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AWARENESS 
STAYING ABOVE THE 

THRESHOLD 



Why are people aware of company A 

and ignore company B? 

 

What makes them buy shares that 

they would have never considered 

before? 

  

What makes them decide against 

voting for a politician that they had 

given their vote of confidence earlier?  

 

 

Ongoing Visibility is the basis of trust 

– without current news flow, success 

of any institutions remains 

at risk. 

 

More info 

Fhi360 A Deeper Look Podcast 

Allianz Reputation Protect 

STAYING ABOVE THE 

AWARENESS 

THRESHOLD 
DECIDES EVERYTHING 

http://www.agcs.allianz.com/assets/PDFs/Product brochures/2029_Allianz-Reputation-Brochure_10-2012.pdf


The Agenda  Setting Theory* provides a rich and fascinating history of 

research proving the need for all institutions to ensure a minimum 

amount of visibility in opinion leading platforms.  

 

The Chapel Hill study by Max McCombs and Donald Shaw assessed 

why the compilation of particular issues in regional papers influenced the 

discussion amongst the electorate in regional elections.  

 

Everybody can spot the importance of reaching a certain Awareness 

Threshold: by watching children trying to catch the attention of their 

parents when being hungry: calling Mama starts rather quiet, but gains 

volume until the requested need is served. The Agenda Setting Theory 

quantifies the amount of reports necessary making sure the target 

audience is aware of the new product, the stock, the holiday destination.  
 

*Read: The Spiral of Silence – Elisabeth Noelle-Neumann, 1973 

    The Dynamics of Public Attention - Agenda Setting Theory – Russell Newmann, 2014  

BACKGROUND ON The  

AWARENESS Threshold 



This first chart visualizes the concept: actual reality is perceived by people when they have a 

direct, unblocked access to it. This includes the balance on their bank account as well as the 

feeling when confronted by foreigners in their hometown. But in the majority of cases people 

have to rely on a ‘media-tor’ for their perception of reality. The increase of GDP is not a 

category of the perception of individuals nor is the perception of foreign heads of state. Even 

the perception of one’s own public servants is ‘filtered’ through reading newspapers and 

watching the evening news. This leads to two different realities that impact on people. 

BACKGROUND ON THRESHOLD AWARENESS 



BACKGROUND ON THRESHOLD AWARENESS 

This chart underlines a further aspect: media are only 

transmitting a fraction of the actual reality, while the 

majority of the daily (non-) achievement remains 

below the awareness threshold because media 

(seem to) have no space for these realities. 

Perception Change Management 

is understanding all three 

elements of Communication:  

the Agenda Setting,  

the Agenda Cutting, and 

the Agenda Surfing.  

 

Each require different skills in 

order to keep ones institution or 

leader above the Awareness 

Threshold.    



HOW TO STAY ABOVE THE AWARENESS THRESHOLD 

People need and deserve 

orientation. This was true 

centuries ago and it remains a 

fact in todays world.  

 

The Agenda Setting research 

by Media Tenor has developed 

a model helping to understand 

the different ingredients 

needed to predict change in 

public opinion: 

the ICA=CH model.  

LIGHTHOUSE 

FACTOR 

http://us.mediatenor.com/en/
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ICA = CH MODEL 

The model was developed after Media Tenor research was able to provide analysis 

helping to understand the outcome of the General Elections in  Germany since 

1994, but also during the U.S. elections since 2000. Together with the Harvard 

Shorenstein Center the results of the ongoing media content analysis are 

published. 

 

Aside of realizing impact factors to predict General Elections further research 

helped to predict Referenda such as the Vote on the Brexit in UK in 2016 (see also 

Politico and The Guardian) as well as regularly in the forefront of Referenda in 

Switzerland, such as the Vote on Minaretts in 2013, the vote to decrease managers 

boni and the vote against foreigners.  This research is used as well to understand 

the influence of media reporting on the perception of the Business Confidence 

Index, the so called ifo-index in Germany as well as the Private Consumption Index 

around the world. Since 2012 Media Tenor is offering together with Allianz 

Insurance the Reputation Protect Insurance underlining the economic impact and 

‘prediction power’ showing that research into media perception is an ideal tool to 

measure the change in public perception.  
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While the old model to predict peoples perceptions is solely focusing on the 

I=the Information flow towards the different audiences, Media Tenor research 

underlined the growing importance not only of all competing information sent out 

by one candidate, company, institution, but to take into account all the other 

information reaching people while one candidate tries to convince them to vote 

him or her into office. How intense is competitor C communicating?  

But it is not only the clear determination of the qualitative and quantitative 

volume of coverage that the ‘opponents’ of a perception change (in terms of the 

I) utilize for their own benefit, that gives an indicator about the size of the I, only 

the assessment of the complete information basis (= all reports and additional 

information) form the basis for a reliable indicator for the amount and quality of I 

as transmitted to the target audiences by the media.  

Amongst this, Additional Information might be messages that either support or 

endanger the initial information output. The majority of Additional Information can 

initially be considered as ‘information-neutral’, but a consistent analysis of the 

total amount of information gives the sender an indication how the initial 

message can be supported through the use of the existing information in the 

media environment. This effect is called Agenda Surfing, since the news flow of 

additional information can be utilized for one’s own benefit.   

ICA = CH MODEL 



MEDIA TENOR 

Particular emphasis has to be placed on the image factors that, next to the key 

message, have to be communicated via the media. It is no longer enough to 

communicate for instance on the arrival of a new car on the market, but parallel 

potential buyers have to receive the relevant additional information (taking 

adequate volume = intensity of coverage into account) as well: the car 

manufacturer is financially solid, customer service for parts is guaranteed, the car 

is environmentally friendly, no child labour was used etc. These image drivers, 

continuously synchronized with Media Tenor’s research partners at Harvard 

Business School Prof Bob Eccles and George Seraphim as well as Dean Prof Nitin 

Nohria are crucial for the change of perception amongst the potential buyers.  

 https://www.mgt.ncsu.edu/documents/ManagingReputationRisk.pdf 

 

Based on the ICA=CH model, the much needed awareness thresholds for different 

issues, target markets and key media can be defined. Application areas include 

political campaigning, investor relations and the simple sale of products in the 

same way as the classical form of reputation management, no matter whether for 

governments, companies, NGO’s or universities.  
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AGENDA SETTING MODEL 



SUMMARY 

Comprehension Question 

Why, for perception change, is it important to understand the 

awareness threshold? What model or method is utilized to determine 

the awareness threshold?  

 

Concepts 

Awareness Threshold Actual reality vs. Public perception of reality 

Agenda Cutting  Agenda Setting & Surfing 

 
Ingredients to understand Awareness Threshold 

I = Initial Info Messages 

C = Competitor Analysis 

A = Additional Information 

CH = Change (Target) 



BEST PRACTICE 

1: Introducing Viag Intercom to the markets with an integrated 

communication concept by not only using traditional advertising but having 

media relations build the trusted fundament helping advertising to create its 

magic 

 

2: The Communication of the Merger Daimler-Chrysler as one only has 5 

min to get the message out to all different stakeholder groups including the 

ramping up, the real-time message control and the ongoing story telling for 

all markets during the long period until the so-called quiet period is over. 

 

3: The Reputation Turn-Around of the World Economic Forum in Davos from 

an event with the highest anti-globalization protest including all violence to 

the go-to place for all stakeholders in the World. 

   

https://www.telefonica.de/
https://www.daimler.com/company/tradition/company-history/1995-2007.html
https://www.daimler.com/company/tradition/company-history/1995-2007.html
https://www.daimler.com/company/tradition/company-history/1995-2007.html
https://www.weforum.org/
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Roland Schatz is Founder and CEO of Media Tenor Ltd., the Research Institute of InnoVatio Verlags AG, 

www.innovatio.com  and www.mediatenor.com . With offices in Africa, Asia, Europe and the U.S. Media Tenor is 

the leading provider of ongoing international media content analysis, including impact analysis of new and 

traditional global media content. 

 

Mr. Schatz is a 5th Generation Journalist, married and has 2 daughters. He holds a Masters in philosophy, 

economics, history and political science from the University of Fribourg and Bonn. Aside from a background in 

journalism and numerous entrepreneurial ventures, Mr. Schatz has served as trustee for the Education Africa 

Foun-dation in Johannesburg, the Innovation Institute in Pretoria and the Board of E-Standards in New York. 

 

In 2008 the UN High Advisor President Sampaio appointed Roland Schatz as Global Media Expert. Together with 

Prince Ghazi of Jordan he founded the C1WorldDialogue Foundation in 2009 www.c1worlddialogue.org. In 2013 

he was appointed Senior advisor to the UN General Director developing and implementing the perception change 

program at the UN. In Feb 2016 he founded for the UN the Global Sustainability Index Institute Foundation, 

UNGSII, www.ungsii.org. 

 

He is teaching strategic communication management and perception change, since 1990. He publishes regularly 

on Reputational Risk, Financial Sentiment and Media Impact, etc. Since 2009 he hosts together with UN Academic 

Impact the Unlearning Intolerance Masterclasses. Together with Ulrik Haagerup he developed the Concept of 

Constructive Journalism www.constructiveinstitute.com . At X University Roland Schatz is setting up the 

Constructive Disruption Institute. 

 

r.schatz@mediatenor.com  
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