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AA Profile 
off Journalists 
inn The Netherlands 
Thiss chapter compares the main data findings of the Dutch survey with results 
fromm recent projects in more or less similar countries: Germany, Great Britain, 
Australiaa and the us. For this purpose a number of publications that featured 
surveyy results were used.1 This chapter wil l therefore look at existing published 
cross-nationall  research (based on Weaver and Wilhoit-type of journalism sur-
veyy projects. The data report is split up in two sections. First, the basic, occupa-
tionall  and professional characteristics of journalists in The Netherlands wil l be 
addressed.. The report of these characteristics follows that of the model of pro-
fessionall  identity as presented in the previous chapter, as we analyze the sub-
jectivitiess of journalists: what journalists bring to their job (basic characteris-
tics),, how they work (occupational characteristics) and how they perceive their 
workk (professional characteristics). The second part of this chapter investi-
gatess to what extent these characteristics explain the development of profes-
sionall  identities of journalists in The Netherlands, following the models of 
journalismm and journalists as presented in the previous chapter. 

Thee characteristics of journalists wil l be measured and analyzed resulting in 
aa profile of journalists in The Netherlands in a cross-national comparative 
framework.. The structure of the analysis follows the pattern of characteristics 
(basic,, occupational and professional) as described in the previous chapters. In 
thee second phase of analyzing the data, I have concentrated on variables per-
tainingg to the professional identity of journalists: images of audience, role per-
ceptions,, and ethics. The analysis thereof focuses explicitly on how these per-
ceptionss relate to the profile of Dutch journalists in order to see how differ-
encess or commonalities can be explained. 

Onn cross-national comparative research 
Ass noted earlier in chapter 11: comparative journalism research has been quite 
rare,, with some exceptions in the 1980s and 1990s. Particularly instrumental to 
aa comparison of our findings with those in other countries has been the recent 
volumee on journalism surveys in 21 countries, collected and edited by Weaver 
(1998).. In most cases of cross-national comparative research of journalists, 
scholarss have looked at differences and commonalties between respondents 
comingg from more or less similar countries (opting for 'functional equiva-
lence'' in comparative design; see Weischenberg and Sievert, 1998). For the 
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comparisonn in this chapter context is provided by surveys in Germany, Great 
Britain,, Australia and the United States, all of which can be seen as similar 
Westernn democracies with at least a century-old tradition in established media 
roless in society. Table I shows the sample characteristics in the selected coun-
triess (index and data based on Weaver, 1998:4-5). Some of these data are ana-
lyzedd in the following section of this chapter. 

Tabl ee 3.1 
Sampl ee characteristic s of journalis m survey s in selecte d 
countrie s s 

SampleSample characteristics Australia Germany* Unites States Great Britain 

Timee of survey 

Intervieww method 

## Respondents (N) 

%% Female 

Mediann age 

## Years in journalism 

Collegee educated 

1992 2 

phone e 

1.068 8 

33 3 

32 2 

(mean)(mean) 13 

35 5 

1993 3 

face-to-face e 

1.498 8 

31 1 

35 5 

10 0 

65 5 

1992 2 

phone e 

1.156 6 

34 4 

36 6 

12 2 

82 2 

1995 5 

phone e 

726 6 

25 5 

38 8 

17 7 

49 9 

** Since most tables report the data from the Weischenberg and Scholl survey, their sample cha-
racteristicss are reported here. Where data from the previous (1992-1993) survey in Germany by 
Schoenbachh et al is reported, relevant details are mentioned in the text. 

Dataa wil l be taken from chapters in Weaver (1998) and from personal corre-
spondencee with researchers involved. Use is also made of earlier published 
workk on data of the different journalism surveys by scholars comparing Ger-
manyy and the us (Weischenberg and Scholl, 1998), Australia, Great Britain and 
thee us (Delano and Henningham, 1995) and Australia and the us (Henning-
ham,, 1996). The scholars in these countries all more or less adopted the survey 
designn and questionnaire of the 1970s project in the us by sociologists John-
stone,, Slawski and Bowman. Beyond the similar research methods used, these 
countriess were found to be functionally equivalent in terms of their media sys-
tems,, history of modernization of journalism in the 20th century and compa-
rablee issues under professional debate in recent years (see for overviews and 
discussion:: Merrill , 1995; Delano and Henningham, 1995; Hallin, 1996; Sievert, 
1998;; Weaver, 1998; Cottle, 2000a). An argument can be made that other coun-
triess with 'Weaver and Wilhoit-studies' could have been included as well; one 
couldd think of Canada, Spain, New Zealand, Finland, Mexico (see Weaver, 1998: 
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457-458).. Beyond the necessity of functional equivalence an important reason 
forr keeping the selection limited has been influenced by earlier published re-
portss on cross-national surveys, which all included two or more countries of 
thee ones reported here (see particularly Delano and Henningham, 1995; Hen-
ningham,, 1996; Schönbach, Stuerzebecher and Schneider, 1998; Weischen-
berg,, Loeffelholz and Scholl, 1998). This offers a wealth of data and interpreta-
tionn from the various perspectives these authors offer. McMane writes "exam-

iningining another culture can provide us with different ways of looking at ourselves" 

(1993:: 208). Therefore the examination of survey data from other countries 
coupledd with an understanding of the Dutch context (see chapter 1) might fa-
cilitatee a deeper appreciation of a profile of journalists in The Netherlands. 

Basicc Characteristics 
Inn this section on so-called 'basic' characteristics variables concerning age, 
gender,, ethnicity, education and political views of journalists in The Nether-
landss are reported upon, based on data findings from the general sample 
(n=773)) of members of the Nederlandse Vereniging voor Journalisten (NVJ; 
Dutchh journalism union). The respective variables are analyzed according to 
frequencyy and in comparison with the international environment in Australia, 
Germany,, Great Britain and the United States (insofar as the data for these 
countriess was available at the time of writing). 

AGG E . The median age of women is 36; of men it is 44 years. The median age of 

Dutchh journalists is 42 years - the highest one worldwide, if compared to the 

dataa findings elsewhere in the world (Weaver, 1998:457). Limited to the scores 

inn the selected countries one finds median ages per country: Australia 32, Ger-

manyy 35, United States 36, Great Britain 38 years. 
Ass Table 11 (below) shows, journalists in The Netherlands these days can be 

seenn as entering the profession at a later age than in the 1960s (as reported in 
thee Dutch survey by Muskens, 1968). Nowadays journalists have spent more 
timee on education. A report on social-economical dynamics between 1985-1997 
inn The Netherlands by the Centraal Bum voor Statistiek (source: CBS Statline, 
seee <http://statline.cbs.nl>) shows that people in 1995 - in particular when in 
theirr twenties - spent much more time on education than in 1985, entering the 
laborr force at a later age. In fact Dutch journalists tend to enter journalism in 
theirr late twenties (men on average at age 27, women at 26 years). 

G E N D E R.. In 1968 only some 5% of journalists were women. In 1976 Kempers 

andd Wieten found 9% women in journalism (1976:11). The 1993 survey of Van 

Gaalen-Oordijkk and colleagues reported 20% women in newsrooms; our proj-

http://statline.cbs.nl
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Tablee 3.11 
Ag ee group s of journalist s 
(%% in each group ) 

1968 1968 

AgeAge groups N= 911 

beloww 24 years 8 

24-300 years 26 

31-400 27 

41-500 20 

51-600 10 

Olderr than 60 3 

Totall 95* 

** Missing cases account for 5%. 

ectt sets the general percentage at 32.2 Among younger reporters (those who are 
stilll  in their twenties, n=78)the gender ratio is 46-54 (M/F), 76% of which group 
enteredd the profession through a journalism school. This situation is to some 
extentt similar in Germany, where 42% of journalists under 30 are women, set 
againstt 34% of other respondents, and indeed can be reported about the Amer-
icann gender ratio among younger and relatively in-experienced journalists as 
welll  (sources: dataset from 1993 survey, via Armin Scholl; personal communi-
cationn with David Weaver, August 2001). In other countries (see Table 1) the sit-
uationn is somewhat similar, although the British media in particular seem to 
havee been reluctant to hire women. Surveys among journalists in Germany and 
thee us specifically addressed reported income disparities among men and 
womenn in journalism, in particular among those with more years on the job -
concludingg that the differences were most obvious in (West-) Germany and 
closee to negligible in the United States (Schneider, Schoenbach and Stuerze-
becher,, 1993: 17-18; Weaver and Wilhoit, 1996: 95-97). Indeed in The Nether-
landss women overall report lower salaries than their male colleagues. Consid-
eringg the role seniority and experience play regardingg income, one has to note 
thee fact that both age (on average 38 versus 44 years) and the number of years 
onn the job (11 versus 17 years) of women are quite lower than those of men (see 
alsoo Muskens, 1968 on the basis of salary scales in Dutch journalism). Another 
factorr of influence on income disparities is one's job description; men general-
lyy hold better-paid senior positions in the media. Among reporters who have 
enteredd the profession since the late 1970s the income disparity is more or less 

1999 1999 

733 733 

1 1 

12 2 

33 3 

32 2 

19 9 

2 2 

100 0 
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negligible.. This is not to say that there are no gender differences in terms of in-
comee anymore; an analysis of variance shows that men and women start out 
thee same but end up with disparate wages, indicating a significant interaction 
effectt between gender and professional experience for those journalists work-
ingg fulltime, F (1, 503) = 5,624, p=o,oi. Somewhere along the line women get 
paidd less for their work in journalism, and are generally not moving upwards 
inn the journalism hierarchy (the so-called 'glass ceiling', see also Diekerhof et 
al,, 1986). 

E T H N I C I T Y .. Twelve respondents explicitly indicated having a 'non-Dutch' 
ethnicc background, representing 1.6% (hereafter rounded to 2%) of the sample. 
Off  the 12 respondents in question 7 are women. The ethnic make-up of this seg-
ment:: 1 Turkish, 1 Moroccan, 3 Surinam/Antilles, 3 Indonesian/Moluccan, 4 Eu-
ropeann (other than Dutch: 1 German, 3 Italian). Just 1% of respondents refused 
too answer this particular question. 

Beyondd concluding that newsrooms in The Netherlands in general do not 
reflectt the multicultural society (with 10% of the iggg labor market consisting 
off  people with an ethnic minority background according to the Centraal Bum 

voorvoor Statistiek, CBS: the Dutch central agency for census statistics - see 
<< http://statline.cbs.nl >, one may note the low refusal rate on this sensitive 
question;; despite the sensitivity regarding ethnicity in Dutch media (Sterk, 
2000;; Evers, 2000:64-65). The low number of ethnic minority respondents may 
havee been influenced by the fact that this sample only included NVJ members 
andd that the respondents' ethnicity was measured in terms of their self-per-
ception;; people might have indicated 'Dutch' when they formally are not in 
termss of what the government and the literature defines as belonging to an 
ethnicc minority group (cf. being allochtoon: all people legally in The Nether-
landss who are not born there, or have at least one parent who is not born in The 
Netherlands,, see Sterk, 2000: 107-108). The low percentage does correspond 
withh other recent estimates in the literature though, which numbers range 
fromm \% to 4% of journalists in mainstream print and broadcast media (see Su-
udi,, 1991:14; Rensen, 1996; Ouaj, 1999: 56-59; Sterk, 2000: 97-g8).3 Chapter iv 
hereafterr takes a closer look on ethnic representation by analyzing the over-
samplee of ethnic minority journalists (see chapter 11 on sampling procedures). 

Thee British survey (held in 1994-1995) reported 1% journalists with a black 
Caribbeann or black African ethnic origin (Delano and Henningham, 1995:6-7). 
Thee journalism surveys in Australia and Germany did not specifically ask for 
ethnicc backgrounds, nor did these projects specifically identify variables in the 
questionnairee regarding multicultural issues. Weaver and Wilhoit reported 8% 

journalistss in fulltime jobs belonging to racial minorities (as compared to 25% 

http://statline.cbs.nl
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minoritiess in the national population and to 9% of those ethnic minorities with 
bachelorr degrees, generally seen as a qualification for entering the journalism 
profession,, see 1996:12). Statistics on The Netherlands surveys show that 3% of 
ethnicc minorities have a BA/MA-level educational background as reported by 
Choruss (2001), although this figure is problematic: most schools do not regis-
terr their students' ethnicity (see also De Vries, 2001). 

E D U C A T I O N.. As noted in CBS reports, the standard of education among 
youngg people in The Netherlands is quite high and continues to rise; people 
spendd more time in (higher) education than in the past. Half of the respon-
dentss reported having studied on an HBO-level (32% thereof in journalism), 
39%% has a university-level education (nine people finished a university course 
inn journalism in Groningen or Rotterdam, another nine journalists graduated 
inn communications).4 In 1968 an equal number of journalists finished a pro-
fessionall  education program (the first Dutch journalism school started in 
1966)) or university course (after World War 11 the universities of Nijmegen and 
Amsterdamm offered courses in journalism until the 1970s) in journalism: 35% 
(Muskens,, 1968: 21).5 Table 1 showed the percentage of college graduates (BA-
andd MA-level) in the countries under study: 82% in the United States, 79% in The 
Netherlands,, 65% in Germany, 49% in Great Britain, and 35% in Australia. In 
generall  it seems clear that, like in the us, a bachelor's degree is the minimum 
qualificationn necessary for entering journalism in The Netherlands (see 
Weaverr and Wilhoit, 1998:402; Deuze, 2001b). Australia and Great Britain are 
clearr exceptions to this rule, though; both countries seem to rely more on 'on 
thee job' rather than institutional training. 

P O L I T I C A LL L E A N I N G S. Like journalists virtually everywhere, Dutch re-
porterss seem to be quite left-leaning in their political self-perception: a major-
ityy said they considered themselves politically leaning "a littl e to the left" (47%) 
orr even "pretty far to the left" (31%). On the other hand, many respondents in-
dicatedd that they felt the 'left/right'-distinction has become quite inappropri-
atee to measure personal views regarding ideology or politics; these journalists 
arguedd that one could easily be both left and right at the same time.6 A na-
tionwidee survey among Dutch journalists in 1976 (the heyday of depillariza-
tion)) showed that all reporters had specific party preferences - mostly leaning 
towardss the left - at the time, suggesting that in terms of political leanings 
nothingg much has changed since (Kempers and Wieten, 1976). Yearly CBS-polls 
regardingg potential voting behavior of the Dutch population suggest that 
theree is much more of a balance between party preferences to the left and right 
off  the political spectrum among the public than among media journalists 
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('leftwing'' parties such as PV&A, D66, GroenLinks and SP receiving 38% support, 
'rightwing'' organizations like W D , CDA and several smaller religious parties 
alsoo scoring a total of 38%, source: CBS Statline, poll of 1999).7 

Henninghamm (1998) shows that Australian journalists are significantly more 
liberal-progressivee than the general public, in particular when it comes to so-
ciall  issues such as sexual freedoms, ethnic diversity and welfare spending. Sur-
veyy results from the selected countries indeed suggest that media profession-
alss generally position themselves in the center or center-left of the political 
spectrum. . 

Occupationall Characteristics 
Inn this section variables concerning the workplace and labor situation are re-
ported,, which have been called 'occupational' characteristics. Specifically we 
wil ll  look at the distribution among media organizations, types of work and job 
profiles,, income, the use of new technologies, specializations, relationships 
withh peers and publics and whether today's journalists want to stay in the pro-
fession.. Regarding the occupational situation in Australia, Germany, Great 
Britainn and the United States, one has to note that the published reports yield-
edd littl e results or reliable predictors that were of use for a cross-national com-
parison,, even though the questions asked were the same or similar in the re-
spectivee survey questionnaires. 

M E D I AA D I S T R I B U T I O N. The distribution across media types of journalists 
inn table iv shows that most journalists (as defined by the NVJ) work for tradi-
tionall  media, (regional) newspapers in particular. The month after completing 
ourr survey the NVJ in fact started a special branch for Internet-based reporters, 
afterr which many of these 'new' journalists joined the organization as mem-
berss (Van der Have, 2000). Since commercial radio organizations in The 
Netherlandss generally do not offer news, nor do they have specific news desks 
(withh one or two exceptions), few journalists from this sector are present in our 
sample.. A similar situation exists for the relatively few and 'young' existing 
commerciall  regional broadcasters (all of which have starting broadcasting 
onlyy in recent years). Table in shows a detailed distribution, maintaining the 
divisionss between national/regional and public/commercial media as these are 
enshrinedd in the general media policy of the Dutch government. As is the con-
clusionn in other countries, Dutch journalists generally work in print media in 
aa fulltime capacity. 

J OBB D E S C R I P T I O N S. The distribution of job descriptions shows a varied pic-

ture:: 11% work in the upper echelons of the profession (editors-in-chief, super-
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Tablee 3.HI 

Sampl ee distributio n acros s medi a type s 

MediaMedia type The Netherlands Total 

N=773N=773 (%) 

Women Women 

(%) (%) 
<30<30 years 

(%r (%r 
fulltime fulltime 

(%) (%) 
Regionall daily newspaper 233 30 21 9.9 90 

Speciall interest magazine 134 17 47 9.0 46 

Nationall daily newspaper 90 12 21 8.9 78 

Nationall TV (public) 64 8 50 7.8 76 

Regionall radio (public) 51 7 35 15.7 84 

Nationall radio (public) 46 6 44 10.9 65 

Generall interest magazine 33 4 39 9.1 64 

Newss service (wire) 30 4 23 20.0 90 

Regionall TV (public) 26 3 27 7.7 73 

Nationall TV (commercial) 26 3 46 23.1 61 

Tradee magazine 15 2 

otherr 8 1 * * 

Regionall radio (commercial) 6 1 * * 

Nationall radio (commercial) 6 1 * * 

Internett 3 * 

Regionall TV (commercial) 1 * 

Locall broadcaster 1 * 

Averagee (%) 32 10 74 

** Percentages not calculated because of low absolute number in cell, 
percentagee indicating segment of journalists younger than 30 years. 

visors,, heads of news desks and so on), 12% are editors, 63% considered them-
selvess to be reporters. This leaves 14% (n=io6) 'other'job descriptions, which 
aree difficult to categorize in either section. The 1993 survey of Dutch journalists 
correspondinglyy found that the formal job profile - laid down in contracts as 
inn editor, sub editor, reporter or correspondent - does not necessarily correct-
lyy describe the kind of functions journalists have in the media organization, 
whichh are more likely to be determined by informal practices and hierarchy in 
thee newsroom (Van Gaaien-Oordijk et al, 1993:19). The high variety in descrip-
tionss offered by the respondents suggests a further functional differentiation 
withinn the profession of journalism, which has also been observed in for ex-
amplee the German surveys (Weischenberg and Scholl, 1998). The job profiles 
offeredd by German and Dutch journalists suggests that the Dutch newsroom 
hass a similar 'open' organization, as compared to for example British or us 
newsroomss where different tasks are generally more strictly divided between 
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whatt Weaver and Wilhoit describe as four 'profiles of newswork': reporters, 

photojournalists,, upper and lower level news managers (1996:56-60; see Esser, 

1998).8 8 

FREELANCE.. The International Federation of Journalists released the report 
"Freelance"Freelance Futures" in December 1999, which survey among 130 journalism or-
ganizationss and associations in 98 countries worldwide showed that approxi-
matelyy 23% of journalists in Europe are working in a freelance capacity (the 
proportionn in Africa is 20% and in Latin America about 48%; source: IFJ, 1999). 
Inn The Netherlands this percentage matches perfectly: 23% (11=176) of all re-
spondentss work as freelancers. About half (56%) of this group works on a con-
tract-per-assignmentt basis. Freelance journalists in The Netherlands tend to be 
moree specialized than their colleagues (77% against 53%) and generally work 
forr one or more magazines. On average, freelance journalists have been in jour-
nalismm for 16 years, in which time they have had at least 18 different employers. 
Thee IFJ report further concluded that the freelance sector continues to grow as 
aa proportion of the total journalism community (IFJ, 1999:5). Most journalism 
surveyss did not include freelancers in their sampling design - mainly because 
off  the fact that these reporters can be hard to reach and are considered being 
'unorganized'.. The IFJ study shows that at least half of all European freelancers 
belongg to some kind of journalism union or association, which suggests that 
approachingg them through an organization like the Dutch NVJ cann be success-
full  in obtaining at least a large portion of freelancers in the total sample. 

Inn our selection of countries the us and Australian surveys did not include 
freelancerss and focused solely on fulltime editorial or news people (Weaver 
andd Wilhoit, 1996: 247). The British survey reportedly included freelancers, 
claimingg that such engagements have become widespread "even in the main-

streamstream "(Delano and Henningham, 1995:26). Delano reported 20% freelancers 
inn his sample of British journalists. From the IFJ report one can conclude that 
approximatelyy 11% of journalists in Australia are freelancers (1999:28). The sit-
uationn in the us is somewhat difficult to assess, since the National Writers 
Union,, which union exclusively represents freelancers, has claimed that this 
figurefigure is unknown - although the IFJ report estimates a minimum of at least 
10%.. Weaver and Wilhoit did not include, nor did they even mention freelance 
journalistss in their 1996 overview of the three major us journalism surveys of 
1976,19822 and 1992 (see 1996:247-251 on definition and sample). 

SPECIAL ISTSS vs. GENE RALISTS. Journalists were asked whether they have 

aa specific area, topic or 'beat'. The overall score shows that 59% of journalists in-

deedd have such a specialization - although it is unclear whether they are in fact 
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ablee to pursue those specific interests in their daily work. The print media in 
particularr employ specialists: 66% of newspaper and magazine staffers are spe-
cializedd against 44% of broadcast people. As noted before, freelance journalists 
aree the most specialized news people. The specific beats mentioned show that 
womenn are most likely (64%) to be specialized in health and lifestyle issues and 
menn dominate the sports (96%), crime (86%) and new media (87%) beats. This 
findingg corresponds with the results of a study 15 years ago among women in 
newspaperr journalism, indicating that nothing much has changed since in 
termss of gender stereotypical beats (Diekerhof et al, 1986). Twelve respondents 
mentionedd issues related to the multicultural society (for example ethnic mi-
norities,, racism, immigrants and asylum seekers) as their specialization - yet 
nonee of them said they had an ethnic minority background. In the us the data 
showss a similar pattern: 45% of respondents usually cover a specific 'beat', most 
off  whom work in the print sector of the media. The survey in Germany specifi-
callyy asked in which department the journalists 'normally' work (20% of jour-
nalistss polled did not mention a specific department), but where one works 
doess not necessarily has anything to do with which topic one claims to be spe-
cializedd in. The published data in Australia and Great Britain does not reflect a 
differentiationn in this respect. 

P R O F E S S I O N ALL AGE. In Table iv a number of occupational characteristics 
aree described as they are determined by years on the job, or: 'professional age' 
ass Weaver and Wilhoit write (1996:97). This also so that we might see whether 
thee main conclusion of Muskens in his survey of Dutch journalists in the 1960s 
stilll  stands: in journalism position and salary are determined by seniority and 
servicee years (1968). One can clearly observe in Table v the rise in salary and po-
sitionn in the newsroom as journalists spend more years on the job. The profes-
sionall  age distribution pattern of journalists in the 1960s and the 1990s is strik-
inglyy similar. The data in this table also suggests that media companies have 
beenn experiencing difficulties with keeping women in the profession. 

P R O F E S S I O N ALL TASKS. The respondents were asked what kind of tasks they 
performm and how much time these tasks generally take given an average work-
ingg day. Although many reporters felt answering this particular question was 
impossiblee since "things change every day", a close look at the tasks mentioned 
andd timeshares attributed reveals that on average all journalists spend rough-
lyy eight hours per day on the job - a near-perfect total for a 40-hour workweek. 
Thiss particular question seemed relevant considering a conclusion in a recent 
surveyy among journalists in Germany, where researchers signaled a process of 
'editoriall  cybernetization' in the media: a decline in time spent on newsgath-
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Tablee 3.1V 
Professiona ll  age group s in term s of gender , incom e and job profile s 

ProfessionalProfessional %(1999) %(1968) Women Salary* Main job 
ageage groups N=773 N=911 (%) NLG) profile" 

Lesss than 5 years 

5-155 years 

16-255 years 

26-355 years 

Moree than 35 years 

15 5 

41 1 

27 7 

14 4 

3 3 

18 8 

42 2 

27 7 

6 6 

5 5 

52 2 

39 9 

22 2 

13 3 

16 6 

2,746 6 

3,665 5 

4,498 8 

4,961 1 

5,505 5 

Reporter r 

Reporter r 

Editor r 

Editor-in-chief f 

Reporter r 

** Mean of net monthly income for full-time contracts reported here. 
*** Description most commonly mentioned across the five categories. 

eringg and research coupled with an increase in time spent at the computer and 
gettingg involved in managerial tasks (Weischenberg, Loeffelholz and Scholl, 
i994:157).. Of the 773 respondents 210 (27%) claimed not to be involved in any 
kindd of management-related tasks (other than perhaps the occasional editori-
all  briefing). Yet most time is spent working at the desk or at least inside the of-
fice:fice: newsgathering via computer and telephone, writing and editing materi-
alss for publication, attending editorial meetings: on average 6,5 hours per day. 

C O M M I T M E N T .. An important indicator for job satisfaction and occupation-
all  context is the level of commitment of journalists to their work. The us sur-
veyss of 1971,1982-1983 and 1992 show an increase in 'defectors': 6% wanted to 
workk outside of journalism in the 1970s, rising to 11% in 1980s which percent-
agee again doubled in the 1990s, revealing a decline in job satisfaction (Weaver 
andd Wilhoit, 1996:111-112). In The Netherlands one-tenth of journalists men-
tionedd they did not see themselves still working in journalism five years from 
noww - but a quarter of this group of 76 respondents mentioned they had to be-
causee of pending retirement. The us scholars saw a trend among journalists 
leavingg the profession to move into - better paid - public relations work; only 
300 Dutch journalists (median age: 43) indicated a similar wish for the near fu-
ture.. The question posed to German journalists in 1993 was, whether they had 
moree fun doing journalism in the past than today: 12% said they definitely did 
(source:: data from 1993 survey, via Armin Scholl). Unfortunately no data for 
Greatt Britain and Australia has been reported on this particular item. 

N EWW T E C H N O L O G I E S. Predictions for the 'newsroom of the future' from 

neww media critics tend to focus on the idea that the use of new media tech-
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nologiess - especially considering full digitalization, handheld workstations, 
wirelesss Internet and voice technology - might 'save' journalists from being 
lockedd inside an office; worldwide wireless broadband multimedia connec-
tionss could make physical presence in a newsroom virtually obsolete. On the 
otherr hand, some writers are afraid that the new (multimedia) technology wil l 
furtherr 'glue' reporters to computer screens, resulting in them getting out of 
thee office even less (Getier, 2000). Until the predicted wireless working envi-
ronmentt takes off, media office work at the time of writing still generally en-
tailss sitting in front of a PC at a desk in a newsroom; indeed 92% of respondents 
usee the computer for their work. One-third of those 8% (n=6i) who claim they 
doo not us computers report job profiles like producer/director, art director, 
photographerr or producer. The rest fits the general 'staff reporter' description 
andd show similar age and gender distribution patterns as the entire sample. 
Onee may wonder how they do their work in the PC -based environment of con-
temporaryy journalism. 

Thee introduction of desktop online access in Dutch newsrooms of recent 
yearss seems to have contributed to the use of the Internet for newsgathering: 
two-thirdss of journalists are online at least a couple of times per week and all 
off  the computer users have their own personal e-mail address (often both at 
homee and at work). The reporters do not use this popular communication tool 
forr core journalistic tasks, though: only one-third said ever to have used e-mail 
too conduct interviews. Fewer journalists (16%) use e-mail to communicate with 
memberss of the audience. Its remarkable to note that 86% mentioned that 
theirr (main) medium has its own Website, while at the same time two-thirds of 
thiss group said not to be involved in any way with these online activities. This 
suggestss that Dutch journalism is certainly available online - but the journal-
istss do not participate in this presence, exemplifying the industry's view on the 
Internett as a 'shoveled' news medium, where a selection of content from the 
'parent'' medium is copied and pasted onto a Website without wanting to add 
originall  journalism or deliberately employing journalists to do the online job 
(Deuze,, 1999; details on journalism and the Internet in chapter v). A brief note 
onn the use of mobile phones - together with e-mail the most popular commu-
nicationn tool among youngsters and professionals in The Netherlands as in 
manyy countries - by journalists: 68% mentioned using one (some cellular 
phoness are provided by an employer, most are privately owned). 

P R O F E S S I O N ALL FEEDBACK. Darnton (among others) has claimed that 

journalistss do not really do what they do for an audience - but for themselves 

andd each other, seeking only their peers' critical acclaim (1990). One could ar-

guee that audience perceptions are in fact part and parcel of the professional 
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Tablee 3.V 

Gettin gg feedbac k on wor k (% sayin g "yes" ) 

SourcesSources of feedback Netherlands Germany United States 

N== 773 1.498 1.156 
gettingg (regular) feedback from colleagues 64 78 39 

gettingg (regular) feedback from the public 34 68 42 

vv . / 
self-imagee of journalists of his or her role in society, and related variables 
shouldd therefore be considered as professional characteristics. In the second 
sectionn of the data analysis, audience perceptions and feedback wil l be used as 
potentiall  predictors of a professional identity of (certain groups of) journal-
ists.. Here the variables are reported as they 'merely' contribute to the overall 
profilee of Dutch journalists. Table v looks at whether Dutch, German and us 
journalistss in fact claim to get feedback on their work from their colleagues 
andd members of their audience. Unfortunately no data for Great Britain and 
Australiaa is available for this table. Quite a few respondents were quoted as say-
ingg that getting feedback from the public is "what journalism is all about" -
butt specifically in The Netherlands the distinction between communicating 
withh colleagues and with members of the audience is quite sharp. 

Rankingg the importance journalists attribute to getting feedback from groups 
inn their environment, superiors come first, colleagues second followed by the 
audience,, sources and finally friends and family. One quarter of respondents in 
factt felt that getting feedback from the public is not important in their work. 

IMAGE SS OF A U D I E N C E. Earlier research in The Netherlands by Kaiser and 
Wermuthh (1989) and the Instituut voor Strategische Kommunikatie (ISK, 1994) 
hass shown that (newspaper) journalists have a somewhat ambivalent relation-
shipp with their public(s). Although journalists claimed to value readers' com-
ments,, they also indicated that they would not change their ways because of 
publicc criticism. Both studies indicated that Dutch journalists do not seem to 
holdd their audience in high esteem. Several variables have been used to explore 
journalists'' images of audience. As a first step the respondents were asked 
aboutt how they perceived the main interests of their (intended) public. Table 
vii  shows that journalists feel that their audience is clearly interested in the 
analysiss and context of events which happen where they work and live. One 
moree conclusion from the data in Table vi is, that there seem to be no 'common 
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denominators',, as in specific audience interests on which all journalists more 
orr less agree upon. Although this question was not used in the us survey, 
Weaverr and Wilhoit did ask journalists whether they felt their audience mem-
berss are more interested in the day's breaking news than in an analysis; 6Q% 

agreedd either somewhat or strongly (1996: 77). The Dutch reporters seem to 
thinkk otherwise, ranking analysis well above immediacy. This result may have 
beenn influenced by a time-effect, as the Dutch sample was drawn eight years af-
terr the last American one. The literature indeed suggests that journalism has 
becomee more 'interpretative', rather than 'factual' over the past decade or so 
(seee for example similar argument in: Barnhurst and Muntz, 1997 for the us; 
Bardoel,, 1999 for the Netherlands; Esser, 2000 for Germany and Great Britain). 
Thee last four items in Table vi are sources of particular discussion and dissent 
amongg reporters as an equal number disagrees as agrees with these state-
ments.9 9 

Inn the questionnaire several items relate to the views journalists may have re-
gardingg their (perceived) viewers, listeners, readers and surfers. These vari-
abless are reported in Table vn. Journalists do not seem to get a lot of feedback 
onn their work from their audience. They generally tend not to use e-mail for 
thatt particular purpose. The sharp difference between journalists claiming 
thatt getting feedback from members of the audience is important and in fact 
gettingg any feedback at all is noteworthy (see also Table vi). 

Newss about the 'glitter and glamour' of the world of show business has an ex-
tremelyy low status in journalism (Bird, 1992; Van Zoonen, 1998b). One may use 
itt as a means to measure the opinion of journalists about the kind of informa-
tionn his or her public(s) mainly wants - regardless what kind of information he 

Tablee 3.VI 
Rankin gg of perceive d audienc e interest s (% agrees ) 

Question:Question: your audience is most likely to be interested in: N=773 

newss 'close to home' 68 

backgroundd information and analysis 66 
Sportss 56 
breakingg news 52 
storiess regarding health and welfare 52 
showbizz news 40 
culturee and the arts 38 
(social/financial)) economic news 37 
newss regarding the multicultural society 28 
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Tablee 3.vn 
Indicator ss of journalists ' view s on thei r audienc e 

N=773 N=773 

sayss getting feedback of the audience is important 76 

claimss to get regular feedback from audience members 34 

usess e-mail to correspond with audience members 34 

thinkss the audience is mainly interested in showbiz news 40 

sayss it is (very) important that people can express their views in the media 73 

sayss it is (very) important to have an influence on public opinion 44 

sayss it is (very) important to be a spokesperson for public affairs 41 

orr she in fact offers. Less than half of the journalists think 'showbiz' is what the 
peoplee really want, which counters the claim of conclusions as these were for-
mulatedd in the ISK survey among 256 newspaper journalists, where the re-
searcherss wrote that journalists felt their readers could be typified as "passive 

consumersconsumers of information, just wanting to be entertained" (authors' translation, 
in:: ISK, 1994: 9). One of the top priorities for a journalist is to allow people to 
expresss their views in the media. This seems to support the similar conclusion 
off  Kaiser and Wermuth in their study of 1989: a general willingness among 
Dutchh journalists to listen to the views of (members of) the public. 

Lesss than half of the reporters feel that it is important to have an influence 
onn public opinion. Surveys in other countries show that journalists in Ger-
many,, the United States, Great Britain and Australia all agree that their influ-
encee on (the formation of) public opinion is even greater than it should be 
(Henninghamm and Delano, 1998:152). Such findings indicate a strong aware-
nesss and sensitivity among journalists about their possible impact on contem-
poraryy society, even though the extent of that impact is unclear and one may 
wonderr whether these answers might reflect a negative image of a 'gullible' au-
dience.. The American and German researchers went out and asked their re-
spondentss respectively if they perceived their audience as "easily fooled" (us 
journalists:: 14% agreed) or as "superficial" (German journalists: 19% agreed) 
andd "badly informed" (German journalists: 14%), indeed suggesting that the 
majorityy of journalists in fact claim to take their audience seriously (Weis-
chenbergg et al, 1998:250-251). 

Professionall Characteristics 
Concludingg the data report in this section the professional characteristics of 

journalistss are described and analyzed: the attitudes, norms and values of jour-
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nalistss as they relate to their daily work. Reported here are answers of journal-

istss regarding role perceptions and ethics of newsgathering methods. 

ROLEE P E R C E P T I O N S. An indicator of the way journalists see their function 

inn society is to ask them, how important they rate a number of possible media 
roless (Weaver and Wilhoit, 1996:133-147). us scholars Johnstone, Slawksi and 
Bowmann in their national survey of 1971 to address the professional views of 
journalistss originally constructed a list of such roles. The Americans conclud-
edd at the time that the professional group could be divided between those fa-
voringg 'neutral' and 'participant' roles, although most respondents considered 
bothh roles important (see Johnstone et al, 1976). Table vni shows the percent-
agee of journalists rating the various roles "very important" in the selected 
countries.. Some of the functions were not asked about in all countries. 

Toppingg the charts in all countries is the combination of an orientation to-
wardss explaining the news with quickly getting the news 'out there'. Especially 
thee American surveys in the last decades show that the interpretive function of 
journalistss is becoming more popular as time goes by. Although most coun-

Tablee 3.VIII 
Journalists ''  rol e perception s (% sayin g "very/extremel y important" ) 

NetherlandsNetherlands Australia Germany United United 
StatesStates Kingdom 

MediaMedia role N= 

Providee analysis and interpretation 

Gett news to the public quickly 

Bee an adversary of public/business officials* 

Givee people a chance to express their views 

Reachh widest possible audience 

Investigatee claims government 

Signalingg new trends 

Developp intellectual/cultural interests public 

Standd up for the disadvantaged 

Providee entertainment 

Exertt influence on public/political agenda** 

Providee a good Umfeld for advertisers 

773 773 

44 4 

43 3 
37 7 

29 9 

26 6 
25 5 
18 8 
15 5 

13 3 
11 1 
9 9 

5 5 

1.068. 1.068. 

71 1 

74 4 
30 0 

--
38 8 
81 1 

--
37 7 

--
28 8 

--
--

1.498 1.498 

39 9 
40 0 
15 5 

13 3 
17 7 
12 2 

16 6 
20 0 
17 7 

19 9 
6 6 

--

1.156 1.156 

48 8 
69 9 

21 1 
48 8 
20 0 

67 7 
--

18 8 
--

14 4 
5 5 
--

726 726 

83 3 
88 8 
51 1 
56 6 
45 5 
88 8 
--

30 0 
--

47 7 
13 3 

--

** Being adversary is seen as a general role here; in non-Dutch surveys this question was split bet-
weenn officials and businesses - the highest score (differences were minimal) is reported here. 

*** The US and British surveys asked "To set the political agenda". 
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triess do not have a similar history of longitudinal surveys among journalists, 
thee available literature (notably collected in Weaver, 1998) suggests that this 
conclusionn can be drawn for all countries. This perhaps explains to some ex-
tentt why 'providing analysis' scores even higher than 'getting the news quick-
ly'' in The Netherlands: our survey was held in 1999-2000, the most recent one 
beforee that date has been the one in Great Britain of 1995 (see the samplee char-
acteristicss as reported in Table 1). 

Al ll  in all the Dutch (and the German) journalists did not seem to feel com-
fortablee with choosing the 'very important' category as their answer to the var-
iouss questions. The pattern of distribution in the five Western democracies is 
largelyy similar, although several scores differ to some extent. An earlier cross-
nationall  comparison of journalism survey data by Australian scholar Hen-
ninghamm also reached the conclusion, that the relative rankings of various 
roless among journalists in his country and the us are similar (1996: 212). Par-
ticularlyy the British reporters have opted quite clearly for a critical-analytical 
(or:: 'interpretive') role. British scholar Delano expressed his surprise over the 
factt that more British journalists accepted the importance of providing enter-
tainmentt over being a constantly skeptical 'public adversary' (1995:17). 

Dutchh and German journalists do not feel that their most important function 
iss to be a 'watchdog' of the government. On the other hand, these were the only 
twoo countries were 'standing up for the disadvantaged in society' was per-
ceivedd to be a valid media role to inquire about - and which kind of advocacy 
receivedd support of at least one-tenth of all respondents. Perhaps journalists in 
thesee Western-European democracies define the 'ideological' role of being a 
watchdogg in terms of a 'pro-people' perception, rather than an 'anti-govern-
ment'' stance. Especially Australian and British reporters rated this adversary 
rolee high, suggesting a 'Commonwealth' tradition in journalism (Koecher for 
examplee coined British journalists as being "b/ood/iounds"in an earlier project, 
seee 1986:63).10 

Iff  one adds the 'important' category - as has been done in Table ix - the differ-
encess and similarities between countries reveal themselves more clearly.12 

Overalll  most journalists agreed on the ranking of various roles, which to some 
extentt maybe seen as a reflection of a consensus 'across the board'. Seen in this 
light,, it seems clear that Dutch journalists not only want to reach as many peo-
plee as possible, but also want to influence them in a particularly 'adversary'-
likee fashion. Not only are Dutch journalists watchdogs of'traditional' domains 
likee government and (big) businesses, they also seem to be quite keen to keep 
abreastt of the latest trends in society at large. Like their American colleagues, 
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Tablee 3.1 X 
Journalists ''  rol e perception s (% sayin g ' 'important ""  or "ver y important ) 

Netherlands Netherlands 
MediaMedia role N= 

Providee analysis and interpretation 

Gett news to the public quickly 

Bee an adversary of public officials and businesses 

Givee people a chance to express their views 

Signalingg new trends 

Reachh widest possible audience 

Investigatee claims government 

Developp intellectual/cultural interests of the public 

Providee entertainment 

Havee an influence on the public/political agenda 

Standd up for the disadvantaged 

Providee a good Umfeld for advertisers 

773 773 

87 7 

82 2 

81 1 

73 3 

72 2 

71 1 

69 9 

53 3 

49 9 

44 4 

41 1 

16 6 

Germany Germany 
1498 1498 

74 4 

73 3 

37 7 

41 1 
51 1 

54 4 

37 7 

53 3 
47 7 

19 9 

43 3 

--

UnitedUnited States 
1.156 1.156 

82 2 
94 4 

43 3 

79 9 
--

49 9 

91 1 

48 8 

40 0 

18 8 

--
--

VV / 
thee Dutch reporters feel that an important role for the media is to provide 
peoplee with a chance to voice their opinions. 

Weaverr and Wilhoit used set combinations of media roles to interpret this 
particularr range of questions, using material from previous studies as hy-
pothesess (1996: i37ff). The various items were grouped and assessed to what ex-
tentt these would provide support for either an interpretative, a disseminator, 
ann adversarial and a 'populist mobilizer' role. The scholars found that journal-
istss do not fit these categories anymore in the 1990s and therefore called the 
Americann reporters pluralistic in their role perceptions. In fact, such pluralism 
seemss to be the 'key' to understanding journalists' views on themselves and 
theirr professional roles in society (1996: 141). Another interpretation of this 
pluralisticc result may be, that since the establishment of the various roles in 
thee 1970s completely new ones have emerged among journalists, or that jour-
nalistss have found new ways to give meaning to the various role perceptions. 

AA factor analysis of these role perceptions, as reported in Table x, indeed 
suggestss that one could speak of different sets of role perceptions. The analysis 
showss three factors (with Eigenvalues over 1.00), together explaining 46% of 
thee variance. One could argue that the pluralism found by the American schol-
arss is also applicable to the Dutch reporters, but that a different choice of items 
andd roles is warranted to generate other results in the future. The three factors 
foundd are an indication of such results. Factor 1 would be a combination of 
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Weaverr and Wilhoit's 'interpretive' and 'adversary' roles, indicating a type of 
journalistt very confident about his or her influential position in society. His or 
herr professional disposition can be seen as particularly (and a priori critically) 
gearedd towards public institutions such as government bodies and big busi-
nesses.. The second factor combines elements of a 'disseminator' and 'mobiliz-
er'' role, which journalists seem to have a more neutral stance towards the me-
dia'ss function in society. This reporter is perhaps equally critical and geared for 
action,, but he or she is especially focused on (members of) the audience: want-
ingg to reach as many people as possible, getting the story to them as soon as 
possiblee and providing private individuals a platform for expressing their 
views.. A possible third role can be considered to be quite commercially orient-
edd in its perspective; one could describe this profile as belonging to a 'trend-
watcher';; this type of journalist certainly wants to be on top of what's hot and 
what'ss not in contemporary society - because it sells, and because it might in-
spiree people to develop their intellectual and cultural interests. 

Thee three factors - together explaining roughly half of the variance - share 
quitee similar characteristics as the goals of newspaper journalists, as British 
scholarr Jeremy Tunstall described these in the early 1970s. Tunstall identified 
threee clusters of goals among different groups of journalists in his country: 

Tablee 3.x 
Item ss and facto r loading s (varima x rotated ) fo r journalists ' rol e 
perception ss (N=773) 

MediaMedia roles Factor 

Bee an adversary of public officials and businesses 

Havee an influence on the public/political agenda 

Investigatee claims government 

Providee analysis and interpretation 

Reachh widest possible audience 

Gett news to the public quickly 

Givee people a chance to express their views 

Providee a good Umfeld for advertisers 

Signalingg new trends 

Developp interests of the public 

Providee entertainment 

Standd up for the disadvantaged 

1 1 

.68 8 

.64 4 

.63 3 

.60 0 

.22 2 

.26 6 
-.22 2 

.48 8 
-.28 8 

.40 0 

2 2 

.25 5 

.19 9 

.75 5 

.72 2 

.49 9 

.12 2 

-.17 7 

.42 2 

.28 8 

3 3 

.19 9 
-.17 7 

-.12 2 

.18 8 

.61 1 

.58 8 

.50 0 

.45 5 

.45 5 

Communality y 

.52 2 

.44 4 

.46 6 

.37 7 

.57 7 

.59 9 

.33 3 

.44 4 

.35 5 

.51 1 

.46 6 

.44 4 

Notes:: only loadings above .10 (or -.10) are reported in this table. Boldface indicates highest factor 
loadings.. Factor 1 explains 21%, factor 2 explains 14% and factor 3 explains 11% of the variance. 
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non-revenuee goals, audience-revenue goals and advertising-revenue goals. Au-
dience-revenuee goals refer to gaining (or maintaining) an audience. The ad-
vertising-revenuee set of goals refers to the objective of gaining advertising (or 
anotherr kind of commercial or promotional) revenue. Non-revenue goals refer 
too other objectives - such as gaining political influence, further cultural or ed-
ucationall  ideals, or increasing prestige (Tunstall, 1972: 260). The factor found 
sharee characteristics with these goals, although some roles appear in different 
contextt (such as the non-revenue goal of 'developing the interests of the pub-
lic'' correlating with the advertising-revenue factor). One therefore has to note 
thatt Tunstall himself remarked about these sets of goals: "...there is usually 

somesome element of at least one other goal; there is always ambiguity" (1972: 264). 
Thee second phase of this survey data analysis takes a closer look at the ex-
planatoryy value of these three factors. 

E T H I C S.. Tables xi and xu in this section on the professional characteristics of 
journalistss describe to what extent respondents agree (or disagree) with a cer-
tainn range of newsgathering methods. Ethics can be seen as being part and par-
cell  of (journalism) professionalism and are part of almost all curricula of jour-
nalismm education programs worldwide (see Gaunt, 1992; Weaver and Wilhoit, 
1996:152).. Furthermore, one could argue that the existence of ethical codes is 
onee of the characteristics of a profession (Beam, 1990; Henningham, 1996: 213). 

Tablee xi shows the mix of answers the respondents gave on the issues. In the 
interviewss journalists were asked specifically to consider the different meth-
odss of newsgathering in the context of 'an important story', phrasing the ques-
tionn in terms of unique situations journalists might find themselves in - and 

Tablee 3.XI 
Journalists ''  acceptanc e of variou s reportin g practice s (N=773) 

ReportingReporting practice agrees disagrees 

(%)(%) (%) 

Goo undercover to gain inside information 

Usee business/government documents without permission 

Badgerr or harass (unwilling) news sources 

Usingg a hidden camera or microphone 

Usee private or personal documents without permission 

Payingg for information 

Claimm to be someone other than a journalist 

Agreee to protect a source's confidentiality and not doing so 

79 9 

73 3 

67 7 

50 0 

29 9 

27 7 

27 7 

6 6 

12 2 

20 0 

25 5 

37 7 

57 7 

63 3 

66 6 

91 1 
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Tablee 3.XII 
Acceptanc ee of variou s reportin g practice s in selecte d countrie s (% 
sayin gg "migh t be justified" ) 

ReportingReporting practice 

Goo undercover to gain inside information 

N= N= 

Usee business/gov't documents without permission 

Badgerr or harass news sources 

Usingg hidden camera/microphone 

Usee private documents without permission 

Payingg for information 

Claimm to be someone other than a journalist 

Reveall a confidential source 

NL NL 

773 773 

79 9 

73 3 

67 7 

50 0 

29 9 

27 7 

27 7 

6 6 

Australia Australia 

1.068 1.068 

46 6 

79 9 

55 5 

--
39 9 

13 3 

13 3 

4 4 

Germany Germany 

1.498 1.498 

54 4 

54 4 

12 2 

53 3 

11 1 

41 1 

45 5 

10 0 

USA USA 

1.156 1.156 

63 3 

82 2 

49 9 

60 0 

48 8 

20 0 

22 2 

5 5 

GB GB 

726 726 

80 0 

86 6 

59 9 

73 3 

49 9 

65 5 

47 7 

9 9 

havingg to decide then and there what might be justified. It seems clear from 
thiss table that breaking of the trust-based relationship between a reporter and 
hiss or her confidential source is generally not considered to be a justified 
coursee of action by Dutch journalists. Comparing French and American news-
paperr journalists, McMane concluded that journalists from Western industri-
alizedd democracies share two values: source anonymity should not be violated 
andd individuals deserve more protection than government or business officials 
(1993:: 216). The evidence in table xi supports her conclusion when it comes to 
Dutchh journalists and their differential stance towards government or busi-
nesss people and private individuals. Table xn compares the stances on the var-
iouss reporting practices among journalists in the countries selected. 

Comparingg these countries, one may note a particular exception in case of 
Thee Netherlands: Dutch reporters seem to have relatively fewer problems with 
badgeringg (unwilling) news sources. Quite a few respondents commented that 
thiss in fact is 'the essence of the job' to do so. This is a somewhat unexpected 
findingg regarding the unwillingness journalists seem to share regarding the 
invasionn of one's privacy. It could be that journalists differentiate in their an-
swerss between badgering 'public' officials and 'private' individuals as sources 
off  the news. Another finding suggests that this distinction is a clear-cut one for 
ourr respondents: almost three-quarters of the sample would use government 
orr business documents without formal permission, while less than one quarter 
wouldd do the same with personal documents (such as pictures and letters). 
Mostt journalists express in their answers a seemingly paradoxical relationship 
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betweenn active and passive impersonalization; between "lying" and "not 
telling""  (Elliott and Culver, 1992). Most reporters are quite supportive of going 
'undercover',, as in actively assuming another identity in order to get 'inside' in-
formationn - a finding that received strongest support in The Netherlands and 
Greatt Britain. On the other hand, there are few journalists who would simply 
nott admit to the fact that they are journalists when gathering information for 
aa story. Australian and American reporters seem to be more apprehensive in 
optingg for either form of deception. 

Professionall Identity 
Inn the previous chapter the characteristics and context of a journalist were 
modeledd in terms of (constraining and enabling) a professional identity. This 
identityy is considered to be constructed by the individual journalist and the 
contextt in which he or she works (and lives). In this section the reported char-
acteristicss of Dutch journalists in the main sample are under scrutiny as to 
whetherr these contribute to explanations of the development of professional 
identities.. For this purpose journalists' images of the audience, role percep-
tions,, and ethics are assumed to be categories within which one can analyze 
thee survey data accordingly. This phase of the data analysis consists of three 
steps.. First the professional role perceptions of journalists (see tables vm, ix, 
andd x) wil l be further explored. The same procedure is followed in the second 
stepp - looking specifically at journalists' orientation towards audiences - and 
thirdd step of the analysis, in which the answers on questions regarding ethical 
dilemmass are explored. The interpretation of findings looks specifically at pos-
siblee influences on professional identity in terms of dependent variables like 
structuree (for example: medium type or genre), and subjectivity (like age, gen-
der,, ethnicity or educational background). 

ROLEE P E R C E P T I O N S. In the factor analysis of role perceptions evidence was 
foundd of three types of media roles embraced by Dutch journalists, which seem 
quitee similar to the one identified in the early 1970s by Tunstall: non-revenue 
goals,, audience-revenue goals and advertising-revenue goals. Tunstall (1970) 
arguedd that each set of goals can be limited to a specific group of journalists or 
whatt he called: 'specialist correspondents'; parliamentary reporters for exam-
plee would not strive for commercial success of their medium, sports journalists 
aree specifically geared towards a mass audience, writers on lifestyle topics can-
nott be seen as having a non-revenue goal in mind as these journalists are par-
ticularlyy oriented towards advertisers. The factors found in the data were used 
too construct three new dependent variables, each one counting the scores on 
thee role items asked in the questionnaire.13 I cross-tabulated these variables 
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withh elements of structure (cf. medium type, genre, ethics) and subjectivity (cf. 

age,, gender, ethnicity, education, political views). Only the relationships that 

yieldedd significant results are reported here. 
Non-revenuee goals are particular to the newspaper and radio sector of the 

mediaa (at significance level of p=o,oo). The same goes for audience-revenue 
goals.. But an analysis of possible interaction effects revealed that the high 
numberr of men in newspaper journalism significantly influences the results 
regardingg structure,^(8,449) = 5,796,^=0,04. The same argument can be made 
regardingg advertising-revenue goals: it seemed that such goals are more or less 
typicallyy shared by television and magazine journalists, but a significant inter-
actionn effect of gender and medium type was also found: F (3,811) = 2,4000, 
p=o,05,, indicating that differences influenced by gender are more reliable pre-
dictorss of certain findings than differences between medium types. In terms of 
'subjectivity',, it was found that non-revenue goals are shared by older, male 
journalistss (significant at p=o,oo). To determine an effect of age the sample 
wass split between those younger than 36 years (N=2i6) and those older than 35 
(N=552).. 31% of the 'older'journalists support all four items in the non-revenue 
factor,, versus 21% of their younger colleagues (at p=0,02). 

Althoughh I want to be careful in interpreting these results, I would like to sug-
gestt that enough evidence has been found to suggest that certain goals are par-
ticularlyy nourished and perhaps even facilitated in specific domains of jour-
nalismm - which builds on the founding argument made by Tunstall in the 
ig70s.. Non-revenue goals are to some extent typical of the 'traditional' hard-
coree domain of journalism (the newspaper, the radio station) and are general-
lyy shared by men in all fields of the media. Audience-revenue goals are also typ-
icall  of the classical newsroom and are further moderated by gender - in other 
words:: if you're working as a reporter for a newspaper or radio station, you're 
mostt likely to (be a man and) work in an environment which stresses a tradi-
tionall  role for the media in society, with added emphasis on reaching and 
maintainingg a (mass) audience. One has to note here that such an audience-
revenuee goal does not seem to empower members of the audience, as giving 
peoplee a chance to express their views does not get a lot of support in this fac-
torr (see table x above). On the other hand one could conclude that if you're a 
mann and you're working in an otherwise more 'balanced' (in terms of gender) 
magazinee or TV-station newsroom, you're pretty likely to endorse a strict 
awarenesss of commercial aspects in your work as a journalist. This may have to 
doo with the fact that television programs and magazines are more likely to of-
ferr sections, specialized issues or entire products on topics and stories within 
whatt Tunstall for example identifies as 'typical' advertising-revenue oriented 
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genress (or what Tuchman defines as 'soft' news): lifestyle, fashion, and human-
interest. . 

A U D I E N C EE I N T E R A C T I O N. The second step in this phase of the data analy-
siss is an examination of journalists' relationships with (members of) the audi-
ence.144 A new variable was constructed, coupling the importance respondents 
assignedd to getting feedback from audience members with the regularity of re-
ceivingg comments at all; a relatively 'strong' audience orientation is thus seen 
ass a reporter who claims to get regular feedback of his or her public, and says 
thiss response is important to his or her work. 

Inn terms of structure I found that such a strong relationship with the audi-
encee particularly correlates with advertising-revenue goals (p=o,oi); indeed 
moree than with audience-revenue goals (p=o,04). This may be explained by the 
fact,, that role perceptions like 'signaling new trends' and 'developing the in-
terestss of the public' are part of the more commercially oriented journalistic 
mindsett in The Netherlands (as table x shows). Such perceptions would re-
quiree some kind of interdependent connectedness with a specific community 
orr larger audience. Audience-revenue goals such as reaching as many people as 
possiblee (and as quickly as possible) suggest that the 'audience' is still more of 
aa faceless one than one consisting of individual and knowledgeable peoples to 
interactt with. No evidence was found to the suggestion, that for example 
Dutchh newspaper journalists are more or less likely to stress audience feedback 
ass important (as suggested in: Kaiser and Wermuth, 1989; ISK, 1994; De Jongh, 
1999).. A somewhat significant effect of national versus regional media was 
found,, though: 32% of regionally and locally operating reporters indicated a 
strongg orientation toward the audience versus 25% of national news workers 
(atp-0,01).. What was further found, can be described as a significant relation-
shipp between getting and keeping in touch with (members of) the audience 
andd the level of support certain questionable methods of newsgathering get: 
thosee interacting more seemed less 'relaxed' in ethically challenging situations 
(p=o,oo).'55 No significant relationships were found between elements of sub-
jectivityy (as for example gender, education or age) and audience orientation. 

Thesee findings suggest that images of audience and interaction with mem-
berss of the public are not issues which can be seen as wholly determined by the 
typee of medium one works for, although being employed by a local or region-
all  newspaper or broadcaster certainly 'helps'. Using audience orientation as an 
independentt variable, the data shows that one's perceptions of media roles 
andd ethical views correlate with one's orientation towards the public. 

E T H I C S.. As before, the range of items regarding reporters' views on ethical 
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dilemmass was used to calculate a new variable, which was dichotomized into 
thosee more or less ethical. The first group ^=483) consisted of respondents, 
agreeingg to fewer than five of the questionable methods of newsgathering -
thee second group (N=244) claimed to have no problem with (at least) five or 
moree of the items. 

Inn terms of structure ethical sensitivity seems to coincide with working for 
regionall  media, as two-thirds of those who agree with a maximum of four out 
off  eight problematic newsgathering methods work for a national medium 
(significantt atp=o,02). This effect is further enhanced by what was noted in the 
previouss section on audience orientation: a majority (74%) of those interacting 
regularlyy with members of the audience and considering that interaction im-
portantt does not support ethically challenging reporting methods.16 Regard-
ingg role perceptions a rather modest (but significant atp=o,oi) relationship 
wass found between the journalists embracing non-revenue goals (which 
group,, as reported earlier, consists mostly of men working in 'hard' news do-
mains),, and the answers given on ethical questions: these reporters were a bit 
moree likely to apply all kind of more or less questionable methods of news-
gathering. . 

Onn the other side of the applied model of structure and subjectivity in jour-
nalismm I found a weak (but significant atp=o,05) effect of gender on ethics: 36% 
off  men approve five or more 'ethically challenging' methods, versus 28% of 
womenn in journalism. But the most surprising and slightly worrying effect was 
foundd in the educational background of journalists, as cross-tabulation clear-
lyy shows that journalists who entered the profession via one of the four schools 
off  journalism in The Netherlands were less likely to be apprehensive about eth-
icall  dilemmas: 43% of them endorse at least five methods, versus 28% of their 
colleaguess without a formal journalism education (p=o,oo). Age did not play a 
rolee herein.'7 This suggests that the Dutch schools of journalism have not been 
ablee to stimulate their students' reflective attitude - which is a conclusion also 
drawnn in a recent evaluation of journalism education programs by the gov-
ernmentall  HBO-council, and by researchers in a comparative study of educa-
tionall  programs in five European countries, including The Netherlands (HBO-
raad,, 2000; Bierhoff, Deuze and De Vreese, 2000). 

Whatt these findings suggest, is that if you (as a journalist) keep in touch 
withh your community (which is most likely to happen in local and regional me-
dia),, take this interaction seriously, and did not follow any formal journalism 
education,, you're probably not very lenient when it comes to ethical dilemmas. 
Onee even might conclude that maintaining a strong interactive relationship 
withh readers, viewers, listeners or surfers seems to enhance one's professional 
(self-)) reflexivity. The various journalism education programs in The Nether-



90 0 JOURNALISTSS IN THE NETHERLANDS 

landss do not emphasize the reflective potential of their students, which can 
partlyy be explained by the strictly vocational nature and history of these four 
schools.. Even the three additional university-level courses existing in The 
Netherlandss do not seem to spend a lot of time on reflection or on courses in 
ethicss (see Bierhoff, Deuze and De Vreese, 2000: 47-49; HBO-Raad, 2000). This 
mayy be seen as a contributing aspect to the results found in terms of ethical 
perceptionss of Dutch journalists. 

Forr all three indicators one has to bear in mind that the analysis of role per-
ceptionss showed that the three factors only explain 46% of the variance, mean-
ingg that more than half of all journalists cannot be so easily located in specific 
rolee sets consisting of non-revenue, audience-revenue or advertising-revenue 
goals.. A slight majority of journalists can indeed be considered to be pluralis-
ticc in their professional self-perception, as Weaver and Wilhoit suggest (1996: 
141). . 

Summaryy and Discussion 
Thee concluding section of the survey data report is divided into three segments. 
Firstt the results are set against the conclusions on journalists in The Nether-
landss as these were formulated in the first chapter. This is done so one may pin-
pointt more exactly the differences and commonalities found between Dutch 
journalistss and their colleagues from Great Britain, Australia, Germany and the 
Unitedd States. Secondly, the findings of the analysis of structural and subjective 
indicatorss of professional identity are discussed. Finally these conclusions are 
consequentlyy narrated as a profile of journalists in The Netherlands. 

G E N E R ALL C O N C L U S I O N S. From all the studies mentioned in chapter i some 
generall  conclusions regarding a possible profile of the characteristics of 
Dutchh journalists were formulated. With the data report in hand, these con-
clusionss are verified and used as a way to structure the summary and discus-
sionn of this particular chapter. First it was expected we would find more men 
thann women in journalism. This seems to be the case, but one has to note that 
amongg younger journalists and among those working in broadcasting, those 
genderr inequalities seem to be disappearing. On the other hand, the data 
showss thatt women in journalism have not succeeded in moving towards high-
err positions in the newsroom hierarchy; breaking the 'glass ceiling' so to speak. 
AA second conclusion from the literature: most journalists would be between 30 
andd 40 (closer to 40) years old. This is also true, although the difference be-
tweenn the 31-40 years category (33% of journalists) and the 41-50 years catego-
ryy (32%) is minimal. Relatively few journalists have entered the profession in 
thee last 15 years and people tend to enter journalism at a later age than they 
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usedd to twenty or thirty years ago. The relatively high median age of journalists 
inn The Netherlands seems to give evidence to the conclusion, that the job mar-
kett for 'new' reporters might be opening up in the next 5 to 10 years, as quite a 
feww senior journalists wil l probably leave the profession and retire (as 21% is 51 
yearss or older). Littl e or no information was found in previous studies about 
numberss of ethnic minority journalists. The next chapter wil l look into this is-
suee in detail, but the data reported here at least suggests that Dutch news-
roomss can hardly be described as being 'diverse' in terms of ethnic back-
grounds.. Concluding the hypotheses on basic characteristics was the lack of in-
formationn on differences and commonalities between different media types 
andd genres. A comparison between 'hard' and 'soft' news specialists suggests at 
leastt that more women can be found in 'gender stereotypical' areas such as 
health,, welfare and culture. The gender and age ratio, when compared be-
tweenn newspapers and other media, also show different patterns, summariz-
ing:: Dutch newspaper journalists are predominantly older (white) men. 

Regardingg occupational characteristics it was suggested that one would 
findfind few women at the top of the media hierarchy. Indeed we found that 5% of 
womenn reported a 'top'job profile (editor-in-chief, head of news desk), versus 
14%% of men (p=o,oo). The literature review also suggested a rather 'static' em-
ploymentt pattern in Dutch journalism. The data shows that this is particularly 
truee for those working for newspapers, especially regional newspapers. Jour-
nalistss working for magazines show a different pattern, though: most of these 
professionalss do not work fulltime and have switched between employers on 
averagee six times. The broadcast market can be described as a 'middle ground' 
betweenn the two, indicating differential employment patterns between media 
types.18 8 

Thee final range of conclusions based on the literature review in the first 
chapterr dealt with the professional characteristics of journalists in The Nether-
lands.. A specific point was made regarding their image of the audience: at the 
samee time positive - acknowledging the need to listen to the public - as nega-
tivee - generally not taking critical comments too seriously. The data on items 
describingg the complex relationship between the journalist and his and her 
audiencee to some extent supports this hypothesis - at least we cannot reject it 
fully.. It is quite remarkable that while most journalists feel that getting feed-
backk from their listeners, viewers, readers and surfers is very important, rela-
tivelyy few of them in fact say get any feedback at all. 

Too explore the emergence and development of professional identity in 
Dutchh journalism, the items regarding professional characteristics - audience 
orientation,, role perceptions, ethics - were used to construct new variables for 
analysis.. This was done to see whether structural (medium type, genre, range 
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off  distribution) and subjective (age, gender, education) indicators could be 
foundd explaining professional identity of journalists in The Netherlands.19 

Inn terms of structural influences it was found that medium type plays a sig-
nificantt role regarding the dominant goals pursued by the journalists in-
volved,, as radio and newspaper reporters are typically the ones who support 
non-revenuee and audience-revenue goals, and magazine and television jour-
nalistss are the ones generally leaning towards advertising-revenue goals. The 
geographicall  range of a medium plays an important part in journalists' orien-
tationn towards their audience, as local and regional reporters get more (regu-
lar)) feedback from their publics - and indeed claim to consider this interaction 
importantt to their work. This audience orientation has a significant effect on 
one'ss ethical views, as it was found that the journalists who do not get a lot of 
feedbackk said to have no problems with (most) questionable methods of news-
gathering. . 

Subjectivityy plays an important role in the kind of goals that are being pursued 
inn journalism, as men are more inclined than women to think non-revenue 
andd audience-revenue goals to be very important. Gender also influences to 
somee extent one's acceptance of certain methods, as women seem a bit more 
reluctantt than men to approve a wide range of ethically challenging news-
gatheringg situations. Age does not seem to matter in terms of its potential in-
fluencee on either role perceptions, views on ethics, nor on orientation towards 
thee audience. What does influence ethics in journalism, though, is education: 
peoplee with a background in formal journalism education in The Netherlands 
doo not seem to be very principled regarding ethics.20 

Thiss network of interrelations if anything shows that a professional identity 
off  a journalist is influenced by different elements in different contexts; at one 
pointt by one's gender, educational background or type of medium, in other 
casess these influences also interact in their effect (like gender and medium 
typee on advertising-revenue goals, age and medium type on audience-revenue 
goals,, geographical range of the medium and audience orientation on ethics). 
Ann important conclusion therefore must be that one cannot speak of'the' pro-
fessionall  identity of journalism in The Netherlands as based on the character-
isticss of its journalists. The findings do reveal a more or less coherent picture of 
thee structures and subjectivities present in Dutch journalism. 

AA P R O F I LE OF D U T CH J O U R N A L I S T S. Concluding this chapter the ques-

tionn to be answered is: who is the journalist in The Netherlands? The answer, in 
aa nutshell, may be summarized as follows. The Dutch journalist works in a 
newsroomm of a (print) medium, communicating on a regular basis with male 
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colleaguess who are generally in their 40s. In this working environment it is 
stressedd that one does his job free of commercial pressures, although the main 
goall  is to reach and maintain as many subscribers as possible. The Dutch re-
porterr has spent quite some time in high school, professional education and 
universityy classrooms or college halls. If the reporter is a woman, she tends to 
'gett stuck' in the hierarchy of the media organization; as her male colleagues 
movee up the ladder and start to earn bigger salaries, she remains fixed in the 
newsroomm hierarchy. The Dutch journalist likes to think of him- or herself as a 
left-leaningg type of 'political animal', not being either very religious or partic-
ularlyy loyal to a single employer like in the 'old days' of journalism - with one 
exception:: the reporter working for one of the 35 regional newspapers in The 
Netherlands.. He (for women are still the exception in regional newsrooms) has 
workedd for the same employer for all of his professional life in a fulltime ca-
pacity,, and has in his own mind succeeded in building a more or less interac-
tivee relationship with his audience. The reporter working for one of the public 
orr commercial broadcasters is used to meeting a wider variety of colleagues: 
olderr and younger, men and women, sometimes even someone with an ethnic 
minorityy background. Those journalists - together with their colleagues work-
ingg for magazines - do not know their public from direct feedback, butt have to 
relyy on viewer and reader statistics for their orientation towards an audience. 

Thee journalist covering sports, politics and financial or economic issues is 
workingg in an almost all-male environment. The Dutch magazine reporter or 
(commercial)) television journalist sees different people - including signifi-
cantlyy more female colleagues than elsewhere in the media - almost all of the 
time,, as his or her employer prefers to work with freelance and part-time spe-
cialists.. The Dutch journalist has been working as a reporter since the early 
1980ss and has therefore witnessed the coming (and going) of many competi-
torss in the special interest magazine and commercial broadcasting market, but 
forr the general interest magazine and newspaper reporter, things have more or 
lesss stayed the same. The Dutch journalist would definitely like to go out and 
meett people (in particular members of the audience), but finds him- or herself 
behindd a desk (and in front of a computer screen) for most of the day. The ex-
tentt of contact with ethnic minorities in society he or she has - as colleagues, 
sourcess of news or as members of the audience - is negligible. The Dutch jour-
nalistt in general does not communicate much with his or her audience, and is 
quitee unsure about what members of this audience in fact want or expect. As 
hiss or her employer invests in new technologies and particularly a Website, the 
journalistt seems to be left behind; he or she is not involved in this process and 
doess not really know what is going on regarding these Internet activities, de-
spitee the fact that he or she does surf on the Web now and then. The Dutch 
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journalistt feels that he or she should be critical and even skeptical - especially 
whenn it comes to the things that people in (big) business and government 
claimm or do. On the other hand, he or she wants to get this story 'out there' as 
soonn as possible and provide it with context, background information and crit-
icall  analysis at the same time! The Dutch journalist is definitely an ambitious 
(orr even: pretentious) professional - not in the least because of the fact that be-
sidess all this critical and analytical 'fast' storytelling, he or she wants to get the 
voicee of the general public in there as well and make sure all the latest trends 
andd 'buzzes' in society are sufficiently covered. In doing so, the Dutch reporter 
wil ll  go undercover, wil l use government documents, business papers and oth-
err 'official' material without thinking twice and badger or harass potential 
sourcess of information, even if they do not want to cooperate with the jour-
nalists'' effort to get the story. But the Dutch journalist will not use his or her 
chequebookk to get that information, nor wil l he or she betray the confidence 
off  a news source (once that source in fact has given the information that was 
askedd for) and he or she hesitates to actually use information about the private 
livess of individuals. 

Thee Dutch journalist, in other words, is pluralistic (like Weaver and Wilhoit 
describedd American journalists in the 1990s). His or her professional identity 
cann be seen as shaped by both structural and subjective elements, in which 
gender,, education and which type of medium the journalist works for are 
dominantt - even though such influences may be rarely recognized by the jour-
nalistss themselves. 
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