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Abstract

The increasing prevalence of social media platforms has significantly trans-
formed contemporary journalistic practices, altering how journalists gather in-
formation, disseminate news, and engage with their audiences. This study in-
vestigates the activities of mainstream journalists on X (formerly Twitter) by
analysing the primary issues they discuss and the communicative functions
their posts perform. Utilising Agenda-Setting and the Hybrid Media System the-
ories, the study employed a document analysis of 873 posts from four selected
mainstream journalists on X. The findings indicate that journalists’ posts pre-
dominantly focus on issues related to politics, economics, sports, and entertain-
ment, with political and economic topics receiving substantial attention. Addi-
tionally, the study identified various communicative functions performed by
journalists on the platform, including audience engagement, story promotion,
content curation, personal branding, connection with sources, organisational
promotion, advertising, and monitoring developments. Among these, audience
engagement and story promotion were found to be the most prevalent functions.
These results suggest that while X facilitates interaction between journalists
and their audiences, allowing for hybrid roles beyond traditional reporting, it
concurrently reinforces journalists’ agenda-setting influence by enabling them
to spotlight specific issues and direct public attention within networked com-
munication environments. The study concludes that the use of X by journalists
illustrates the ongoing integration of social media into professional journalism
within a hybrid media ecosystem where traditional journalistic norms coexist
with platform-driven communication practices.
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Functions, Mainstream Journalists, Ghana

1. Introduction

The rise of digital platforms such as X (formerly Twitter), Facebook, and Insta-
gram has ushered in a significant transformation in global journalism, altering the
processes of news production, distribution, and public engagement (Maurer &
Nuernbergk, 2025). However, journalism on X in particular is increasingly per-
formed within the constraints of 280 characters, where journalists must condense
complex information into short and visible posts. This platform specific mode of
communication shapes not only how news is produced but also how issues are pri-
oritised and communicated to audiences in real time (Klinger & Svensson, 2015).
However, journalists are required to adhere to the 280-character limit when report-
ing on X in particular. This forces them to distill complex facts into brief, easily read-
able paragraphs. This platform-specific communication method shapes not only
the creation of news but also the prioritisation and real-time dissemination of in-
formation to audiences (Klinger & Svensson, 2015).

Social media has broadened opportunities for participatory communication,
facilitating the democratisation of content creation and the dissemination of
knowledge across societies (Agboola, 2014; Bruns, 2018). With millions of users
worldwide relying on these platforms for information, discussion, and economic
activity (Reuters Institute for the Study of Journalism, 2021), they have become
essential components of modern media ecosystems.

Despite initial skepticism and resistance from professionals, social media, par-
ticularly X, has gradually become normalised within mainstream journalistic prac-
tices (Molyneux & McGregor, 2022). Journalists increasingly depend on X to gather
information, share news, monitor developments, engage with audiences, and es-
tablish professional credibility (Bruns, 2018). It is important to recognise that X is
not a neutral communication platform; rather, it is shaped by specific features such
as character limits, hashtags, retweets, threads, and algorithmic amplification.
These characteristics affect the visibility of content, how users interact with it, and
the distribution of journalistic materials. As a result, they influence both the prom-
inence of certain issues and the communicative strategies that journalists use. Em-
pirical studies predominantly from Western contexts demonstrate that X serves
as a crucial platform for agenda-setting and public discourse (e.g. Barnard, 2016;
Bentivegna & Marchetti, 2018; Hedman, 2020; Bruns, 2018; Maurer & Nuern-
bergk, 2025; Molyneux & McGregor, 2022). However, journalists’ utilisation of
this platform often perpetuates existing power hierarchies through elite-centric
interactions and practices reliant on the platform (Laor, 2022; Maurer & Nuern-
bergk, 2025). These dynamics raise broader epistemological questions concerning
verification, credibility, and the distinctions between professional journalism and

networked communication (Ekstrom & Westlund, 2019). The studies emphasise
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the significance of X in journalistic practices, yet they frequently concentrate on
Western settings. Additionally, they pay less attention to the common themes and
communication functions seen in journalists’ writings, instead emphasising par-
ticular techniques like sourcing and participation.

In Ghana, the emergence of digital platforms has similarly transformed jour-
nalistic routines and the influence of media. Ghana’s comparatively high levels of
press freedom, dynamic and diverse media ecosystem, and growing internet pen-
etration make it an especially significant case within the Global South. Journalists’
use of digital platforms like X is also influenced by structural issues including re-
source limitations, political parallelism, and changing professional standards. Gen-
erally, studies have examined how social media has transformed journalism in
Ghana in the areas of newsgathering, sourcing, news reporting and news organisa-
tions’ perception on the use of social media in journalism (Zakaria & Ofori-Biri-
korang, 2018). In relation to X as a platform, existing studies indicate that it plays
an increasingly significant role in intermedia agenda-setting, civic discourse, and
journalistic storytelling, especially concerning political and socioeconomic issues
(Agyei, 2019; Nti, 2015). Recently, Adjin-Tettey & Etrue (2025) have highlighted
how Ghanaian journalists and other stakeholders utilise data-driven practices on
X to foster civic engagement and public debate, underscoring the platform’s po-
tential to mediate power dynamics and promote participatory discourse. The body
of literature above suggests that the literature on journalism and X has focused on
specific practices, such as data journalism or agenda-setting, rather than provid-
ing a comprehensive overview of mainstream journalists’ daily activities on the
platform. Furthermore, these studies never offer a methodical examination of the
subjects that journalists prioritise or the communication roles that their posts per-
form over time.

Consequently, there is a significant gap in the literature regarding how profes-
sional journalists in Ghana engage with X in their routine journalistic practice.
Specifically, there has been limited examination of the primary issues they em-
phasise and the communicative functions their posts perform on X. The present
study fills two significant gaps in the literature: a conceptual gap concerning the
scant information on communicative functions as a unit of analysis in the studies
of digital journalism, and an empirical gap concerning the inadequate literature
on the systematic analysis of journalists’ posts on X. To address this gap, the pre-
sent study explores the thematic focus and communicative functions of posts
made by Ghanaian mainstream journalists on X, contributing to broader discus-
sions on journalism, platform power, and the hybridisation of journalistic prac-
tices in the global south contexts. In this study, communicative functions indicate
the roles that these posts play, whereas dominant issues refer to the thematic cat-
egories that appear most frequently in the journalists’ posts, as determined by pat-
terns of repetition and salience.

The study was guided by two main questions:

RQ1. What are the dominant issues found in the posts of the selected main-
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stream journalists on X?
RQ2. What are the communicative functions performed by the posts of the se-

lected mainstream journalists on X?

2. Literature Review
2.1. Journalism and X

A significant body of research indicates that X (formerly, Twitter) has emerged as
a key platform in modern journalistic practice, transforming the ways in which
journalists collect information, distribute news, build their professional identities,
and interact with authority. The global literature reveals an extensive adoption of
X by journalists, although the consequences of this adoption are still a topic of
debate.

Research from the global north indicates that X has become an integral part of
journalists’ professional routines. Laor (2022) notes that around 75% of journal-
ists in Western societies have an X account, highlighting the platform’s signifi-
cance in agenda-setting and public discourse. However, despite X’s technological
potential for promoting pluralism and openness, Laor’s (2022) study of Israeli
journalists uncovers a paradox: rather than fostering democratised debate. X pri-
marily serves as an elite echo chamber dominated by journalists and politicians.
While journalists continue to wield agenda setting power, the broader public is
often marginalised, suggesting that the platform acts as a complementary exten-
sion of traditional media rather than a disruptive force. Concerns regarding elite
dominance and the reproduction of hegemonic narratives have also emerged in
critical analyses of X’s role in journalism, where its use tends to reinforce existing
power dynamics instead of challenging them.

The continuity of power is further exemplified by studies exploring how jour-
nalists incorporate X content into their news production. Molyneux & McGregor
(2022) contend that journalists increasingly view tweets not only as sources that
require verification but as legitimate content in their own right. Through their
analysis of U.S. news stories that embed tweets, Molyneux & McGregor (2022) argue
that journalists transfer a portion of their epistemic authority to X, thereby en-
hancing the platform’s influence in shaping public discourse. Ekstrom & Westlund
(2019) contextualise this phenomenon within broader epistemological concerns,
asserting that journalism’s increasing reliance on social media platforms raises
fundamental questions regarding how knowledge claims are articulated, justified,
and accepted. Their conceptualisation of “epistemologies of digital journalism”
underscores how dependence on platforms like X makes it harder for journalists
to make claims about truth, verification, and authority.

In addition to epistemic concerns, other studies have examined how X trans-
forms journalistic norms and roles. Early research conducted by Lasorsa et al (2012)
illustrates that journalists on X are increasingly persuaded to express personal
opinions, which challenges the traditional norm of objectivity. They also selec-

tively adopt practices related to transparency and accountability. However, this
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negotiation of norms is not uniform: journalists affiliated with elite news organi-
sations tend to be more cautious, preserving stronger gatekeeping roles and lim-
iting engagement with non-elite participants. Similarly, the work of Holton &
Lewis (2011) points out that journalists’ use of humour on X correlates with opin-
ion-sharing, personal disclosure, and interpersonal engagement. This suggests a
shift towards more conversational and emotionally resonant communication,
particularly among journalists from less prestigious outlets.

In furtherance, the platform’s influence on branding and the construction of
professional identity of journalists has also been a focal point of research. Molyneux
et al. (2017) in their study establish that branding has become a standard aspect
of journalists” X activity, taking place at individual, organisational, and institu-
tional levels. While journalists primarily engage in both individual and organisa-
tional branding, this practice reveals tensions between authenticity and profes-
sionalism, as well as between self-promotion and loyalty to institutional values.
Thus, X emerges as a dynamic space where journalistic identity is actively per-
formed and negotiated, rather than passively represented.

Studies examining journalistic workflows underscore X’s dual role as both a
valuable resource and a source of risk. Heravi & Harrower’s (2016) survey of Irish
newsrooms indicates that journalists rely significantly on X for sourcing and
breaking news, yet they express ongoing concerns regarding trust, verification,
and the platform’s unfiltered, fast-paced information environment. These insights
resonate with Ahmad’s (2010) ethnographic study of The Guardian, which depicts
X as both a marketing and research tool that enhances traditional journalistic
functions while becoming ingrained in hegemonic media discourse.

More recent large-scale studies illustrate how X use varies across different con-
texts. Maurer & Nuenbergk’s (2025) analysis of nearly 10,000 tweets from German
journalists during the COVID-19 pandemic reveals that these journalists played a
crucial role in shaping public understanding of the crisis, often engaging closely
with government officials and pro-government experts. Their findings suggest
that X can serve as both a platform for watchdog journalism and a space for col-
laboration with political power, contingent on the specific issue and the journal-
ists’ orientation. Similarly, Kapidzic et al. (2022) demonstrate that the incorpora-
tion of tweets as sources in news articles aligns with established media logics, with
tabloids more frequently citing non-elite voices, while quality media tends to priv-
ilege political and institutional actors.

In the Ghanaian context, scholarship is comparatively limited yet illuminating.
Nti’s (2015) study of Accra-based radio stations highlights that journalists primar-
ily utilise social media, particularly X, for the timely dissemination of information,
reaffirming its role as an extension of existing journalistic practices rather than as
a transformative space. Agyei’s (2019) exploration of intermedia agenda-setting
further reveals X’s increasing influence on online news agendas in Ghana, indi-
cating a bidirectional relationship between social media and news websites. These

findings imply that the platform occupies a central position within Ghana’s evolv-
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ing hybrid media landscape, significantly affecting both news selection and circu-
lation.

The literature further indicates that while X has become essential to journalistic
practice, its democratic potential remains limited. Journalists utilise the platform
for various purposes, including news dissemination, sourcing, branding, engage-
ment, and agenda-setting; however, these practices often reinforce existing power
structures, authority, and visibility. What remains underexplored, particularly in
African contexts, is how individual journalists thematically frame issues and em-
ploy communicative functions on X over extended periods. This study seeks to
address this gap by analysing the thematic patterns and communicative functions
of mainstream Ghanaian journalists’ posts on X, placing their practices within the

larger discussions of hybridity, power, and journalistic authority.

2.2. Communicative Functions of Journalists’ Activities on X

Extant research indicates that journalists’ use of X encompasses a range of inter-
connected communicative functions that extend far beyond mere news dissemi-
nation, ultimately reshaping journalistic routines, norms, and professional iden-
tities. A fundamental role of this engagement is news sourcing and monitoring;
journalists utilise X to track developing events, access statements from influential
figures, and identify emerging issues in real time (Gehrke & Benetti, 2020). Bruns
(2018) conceptualises this practice as part of journalists’ ongoing monitoring of
events, where X serves as a live news radar that enhances traditional newsgather-
ing methods. However, this function also introduces increased risks of misinfor-
mation and pack journalism, necessitating careful verification and editorial judg-
ment. A closely related function is content curation and story promotion. Jour-
nalists actively select, contextualise, and amplify news items through retweets,
links, and commentary, thus guiding audience attention and reinforcing their
agenda-setting power within networked publics (Barnard, 2016; Bruns, 2018).
This curatorial role positions journalists as influential intermediaries who filter
information flows while adapting to platform-driven logics of visibility and im-
mediacy. Consequently, X becomes a pivotal space for promoting journalistic out-
put and maintaining the relevance of news organisations in competitive media
landscapes (Bruns, 2018).

Moreover, X enhances audience engagement and interaction, allowing journal-
ists to solicit feedback, respond to users, and gauge public reactions through likes,
comments, and replies (Bentivegna & Marchetti, 2018). While such engagement
signals a commitment to openness and responsiveness, research indicates that it
often coexists with enduring gatekeeping practices. This dynamic reflects a form
of hybrid normalisation, where traditional professional norms are adapted rather
than entirely abandoned (Bentivegna & Marchetti, 2018). Another communica-
tive function of journalists’ activities on X is establishing and sustaining connec-
tions with sources and professional networks. Journalists utilise the platform to

maintain relationships with political figures, experts, and colleagues, thereby re-
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inforcing their integration within elite information networks (Barnard, 2016; Bruns,
2018). These interactions play a significant role in the circulation and legitimisa-
tion of information while also influencing the parameters of journalistic author-
ity.

Further studies have also emphasised that personal and professional branding
are key aspects of journalists’ use of X. Journalists strategically combine profes-
sional content with personal expression to cultivate authenticity, credibility, and
uniqueness, aligning with social media principles that reward visibility and indi-
vidual voice (Bruns, 2018; Hedman, 2020). These branding practices contribute
to a hybrid journalistic identity where personal identity, professional standards,
and platform characteristics intersect (Barnard, 2016).

The literature indicates that the communicative functions of journalists on X,
such as monitoring developments, sourcing information, curating and promoting
content, engaging audiences, connecting with sources, and branding, are intri-
cately connected. These functions demonstrate how X reconfigures, rather than
replaces, traditional journalistic roles within a hybrid media system shaped by

platform power and participatory communication.

3. Theoretical Framework

Agenda setting theory

The foundational premise of Agenda-Setting Theory, first articulated by Max-
well McCombs and Donald Shaw in 1972, posits that while the media may not
dictate what people think, it significantly influences what issues they consider im-
portant (McCombs & Shaw, 1972). This theory highlights the media’s powerful
role in shaping public discourse by strategically emphasising certain topics, issues,
and individuals over others through its coverage (Schmierbach et al., 2022). The
process of salience transfer from the media agenda to the public agenda marks a
pivotal shift in understanding the relationship between media and audiences, chal-
lenging views of limited media effects (Buturoiu et al., 2023). Subsequent research
expanded this framework to introduce a “second level” of agenda-setting, suggest-
ing that media not only influence audiences on what to think about but also shape
how they perceive those issues by spotlighting specific attributes (Groshek &
Groshek, 2013). This evolution encompasses a nuanced understanding of issue sa-
lience, which indicates that the prominence and frequency of issues in media con-
tent signal their importance to audiences (McCombs, 2005). By constructing the
public agenda in this manner, the media directs attention toward certain social,
political, or economic matters while relegating others to the background (Dearing
& Rogers, 1996). The rise of social media platforms, particularly X (formerly Twit-
ter), has further transformed the landscape of public discourse, prompting a reeval-
uation of established communication theories such as agenda-setting (Gilardi et
al., 2021). Within this context, mainstream journalists who can be viewed as rep-
resentatives of traditional media play a crucial role. Affiliated with established me-

dia organisations, these journalists select, frame, and disseminate news content,
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thereby shaping the media agenda (Shoemaker & Reese, 2014). Their professional
activities on platforms like X extend the agenda-setting function of their respec-
tive media organisations into digital spaces. By posting about a range of topics,
including politics, economic developments, sports, and entertainment, journalists
effectively reproduce and circulate the priorities of mainstream media within the
social media environment. In this capacity, their posts act as extensions of insti-
tutional news agendas, making Agenda-Setting Theory an appropriate framework
for analysing how the issues they highlight contribute to shaping public attention
in the digital public sphere.

The Hybrid Media System

The contemporary media landscape is best understood not as a straightforward
transition from old to new media, but rather as a system characterised by hybrid-
ity. Chadwick (2013, 2017) conceptualises this environment as a hybrid media
system, where legacy media institutions, digital platforms, political actors, and cit-
izens engage within dynamic and interdependent information flows. Hybridity
encompasses not only technological convergence but also the coexistence and re-
combination of different media logics. Traditional journalistic norms such as gate-
keeping, verification, and agenda-setting continue to endure, yet they are increas-
ingly influenced by platform logics that emphasise speed, visibility, interactivity,
and algorithmic amplification.

A key feature of the hybrid media system is the transformation of the infor-
mation cycle. Instead of functioning through a linear, institutionally driven news
cycle, contemporary political communication unfolds through a recursive and
cross-platform circulation (Chadwick, 2013). News stories traverse various chan-
nels, moving between broadcast media, online news platforms, and social media
sites like X. In this milieu, they are amplified, reframed, and contested before re-
emerging in mainstream coverage. This iterative process results in what Chadwick
refers to as news-making assemblages, temporary coalitions of journalists, politi-
cal elites, citizens, and platforms that collaboratively shape public discourse.

In this framework, mainstream journalists maintain their institutional author-
ity while navigating a more collaborative communicative landscape. Molyneux &
McGregor (2022) contend that journalists are increasingly integrating tweets di-
rectly into news articles, recognising platform content as legitimate journalistic
material. This practice results in a partial transfer of authority to social media
platforms, while journalists reinforce their professional roles as curators and in-
terpreters of information. Similarly, Bruns (2018) emphasises the participatory na-
ture of digital environments, where “prosumers” processes blur the lines between
content creators and audiences. However, this trend does not indicate a decline in
professional journalism. Instead, highlights a process of hybrid normalisation in
which journalists adapt the features of digital platforms to fit their established
professional routines (Bentivegna & Marchetti, 2018).

The hybrid media system framework, originally developed through analyses of

Western democracies, offers valuable insights that resonate strongly within Afri-
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can media landscapes. In Ghana, traditional media institutions such as radio, tel-
evision, and newspapers maintain significant influence, while digital platforms
have emerged as crucial venues for political communication and journalistic prac-
tices. Social media, particularly X, plays an integral role in news sourcing, story
promotion, and civic discourse (Adjin-Tettey & Etrue, 2025; Nti, 2015). The ex-
isting scholarship on the thematic priorities and communicative functions of
posts by Ghanaian journalists is insufficient. Therefore, there is a need to apply
the hybrid media system framework to investigate how professional journalists
navigate authority, identity, and engagement within a media landscape character-

ised by the coexistence and interaction of legacy and digital logics.

4. Materials and Methods

The qualitative content analysis design was employed to explore the activities of
mainstream journalists on X. This platform was selected because of its pivotal po-
sition in contemporary journalism, its real-time information flow, and its capacity
to establish agendas, increase exposure, and captivate audiences (Hamad et al.,
2016). This design approach aims to provide insights into the social environment
of these journalists by examining their posts (texts) (Mayring, 2021). The wealth
of data in textual form necessitates a thorough analysis of both manifest and latent
meanings to effectively interpret the information (Treadwell & Davis, 2020). This
methodology facilitated the robust identification of patterns and themes within
the data. As a result, the issues highlighted in the X posts, along with the commu-
nicative functions these posts serve, were examined in this analysis. This qualita-
tive design aligns with the interpretive nature inherent in qualitative research (Cre-
swell & Creswell, 2022). Relying solely on qualitative content analysis in this study
is deliberate because it aligns with the objectives of this study, which seeks to ex-
amine the dominant themes in the X posts of the selected journalists as well as
examine the communicative functions of the posts (Bowen, 2009). This position
is in consonance with Creswell & Poth’s (2018) postulation that methodological
sufficiency, rather than multiplicity, should guide methodological decisions. This
method allowed for the systematic examination of naturally occurring data with-
out researcher-induced bias. In furtherance the use of posts from X is justified by
Witzenberger & Pfeffer (2024)’s assertion that journalists’ accounts on X have dis-
tinct characteristics, which, unlike anonymous or less credible sources, are teth-
ered to established media outlets and adhere to professional ethical standards,
thereby lending greater accountability and transparency to their online activities.

The study purposefully selected the X accounts of mainstream journalists who
actively maintain their accounts on the X platform. Mainstream journalists refer
to those working within established media organisations with significant audience
reach and influence within the Ghanaian media landscape. These journalists uti-
lise the platform for both professional and personal engagements. An examination
of their accounts reveals consistent posting activity throughout the study period.

The sample consists of four active journalists with verified accounts: @Serwaa_Ami-
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here, @Manasseh_Azure, @berlamundi, and @UmaruSanda. These journalists
were purposively selected to represent various genders, professional roles such as
news anchors, editors and reporters and media platforms, including broadcast
and digital journalism; as well as their high visibility and activity levels on X. These
make them suitable cases for examining mainstream journalistic practices in dig-
ital environments. Print Journalism reporters were not included because of their
inactivity on the X platform. While the sample size is relatively small, the selection
prioritises depth of analysis and the examination of influential actors whose ac-
tivities are indicative of broader professional practices (Creswell & Creswell, 2022).
Data were collected from the X handles of these selected professional journalists
over a period of four months, from May to August 2025. This timeframe was de-
termined based on considerations of data currency (Adjin-Tetteh & Etrue, 2025;
Appiah-Adjei et al., 2025). The timeframe was chosen to capture regular journal-
istic activities over a sustained period, rather than just specific events that led to
spikes in posting behaviour. The individual posts from the selected journalists
served as the unit of analysis. In total, 873 tweets were retrieved from their ac-
counts during the designated study period. Specifically, @Serwaa_Amihere con-
tributed 428 tweets, followed by @Manasseh_Azure with 217 tweets, @berlamundi
with 133 tweets, and @UmaruSanda with 95 tweets. Data were manually collected
from the publicly accessible X accounts of selected journalists. The dataset in-
cluded original tweets and retweets, while replies and deleted posts were excluded
to ensure analytical consistency. In instances where tweets were part of a thread,
each tweet was considered an individual unit of analysis (Hamad et al., 2016). The
retrieved posts encompassed all original tweets and retweets, which were essential
to the study as they examine the daily routines of journalists on social media. Ex-
cluding any activities from their accounts could have undermined the analysis and
interpretations. The data were analysed through thematic analysis. Thematic anal-
ysis was used as a method in qualitative content analysis to systematically identify
patterns and categories within the data (Braun & Clarke, 2006). Each selected post
was carefully reviewed and coded using a coding guide. The coding process incor-
porated both deductive and inductive methods. Initial categories were informed
by existing literature on journalistic activities on social media, but were consid-
ered as analytical sensitising concepts rather than fixed themes. This approach
facilitated the emergence of context-specific practices during the analysis. The
coding scheme was meticulously refined throughout the analytical process, facili-
tated by continuous comparison across the dataset. The coding procedure com-
prised three distinct stages: open coding, which focused on identifying initial con-
cepts and recurring patterns; axial coding, which involved the categorisation of
related codes into more comprehensive themes; and selective coding, which fur-
ther refined and consolidated the predominant themes and communicative func-
tions (Erlingsson & Brysiewicz, 2017). This iterative refinement of the coding scheme
ensured a robust and nuanced understanding of the data through ongoing com-

parative analyses. The study employed two main coding dimensions: issue cate-
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gories and communicative functions. The issue categories were developed to cap-
ture the main topics that journalists focused on in their posts. Political issues in-
cluded content related to governance, elections, political actors, and public ad-
ministration, while economic issues covered financial matters, business activities,
and economic policies such as inflation and fuel prices. Social issues were treated
as a broad category that captures matters affecting everyday life and public wel-
fare. Within this category, education, health, and legal issues were examined more
closely as subcategories to provide deeper insight into these important areas. Per-
sonal posts referred to content where journalists shared aspects of their private
lives or personal experiences. Sports and entertainment were combined into one
category because they often overlap in media content, covering areas such as sport-
ing events, arts, culture, and celebrities. In the same way, agriculture and energy
were grouped together to capture issues related to farming, food production, power
supply, and fuel. Religion covered posts that focused on faith, religious events, or
expressions of belief. The communicative functions focused on what each post
was doing. Some posts were mainly for sharing information, providing straight-
forward news or updates. Others were designed to engage audiences, for example
by asking questions or inviting responses. Personal posts reflected the journalist’s
personal views or interpretations of issues. Promotional posts were used to draw
attention to programmes, articles, or other media content. Personal branding
posts helped journalists build their professional identity or visibility. Some posts
were used for sourcing, where journalists sought information, clarification, or
leads from the public. Finally, monitoring posts were those that provided real-
time updates, especially during ongoing events.

The researcher paid close attention to the dominant issues or themes present in
each post, as well as the communicative functions of these posts. Furthermore,
reflective memo writing was utilised throughout the analysis to document analyt-
ical decisions and emerging interpretations (Mortelmans, 2024; Richards, 2020).
These memos also functioned as a reflective instrument to improve analytical
transparency and maintain consistency during the coding process. Regarding eth-
ical considerations, the publicly available nature of the data negated the need for
the researcher to obtain consent from account owners before conducting the anal-
ysis. Throughout the research process, ethical considerations were of paramount
concern. The focus remained on adhering to professional standards and method-
ologies rather than scrutinizing personal characteristics, despite utilizing public
accounts of verified journalists. Sensitive or potentially harmful information was
intentionally avoided, and interpretations were framed in a way that aimed to
minimize reputational damage. Every phase of data collection and analysis was
guided by an ethical framework, acknowledging the limitations of complete anon-
ymisation in the context of public accounts (Kozinets & Gretzel, 2023). Further-
more, the selected journalists on the platform X were directly contacted by the
author to inform them of the use of their posts in this study, reflecting a commit-

ment to transparency and ethical engagement.
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5. Findings and Discussion

Table 1. Total number of X posts within the period of study by the selected journalists.

Month  Total posts N (%) @Manass(e:;)_Azure N @UmaruSanda N (%) @Serwaa(_;:)m ihere N @berlamundi N (%)
May 294 (33.7%) 106 (12.2%) 26 (3.0%) 119 (13.6%) 43 (4.9%)
June 184 (21.2%) 66 (7.6%) 23 (2.6%) 76 (8.7%) 19 (2.2%)

July 203 (23.3%) 25 (2.9%) 15 (1.7%) 129 (14.8%) 34 (3.9%)

August 190 (21.8%) 20 (2.3%) 29 (3.3%) 104 (11.9%) 37 (4.2%)
Total 873 (100%) 217 (24.9) 95 (10.9%) 428 (49%) 133 (15.2%)

(Source: the author).

Frequency of posts by the selected journalists on X

The first objective sought to examine the dominant issues found in the posts of
the selected mainstream journalists. However, to provide a better appreciation of
the activities of these mainstream journalists on X, the study sought to provide an
overview of the frequency of tweets within the period of study. The table above
establishes that the selected mainstream journalists posted 873 tweets within the
four months period selected for this study. Out of this, @Serwaa_Amihere con-
tributed 428 (49 percent), followed by @Manasseh_Azure with 217 (24.9%), @ber-
lamundi with 133 (15.2%) and @UmaruSanda with 95 (10.9%) tweets. In terms of
the monthly distribution of posts, the table shows that the selected journalists
posted more tweets in the month of May 294 (33.7 percent). The month of July
had 203 (23.3%) tweets, followed by August with 190 (21.8%) and June with 184
(21.2%) (Table 1).

5.1. Dominant Issues in the Posts of Selected Mainstream
Journalists on X

Table 2. Dominant issues found in the posts of the selected mainstream journalists on X.

@Manasseh_Azure @UmaruSanda @Serwaa_Amihere @berlamundin

Dominant Issues n (%) n (%) n (%) %) Total n (%)
Politics 40 (4.6) 38 (4.3) 126 (14.4) 19 (2.2) 223 (25.5)
Religion 5(0.6) 3(0.4) 2(02) 2(0.2) 12 (1.4)

Economy 35 (4.0) 0 (0.0) 37 (4.2) 12 (1.4) 84 (9.6)
Social 86 (10) 32 (3.6) 98 (10.6) 32 (3.6) 247 (28)
Personal 36 (4.1) 20 (2.3) 90 (10.3) 68 (7.8) 214 (24.5)
Sports and Entertainment 15 (1.7) 3(0.3) 51 (3.8) 0 (0.0) 69 (7.9)
Agriculture and Energy 0(0.0) 0(0.0) 24 (2.7) 0 (0.0) 24 (3)
Total 217 95 428 133 873 (100)

(Source: the author).

The study established that the dominant themes in the X posts of the selected

DOI: 10.4236/jss.2026.144028 527 Open Journal of Social Sciences


https://doi.org/10.4236/jss.2026.144028

R. Sackey

journalists were social issues, personal issues, political issues, economic issues,
sports and entertainment, with agriculture and energy and religion as minor is-
sues. Table 2 is a frequency distribution table of the dominant issues that emerged
from the content of posts from the selected journalists.

Social issues

B.You by Berla Mundi

The engagement held with the Parliamentary
Select Committee on Health was very fruitful
and has paved a way for an amicable resolution
with our employer .

We will not rest on our oars until our agreement
is fully implemented.

Figure 1. Screenshots of social posts from selected journalists on X (1).
Serwaa Amihere,... @ - 15 Jul 25 (J
Agradaa denied bail...

#GHONeNews #EIBNetwork
HGHONeTV #NewsAlert

Agradaa denied bail, court
orders Registrar to produce
records of proceedings
within 14 days.

ocvoas
& starrfm.comgh m‘g%enetv

E8 ooy wrg) D Bive SHITEE i 20dd I RO W EiBE

Qo5 ©vin4 Q2K lia3sk [ ]

Figure 2. Screenshots of social posts from selected journalists on X (2).

From Table 2, the most dominant theme in the posts of the selected mainstream
journalists was social issues, which constituted 28% (247) of the total posts (873).
Out of this, @Serwaa_Amihere contributed the highest 10.6% (98), closely fol-
lowed by @Manasseh_Azure 10% (86), with @berlamundi and @UmaruSanda
having 3.6% (32) and 3.6% (31) respectively. The theme of social issues captured
journalists’ posts that focused on societal challenges affecting the welfare of citi-

zens and access to public services. The key indicators that gave birth to this theme
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were education, health and legal or justice-related posts. From the data, posts re-
lated to health were particularly prominent and often centred on developments
within the healthcare and public health concerns. For instance, several pots re-
ported on the government’s resolution of strike action by nurses, updates on pay-
ment of nursing trainee allowances, and discussions about the increasing rates of
sexually transmitted disease (STDS). Such pots typically provided updates on pol-
icy decisions, labour disputes within the health sector and emerging public health
challenges, thereby drawing attention to issues that have direct implications for
healthcare delivery and wellbeing of citizens. Posts addressing education high-
lighted developments affecting the educational sector including matters relating
to student welfare and institutional policies. Although fewer in number compared
to health related posts, these posts nonetheless reflected journalists’ interest in is-
sues affecting educational institutions and stakeholders within the sector. The le-
gal and justice-related issues also featured prominently in the analysed posts.
These posts often focused on law enforcement activities, court proceedings and
issues relating to accountability and the rule of law. For example, some posts re-
ported on the prosecution of a pastor for defrauding by false pretense, while others
provided updates from the Office of the Special Prosecutor (OSP) on individuals
who had been convicted in corruption-related cases. In addition, journalists
shared posts about the arrest of public figures and ongoing legal proceedings in-
volving then Chief Justice Gertrude Tokoonoo, highlighting the public signifi-
cance of these cases. Figures 1-4 are examples of such posts on X.

Manasseh Azure A... @Manasseh A... - Aug 14,2025 (J -«
Dear Greater Accra Regional Minister and the Minister for
Roads,

Whenever it rains, the Achimota-Ofankor road gets flooded,
regardless of the amount of rain.

As is the case in many parts of the capital city, the drains are
clogged, so the water has to find its way on the
Show more

Figure 3. Screenshots of social posts from selected journalists on X (3).

The distribution of the findings highlights individual journalistic tendencies to-
ward specific thematic engagement on X, suggesting that although social issues
coverage is notable, certain journalists disproportionately drive this discourse.

This finding is in consonance with existing arguments in literature which indicate
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that X has become an integral part of journalistic routines, enabling rapid dissem-
ination of news and the amplification of public interest social issues (Laor, 2022;
Heravi & Harrower, 2016; Molyneux & McGregor, 2022). Consistent with McCombs
& Shaw’s (1972) agenda-setting theory, the prominence of social issues in the X
posts of the selected journalists demonstrates how they highlight certain topics,
shaping public attention and influencing discourse. The health and justice-related
posts illustrate the platform’s role in foregrounding issues with direct societal im-

pact. This reinforces journalists’ agenda-setting power in digital spaces.

.‘-’-hg Cowboy Journalist @UmaruSanda - Jul 7, 2025 (oo
= This is worth emulating by all successful members of any
community.

The Zongo Borgas of Ashaiman, though they live abroad, have
started this beautiful project.

Let's all support them and also do same in our communities

youtube.com

How Ashaiman Zongo "Borgers" are
building a 4-storey Medical Center...

| filed this report from Ashaiman, where a...

Figure 4. Screenshots of social posts from selected journalists on X (4).

Political issues

The second dominant issue that emerged from the data is political issues, ac-
counting for 223 (25.5%) of all posts. Out of this, @Serwaa_Amihere contributed
126 (14.4%), followed by @Manasseh_Azure 40 (4.6%), @UmaruSanda 38 (4.3%)
and @berlamundi 19 (2.2%). From the dataset, journalists were using their X ac-
count to post election results and activities of the president. In one post by
@Serwaa_Amihere, she posted that the NDC parliamentary candidate Ewurabena
Aubynn has won the parliamentary elections at Ablekuma North Constituency
with 34,090 vote. These are seen in Figures 5-8 below.

B.You by Berla Mundi
NDC’s Ewurabena Aubynn has been declared
MP-ele a Nor 0

ABLEKUMA NORTH

PARLAMENTARY ELECTION RERUN

Figure 5. Screenshots of political posts from selected journalists on X (1).
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0 Serwaa Amihere... @ - 07 Aug 25 (J

President Mahama speaks...

#GHOnNneNews #EIBNetwork
#GHONeTV #NewsAlert

‘ e

NEWS ALERT

To the family of the
deceased, your loss is
our loss.

= Pres. John Dramani Mahama

Figure 6. Screenshots of political posts from selected journalists on X (2).

* Manasseh Azure Aw... @Manasseh A... - Jul 24,2025 (4 <=

Yesterday, | had the honour of meeting the President of the
Republic, H.E. John Dramani Mahama, at the Jubilee House.
We discussed governance and accountability, and he
encouraged me to keep up with my accountability journalism,
a joh he described as very difficult.

Figure 7. Screenshots of political posts from selected journalists on X (3).

...‘:,.g Cowboy Journalist @UmaruSanda - Jun 24, 2025 (A oo
As the NPP looks for a Flagbearer, many notable names have
started throwing support behind their favourite aspirants.

Tonight on #FaceToFace, I'll engage one of Akufo-Addo's
Ministers who supports Kennedy Agyapong and ask him why
he got #Kennected

Figure 8. Screenshots of political posts from selected journalists on X (4).

The prevalence of political content in the X posts of the selected journalists
echo’s Laor’s (2022) findings, indicating that journalists continue to play a pivotal
role in shaping political discourse on X, often engaging with elite sources rather
than fostering broad-based citizen participation. Within the Ghanaian context,
characterised by highly polarised and media-centric political communication, the
focus of journalists on political issues further solidifies their position as essential
intermediaries between political power and the public. This observation aligns
with Agyei’s (2019) assertion that X exerts a significant influence on news agendas
and intermedia agenda-setting in Ghana. This aligns with the existing argument
that positions political journalism as a key area in the agenda setting function of
journalists. Thus, X has become a central platform for political communication,
where journalists and citizens interact in real time, often bypassing traditional

newsroom gatekeeping processes (Chadwick, 2017).
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Personal issues

The third theme that emerged as a dominant issue in the posts of the selected
journalists was personal content. This constituted 214 (24.5%) of the total posts,
with @Serwaa_Amihere contributing 90 (10.3%), followed by @berlamundi 68
(7.8%), @Manasseh_Azure 36 (4.1%), and @UmaruSanda 20 (2.3%). These posts
were distinct from those focused on direct news dissemination, sourcing, or insti-
tutional promotion. For example, on July 18th, @Serwaa_Amihere shared a photo
of herself in a new dress. Likewise, on July 8th, @berlamundi posted an image
accompanied by the caption “a letter to my innocent self.” Additionally, these
journalists also provided updates to their followers about activities outside of
work, including guest speaking invitations, travel experiences, and other engage-
ments such as the movies they are watching. Figures 9-12 below show examples

of personal posts from the mainstream journalists.

6 Serwaa Amihere,... @ - 18Jul 25 (I

Figure 9. Screenshots of personal posts from selected journalists on X (1).

Serwaa Amihere,... @ - 12 Jul 25 (J
o Honoured to have been part of an event

to share my knowledge and experience

on what to do Beyond The Job Hunt, at

the University of Ghana yesterday with a

few of my friends.

Thanks to Evander Akrasi (UG SRC
Presidential Hopeful).

Figure 10. Screenshots of personal posts from selected journalists on X (2).

This finding reflects the growing normalisation of personal disclosure and iden-
tity performance among journalists on social media platforms. Previous studies
have shown that journalists increasingly blend professional and personal content
on X as part of self-branding strategies that emphasise authenticity, relatability
and visibility (Molyneux et al., 2017; Hedman, 2020). From the data journalist
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posts reflected their emotions, personal identities and experiences. This pattern
illustrates the hybridization of journalistic identity, where professional norms in-
tersect with the dynamics of social media that prioritize personalization and au-
dience engagement (Bentivegna & Marchetti, 2018). In alignment with Barnard’s
(2016) concept of a hybrid journalistic habitus, the personal posts of Ghanaian
journalists indicate a departure from strict professional detachment towards a
more individualised and performative approach to their journalistic presence on
X.

Cowboy Journalist @Uma... - 01Jun (J
% Richmond is a PhD holder in Washington DC.
When he heard | was coming to town, he
came to wait for me at the bus terminal.
This stranger welcomed me and wheeled my

bag into the city to begin Part 2 in the series
of raw love Ghanaians showed me in the US

ﬂ YouTube

—

Figure 11. Screenshots of personal posts from selected journalists on X (3).

Manasseh Azure Awuni @ (7 e
@Manasseh_Azure
On Saturday, | met some of my followers in person for the
first time. It was a great moment of learning and networking

at the Manasseh & Friends Writing Clinic. And brutal between
the other guy and me.

Figure 12. Screenshots of personal posts from selected journalists on X (4).

Economic issues

The fourth dominant theme that emerged from the data was economic. This
issue accounted for 84 (9.6%) of the total posts 873. Out of this, @Serwaa_Amihere
posts constituted 37 (4.2%), @Manasseh_Azure contributed 35 (4%) and @ber-
lamundi contributed 12 (1.4%). Posts that revolved around issues such as financial
developments, fiscal policies, and indicators of economic performance, with im-
plications for citizens’ livelihoods and the management of the global and national
economy. Posts under this issue typically focus on developments that affect the
cost of living, government revenue generation and the country’s participation in
global markets. Several posts centred on currency dynamics, particularly discus-
sions of exchange rates and the value of the US dollar against other currencies.
Such pots highlighted the fluctuation in the national currency and the potential
implications for trade, inflation and purchasing power. Other posts focused on
government fiscal measures, including the introduction of new levies on fuel.
Some of the posts also provided an update on the reduction in the transport fares,
reflecting how economic policies and fuel price adjustments directly affect every-

day mobility and the cost of living of citizens. Additionally, other posts high-
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lighted gold export earnings, underscoring the role of the extractive sector in na-
tional revenue generation and economic growth. Figures 13-16 illustrate how
these mainstream journalists contribute to the discourses on economic develop-

ment on X.

Ghana’s gold export earnings
hit $5.2 billion in the first four
months of 2025, 76.4% higher
than gold export earnings
over the same period last year

@ DAILY EXCHANGE RATES @ DAILY EXCHANGE RATES

THURSDAY, 29™ MAY, 2025 FRIDAY, 30™MAY, 2025

usD BUYING SELLING BUYING SELLING
Us DOLLAR €102749 €10.2851 €10.2949 €10.3052

g BUYING SELLING g BUYING SELLING
POUND STERLING €13.8289 ¢13.8438 POUND STERUING €13.8826 €13.8975

BUYING SELLING BUYING SELLING
€11.5956 €11.6061 €11.6975 €11.7081

Figure 14. Screenshots of economic posts from selected journalists on X (2).

Serwaa Amihere... @ - 21 May 25 (7
GPRTU & GRTCC Have Slashed
Transport Fares by 15% Effective
Saturday, May 24, 2025,

Figure 15. Screenshots of economic posts from selected journalists on X (3).

Manasseh Azure Aw... @Manasseh Az... - Jul 3,2025 (4 =
@ Mahama’s Economy Judged in Bolga Market

On Monday, | went to the Bolga Market. While | waited for

some food items | had ordered from a nearby shop to arrive,
the owner of the retail shop | was buying from and the man |
had gone shopping with struck up a conversation about the

Figure 16. Screenshots of economic posts from selected journalists on X (4).

The theme of economy in the posts of the selected journalists, although mar-

ginal as compared to other issues reflect the agenda setting role of journalism,
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which suggests that the media shape public attention by prioritising certain issues.
Thus, by posting about the economy on X, journalists direct public attention to
matters affecting economic governance and citizens’ financial well-being. This
aligns with findings from existing studies showing that X has become integrated into
journalistic routines as a platform for disseminating news and shaping public dis-
course regarding economic issues (Laor, 2022; Heravi & Harrower, 2016; Molyneux
& McGregor, 2022).

Sports and Entertainment

Sports and entertainment have emerged as significant topics in the posts of the
selected journalists on X. This theme contributed 69 (7.9%) to the total posts.
From this, @Serwaa_Amihere had 51 (5.9%), @Manasseh_Azure had 15 (1.7%)
and @UmaruSanda had 3 (0.3%). These posts highlight updates and commentary
on major sporting events as well as developments in the creative and cultural in-
dustries. Examples of content in this category include the achievements of Al
Nassr footballer Cristiano Ronaldo, updates on Ghana’s female national team, the
Black Queens, and announcements related to Ghana’s entertainment sector. For
instance, a post by @Manasseh_Azure noted the announcement of a stage play by
renowned Ghanaian actor Adjetey Anang, while another post reported on the
passing of celebrated highlife musician Daddy Lumba. Examples of these posts are

seen in Figures 17-20.

e EITEED
P

B ORL el T O7 803 TOBD

Figure 17. Screenshots of economic posts from selected journalists on X (5).

These posts demonstrate how X has become a vital platform for Ghanaian jour-

nalists to keep their followers informed about entertainment and sporting events
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that generate considerable public interest. The presence of sports and entertain-
ment-related issues in the posts of the selected journalists suggests that journalists
accord such issues some degree of prominence, as such news sometimes involves
prominent personalities of public interest. Thus, by publicising these issues, jour-
nalists contribute to making them more visible in the online sphere (McCombs &
Shaw, 1972). Such a pattern mirrors broader findings in the literature that social
media has been embedded in journalists’ routines as a platform for news dissem-
ination and public discourse (Sultan & Amir, 2025). It even extended to its use in
relaying news about public figures and cultural events, consistent with research
showing that posts on platforms such as Twitter increasingly function as substan-
tive informational content within journalistic discourse (D’Ignazi et al., 2025).
Collectively, these findings indicate that journalists’ posts about sports and enter-
tainment continue traditional agenda-setting practices in digital spaces, enabling
them to spotlight issues that engage audiences beyond purely political or govern-

ance-related news.

# Manasseh Azure A... @Manasseh_... - May 20,2025 (4 =
He has played for his national team in the eras of:

1. Pope John Paul I

2. Pope Benedict XVI

3. Pope Francis

4. Pope Leo XIV

Figure 18. Screenshots of economic posts from selected journalists on X (6).

Serwaa Amihere,... @ - 26 Jul 25 (I
| am heartbroken and sad because a
friend has passed. RIP to the legend
Daddy Lumba and until we meet again,
we will celebrate your time on earth.

.

Q301 M2k Q125K 4280k [ <

Figure 19. Screenshots of economic posts from selected journalists on X (7).
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Serwaa Amihere,... @ - 19 Jul 25 (I

o Congratulations to the Black Queens
@GhanaWNT for defeating Algeria 4-2
on penalties after 0-0 in Extra Time and
thus qualifying for the semifinals of the
Women AFCON

Make us proud Girls and go for Gold.
470 I S A A

=

u:o

#lotalEnerglesWAFCON2024

Q13 187 Q16K 1222k [ <}

Figure 20. Screenshots of economic posts from selected journalists on X (8).

Agriculture, Energy and Religion

In addition to the dominant issues such as social, personal, political, economic,
sports, and entertainment, other minor issues emerged from the data, including
religion, agriculture, and energy. These issues cumulatively accounted for 4.1% of
the total posts. Posts under these, although less frequent, provide insight into the
breadth of topics that journalists engage with. This reflects their efforts to address
diverse societal concerns, extending beyond the most newsworthy issues. Agricul-
ture-related posts primarily focused on government initiatives in the sector and
on issues affecting food production and citizens’ livelihoods. The energy-related
posts also focused on issues related to fuel and electricity provision. Religious
posts, by contrast, focused on religious events, announcements, or issues affecting
faith communities. This reflects the social and cultural significance of religion in
public life. Although these were minor issues identified in the data from the se-
lected journalists, it also demonstrates the ability of journalists in prioritising and
making issues visible. This reinforces the argument that journalists not only use
their social media platforms to report major issues but also maintain public engage-
ment with a broader range of societal topics (Laor, 2022; Molyneux & McGregor,
2022).

5.2. Communicative Functions Identified in the Posts of the
Selected Mainstream Journalists on X

Table 3 presents the findings for RQ2 of this study, which sought to identify the

communication function of posts by the selected mainstream journalists. The ta-
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ble shows that among the identified communicative functions, audience engage-
ment emerged as the most dominant, accounting for 254 (29.1%) of the total posts,
873. This was followed by promoting stories (200; 23%) and content curation (150;
17.2%) among the posts. Less frequent communicative functions included adver-
tising (80; 9.2%), connecting with sources (70; 8%), personal branding (61; 7%),
organisational promotion (44; 5%), and monitoring developments (14; 1.6%). The
data further reveal notable differences in the communicative functions of posts by
individual journalists. For instance, @Serwaa_Amihere, who had the highest
number of posts, dominated in communicative functions such as promoting sto-
ries (15%), advertisements (6.1%), and connecting with sources (5.7%). This sug-
gests a strong emphasis on content promotion, reflecting the promotional needs
of broadcast journalists and programme visibility. In contrast, @Manasseh_Azure
showed a relatively strong presence in audience engagement (10.2%) and content
curation (9.2%). @UmaruSanda, although contributing fewer posts, recorded rel-
atively higher levels in organisational promotion (2.7%) and personal branding
(2.3%). Meanwhile, @berlamundi demonstrated notable activity in audience en-
gagement (7.6 %) and promoting stories (4.1%). These findings suggest that jour-
nalists’ use of X extends beyond simple news dissemination to include interactive
communication, content promotion and professional identity construction. This
highlights the platform’s multifaceted role in contemporary journalistic practice.
The differences in posting patterns among the four journalists can be linked to
their professional roles, media affiliations, individual branding strategies, and
gender dynamics. Journalists in broadcast roles tend to share more promotional
and engagement-driven content, while those with investigative backgrounds focus
more on information dissemination and issue-based reporting. Gender also ap-
pears to shape communication styles, with the two female journalists incorporat-
ing more personal branding, advertisement and audience engagement, while the
two male journalists maintain a more issue-focused and formal tone. These pat-
terns highlight how journalistic practice on X is shaped by organisational contexts,
gender, and individual strategies within the Ghanaian media landscape.

Table 3. Communicative functions identified in the posts of the selected mainstream journalists on X.

Communicative @Manasseh_Azure @UmaruSandan  @Serwaa_Amiheren  @berlamundi  Totaln
Function n (%) (%) (%) n (%) (%)
Advertisement 11 (1.3) 4(0.5) 53 (6.1) 12 (1.4) 80 (9.2)
Personal branding 15 (1.7) 20 (2.3) 22 (2.5) 4 (0.5) 61 (7.0)
Audience engagement 89 (10.2) 6(0.7) 93 (10.7) 66 (7.6) 254 (29.1)
Promoting stories 10 (1.2) 17 (2.0) 137 (15.8) 36 (4.1) 200 (23.0)
Connecting with sources 4(0.5) 12 (1.4) 50 (5.7) 4(0.5) 70 (8.0)
Content curation 80 (9.2) 10 (1.1) 60 (6.9) 0 (0.0) 150 (17.2)
Monitoring development 3(0.3) 2(0.2) 9 (1.0) 0(0.0) 14 (1.6)
Organizationl promotion 5(0.6) 24 (2.7) 4(0.5) 11 (1.3) 44 (5.0)
Total 217 95 428 133 873 (100)
Source: (the author).
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Audience engagement

Audience engagement emerged as the most dominant communicative function,
accounting for 254 (29.1%) of the total posts. Out of this, @Serwaa_Amihere 93
(10.7) closely followed by @Manasseh_Azure 89 (10.2), @berlamundi 66 (7.6) and
@UmaruSanda with 6 (0.7%). The data show that journalists frequently interacted
with their followers through conversational posts and comments, reflecting the
platform’s interactive affordances. Also, from the dataset the selected journalists
engaged their followers by posing questions on their social media pages to elicit
responses. For example, on May 23, 2025, @berlamundi asked her followers what
the first thing they would buy would be if the exchange rate between the cedi and
the US dollar reached 1 to 1. This question generated numerous responses. On
July 26, @Manasseh_Azure prompted his followers to share their favorite Daddy
Lumba song following the announcement of the legendary musician’s passing.
This post garnered significant engagement from his followers. Examples of the

findings are seen in Figures 21-24 below.

B.You by Berla Mundi
What’s the first thing you are buying the
moment the dollar to cedi rate hits 1:1? 99

DAILY EXCHANGE RATES

FRIDAY, 23R° MAY, 2025

usb BUYING SELLING
US DOLLAR €11.6242 €11.6358

GBP BUYING SELLING
POUND STERLING ¢ 15.6090 ¢15.6257

BUYING SELLING
€13.1157 €13.1287

Figure 21. Screenshots of samples of audience engagement posts on X (1).

6 Serwaa Amihere,... @ - 22 Jul 25 (I

Figure 22. Screenshots of samples of audience engagement posts on X (2).

The findings above suggest that the journalists prioritise interactive communi-
caton on X, using the platform not only information sharing but also to actively

connect with and involve their audiences. This is in consonance with previous
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assertions that journalists cultivate relationships with audiences on social media
and solicit feedback in real time (Bentivegna & Marchetti, 2018). However, while
these interactions suggest greater openness and accessibility, they do not neces-
sarily erode traditional gatekeeping structures. Instead, journalists selectively en-
gage with audiences while retaining control over information flows. This interac-
tion, within the hybrid media system, represents a blending of professional and
participatory communication (Chadwick, 2017). Audiences can respond directly
to journalists, yet journalists still play a central role in shaping which conversa-
tions gain visibility. Additionally, audience engagement may strengthen the agenda-
setting process by fostering discussions around issues that journalists highlight
(McCombs & Shaw, 1972). Through this, journalists reinforce the salience of cer-

tain issues and sustain public attention on them.

% Cowboy Journalist @Um... - 05 Ma @
/") What if we amend the law to make the Chief

Justice position an elected one where you

vote for your CJ alongside President and MPs
like happens in some states in the US? That
way, no drama. Or?

Figure 23. Screenshots of samples of audience engagement posts on X (3).

Manasseh Azure Awuni
@Manasseh Azure
What is your best Daddy Lumba song?

3:51 PM - Jul 26, 2025 - 91.3K Views

Figure 24. Screenshots of samples of audience engagement posts on X (4).

Promoting stories

Story promotion accounted for 23% of total posts, making it the second most
prominent communicative function in the data. The dataset show that journalists
shared links to articles, programmes, or broadcasts on their X. Out of this,
@Serwaa_Amihere contributed 137 (15.8%), followed by @berlamundi 36 (4.1%),
@UmaruSanda 17 (2%) and @Manasseh_Azure 10 (1.2%). Figures 25-27, and 28
illustrate how the selected journalists utilised the X platform to promote specific
stories. For instance, on July 11, 2025, @berlamundi encouraged her followers to
follow a story about the ongoing election in Ablekuma North. This election was
intended to select a parliamentary candidate for the constituency after the Elec-
toral Commission of Ghana announced a rerun for 19 outstanding polling sta-
tions. Additionally, on June 22, 2025, @Manasseh_Azure shared a link to a story
about revelations from the Office of the Special Prosecutor regarding an ongoing
corruption investigation. He invited his followers to read the article published on

his website.
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B.You by Berla Mundi

Good morning. Are you watching? Ballot boxes
have already arrived!!! Voting to commence
shortly. Tune in

ABLEKUMA
NORTH

PARLIAMENTARY

Figure 25. Screenshots of samples of promotion of stories posts (1).

B.You by Berla Mundi

Just in: 6 foreign nationals arrested for illegal
gold trade, while 100s of gold bars and
thousands of US dollars have been unrercepted
by the National Security ....

LIVE |NATIONAUSECURITY.SECRETARIAT

CITIFM 97.3

Citi -

22L7 "We Want More" - Majority Whip
Dafeamekpor on NDC'’s Battle for Disputed
Seats

Majority Whip eam has
affirmed the NDC’s commitment to securing
additional parliamentary seats, including
disputed constituencies like Ablekuma
North. He assured that the party will

Figure 27. Screenshots of samples of promotion of stories posts (3).

The prominence of story promotion indicates that journalists in Ghana use X
strategically to amplify their work and drive audience attention to the media con-
tent. This finding affirms Bruns’s (2018) argument that social media function as
distribution channels that extend the reach of journalistic work beyond traditional
media outlets. Thus, through retweets, links, and commentary, journalists amplify
their own stories and those produced by their organisations. This practice demon-
strates how traditional news organisations continue to rely on digital platforms to
disseminate content and maintain relevance. X functions as an intermediary space

in which news is circulated, amplified, and discussed across networks (Chadwick,

DOI: 10.4236/jss.2026.144028

541 Open Journal of Social Sciences


https://doi.org/10.4236/jss.2026.144028

R. Sackey

2017). Story promotion plays a crucial role in highlighting the continuing im-
portance of agenda-setting theory. When journalists consistently cover specific
stories and topics, they direct the audience’s attention to particular issues (McCombs
& Shaw, 1972). This not only shapes what we see in the news but also influences

how we perceive what truly matters in our world today.

Manasseh Azure Awuni m Q
@Manasseh_Azure
Ransford Gyampo called and texted OSP during raid on SML
—OSP reveals

Read the full story here:
manassehazure.com/2025/06/ransfo... @

9:52 AM - Jun 22, 2025 - 20.4K Views

Figure 28. Screenshots of samples of promotion of stories posts (4).

Content curation

Content curation accounted for 150 (17.2%) of the analysed posts from the se-
lected journalists. Manasseh_Azure 80 (9.2%), @Serwaa_Amihere 60 (6.9%),
@UmaruSanda 10 (1.1%). Figure 29 and Figure 30 show that one of the selected
journalists, @Manasseh_Azure, retweeted posts from other accounts, urging his
followers to engage with or pay attention to various developments. On August 25,
2025, he retweeted a post from @JCObioma, encouraging people to access a par-
ticular magazine to read a published story. Additionally, on July 12, 2025, @Umaru-
Sanda shared a video and urged his followers to watch it and support the man
featured in the video.

Iy, Cowboy Journalist
@*’ Remember the Charcoal Seller's Daughter
from La that | helped gain scholarship to Soul
Clinic and GIS?

She's graduated from GIS now, but her future
is uncertain.

Please watch this and help or share with
anyone who can help her into the university

YouTube

®

Figure 29. Screenshots of samples of posts on content curation on X (1).
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11 Manasseh Azure Awuni reposted
E. Chigozie Obioma £ @JCObioma - Aug 25, 2025 (A -
Subscribe to the magazine snd read this incredible story!
African fiction is thrivining!

O Nelson @nelsoncj3 - Aug 25, 2025

I have a new short story out today @republicjournal

It’s my first in two years and was edited by the incredible
@JCObioma who called it “powerful and convincing”

Figure 30. Screenshots of samples of posts on content curation on X (2).

The findings reveal that Journalists often play a crucial role in sifting through
the overwhelming amount of information available on platforms like X. By re-
tweeting, sharing commentary, and linking to stories, they help steer audiences
toward specific narratives and discussions that matter. This approach resonates
with Bruns’ (2018) idea of journalists as curators of information in the increas-
ingly connected media landscape. Rather than merely creating original pieces
themselves, journalists are becoming adept at filtering and adding context to the
wealth of information that’s already available online. In today’s hybrid media en-
vironment, content curation is an essential tool for journalists as they navigate the
vast seas of digital content (Chadwick, 2017). In line with McCombs & Shaw (1972),
highlighting particular posts or pressing issues influences which news topics gain
visibility and traction. This practice highlights journalists as key players in shaping
public discourse. Even when they share content from other sources, their deci-
sions about what to amplify can significantly shape what captures the public’s at-
tention.

Advertisement

The theme of advertisement constituted 9.2% of the total posts by the selected
journalists. From the total posts, @Serwaa_Amihere 53 (6.1%), @berlamundi 12
(1.4%), @Manasseh_Azure 11 (1.3%) and @UmaruSanda 4 (0.5%). Figures 31-34
illustrate how the selected journalists used their accounts to perform this function.
For instance, @Serwaa_Amihere announced through a poster that she is now a
brand ambassador for a particular company. Similarly, @UmaruSanda directed
his followers to a fashion designer by indicating that the dress he was wearing in
the attached image was designed by that company. Additionally, @berlamundi
used her platform to endorse a mobile banking app from a specific bank, persuad-
ing her followers to utilize the bank’s services.

The data revealed that journalists occasionally utilise the X accounts to promote
commercial content or endorse products and services. While this function appears
less dominant than others, such as audience engagement or story promotion, its
presence reflects the increasing convergence among journalism, branding, and
digital economies. The increasing interplay between journalism and commercial
visibility on social media is evident in journalists’ current practices. As noted by
Hedman (2020), the lines between editorial content and promotional efforts have

become less defined. In what we call the Hybrid Media System, journalists are
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learning to adapt to the demands of various platforms that prioritise visibility,
influence, and personal connections (Chadwick, 2017). For instance, the findings
from this study illustrate that platforms such as X enable journalists to leverage
their credibility and networks to promote their work, reflecting a shift in which
traditional journalism intersects with entrepreneurial practices shaped by social
media dynamics. While advertising may not traditionally shape the news agenda
as we expect, it certainly reflects how journalists navigate a complex media land-
scape in which economic factors, platform visibility, and personal branding are
closely linked. This shift underscores a broader change in how journalism is prac-

tised in our digital age.

2 B.You by Berla Mundi
7 Accept payments in a quicker, secure way and
keep your business moving with Absa Mobi Tap

Simplify your
sales with Absa
Mobi Tap.

Accept debit or credit cards,
mobile wallets, and digital
payments in seconds.

Visit the nearest branch
to sign up today.

Your / \

absa.comgh g story (absa)

o L matters \_/

Figure 31. Screenshots of samples of advertisement posts on X (1).

#BrandAmbassador #SerwaaXDolait

Qar M157 Q13K li3s6K [ <8

Figure 32. Screenshots of samples of advertisement posts on X (2).
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le, Cowboy Journalist f
!‘, | was dressed by FUGGI Fashion and Fuggi

Brand for this year's Eid. For your Agbada and
other beautiful designs, contact them and
look elegant.

You can also visit the Showroom at
Adjiriganor and mention my name for
discount or call 0244799215.

Eid Mubarak Jam'ah A

Figure 33. Screenshots of samples of advertisement posts on X (3).

11 Manasseh Azure Awuni reposted
StarOil Ghana & @staroilghana - Jun 25, 2025 (o
#VIDEOSTORY | Reliving our unforgettable Father’s Day promo
with @Shecanic_gh!
From touching moments to action-packed scenes, here’s how
we celebrated the amazing dads who keep life running—both
on the road and beyond.

Thank you for being part of the experience.
Show more

Figure 34. Screenshots of samples of advertisement posts on X (4).

Connecting with sources

The analysed data revealed that 70 posts (8%), focused on how journalists con-
nect with various sources. The posts included @Manasseh_Azure with 4 posts
(0.5%), @UmaruSanda with 12 (1.4%), @Serwaa_Amihere with a substantial 50
(5.7%), and @berlamundi with 4 (0.5%). In Figures 35-38, it can be observed that
@berlamundi and @Manasseh_Azure tagged accounts such as @amu_furry,

@Wacare_K, @reakmadrid, @vinijr, and @afcbournemouth to draw their atten-
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tion to the content of their tweets.

B.You by Berla Mundi &
Aww | miss being on tv too. | hope to be back as

soon a ible & &

“® Eliora

Do you know | miss you on tv @berlamundi

Ly

Figure 35. Screenshots of samples of X posts on connecting with sources (1).

z  BYoubyBerla Mundi
V Yes we have.... You are doing a good job. Keep it

WYYy

@ The1957News
I hear you’ve been looking for me

Figure 36. Screenshots of samples of X posts on connecting with sources (2).

Manasseh Azure A... @Manasseh A... - Aug 22,2025 (4 -
Thank you, @Wacera_K, for reading and for your feedback. I'm
humbled that non-Ghanaians can relate with it.

0 Natasha Kimani @Wacera K - Aug 20, 2025

| often had to catch myself from projecting because this
book felt eerily familiar to me as a Kenyan.

Figure 37. Screenshots of samples of X posts on connecting with sources (3).

# Manasseh Azure A... @Manasseh A... - Aug 22,2025 (4
Kindly help me share this poem, which | wrote some time ago.
| want Antoine Selorm Semenyo (@semeny0924) of
@afcbournemouth, @vinijr of @realmadrid, and black
foothallers at the receiving end of racism to see it and inflict
more pain on their "victims,' the way Semenyo did last
Show more

Figure 38. Screenshots of samples of X posts on connecting with sources (4).

The data indicate that journalists tagged other prominent accounts in some of
their tweets and responded to tweets from various accounts. This showcased their
interactions with political figures, experts, and other key information providers
on social media platforms like X. This interaction underscores the important role
social media plays in helping journalists build professional networks and share
information. This aligns with findings from researchers such as Bruns (2018) and
Barnard (2016), who have highlighted that journalists increasingly use these plat-
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forms to foster relationships with their sources and monitor influential figures.
Often, these exchanges happen openly, allowing journalists to engage directly with
those who shape public discussions. In the context of the Hybrid Media System,
these connections illustrate that elite networks remain vital to the spread of infor-
mation (Chadwick, 2017). Although social media offers more opportunities for
public involvement, journalists often find themselves working within these estab-
lished power structures and expertise circles. From an agenda-setting angle, the
importance of these source connections reveals how journalists depend on elite
actors to shape their news agendas. The information these sources provide can
significantly impact which topics receive attention in news coverage.

Organisational promotion

Organisational promotion accounted for 44 (5%), with @Manasseh_Azure con-
tributing 5 (0.6%), @UmaruSanda 24 (2.7%), @Serwaa_Amihere 4 (0.5%), and
@berlamund 11 (1.3%). These posts featured journalists sharing the programmes,
initiatives, and activities from their respective media organisations. On Figures
39-42 @berlamundi, who works with TV3 Ghana, retweeted stories shared by the
organisation’s official X account. Additionally, @Manasseh_Azure, who operates
an online news portal at manassehazure.com, posted links to articles on the site to
drive traffic. Other individuals, such as @UmaruSanda and @Serwaa_Amihere,
who are affiliated with Channel One TV, Citi FM, and GHONE, respectively, have
been promoting programs that will air on their respective platforms. For example,
on August 26, 2025, @UmaruSanda shared a flyer for a show titled “Face to Face,”
which featured the Chairman of the ruling party, the National Democratic Con-

gress, as the guest.

#TV3GH

Ghana's public debtincreased by GHC42.7
billion in Q1 2025, bringing the total to
GHC769.4 billion. This report is based on the
Bank of Ghana's latest Economic and Financial

Ghana’s public debt hits
GHc769.4bn; GHc42.7bn rise
in Q12025.

Figure 39. Screenshots of samples of X posts on organisational promotion (1).
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6 Serwaa Amihere... @ - 27 Aug 25 (J

Tomorrow #GHToday

‘ D

GoB-179 MubiTV I

Qs 18 Q337 13k [ <L

Figure 40. Screenshots of samples of X posts on organisational promotion (2).

L‘;’ Cowboy Journalist
i® Tonighton

o

CHANNELCHE TV

ses

JOHNSON
ASIEDU NKETIA

TUESDAY
26TH AUGUST, 2025

loPM

PrE— GchanneiTVaNA

www.channol

UMARU SANDA
AMADU

Figure 41. Screenshots of samples of X posts on organisational promotion (3).

Manasseh Azure A... @Manasseh A... - May 13,2025 (7 -«
é To take part, find the details here and apply:

manassehazure.com/2025/@5/manass... @

MANASSEH & FRIENDS

Creative :
Writing Clinic”

Figure 42. Screenshots of samples of X posts on organisational promotion (4).
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This trend highlights that journalists continue to strongly identify with their
institutions, even as personal branding becomes more prevalent. While they cer-
tainly have individual voices, they also serve as representatives of their media or-
ganisations. By promoting their organisations’ content, they not only bolster the
credibility of these institutions but also enhance the visibility of their news outlets
in the ever-evolving digital landscape. In the contemporary media environment,
the relationship between individual journalists and traditional media institutions
is significant. Social media enables them to express their personal views while ful-
filling their roles as representatives of their organisations. From an agenda-setting
perspective, promoting organisational content helps maintain the salience of sto-
ries produced by mainstream media. By guiding audiences toward this institu-
tional content, journalists play a crucial role in preserving the influence of tradi-
tional media within the wider information ecosystem. The findings highlight that
journalists use X not only to find content but also to shape their professional iden-
tity and connect with their audience through conversations about important is-
sues (Lasorsa et al., 2012; Holton & Lewis, 2011; Molyneux et al., 2017). The fact
that prominent journalists often focus on social issues supports Laor’s (2022)
point that X can become an echo chamber for the elite, in which public discourse
is shaped by the topics these journalists choose to highlight. Overall, this study
shows that journalists’ activities on X play a significant role in agenda-setting,
drawing attention to critical societal matters, and showcasing the evolving land-
scape of their professional identities and digital interactions.

Personal Branding

Personal branding accounted for 61 (7%) of posts, underscoring the importance
of journalists’ identity formation in today’s digital landscape. @Manasseh_Azure
15 (1.7%), @UmaruSanda 20 (2.3%), @Serwaa_Amihere 22 (2.5%), @berlamundi
4 (0.5%). The data from Figures 43-46 show that the selected journalists brand
themselves by informing their followers about their expertise beyond their jour-
nalistic duties. For instance, @berlamundi posted a picture of herself on set, pre-
paring to start a show on TV3. @Manasseh_Azure shared details about a writing
clinic he and his colleagues organised in the northern region of Ghana. @Umaru-
Sanda informed his followers that, in addition to his role as a broadcast journalist,
he also moderates corporate events, encouraging those in need of such services to
contact him. His post included an image of him receiving an award from the
Ghana Armed Forces for excellence in moderation. Additionally, @Serwaa_Ami-
here reported that she was invited to serve as a guest speaker at an event organised
by the Students’ Representative Council of the University of Ghana.

The data revealed that journalists mix their professional insights with personal
touches to seem more genuine and relatable on social media. This trend suggests
that they are increasingly seen as individual media personalities rather than just
representatives of their organisations, as noted in previous research (Bruns, 2018;
Barnard, 2016; Hedman, 2020). In the context of the Hybrid Media System, per-

sonal branding reflects a shift toward a more personal form of journalistic author-
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ity. Social media platforms like X tend to reward those who bring their personality
to the forefront, making it easier for journalists to stand out and connect with
their audiences. As a result, their perceived credibility is closely tied to their per-
sonal identity and online presence. From an agenda-setting standpoint, personal
branding can also impact which issues gain visibility and credibility. When jour-
nalists establish strong personal brands, their posts can highlight specific topics
and capture audience interest more effectively. In this way, personal branding
plays a subtle yet significant role in shaping the agenda by amplifying journalists’

voices within connected online communities.

B.You by Berla Mundi
Good morning @

Figure 43. Screenshots of samples of X posts on personal branding (1).

Serwaa Amihere,... @ - 12 Jul 25 (J
0 Honoured to have been part of an event

to share my knowledge and experience

on what to do Beyond The Job Hunt, at

the University of Ghana yesterday with a

few of my friends.

Thanks to Evander Akrasi (UG SRC
Presidential Hopeful).

-

= i

Figure 44. Screenshots of samples of X posts on personal branding (2).
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i Cowboy Journalist ‘
!?’ I'm here to tell you that in addition to all  do, |

also MC/Moderate corporate events.
Based on this award by the Armed Forces for
"an excellent moderation" of the recent One

Ghana Movement 'Republic Day Lecture), |

don't disappoint. Call me.

Outfit: HUCHI (0546216196)

Figure 45. Screenshots of samples of X posts on personal branding (3).

Manasseh Azure Awuni m (& e
@Manasseh_Azure
On Saturday, | met some of my followers in person for the
first time. It was a great moment of learning and networking

at the Manasseh & Friends Writing Clinic. And brutal between
the other guy and me.

Thank you, @staroilghana and @MTNGhana , for making this
happen through your kind sponsorship.

Tamale is next, this Saturday.

= : =

= The Star Card is herel
Easlly track your fusl
expense In the comfon.

Figure 46. Screenshots of samples of X posts on personal branding (4).

Monitoring Developments

Monitoring developments on social media might represent just a small slice of
posts, only about 1.6%, but it plays a vital role in how journalists operate today.
@Manasseh_Azure 3 (0.3%), @UmaruSanda 2 (0.2%) and @Serwaa_Amihere
with 9 (1%). X enables reporters to track breaking news, gauge public reactions,
and pinpoint emerging issues as they unfold. The content of the sampled posts in
Figures 47-50 illustrate how these journalists monitor events, post updates, and
engage with issues on their platforms. For example, on June 3, 2025, @Umaru-
Sanda posted about the ongoing dispute between the Economic and Organised
Crime Office (EOCO) and the New Patriotic Party’s Ashanti Regional Chairman,
commonly known as Chairman Wontumi. His post aimed to contribute to ongo-
ing debates regarding the number of days Chairman Wontumi spent in EOCO
custody. Similarly, on August 1, 2025, @Manasseh_Azure posted updates on cor-

ruption-related issues being addressed by state agencies and prominent private
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organisations in Ghana. One of his posts highlighted a comment made during a
television program in which a member of parliament confessed to receiving

money from the owner of a private company under investigation.

Figure 47. Screenshots of samples of X posts on monitoring development (1).

& Manasseh Azure Aw... @Manasseh Az... - Aug1,2025 (7 -«

The Evatex contract is off. The equally shady SML downstream
contract must also be terminated. The Institute of Chartered
Accountants, Ghana, says the two companies have not been
licensed to carry out auditing and revenue assurance, an
offence punishable by a fine, prison

Show more
ghanaairports
Tel# 0302550612
Postal Address Fawf 0302760981
KA PMB 36 E-mail: info@gac com.gh
KIA ACCRA

GHANA website: www.gacl.com-gh
Digital Address: GL-125-6946
Our Rat: GACL/LSD/ELL/7/2: 26 July 2025

THE CHIEF EXECUTIVE OFFIGER
EVATEX LOGISTICS LIMITED.
TEMA

ATTN: MR. EVANS ADUSE|
Dear Sir,

Q NOTICE OF TERMINATION
RE: REVENUE ASSURANCE AUDIT AGREEMENT

Figure 48. Screenshots of samples of X posts on monitoring development (2).

# Manasseh Azure Aw... @Manasseh A... - May 5,2025 (7 -

The Member of Parliament for Gomoa Central, Kwame Asare
Obeng (A-Plus), has confessed on live TV to being paid "good
money" by the owner of Zoomlion Ghana Limited to stop
talking about the company's contracts. A-Plus, who recently
posted about Zoomlion on Facebook, said the owner

Show more

Figure 49. Screenshots of samples of X posts on monitoring development (3).
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B Cowboy Journalist @UmaruSanda - Jul 7, 2025 (4 oo
: This is worth emulating by all successful members of any
community.

The Zongo Borgas of Ashaiman, though they live abroad, have
started this beautiful project.

Let's all support them and also do same in our communities

youtube.com

How Ashaiman Zongo "Borgers" are

: building a 4-storey Medical Center...

§ | filed this report from Ashaiman, where a...

Figure 50. Screenshots of samples of X posts on monitoring development (4).

From the findings, these journalists monitor events and post updates, and start
engagement around these issues on their platforms. This idea ties back to Bruns
(2018) view of social media as a kind of “live news radar.” It provides journalists
with a powerful tool to stay on top of ongoing events and identify early signs of
potential news stories. Researchers emphasise that this approach enhances tradi-
tional newsgathering techniques. In our current Hybrid Media System, monitor-
ing is part of how digital platforms have reshaped the initial stages of news gath-
ering. Journalists have moved beyond relying solely on formal channels and tra-
ditional sources; they now monitor online conversations and posts by influential
figures. Although monitoring may not stand out as prominently in the data, it
plays a subtle yet significant role in shaping the news agenda. By identifying
emerging issues through their observations, journalists help determine which top-

ics eventually reach the forefront of the news cycle.

6. Conclusions, Limitations and Future Research

This study examined how mainstream journalists in Ghana engage on X, specifi-
cally focusing on the key issues in their posts and the communicative roles their
posts play. The findings revealed that journalists are using X for much more than
just sharing news; they are creating a dynamic communication space that blends
professional, institutional, and interactive practices. The findings suggest that
their posts mainly focus on political, economic, and socio-cultural topics, which
mirrors the traditional priorities of journalism and highlights how relevant Agenda-
Setting Theory still is in today’s digital landscape. Journalists significantly shape
the online public conversation by emphasising important issues such as social de-
velopments and politics. While X offers a platform for a variety of voices, journal-
ists are pivotal in guiding the digital news agenda. They take on multiple roles
such as engaging with their audience, promoting stories, curating content, and
building their personal brands. The importance of engagement and promotion
stands out, as it shows how social media can enhance journalistic workflows and
visibility. Through the lens of the Hybrid Media System, it becomes clear that

journalists are adapting traditional methods to the fast-paced world of social me-
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dia, balancing their role in agenda-setting with new functions.

However, there are some limitations to this study. The study only examined
posts from a specific group of mainstream journalists on X, which could affect
how widely the findings apply to the broader landscape of journalism. Journalists
from different backgrounds might leverage social media in different ways. Addi-
tionally, the analysis focused solely on publicly available posts, which do not reveal
the motivations or pressures that might shape how journalists behave online. The
research also looked exclusively at X, leaving out other significant platforms like
Facebook or Instagram, which could offer a more comprehensive picture of digital
journalism.

Future research could build on these insights by including a broader range of
journalists from diverse outlets and regions. Future studies could also employ
other qualitative methods, like interviews or surveys, to provide richer insights
into their motivations. Comparative studies across various platforms would also
be beneficial in understanding how different features influence journalistic com-
munications. Lastly, exploring how audiences respond to journalists’ posts could

clarify public engagement and its impact on the digital news agenda.
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