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Introduction
Media is the main conduit of information churning news to the masses, and the language used in media is essential. As such, this paper seeks to unravel semantic challenges in mainstream and social media. Hence, the paper will unravel the changes that have taken place in language use and the dynamics in the current mainstream and social media. History of media, both mainstream and social media, is one key area that the paper will handle while also discussing the impacts of mainstream media in society as well as on social media. Before delving further into the murky sections of the paper, the paper will also discuss the role of language in mainstream and social media. 
One of the critical areas that the paper will also look at is the meanings and definitions of words semantics, mainstream, and social media. While understanding the meanings of key terms in the project proposal, this paper will also analyze sections of mainstream media like television, newspapers, as well as the new live-streaming and e-services in the mainstream media stations as well as blogging, Facebook, Instagram, Twitter, and other social platforms that churn information to the masses. The semantic approach in this proposal as regards media then means that analysis on how language is used in both mainstream and social media. Hence, admittedly, we are living in the Eurocentric era where the effects of imperialism will be felt even by the unborn. For instance, even when mainstream media contents like films are set in places that are non-English speaking, the language is purely English with explosions of local language either in greetings or in between sentences to assert/remind audiences of settings or for authenticity. Hence, a language in many aspects is used in media in several ways, and several ways bring about the challenges of passing information, or they serve as a way of profiling some sections. 
The paper will also focus on technology and the differences it has brought to the mainstream and social media. In the mainstream media, for instance, the paper will focus on newspapers in print and electronic/online platforms. In print media, for instance, newspapers are printed once per day, and there is no room for additions in the newspapers. Only letters to the editor are the sole way by which readers can contribute and respond to what they have read. In online newspapers, the content can be added while also the audience can comment on what they have read. 
The gist of concern in the paper is the challenges that occur linguistically in mainstream and social media. With social media, for instance, new words have been coined to come up with totally new words as well as the use of language has now been bent. The change in language use is due to increased global interactions, which have been necessitated by jumbling up world languages as well as the creation of new words form technology. This, therefore, has brought challenges in semantics, especially in mainstream media and social media. The paper, therefore, unravels the challenges and possible solutions to semantic challenges in mainstream media and social media. Some of the 
Definitions 
Semantics mean the linguistic and philosophical study of meaning in language, formal logic, and semiotics (Zhang et al., 2019). Accordingly, formal use of language in phrases, sentences, and even in sophisticated units like paragraphs or essays is part of semantics. Mainstream media refers to an unbiased source of news and updates on issues that touch on politics, social and economic information. Mainstream media uses newspapers and magazines, television as well as radio as their medium for relaying information. However, in the recent past, mainstream media uses electronic conduits to relay information. The world has also been awash with social media as one of the primary sources of information, which then has gone forward to influence opinion on social, political, and economic matters. However, in both mainstream media and social media, the structure is different as there are different ways in which language is used. There is a lot of informalities in language use in social media since most of the users are not professionals. The language and form of words used on social media usually is informal and doesn’t follow and form or structure or does it obey the grammar rules, and it is one that is open and uncontrolled as compared to the formal aspect of language.  
Role of Language in Mainstream and Social Media 
Mainstream media, as well as social media, cannot be effective without language. Since the media is used to inform people, the information that they deliver to people is relayed using the language that people can understand. For instance, virtually all media stations and media companies in America use English. People migrating to America are required to have Basic English knowledge so that it can be easy for them to not only be served by the government but also to get information from media giants like CNN (Mehmet & Clarke, 2016). Newspapers in America like The Times Newspaper are purely in English, and therefore accessing them in hard copies or online can only be to people with mastery of the English Language. People who do not understand a common language that that social media or mainstream media uses find it challenging to access information and, in many instances, are delineated in social setups whose mainstream media uses a particular language. From this analysis, it, therefore, means that for one to communicate effectively or understand the information relayed in the mainstream media, he/she is supposed to learn about the English language more than just the fundamental aspect of it, this is in the context of the United States of America. 
In this respect also, there is the issue of accents when non-native speakers are at the center of using language in mass reporting, especially, which then brings issues like stereotypes. Errors in language bring about disrespect to a community while trying to sell their contents as authentic samples of communication, entertainment, or media. Languages other than English in both mainstream and social media are used “flavor,” Mehmet and Clarke (2016) say that this is something that is supposed to show authenticity and poses as conscious to the current diversity thinking. The influence of accent cannot be underestimated; there have been cases where main media stations used language as a criterion during an interview in the recruitment of new journalists. They argue that an accent different from what they recommend; for instance, America will make it difficult for the listeners to understand or, worse, all opt for another station. If it is an American media house, one needs to have an American accent. However, scholars refute this line of perception since authenticity in content creation is in line with the words that are spoken but by those who speak the language. Thus, by sprinkling bits of language in content for effect proves that media is not interested in using language to tell a story or convey information but for convenience (Abel, Gao, Houben, & Tao, 2011, May). Therefore, the cringe-worthy and momentary use of language is just but comic relief and also a failed attempt to authenticate content. 
Mainstream Media and Semantic Challenges 
Mainstream media is a collective journalistic entity that provides news and information to a broad audience. It is sometimes known as the mass media, and its opposite is alternative media. Mainstream Media has been there for a long time, but it came more into action when more communication options opened up. In this digital age, the transmission of information and news and information is in diverse channels, but mainstream media has Televisions, radios, and newspapers as well as online platforms. Since mainstream media’s information and news are of common interest, the media’s choice of language is mostly that which is familiar to many people and whose understanding is of numerous people. However, some mainstream media have adopted programs of two or at most three languages as a way of accommodating even those who don’t understand the primary language used by the same media house. These are just some of the changes the media houses are implementing so that they can reach a diverse population. The controversy is what most mainstream media avoids since it recognizes that its standing is swayed by the influence of governments and politics (Kang et al., 2017). 
Hence, the language choice in mainstream media is always of interest to many people. The reason as to why content created and churned by mainstream media to adhere to strict language rules is because it is generated not for personal use but the masses. Thus, this poses a lot of challenges semantically, which then requires that consciousness in language use, which should not evoke emotion and anger people should be used (Saridou et al., 2018). Unlike social media, which is unstructured and unprofessional in many times, mainstream media requires semantic web technologies that could not be within reach of many people. Accordingly, the analysis of semantic challenges in mainstream media as constituted now cannot be done without an in-depth understanding of web ontologies and digital content. With the increment in web data, there is a need for development and tools for searching and developing and/or modifying semantic mainstream data. However, the language used by social media users cannot be restricted because that is beyond the mainstream media, and being a social place, people are allowed to engage the way they want. 
It is admissible that mainstream media dictates what the masses consume in terms of information and news. Sadly, at times the media is cumbered with politics and its greed to make profits. As such, Zhang et al. (2019) say companies like Warner Time and Telecom dictate what consumers get, much of which is influenced by cartel politicians and influential business people and the top class in the society. The mainstream media policy is to reach a large number of people as possible, and therefore news and information that excite people are churned out. There are reasons to worry about in situations where individuals such as politicians and prominent business people influence the content being channeled out to the masses. The above is a culture that is slowly taking over is terrible because, in essence, what we are being fed is wrong content full of fake news to advance the objective of specific individuals at the expense of factual and quality information. As such, there are several semantic challenges other than the dictation from the politicians. Hence, cultural aging and media aging are among the challenges that face the semantic mainstream media. The digital media and mainstream data are the leading hits in the current generation. Accordingly generation of content that can be edited and modified while readers/audience can respond has become a new norm (Wong, 2020). For instance, most media companies have come up with blog-like platforms where they post content, and a broad audience can receive it and even respond by commenting. This approach is slowly taking shape; one of the advantages is that it allows a diversity of responses, and in so doing, the owner of the content is open for criticism, but at times some few people abuse the intended objective engaging in unethical discussions.  
The mainstream media and Semantic Technology 
Wang et al. (2017) say semantic technology refers to the use of formal semantics to give meaning to disparate and raw data while also defining and linking data on the Web by developing languages to express self-describing interrelations in data in forms that machines can process. Semantic technology is used by mass media/mainstream media to store long strings of data as well as process it in manners that are manageable and ways that provide easy retrieval. In media and publishing, the BBC, The FT, Springer Nature, and many other companies, semantics are used to make data integration and knowledge more efficient. With technology, a lot has changed, but more fundamentally, when it comes to language, mainstream media incorporate the concept of semantics in relaying information. 
Social Media Semantic Challenges 
Social media is one of the most recent ways in which people communicate. The media has reduced the contact time of people into microseconds, and the logic is both advantageous and disadvantageous. By use of semantic technologies to mine and accessing intelligent information, Zhang et al. (2017) say social media is a challenging area. On social platforms like Facebook, Twitter, Instagram, among others like WhatsApp, information flow is very fast, and representing the semantics of personal social media accounts is becoming a challenge given that modeling individual social media accounts will lead to information overload. One of the semantic challenges that come with social media is the vastness of the topics that people discuss on the platforms in that even on one platform; there could be information overload. Besides, social media is an open platform where the rules of language cannot be controlled or restricted. Depending on the information put across, users will engage in any form; in this case, therefore, it is difficult to invoke semantic rules. Hence, automatic inferences to the semantic meanings of social media posts become a non-trivial problem (Kang et al., 2017)
One of the main points of focus in social media is the semantic modeling basing social media posts. The discovery that most of the posts on social media are linked with the mass media/mainstream media mean that even though social media is fully blown, it still depends on news and information from the mainstream media which then connotes that there are systematic semantic challenges that trickle-down right from mainstream media to social media (Ahmed, 2017). 
Semantic analysis of Social media Texts 
Social network data is better understood by the use of semantic analysis technologies, which are meant for big data and form the basis for many big data applications. However, there are challenges in that with the rapid production of heterogeneous network data, and the data exists in many modalities; hence how to correspond concept from mixed media becomes a big hitch. There are, therefore, three generative models that are based on the analysis of texts and images. They are as follows 
I. The strong topic correlation 
The robust topic correlation model is based on similar topics, texts, and images. 
II. Weak Correlation model 
In weak correlation model texts and images are sampled according to the same topic distribution, respectively.
III. The Assumption of texts as annotation model 
Here, the models assume that the texts are the same as annotations and sampled uniformly from the same image. 
One of the most significant challenges in social media is the semantic gap between heterogeneous data. Therefore, what solves this problem is feature representations, and mapping relationships learning between heterogeneous media is essential to work out the cross-social media problems (Kang et al., 2017). When capturing intermodal and intra-modal semantic relationships, which help a lot in improving searching accuracy. One of the revelations to semantic challenges to social media is the fact that the media is rising exponentially, and it is coupled with social networking. Additionally, semantic technologies are another area that is also continually penetrating social media, giving rise to complex semantic challenges. In that respect, challenges of identification and modeling of sophisticated computational intelligence, data mining techniques, as well as discovery and analysis of online techniques. The other challenge is personalization and identification of online user behaviors. 
Social media characterization and, challenges and opportunities 
  Semantics in social media can be characterized based on various levels. As such, there are interest-graph media where users are encouraged to form connections with others based on interests that are similar regardless of whether they know the other person or not. The other one is social networking sites where people are aware of each other, and they build relationships on social media. The other one is professional networking sites which on vouched on the context of work relations. The other category is the content sharing networking sites like YouTube and Vimeo, among others (Zhang et al., 2019). The different social media kinds, together with their complex characteristics, pose a semantic challenge, especially in interpretation. Other semantic introductions in the social media are the state-of-the-art automatic semantic annotation, search algorithms as well as browsing which have been developed primarily on news articles and other extended web contents which have been carefully written. The essential characteristic of most social media streams is that they are;
· Strongly interconnected 
· They are short and full slang 
· They lead to severely degraded results 
Social media streams are cumbered with quite a several challenges on opinion and sentiment mining methods. The challenges are as follows:
· Relevance— in social media, responses in terms of discussions and comments can rapidly change into unrelated topics, unlike product reviews, which rarely diverge from the topics in question. The discussion post might be clear without any form of bias, but when it comes to comments and responses, the users are not restricted to any specific topic. As such, some go ahead to comment on topics not in any way related to what is in the context (Heravi, Boran, & Breslin, 2012, May). The relevance of the discussion is, therefore, eroded in this case, this is becoming a challenge.
· Target Identification— Here, there is a mismatch between the topic of social media posts, which is not the object of sentiment expressed. An example is about the sentiments expressed during Whitney Houston’s death, where Twitter allowed most users to continue post negative sentiments. However, the sentiments were not about Whitney’s dislike but the sadness about death. 
· Volatility over time— the representation here is the ability of opinions to change over time from positive to negative and vice versa. The problem is solved by associating the possible opinions as ontological properties with classes describing entities over time. The knowledge base is where collected divergent opinions are stored from a similar entity over time, which is aimed at managing the evolution of the opinions (Kang et al., 2017). Notably, though, there is also a challenge of detecting new opinions rather than adding new information to the already building up content of volatile opinions. 
· Opinion aggregation— the aggregation challenge comes with the type of aggregation that can be applied to opinions. Under entity-based semantic annotation, aggregations are done to the extracted information straightforwardly, which means that data is merged if there are no inconsistencies. The challenge is also on the ability to have a mean of opinions that have been tracked over time. 
Opportunities for Social media semantic challenges 
As deduced, designing effective social media semantic search, browsing, and even visualization of interphases can be very challenging (Akbar, Garcia, Toma, & Fensel, 2014, August). According, the following conclusions can be inferred from the discussions above;
· There is a need to design meaningful and intuitive visualizations conveying the more challenging, multidimensional semantics of user-generated content intuitively. For example, topics, events, entities, and user demographics concerning sentiments and social networks. 
· Visualization changes time over time, and hence it is imperative that social media followers are dynamic and aware of the changes and therefore be ready to embrace these changes.
· There is also a need to allow interactive, real-time exploration of social media content to keep oneself updated. 
· There is also a necessity to address the scalability of social media posts to be efficient 
Conclusion 
Generally, we have examined the ontologies that exist in social media as regards to modeling its semantics. The conclusion is that most applications tend to adopt, or they go beyond one state of being. The underlying challenge of computational models of cross-media content merging, analysis, and visualizing are still a big hitch that required highly skilled personnel. Wang et al. (2017) say the other challenge is multilingualism4, where most contents in social media and those developed are in English only. Yet, some steps are made on through multilingual lexicons, for example, Wiktionary as well as linguistically grounded ontologies. However, Amazon is one company that has overcome the multilingual challenge by clouding its products as well as tagging them to clouds according to the local language. As such, more and more organizations should follow suit so that content generation is based on the local language, especially from social platforms where subscribers can sign-up using the language that they know to avoid inconsistencies brought about perceived meanings in contents presented in the languages that they have little understanding. 
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