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Empirical analysis on agenda setting function of mass media advertising:
analysis of the 2020 Tokyo Olympic and Paralympic Games

Henzan, Hidenari
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In this study, we analyzed the "agenda-setting function," which is thought
to be a new effect of mass media advertising. We think that the more a particular theme is
emphasized in a mass media advertising, the more important audiences understand the theme is.
Therefore, in this study, we analyzed sport games that are expected to attract a lot of attention in

society. In addition, the analysis of the agenda-setting function and sports sponsorship was
carried out, and disability sports was also analyzed. Furthermore, we interviewed organizations
related to the Nagano Olympics (held in 1998) and the Sapporo Olympics (which gave up on the bid in
2023), as well as sponsoring companies.
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