
Scientific Journal

Vol. 21, Spring 2024, No. 76

The
Constructing

Agency

Hassan Khodadi1 \ Jahan Rezghi Shirsavar2

1. Assistant Professor of Political Science, Department of Islamic Studies,
University of Mazandaran, Babolsar, Iran. (Corresponding Author). h.khodadi@umz.ac.ir
2. Master .

rezghi.mah@gmail.com

Abstract Info Abstract
Article Type:

Research Article

Received:
2023.09.11

Accepted:
2024.02.23

By reflecting on the statements of Ayatollah Alozma Khamenei for
several years, we can conclude that from his point of view, the
successful and complete implementation of the macropolicies of the
Islamic Revolution and, following it, the annual slogans can only be
realized by turning them into discourse. The problem of this research is
to extract and discover the elements of the operational model of
discourse-making for the yearly slogan of with the agency of the
national media. This research has been done by conducting exploratory
studies and using the qualitative method of thematic analysis and by
interviewing 21 experts in the field of media. The findings of the
research show a three-stage model that includes "discourse
processing", "discourse cultivation and dissemination" and "discourse
refinement" respectively, each of these three consists of components
that can be successfully used to change the yearly slogans to discourse
through the agency of the media. national is increasing in the country.
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Introduction
A review of Ayatollah Khamenei
the realization of annual slogans is only achievable by transforming them into a
discourse. Naturally, the successful implementation of these slogans entails certain
prerequisites. A superficial or rapid approach to discourse-building around policies may
generate negative public memory in the country, potentially limiting future strategic
initiatives. As one of the critical prerequisites and influential agents in discourse-building
around annual slogans, national media plays a prominent and unique role alongside other
executive stakeholders. Developing a structured model for discourse-building on the
year
realization and implementation of these policies.

Methodology
This study employs a qualitative research methodology, which requires a systematic
analysis of qualitative data. One simple yet commonly effective method for qualitative
analysis is thematic analysis. The researcher closely examines the data to identify
recurring themes, topics, ideas, and meaningful patterns. Theme recognition is crucial
essentially the core of thematic analysis. In general, a theme is a recurring and distinct
feature in the text. The next significant step involves constructing a network of themes.
This network serves as an organizing principle and method of representation, resembling
a web-like and hierarchical map, including the discovery of basic themes, organizing
themes, and, ultimately, overarching themes.

Discussion
After conducting documentary and library research and gaining an understanding of
social emotions, news, and other relevant thematic aspects, consulting experts in this field
becomes essential. Experts provide various statements regarding each of the research
axes and questions. The findings from interviews with specialists and experts are
systematically categorized through thematic analysis and three stages of coding (open,
axial, and selective). These findings are then grouped based on shared points across three
thematic levels (basic, organizing, and overarching). Using an inductive approach,
general categories are derived from the details of the interview texts, leading to practical
strategies for constructing discourse around the year -
building around annual slogans, through the agency of national media, follows a process-
oriented approach consisting of : (First stage)

Adhering to these stages can enhance the success of discourse-building around annual
slogans in the country.

Conclusion
The construction of annual slogan discourse within national media is conceptualized as a
process wherein the national media organization strategically aims to convey and achieve a
shared understanding of the slogan among audiences. This process is structured around a
three-stage model, which includes: Discourse Processing, Discourse Cultivation and
Dissemination, and Discourse Refinement. Through this model, national media endeavors
to fulfill its central and designated role in building discourse around annual slogans.
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The first stage, -
building and includes: 1) Discourse Literature Building (concept identification and
conceptualization), 2) Contextualization, 3) Programming, and 4) Needs Assessment.
These elements help prepare for the Discourse Cultivation and Dissemination stage.
Essentially, Discourse Processing is dedicated to planning the execution of discourse-
building activities.
In the second stage, we reach Discourse Cultivation and Dissemination through the
agency of national media, which consists of two parts: the essential prerequisites for
discourse-building around annual slogans and thecreation of content for discourse-
building programs. Finally, the third stage, termed
evaluating the impacts, outcomes, and consequences of discourse-building, which in
essence assesses national media
slogans.
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