws
vissnndeduiiuiimeesulatinnteudioda Taefiarsan

ne15ual 7 nsza uld Anutavesn Tauds way
auanansalunsuanUszifiuges Ussiiuiifidneamnig
ve1uag winLd ouleaiuauey sean1eg sA 9vesde
eeulay

2.7 i‘fuf\;m’d'ﬁm (story angle identification)
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Weniu Wy @su i SuRanseny wnutoy adie
duau viaiasuimauduloue msduyaaniitai
Fredsuaaumsainine q Wnanedug1niifilasasng
WAEAFMS

3. fimiua (frame) LumsasensounIsiniane
(framing) sz mfduly fifmmaazqaiiuiivaio
TneAfldiausumeiiuans wu nqulming uwasvlasy
Admeuns uaznanszmuiidemsliiRntuludmeinssy
viorrudla duneuiifeseuaquianmadennm awn
dnunu uazgUlUUMsIAG e siaenndotuesunive
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47 annsosndumsliumt el
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the central frame)

TSumnmsiadandn “smidoansd iy
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aonndesfuunuvess 89 il nfifamedi oo Tl
N3NNI

3.2nmuang Wi 1mNIeLaTIEA UAIINS
(audience calibration)
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v
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3.3 imuaunannasuuazguiuunisia SRR
(platform-specific framing)

TdeniSians edliiaenadeatuunannes ud
WoLNS 1 T du nsEdu waviumne dwsulndea
i Indensanvuneuwivled WiedRleaeSeads
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3.4 fviunnen Bdes wazesual (tone and
narrative control

THidenden dwau wavidesiaenndoeiu
58U WU 1Badadan g 158 u1e wieida

1%

UYWYSTIU NMIAUANDITHAI v MilNarBN1TTUI Uay
m3reuaueeRsums lneangluanmwindeuddvian
SUAITUNUIMABNSHIS AT NSH AT

o/ s <

3.5 MWUANTWIAZBIAUZNB U S EyANEal
(visual framing)
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A UALUNTOUANYINEYDIUNY Amvinutind LA unis
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557 nsdenam3 adudiund wesnsmuanseu
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3.6 fviuARaENSAdansIRANTY (intended
impact)
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ViAuAR MInsening vien1sildiusImansnsay N3
Svussadnstaelinsionademi@uluesradidivmne

37 fwuaanuidenlsadegsiauazaud @y
(business alignment)

TUsadivinnsoud nbuaeasuiuluwasele

Wienagnsvedawrnsdestnls wWu Anenmlunisdesen
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naMs¥uans msfvuansoud Ailsdanud unis
g3RateliesdnsdeannsanwaaA TInug fuam
9E50n
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dawaiemsaiansui anuaila uezamdnuaivesde
it 9 Tumengswegdlsneldusunmedsauuarde
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1. 9283518 snagns i ag 1 uszuu
wnAndifueasioftansnsovszgndlilunisusssunes
UTIEMT MINNLT MY vSemseeniuuiom
dmTuunulgruanEng
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osBdlugaiidedeanaeldamnuadim 1wy msatng

a17% N UUT158L3 U (subscription) L1 81119 L S UNTS

aluayu (sponsor content) 3 slawanuuLLUL T BuTU
o (native ads) msimunUsuidug 1l aensuiy
nguimne3aduasudu

3. ERNUNU MYy NanY 13 lunsAnnaueEn
wudiazidunudalunisieuay e 1o WM
duasunsAnegaduszuuin amdidiauetuneuland
Tos Tulsziiule waziloayls

4. sfuayunisvindnafidanuiuiiavau ¢
MINTUIA AN UTIANTTULAIUA TUAMAINNNT
A 39 IanleMaveINsNERY A TTIunITIA
vhiliean (clickbait) vielomiiDndeuiioBonsesia

na1lAgATU WWINWNIT “Uas-Tu-Muun” Ao
wisddlefiannsaldlumsirauladsussansns wandu
n5oUT A2 T 10 auloan1sivunUszis ug 1y

3 a = v ,
gvormanivnigsiavesdessuladldegralusUsssu

N15ATIXNYN 8 NUIANY AIUNTTUIUATT “UBI-FU-
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wiolrimstmuausziuinludensansmans
wuueaulad au150neUANDIN 8AIINA BINITUDY
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w193 JLlsurenauan1sTwunUssiiuieendu 8
vy vian laun 1) 9mmadles 2) 91aasugha 3) 917
deruuazInusssy 4) ¥namalulad 5) ¥1anuas quam
uazAaunden 6) 11enslsma 7) Ynmsfinw ua 8)
Imand i Aads uartudiia wieuuudaid smdsnis
Benuseiitulunsiazynam sudsieeaiiuandiiiiude
Fnanmidagsiavesnsdentviluuunesulaifiuaneng
nderudi

msduunUssnuyrluusazuanmy e
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fhogemeldfifntuldun Tavanfleonuuulinaunduiy
gﬂLLUULLasLﬁyammaqLLwaWWaS‘u (native ads) 191"
anuayulaeadlayan (sponsor content) wazsglaan
domiBandleg i oirsushaguuuady (fan-based
economy)
wwAanIsiMmuaUsTn Ulule aznuanvyF gl
msuoafissluudvesssamioniviniy udmssaui
NAYNSNSAMUANTBY (framing strategy) s ese
e ilemuaumsiu mmitile uazensunivesf3y
a3 Inglisuusoaddeudarants uiivdsuyuesiia
o3 ped uuuNstmuanseuT laneinzadiaseiu
gty Tudsnniiausludwngi aened aafy

nszhawarlomMadaele

A2DE19NIS “UDI-FU-NIUA”
dmsurnalu 8 vuany

msduunUsziuineendu 8 wuanny s
At AlaTdmanefiessuneyssivd nauss wndl
Wamnewteld iy <3 oslodiaszn” 31 ¥1usay
MmmmgLﬁaé’wmasjuml,wamm%mﬁaaaulmi AANS
LUﬁIEJULLIJaJL“EQEULL‘U‘ULLa%ﬂ’]iﬁ”mu{ﬂﬂiaU (framing)
atsls meldidoulvvosunanesy Fanesiiu Anuis)
wosnsildusiy uarmMIns et nULUULAReT ) Sy
mylaTziavues “Snvarveddessulal” fiuanaan
Fomadiu 1wy (1) msanuvdu 1 wazdovondudsd
(seriality) (2) N5y 1ILUUTEIUT I (participatory) (3)
st an du wSedulrnsindu “nseunnunung”
lailduAusenourn wag (@) msusunseurmlvidensuiu
a1 Sansueafiunes engagement Tuustasunanmosy

wenani grumsiasigd “Temalunsasng
581A” MNATEUIUNS “UB-dU-vun” AlanudAmy

#oNsLUIUNITAINa1) tnelanialunisasiasielaain

NTLUIUNTT “UBS-TU-MVIUA” 119N 3 FIUnane ey
)

1. nani@ il ow (content trace evidence)
yanes Aunngegluianeumnust Ssisdmmidonlos
sewhadlomiuguuuuneldfinsaaeuld wu ety
W arvay uns elavauwvukuuid sudud o
(sponsor/native ad label) AaAiugiduAwUUTA MBS Y
T (affiliate link) Y un3 edaauviulvadasaundn/
atjueanyu (subscription/donation call-to-action: CTA) N3
WeABIans o anTIu (course/event sales) 13U Ny
AuA1/ULUTUs lulwan s 9Ad U (product/brand pinning)
LLazLﬁyamﬁwﬁm’auﬁuLwiuﬁlugmwmaww (branded
segment)

2. vanig sunwanwes u (platform feature
evidence) wneia Asiiinanleeivesunanileduiise
TnAaselansanstseRulaenss wazaunsadunals
07 Uuuun1siY auaT e LYY sEuvanIg nves
YouTube/Facebook (YouTube/Facebook memberships)
msveduniiiulai (live commerce) szuuing1oad lu
1891 (newsletter paywall) Aawy A wUUE B3 Y
(paid community) seuvatuayusginglanvisoneuus
WUUIIBIRU (Super Chat) ssuuvIEUns (ticketing) wazn1g
alATANTNWaRLASS (podcast subscription)

3. NaNL¥999ANS (organizational evidence)
el vdnlussivesdnsdefiavioulaseadeelduay
Wlsunenismevesd oograudumnansud e wnanis Wy
Yt oy admTu aslavauazdnsialsiwan (media
kit/rate card/advertising packages) 51891uU5310 %30
417537 27 na11d 93181 wagd AnnseeA ng (annual
report/business news) AaaAIUT 83 aLT 48 NA1NN1S
Fumualussarsmverlesneldvesde (nterviews with

editors/revenue teams)
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felUTAD AI9819N15 “UBI-U-TMun” d sy

U1lu 8 visanvy Al

1. ¥719n154i04
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1.1 wae: dhgdayaaunrliveusssuviiony
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