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Abstract 

This dissertation investigates how journalists in Croatia use Twitter and what meanings they 

give to their Twitter use in relation to their occupational practice. The research conceptualizes 

journalism as an ideology (Deuze, 2005), understanding it in terms of how journalists give 

meaning to their work and how they identify their role in society. In line with Hanitzsch’s 

(2018) research into the roles of journalists, the dissertation is conducted with respect to four 

different dimensions: normative, cognitive, practiced and narrated. By employing a mixed 

methods approach (content analysis and in-depth interviews), the dissertation explores the 

extent to which the normative and cognitive roles of journalists are being negotiated in the 

context of social media. More specifically, the empirical research looks at two dimensions: 

what journalists do on Twitter, and what meaning they give to their Twitter use. Both are 

assessed against normative professional principles and routines, such as objectivity, 

gatekeeping, verification, and a separation between journalistic work and commercial 

practices. The findings suggest that Croatian journalists who use Twitter use it mostly for work 

purposes. They build their Twitter presence in relation to their job, and they very often 

acknowledge who their employer is. However, a relevant difference in attitudes has been 

observed with respect to different generations: while more experienced journalists have argued 

that their activity on Twitter should be distinguished from their media work, younger 

journalists tend to see it as an extension of their work and, as such, bounded by the same 

principles and conventions. Journalists use Twitter as a virtual platform from which to connect 

with their colleagues and exchange information with them: to follow what other journalists do, 

to promote their own work, and to express opinions on news. Their Twitter use is coloured by 

commentary and (self)promotion, but not by opening the gates of news processes to the 

audience, despite social media being praised as encouraging participatory culture. This 

dissertation contributes to the scholarship on journalism practice on social media by employing 

a multi-method approach and by exploring the case of Croatia.  

 

KEYWORDS: Twitter; social media; journalists; norms; roles; practices; Croatia 

  



 
 

Sažetak 

Tema ove doktorske disertacije su novinarske norme i prakse te načini na koji se mijenjaju i 

pregovaraju u participativnom okruženju društvenih medija. Istraživanje je usredotočeno na 

Twitter kao platformu koja nema široku popularnost, poput nekih drugih društvenih medija, ali 

koju zbog svojih karakteristika i segmentirane korisničke baze posebno koriste novinari. Cilj 

istraživanja bio je ispitati na koji način novinarke i novinari u Hrvatskoj koriste Twitter te kako 

sami objašnjavaju određene prakse, pogotovo one koje u nekoj mjeri odstupaju od 

tradicionalnih profesionalnih standarda. Istraživanje konceptualizira novinarstvo kao 

ideologiju (Deuze, 2005), razumijevajući ga kroz smisao koji novinari daju svojem radu i kroz 

način na koji definiraju svoju ulogu u društvu. Kako sugerira Hanitzsch (2018), uloga novinara 

u društvu može se promatrati na četiri razine: normativnoj, kognitivnoj, prakticiranoj i 

pripovijedanoj. Takav slojeviti pristup primjenjuje i ovaj rad. Kombinacijom kvantitativne i 

kvalitativne metode  (analiza sadržaja i dubinski intervjui), disertacija istražuje u kojoj se mjeri 

normativni i kognitivni novinarski standardi i prakse poput objektivnosti, gatekeepinga i 

verifikacije pregovaraju u kontekstu Twittera te u kojoj se mjeri javljaju nove prakse poput 

novinarske (samo)promocije. Rezultati sugeriraju da novinari u Hrvatskoj Twitter 

upotrebljavaju primarno kao profesionalni alat. U svojim Twitter biografijama identificiraju se 

kao novinari i veoma često identificiraju i svojega poslodavca. Istovremeno, mnogi smatraju 

da imaju pravo na autonomiju korištenja svojih profila i slobodnije izražavanje na platformi 

koja, iako javna, nije medij za koji rade. Kod ovog konkretnog pitanja uočene su određene 

generacijske razlike u stajalištima: dok su iskusniji novinari tvrdili da njihovu aktivnost na 

Twitteru treba razlikovati od njihovog medijskog rada, mlađi novinari Twitter uglavnom 

doživljavaju kao još jednu od platformi svojeg profesionalnog djelovanja i skloni su i u tom 

okruženju primjenjivati tradicionalna profesionalna načela i konvencije. Novinari koriste 

Twitter kao virtualnu platformu za povezivanje i razmjenu informacija primarno s kolegama: 

prate što rade drugi novinari, promoviraju vlastiti rad i izražavaju mišljenje o vijestima. Češće 

iznose mišljenja nego što prenose informacije. Iako su društveni mediji često promatrani kroz 

potencijal aktivnijeg uključivanja različitih glasova u novinarski proces, ovo istraživanje 

pokazuje da promatrani novinari na Twitteru zadržavaju gatekeeping rutinu i tradicionalne 

izvore. Osnovni doprinos ove disertacije je u tome što detaljno istražuje hrvatski kontekst i to 

kroz primjenu mješovitih metoda što omogućuje temeljitije razumijevanje istraživane 

problematike. 

KLJUČNE RIJEČI: Twitter; društveni mediji; novinari; norme; uloge; prakse; Hrvatska 



 
 

Prošireni sažetak 

Tema ove doktorske disertacije su novinarske norme i prakse te načini na koji se 

mijenjaju i pregovaraju u participativnom okruženju društvenih medija. Istraživanje je 

usredotočeno na Twitter kao platformu koja nema široku popularnost, poput nekih drugih 

društvenih medija, ali koju zbog svojih karakteristika i segmentirane korisničke baze posebno 

koriste novinari. Cilj istraživanja bio je ispitati na koji način novinari u Hrvatskoj koriste 

Twitter te kako sami objašnjavaju određene prakse, pogotovo one koje u nekoj mjeri odstupaju 

od tradicionalnih profesionalnih standarda.  

Istraživanje konceptualizira novinarstvo kao ideologiju (Deuze, 2005), razumijevajući 

ga kroz smisao koji novinari daju svom radu i kroz način na koji definiraju svoju ulogu u 

društvu. Kako sugerira Hanitzsch (2018), uloga novinara u društvu može se promatrati na četiri 

razine: normativnoj, kognitivnoj, prakticiranoj i pripovijedanoj. Normativna se razina ogleda 

u očekivanjima koje društvo ima od novinara i u željenoj ulozi novinara u društvu koja je 

uglavnom artikulirana iz perspektive razvijenih zapadnih demokracija. Normativni principi ili 

ideali uglavnom su upisani u etičke kodekse. Kognitivna razina odražava svrhu i ciljeve koje 

novinari sami žele postići u svojem radu, a koji su odraz institucionalnih vrijednosti i uvjerenja 

prihvaćenih kroz profesionalnu socijalizaciju. Osnovne novinarske norme i vrijednosti vidljive 

su u različitim novinarskim kulturama, ali istovremeno mogu biti drugačije interpretirane u 

odnosu na specifični lokalni kontekst. Jedan od doprinosa ove disertacije jest ispitivanje mjere 

i načina na koji se u kontekstu Twittera pregovaraju određene norme i prakse koje hrvatski 

novinari u potencijalno vrednuju ili razumiju drugačije od svojih zapadnih kolega.   

Dva su glavna istraživačka pitanja:  

1. U kojoj mjeri praksa hrvatskih novinarki i novinara na Twitteru odstupa od 

normativnih profesionalnih načela i rutina, kao što su objektivnost, gatekeeping, 

provjeravanje informacija i razdvajanje novinarskog rada od komercijalnih, 

uključujući i promotivnih, aktivnosti? 

2. Kako hrvatske novinarke i novinari razumiju i objašnjavaju  svoje korištenje 

Twittera, posebno kada odstupa od normativnih profesionalnih principa i praksi, 

poput objektivnosti, gatekeepinga, provjeravanja informacija i razdvajanja 

novinarskog rada od komercijalnih, uključujući i promotivnih, aktivnosti? 

Dizajn istraživanja temelji se na kombinaciji kvantitativne (analiza sadržaja) i 

kvalitativne (dubinski intervjui) metode. Analiza sadržaja jedna je od najčešće korištenih 



 
 

metoda u istraživanjima novinarskih praksi na društvenim medijima (Lasorsa i dr., 2012; 

Noguera Vivo, 2013; Holton i Molyneux, 2017), pa njezino korištenje omogućuje da se nalazi 

ovog istraživanja u određenoj mjeri mogu usporediti s onima iz drugih zemalja. Pored toga,  

metoda analize sadržaja najprikladnija je za otkrivanje obrazaca novinarske aktivnosti na 

Twitteru i učestalosti pojavljivanja određenih karakteristika. Analiza je provedena na uzorku 

od 78 novinarskih Twitter profila i 3.396 njihovih objava u odabranom razdoblju od četiri 

konstruirana tjedna, dva u 2016., a dva u 2018. godini. Iako nije bilo moguće osigurati da 

uzorak bude u potpunosti reprezentativan, budući da neki od ključnih parametara poput 

ukupnog broja novinara u zemlji i broja korisnika Twittera nisu dostupni, uzorak vjerodostojno 

predstavlja hrvatske novinare koji koriste Twitter u svojoj raznolikosti. Analitička matrica 

razrađena je u tri dijela i sastoji se od 18 kategorija i 126 elemenata analize. Kvalitativni 

dubinski intervjui provedeni su s dvanaest novinarki i novinara, odabranih iz većeg uzorka, 

koji su u tom trenutku bili najaktivniji na Twitteru. Provedeno je i uzorkovanje maksimalne 

varijacije kako bi se osigurala zastupljenost novinarki i novinara, različitih dobnih skupina i 

razine iskustva, kao i raznolikost iskustva u odnosu na vrste medija (tisak, televizija, radio, 

online). U kvalitativnim je istraživanjima uobičajeno koristiti manji, svrhoviti uzorak, jer je cilj 

prikupljanje informacija koje su korisne za dubinsko razumijevanje pojava, a ne generaliziranje 

zaključaka kao u kvantitativnom istraživanju.  

Rezultati sugeriraju da novinari u Hrvatskoj Twitter upotrebljavaju primarno kao 

profesionalni alat. U svojim Twitter biografijama identificiraju se kao novinari i veoma često 

identificiraju i svojega poslodavca. Istovremeno, mnogi smatraju da imaju pravo na autonomiju 

korištenja svojih profila i slobodnije izražavanje na platformi koja, iako javna, nije medij za 

koji rade. Kod ovog konkretnog pitanja uočene su određene generacijske razlike u stajalištima: 

dok su iskusniji novinari tvrdili da njihovu aktivnost na Twitteru treba razlikovati od njihovog 

medijskog rada, mlađi novinari Twitter uglavnom doživljavaju kao dodatnu platformu svojeg 

profesionalnog djelovanja i skloni su i u tom okruženju primjenjivati tradicionalna 

profesionalna načela i konvencije. Novinari koriste Twitter kao virtualnu platformu za 

povezivanje i razmjenu informacija primarno s kolegama: prate što rade drugi novinari, 

promoviraju vlastiti rad i izražavaju mišljenje o vijestima. Češće iznose mišljenja nego što 

prenose informacije. Iako su društveni mediji često promatrani kroz potencijal aktivnijeg 

uključivanja različitih glasova u novinarski proces, ovo istraživanje pokazuje da promatrani 

novinari na Twitter zadržavaju gatekeeping rutinu i tradicionalne izvore.   
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1. Introduction 

 

“…revisiting an ‘old’ concept can provide added value to a more comprehensive theorizing of 

what journalism is, or could be.” (Deuze, 2005: 458) 

Journalism has always been linked to technological innovation (Salaverria, 2010). With 

the advent of every new media technology, journalists have had to adapt and develop their 

skills and practices. For instance, radio has required voice and audio storytelling skills, while 

the television has extended the practice into a visually and technically more complex domain. 

However, the most profound challenge has been introduced with internet related disruption. 

Not only does the internet disruption require journalists to develop a number of new skills, but 

it is also redefining long lasting norms and standards, media business models and the role of 

the audience. As Lewis (2012: 838) has said: “for much of the twentieth century, both the 

business model and the professional routines of journalism in developed nations were highly 

stable and successful enterprises because they took advantage of scarcity, exclusivity, and 

control.” In the last two decades, the internet has been disruptive of both journalists and 

journalism on different levels.  

The change is occurring on the level of systems, institutions, organizations, profession, 

practices, and audiences. The macro level of media system functions within a larger social 

system that, particularly in a more globalized world, spans national boundaries. The rapid 

diffusion of new communication technologies is challenging the power relations, allowing 

more direct mass communication (many-to-many) and depriving traditional news 

organizations of their exclusivity in terms of deciding what should be reported as news. 

Technological companies that act as digital intermediaries (e.g., social media, news aggregators 

and search engines) are becoming dominant over news distribution and consumption (Newman 

et al., 2017), and, furthermore, over the advertising, which is still the main source of revenue 

in the digital environment (Pew, 2014).  

Among the key features of the internet and of the new communication hardware and 

software are their ease of use and their potential to engage. “People formerly known as 

audience” (Rosen, 2006) are now more involved into the news cycle. User-generated content 

(UGC), information submitted by members of the public directly to a media outlet, or posted 

on social media, increasingly contributes reports; in particular, during emergency events, and 

in distant areas and those where there is conflict (Johnston, 2016; Rauchfleisch et al., 2017). 
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This affects long standing journalistic routines and the authority of journalists, which is 

manifested through their gatekeeping control over what becomes news and the form in which 

it reaches the audience. Journalists are required to be more tech-savvy and responsive in order 

to cope and to take advantage of emerging innovation and new patterns of news consumption.  

Digital intermediaries are forming a new layer of gatekeeping. Social media platforms 

are increasingly serving as a primary gateway to news (Newman et al., 2018). Platforms are 

not media organisations in a traditional sense, as they do not produce content of their own and 

are not bounded by the same legal and professional principles as the legacy media, but they 

mediate between the media and their audiences. On one side, their data-driven and automated 

recommendation systems filter, personalise and prioritise the content offer for users, and, on 

the other, they provide additional channels for communication, engagement and promotion to 

news organisations and individual journalists.  

In a digital age, and within a participatory media culture, the very nature of journalism 

and the identity of the journalist is being widely re-examined. There is a growing body of work 

on how journalists use social media platforms and how they negotiate their traditional norms 

and routines in the platform dominated communication setting. In the seminal study in this 

area, Singer (2005) studied 20 of the blogs of political journalists during the 2004 US election 

cycle. The blog, as a (then) new media platform, has allowed journalists to achieve greater 

accountability and transparency, to express more personality or opinion, and to act more closely 

in collaboration with their readers. This was, however, seen as something that contrasted with 

and challenged long standing journalistic norms, in particular, the nonpartisan gatekeeping role 

that is often claimed to be the backbone of journalistic identity.  

Traditionally, journalism has been attached to the institution of the media and the 

gatekeeping process was the main role of journalists in guaranteeing quality and neutrality 

(Reese & Ballinger, 2001; Shoemaker, 1991). This is no longer the case. Journalism is 

increasingly produced outside both professional institutions and traditional standards. 

Journalists no longer have an exclusive role as gatekeepers, and social media platforms take 

over many of the functions that have been held by the institutional media. This creates an 

environment with both opportunities and challenges, but resistance is usually the first and an 

inevitable reaction to change (Agócs, 1997). The line of the studies of journalists on social 

media has explained this as “normalization” (Margolis & Resnick, 2000). When a change 

occurs, journalists are trying to normalize new media and online platforms to fit their traditional 
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norms and routines. Singer’s (2005) study confirmed this thesis, since, even on the blog 

platform, which allows for more participation and exchange, journalist-bloggers were still 

maintaining control over the information, and were reinforcing the authority of traditional 

media outlets. Lasorsa et al. (2012) used the same approach to assess the activity of mainstream 

journalists, in the United States of America, who microblog on the social media platform 

Twitter. Their study has again confirmed a tendency to normalization but has also revealed a 

shift towards adopting features of the new platform. Canter (2014) explored how local 

journalists in the United Kingdom perceive their role in the digital era, and how willing they 

are to adapt. Her research revealed that journalists increasingly view themselves as being 

verifiers of news and claim their authority on the grounds of professionalism (training and 

expertise). The majority of the journalists that she interviewed “portrayed themselves as 

embracing changes to their role and that they welcomed audience participation. Yet most 

journalists viewed this participation as something which should happen within the confines of 

editorial control” (Canter, 2014: 116-117). After a series of studies that have suggested that 

journalists are ‘normalizing’ new platforms to fit their traditional way of doing and 

understanding journalism, some recent studies point towards a deviation from traditional norms 

and standards, most visibly through individual, organisational and institutional branding 

practices on social media (Molyneux et al., 2018).  

The main aim of this thesis is to contribute to this line of research from a non-Western 

and new democracy perspective. As well as democracy itself, journalistic norms and routines 

in Central and Eastern European countries have undergone a transition, and they have perhaps 

never really had a chance to truly be consolidated in the way that is the norm in the West. 

Currently, we know little about social media related journalistic practice in those countries that 

emerged at the end of the 20th century with the collapse of communist rule in Central and 

Eastern Europe. Hladik and Stetka (2015) have examined the impact of social media, as a news 

source, in Czech news media, and they found that the democratic potential of social networking 

sites is still not fully exploited, since the Czech news media still favour “elite” sources. Klimes 

(2016) placed the Czech Republic in a comparative perspective, in an attempt to show how 

journalists in different countries have different approaches to the use of Twitter. He argued 

that, unlike German and American journalists, their Czech colleagues still perceive Twitter 

more as a medium to support private conversations than as one to promote journalistic content. 

In Slovenia, Vobic et al. (2016) explored the online interplay in Twitter conversations between 

journalists and politicians, which, in some cases, reflects their offline relations. In Croatia, there 
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has been a limited number of studies on this topic, focusing mainly on how media are sourcing 

news from social media (Volarevic & Bebic, 2013) or on how journalists perceive the 

importance of social media in their work and in content production (Zlof et al. 2014). The only 

study that has investigated how journalists in Croatia negotiate traditional norms and routines 

in the social media environment was conducted by a group of authors, including the author of 

this dissertation (Brautovic et al., 2013). We analysed the content of 7,606 tweets from 39 

Croatian journalists, covering the period of 1 January to 1 June, 2013, and found that Croatian 

journalists on Twitter opened the gates for opining, self-promotion and conversation, but still 

resisted co-creating the content with end users. This thesis builds on the insights gained through 

the research conducted by Brautovic et al. in 2013, but significantly extends the sample and 

the scope of the analysis. This research introduces the dimension of journalists’ self-perception, 

as it aims not only to map the practices of Croatian journalists on Twitter, but also to investigate 

what sense they make of their Twitter use in an attempt to understand how their professional 

identity is being constructed in the new environment. This approach, and its specific focus, fill 

a gap in scholarship and aim to foster the discussion on how social media, such as Twitter, 

affect journalistic practice in relatively recent democracies, where journalism culture is 

characterized by strong political parallelism and a lack of established professional autonomy 

(Lauk, 2008).  

The research is framed in the concept of the professional identity of journalists, arguing 

that, while negotiating their routines and values in the social media environment, journalists 

also negotiate their professional identity, both as an internal determination and as an external 

differentiation from other groups. The thesis contextualises the changing journalistic practice 

within the broader disruption of the news industry in the digital age, and it explores the impact 

of Twitter, as one of the most relevant social media for news and journalists, on the practice 

and values of journalism. Available evidence, obtained mostly in the Western context, suggests 

that, by using Twitter in their daily routine, journalists deviate from traditional norms and 

journalistic routines, such as the norms of neutrality and detachment. It further suggests that 

by using Twitter, journalists allow for more transparency in relation to themselves and their 

journalistic work, and allow more audience participation in the news process. Some studies 

point towards journalists‘ use of Twitter for verification, and evidently suggest that, by using 

Twitter and other social media, journalists consolidate a new routine of (self)promotion. 

This dissertation is an exploratory study aimed at understanding if, to what extent, and 

in what form can these processes be observed in Croatia. To this end, a specific research 
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approach and methodology have been developed. The study draws its theoretical framework 

primarily from the sociology of journalism, as an interdisciplinary subfield of media sociology 

which encompasses research into professional norms, ritual behaviours, the political economy 

of journalism and the cultural logic of journalism, including, for example, occupational 

ideologies (Belair-Gagnon & Revers, 2018). Two classic studies from the 1950s serve as a 

starting point: David Manning White's (1950) “gatekeeper” model, and Warren Breed's (1955) 

analysis of social control in the newsroom. The focus of these studies was on how the individual 

experiences, attitudes and choices shape the process of news selection and construction. The 

organizational focus was introduced by ethnographic studies from the 1970s (Tuchman, 1978; 

Gans, 1979; Fishman, 1980). They observed how the news is created with attention to the 

routines, norms, and values of those engaged in the process of newsgathering. They have seen 

journalism as a process, and journalists as a community that conforms to group norms for 

practical reasons. These ethnographic studies largely suggested that control of news is not 

contained with individuals, but in the organization. Timothy Cook (1998) and Bartholomew 

Sparrow (1999) labelled routines as institutions, arguing that these embedded and repeated 

practices define journalism and shape the behaviour of journalists over time. This view contains 

the idea that journalists perform journalism while relying on norms, routines and practices that 

are established and widely accepted within the organizational setting (Zelizer, 2009). While 

there are several challenges to seeing journalism as a profession (see 1.1), it seems adequate to 

see it as an institution (Zelizer, 2005). “The institution means the setting, the behaviours that 

constitute the setting, and the values by which the setting is organized”, explains Zelizer (2005: 

73).  

The conceptual framework that is used to observe how traditional journalistic norms 

and routines are being negotiated in the context of social media is set in relation to the specific 

culture of participation which is attributed to social media, and in relation to the specific culture 

of journalism in Croatia. While there are some universal principles upon which journalism is 

founded, these can still be interpreted differently in different cultural settings. Professional 

norms are institutionalised within a certain political, economic, and social context. In order to 

understand how journalism in Croatia might be changing through journalists’ use of Twitter, 

we first had to explore the meanings that journalists in Croatia give to their work and their role 

in society, and to what extent these deviate from those that are universally promoted or that are 

Western principles. The peculiarities of journalism culture in Croatia are explored, based on 

the available literature and empirical studies. The literature review has also been employed to 
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unveil the characteristics of participatory culture, which has flourished thanks to social media 

and smartphones. Jenkins (2006) introduced participatory culture in contrast to the 

“institutionalized” division between media producers and consumers, in which each have their 

own separate roles. He did not omit mentioning that not everyone has the same ability or access 

to participating, but suggested that in the contemporary culture fostered by the digital 

(r)evolution and media convergence, we should see producers and consumers as participants 

who interact with each other and thereby create a new set of rules, rules that are yet to be 

explored. Bruns (2008) introduced the concept of “produsage” with which to differentiate from 

the traditional understandings of production and the product, and to emphasize how, today, the 

traditional distinction between producers and users is blurring. He highlights that:  

“the role of ‘consumer’, and even that of ‘end user’ have long disappeared […]. In many 

of the spaces we encounter here, users are always already necessarily also producers 

and the shared knowledge base, regardless of whether they are aware of this role – they 

have become a new, hybrid, produsers” (Bruns, 2008: 2). 

This dissertation takes these developments into account, bearing in mind that there may be 

peculiarities in the country’s journalism culture. It aims to provide a comprehensive assessment 

of journalistic practice on Twitter by employing a multi-dimensional analytical framework and 

a mixed methods approach. Inspired by Hanitzsch (2018), the research into the roles and 

practices of journalists is conducted with respect to four different dimensions: normative, 

cognitive, practiced and narrated. The normative roles and principles of journalism in Croatia 

are extracted from the literature and self-regulatory documents of Croatian journalists, such as 

the Code of the Croatian Journalists' Association. Cognitive roles were elaborated based on the 

most recent investigation of a journalism culture in Croatia, which was conducted by Perusko, 

Cuvalo and Vozab (2016) and was confirmed through the interviews carried out during this 

study. Practiced and narrated dimensions are explored by empirical research whose design will 

be further elucidated.  

 

1.1. Research design 

 

This dissertation aims to observe how traditional journalistic norms and routines are being 

negotiated in the context of social media. In order to understand how journalists in Croatia use 

Twitter and what meaning they give to their Twitter use, the empirical analysis is composed of 
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two parts and is based on a mixed methods approach using content analysis and semi-structured 

in-depth interviews. The advantage of this approach is that it uses different methods and data 

sources to examine the same phenomenon in order to provide a more comprehensive 

understanding of the research problem than would either of them used alone. Here, it combines 

interviews (qualitative) with content analysis (quantitative) examinations. 

A content analysis method was deemed to be the most suitable fit to detect the patterns of 

journalists’ activity that are practised on Twitter, and the frequency of references to certain 

content. This is one of the most commonly used methods in similar studies of journalism 

practice on social media (see: Lasorsa et al., 2012; Noguera Vivo, 2013; Holton & Molyneux, 

2017), so it makes it easier to compare the findings from this study with those from other 

countries if the same method is employed. In the classical meaning, content analysis is “a 

research technique for the objective, systematic and quantitative description of the manifest 

content of communication” (Berelson, 1952: 18). In the fast-growing networked information 

environment, content analysis tends to extend to also take into account the structural features 

that are associated with communication and the related socio-cultural context (Lewis et al., 

2013). This thesis has used the extended application of content analysis. 

Qualitative interviews were applied in order to obtain journalists’ own understanding of 

their profession and of journalistic processes, in the context of increasing social media use. It 

is both appropriate and common in studies that seek to understand “the social actor's 

experience, knowledge, and worldviews” (Lindlof & Taylor, 2011: 173) to use qualitative 

interviewing. Together with content analysis, interviewing is one of the most frequently applied 

methods in studies of social media use and the evolving practices and attitudes of journalists in 

the digital age (see, for instance: Brandtzaeg et al., 2016; Zeller & Hermida, 2015; Holton & 

Molyneux, 2017). This study employed semi-structured in-depth interviews with a sample of 

journalists who were regarded as active Twitter users. The focus was on more experienced 

Twitter users, given that the phenomena explored are relatively new, and more advanced users 

are more likely to be observant of the practice or change that is taking place in the social media 

environment, than are the newcomers to the Twitter sphere. The decision was also made to 

only generally structure interviews around relevant topics or thematic blocs, but to allow 

flexibility for potentially unanticipated topics and responses to emerge (Brennen, 2017).  

This flexible and open approach resembles grounded theory (Glaser & Strauss, 1999), a 

research method that involves continuous monitoring and responsiveness to findings, as the 
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theory is developed from the data, rather than the other way around. While this study did start 

its exploration from the available theories, it was made clear from the beginning that these 

might not be fully adequate to describe the specific case of journalism in Croatia and to 

understand the ongoing changes. These theories have largely been developed from the western 

perspective and, as such, do not always reflect non-western media systems and journalism 

cultures. It has therefore been important to keep a level of openness and flexibility in research 

design during the entire research process. In the grounded theory approach, a special emphasis 

is put on being flexible about sample size (Thomson, 2011). Silverman (2010) calls this 

“organic” sampling, suggesting that, particularly in qualitative studies, the sample should be 

altered if the research process requires this. This means that the sample should be increased if 

the researcher finds that some profiles might bring in new insights, or the sample could even 

be halted if it is assumed that further interviews would not add much that was new. This study 

followed the same logic. This is especially the case because the research is not intended to 

represent the general population of journalists in Croatia, but to provide insights into a specific 

group that was selected for their active use of Twitter.  

 

1.1.1. Content analysis – research questions, process, and sample 

 

The central question this part of the empirical analysis seeks to answer is: To what extent 

does the practice of Croatian journalists on Twitter depart from normative professional 

principles and routines, such as objectivity, gatekeeping, verification, and a separation between 

journalistic work and commercial practices, including promotional activities? The associated 

sub-questions are: 

RQ1: To what extent do journalists in Croatia use Twitter for work-related purposes? 

RQ2: To what extent do journalists in Croatia, in their use of Twitter, deviate from an 

objectivity norm and the vision of a journalist as a detached information provider? 

RQ3: To what extent do journalists in Croatia have exchanges with non-journalists on 

Twitter and thus potentially open doors to a more participatory news process (as 

opposed to the firm gatekeeping)? 

RQ4: To what extent do journalists in Croatia use Twitter to self-promote their work 

and to promote their news outlet? 
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RQ5: To what extent do journalists in Croatia use Twitter as a verification tool? 

To answer these research questions, content analysis was performed on two levels: on 

the level of content contained in the structural features of the individual profiles, and on the 

level of content contained in posts (tweets and retweets). On the level of structural features, the 

following elements were analysed: the date Twitter was joined, the total number of tweets, the 

number of followers, the number of following, header photo, profile photo, username, 

biography, if website is included, information on location, birthday, and whether the account 

is verified. On the level of the content contained in posts, the content analysis encompassed 

tweets and retweets, including their multimedia elements (e.g., photos, videos and animations), 

hyperlinks and hashtags, if applicable, and, in the case of retweets, comments, if included. This 

allowed the researcher to investigate how the sampled journalists present themselves in the 

structural features of their Twitter profiles, what content they share the most, and in what way, 

and with whom do they engage in conversation. The data collected in this way was then used 

to observe the extent to which journalists’ activity on Twitter corresponds with personal or 

professional use; the extent to which they use Twitter as an additional distribution channel or 

as a platform for more free reflections on the news and current affairs (comments); the extent 

of the (self)promoting of the news outlet or of own content; and the extent of openness or 

elitism in Twitter use.  

In Croatia, there is no central directory of journalists who use Twitter. Moreover, it is 

not known how many active journalists there are in the country, since there is no request for 

registration since journalism is an open profession. In some countries (for example, in 

Australia, see: Hanusch & Bruns, 2017) media organisations that are active on Twitter provide 

a list of their staff who are active on that social media. This has not yet been the case in Croatia. 

The first research task was thus to identify the active profiles of Croatian journalists on Twitter.  

The sampling strategy, carried out in several cycles between April 2015 and June 2018, 

included three main steps: (1) searches on Twitter; (2) searches on news organizations’ 

websites; (3) the snowball method. Searches on Twitter covered both advanced search and list 

searches. Twitter advanced search allows the user to search by keywords, and to filter the 

search results by people. The keywords used in this search were: novinar, novinarka, reporter, 

reporterka, urednik, urednica (in Croatian). These words mean journalist, reporter, and editor, 

respectively and all are in the masculine and feminine versions. The keywords were used only 

in Croatian, even though some of the Croatian journalists present themselves in English on 
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Twitter, because the use of these keywords in English would have resulted in an enormous list 

of profiles from around the globe, which would not be of much use for this specific purpose. 

The search in Croatian resulted in a number of Twitter users who identify themselves as 

journalists through using the keywords in the textual parts of their profiles, namely, in their 

names, usernames or biographies. Only active profiles (with more than one hundred tweets) 

and those focusing on news and current affairs were included in the sample. 

Further to the Twitter advanced search, a search of Twitter lists was performed. The 

Twitter list is a curated group of Twitter accounts, and its purpose is to follow a stream of 

Tweets only from the accounts on that list. Even though, as mentioned, news organisations in 

Croatia do not create Twitter lists of their staff, several lists containing Croatian journalists 

were found and were used as a point of departure for the sampling process. ‘Croatian Media’ 

is a list that counted 33 members, including both journalists and media organisations. Another 

list, entitled ‘Vijesti HR’ (News Croatia), had 38 members, not only journalists, but also 

politicians and public relations specialists and other opinion makers. Similar composition was 

of the list MEDIJI DOMAĆI (Media Domestic) that counted 199 members. Even though these 

lists were not exclusively listing journalists, they proved useful in identifying journalists who 

had not been captured through the earlier step.  

The next step was to search through the news organizations’ websites, more precisely, 

the impressum pages, which are obligatory parts of publications and, in some cases, in addition 

to the responsible persons for the publishers and the editors, these also contain the names of 

journalists. The names of journalists who were identified in this way were then included in the 

Twitter search using people’s names, in order to determine whether they actively use Twitter, 

or not. This was a way to supplement the information gathered through the previous Twitter 

searches and to ensure that journalists from different types of news media (television, radio, 

newspapers, digital natives), with different financing and organisational models (public, 

commercial, community media), were represented in the sample.  

Finally, snowball sampling was carried out by exploring already identified journalists’ 

lists of followers and followees to discover other relevant Twitter accounts. Since the focus 

was on political journalists, journalists who were specialised in other fields were not included 

in the sample. All accounts were verified during the sampling process and only those who had 

posted at least 100 tweets in the period observed were considered to be active Twitter users. 

Their activity was further confirmed by the fact that their tweets were registered in the sample 
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of days on which the analysis was applied. Finally, a list of 78 Croatian journalists who cover 

news and current affairs and who actively use Twitter, was created. The sample is composed 

of 42 male and 36 female journalists, the majority of whom (65%) are identified as primarily 

being television journalists, but further categorization per type of media might be misleading 

as, due to convergence and newsroom integration, it is often difficult to establish which is the 

primary channel for someone’s work. Furthermore, during the research period, several 

journalists from the sample changed their employer, including also the type of news media in 

which they work.  

After the sample was drafted, NVivo software was used to capture the structured data 

of profiles and all the tweets of each journalist in the sample since the start of their Twitter 

use.1 In some cases, it went as far as 2009, and more than 160,000 tweets were captured. Such 

a large dataset was deemed far beyond what was feasible to code for a single human coder 

within the timespan and capacities of this doctoral project. A constructed week sampling 

technique was therefore applied, paying attention to avoiding periods dominated by a large or 

extraordinary event, as the aim of the research was to assess the usual practice and behaviour 

of the journalists. Four weeks were constructed, two in 2016, and two in 2018, by randomly 

selecting two Mondays from all the available Mondays in the first four months of each of the 

years. The same procedure was applied for all other remaining days. This led to a total of 3,396 

valid tweets in the selected period. The profile and header images of each journalist were 

manually captured, via screenshots. 

Two units of analysis were examined: first, the profile data of each journalist, which 

includes a profile image and structured data (number of followers and number of followings); 

and the second unit was the individual post (tweet or retweet), which along with the text 

sometimes includes visual or audiovisual elements and links. To make sense of the data and to 

facilitate the analysis, a codebook (Annexe I) was developed, based on an extensive literature 

review but, most of all, it was inspired by the work of Lasorsa et al. (2012), Hanusch & Bruns 

(2017) and Lough et al. (2018), and was tested in 2013 by the author himself (Brautovic et al., 

2013). A codebook was developed to serve as an assessment tool for each structural element 

of the selected Twitter accounts and for each post in the sample. 

The full codebook is available in Annexe I. In general, the coding categories were 

 
1 Here, I would like to acknowledge that I received great support in scraping the Twitter data from my co-

supervisor Mato Brautovic, Ph.D., Professor at the University of Dubrovnik. NVivo is a commercially licensed 

software to which I had no personal access at the time.  
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elaborated to gain insights into the type of self-presentation used by journalists on Twitter; the 

content of their posts; the type of their posts (if they are information or opinion based); if their 

post is a tweet or retweet and, in the case of a retweet, who are they retweeting and how (with 

comment or without). The codebook also sought to assess the extent and kind of interactions 

journalists establish through conversations, mentions and retweets, and the nature of the 

network they grow on Twitter, by looking at whom they are following. 

The code sheet is divided into three sections. The first section was designed to examine 

elements of the journalists’ Twitter profiles; the second was constructed to examine the 

structural details of their profiles, and the third focused on the dominant topics, types and 

purposes of their posts (tweets and retweets).  

In the first section, coding categories were developed that were based on the work of 

Lough et al. (2018), in order to explore all of the customizable elements of Twitter profiles and 

to understand to what extent the use of Twitter is work and branding related (RQ1 and RQ4). 

These elements are: header image; profile photo; username; profile biography; whether a link 

to a website is provided; if the location and birthday are included; and whether the account is 

verified. For the latter three, a simple coding was applied to determine whether or not these are 

provided (publicly visible). If a website was provided, it was indicated whether it is linked to 

a news organisation, a personal website/blog; or to a journalist’s other social media account. 

The Twitter biography (which consists of up to 160 characters) was coded for (1) identification: 

if one presents as a journalist, if naming the employer, and if referencing the employer’s Twitter 

page; (2) participation: whether or not it provides an email address and an invitation for readers 

to offer contributions/story ideas; (3) personal life: whether or not it contains information about 

hobbies/interests and about family status; and (4) whether or not it contains a disclaimer (e.g., 

views presented are my own; retweets don’t equal endorsements). The Username was also 

explored to determine if some elements of branding, be it personal, institutional or 

organisational, could be found there already. As in Lough et al. (2018), codes were designed 

to capture whether the journalist’s Twitter username included a reference to the journalist’s 

employer (e.g. JohnSmithBBC). The use of visuals (profile and header image) was examined 

through a set of codes which strove to identify to what extent organisational branding was 

present, and what kind of profile photos prevailed: whether these are professional profile 

photos, photos of work action, selfies, group photos, or full body and less formal photos. The 

unit of this part of the content analysis was made up of the profiles from the Twitter accounts 

of the selected sample of journalists. The focus was on the customizable elements of a Twitter 
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profile, including visuals and texts. Texts and the structured data of Twitter profiles (N=78) 

were captured with the application of NVivo software. The desktop versions of profile pages 

were further manually captured, via screenshots, for the assessment of visual elements and for 

the archive. All data was then organised, coded and analysed in Excel.  

In the second section, the profiles of the accounts that selected journalists follow on 

Twitter were coded to capture the extent to which this platform serves as an elite network for 

exchange between journalists, politicians and public relations professionals, or for people who 

are, in general, more interested in news and in shaping the news. With the same aim, mentions 

(@username) appearing in tweets were coded for journalists, PR specialists and politicians, or 

as ‘other’ and ‘difficult to identify’. While it was not always easy to identify and adequately 

code a person, based on her/his username and the information provided in the profile, a suitable 

sample was coded to allow for relevant insights. Mentions for each of the three groups were 

counted to ascertain the intensity of the public exchange that journalists have with politicians, 

PR specialists, and other journalists on Twitter (RQ3). 

In the third section, tweets were coded by their topic, type, whether it was a retweet, if 

it increased the transparency of journalistic work, and whether it contained hashtags and 

multimedia. Based on Lasorsa et al. (2012), the topics of the tweet were labelled: politics, 

technology, economy, entertainment, sports, environment, social welfare, journalist’s personal 

life, and unspecified topic. These categories were tested in 2013 and proved useful for this kind 

of analysis (Brautovic et al., 2013). For the purpose of this specific research, three other labels 

were added to topics: journalism/media; migration and refugees; and crime and the judiciary. 

The netnographic examination pointed out that these topics often appear among Croatian 

journalists on Twitter, perhaps also due to the specific period observed. The analysis of topics 

was used to inform RQ1 and RQ2.  

The type of the tweet category was designed based on literature (Lasorsa et al., 2012; 

Noguera Vivo, 2013; Brautovic et al., 2013; Hanusch & Bruns, 2017) with the following labels: 

convey information, seek information, convey opinion, self-promotion, conversation, and 

breaking news. All labels, except convey information, were further elaborated. For example, 

self-promotion sought to assess whether the post represents the promotion of a journalist's 

programme/product; or the promotion of a journalist's news organisation (RQ4). A specific 

code within ‘seek information’ was included in order to capture whether journalists use Twitter 

to verify information (RQ5). In line with Lasorsa et al. (2012), the label ‘conveying opinion’; 



14 
 

was operationalised to capture major and minor opining, as an indication of a deviation from 

the objectivity norm (RQ2). The ‘conversation’ label was operationalised to provide insights 

into whom journalists exchanged with on Twitter to understand if they were opening the gates 

of the news process to audiences (RQ3).  

The gatekeeping routine was also considered through the coding category of 

‘retweeting’. Lasorsa et al. (2012: 26) suggested that “retweeting is an indication of a 

journalist’s ‘opening the gates’ to allow others to participate in the news”. This coding scheme 

thus observed if a post was a retweet and, if so, whether it contained a comment (RT can also 

be a click-based act, without additional information provided). It further looked at whether the 

comment was positive, negative, informative or a question, and who was retweeted: other 

journalist, journalist’s news organisation, other news organisation, politician or political 

organisation, or others. 

The category on the transparency of the news production process was labelled, as in 

Lasorsa (2012) and Brautovic et al. (2013), for job talking, linking, personalizing tweets and 

life casting. To see if the new practice is developing, an additional label was added for 

newscasting (live news broadcasting via Twitter). Hashtags were also coded for the promotion 

of the author or news outlet, a temporary event, a public event, political, other, or no hashtag. 

It was recorded if a tweet contained multimedia.  

Some coding categories were used to inform answers to multiple research questions. 

For example, gatekeeping practice was assessed by looking at whether journalists, in their 

profile biographies, provided channels for communication (email), whether they invite 

contributions and story ideas; who they are retweeting most; and with whom they engage in 

conversation and interaction. Likewise, some posts met more than one code from the same 

category. In those cases, all the relevant codes were assigned and considered for the final 

analysis. For instance, in the biography/profile description, journalists can identify themselves 

as a journalist (A), by their employer (B), or they can go a step further to directly reference 

their employer by linking with its account on Twitter (C). While, in most cases, journalists 

identify just as journalists (coded as A), very often they also identify their employers (coded 

as AB, if both), and sometimes even reference to them – by using the Twitter feature to connect 

with their employer’s Twitter profile (coded as ABC, if all). 

A netnography method is not listed with the main methods of this research, since it was 

employed passively, and only as an additional means by which to inform the coding categories 
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for the content analysis. In the period June 2013-March 2018. I had irregularly, but with a 

relatively high frequency, followed the activities of Croatian journalists on Twitter, observing 

their interactions, communicative strategies, and thematic focuses of their tweets. As 

Alexander Grech (2012: 89) said of blogging: “To understand blogging, and blogging culture, 

the researcher also needs to be a blogger”. The same can apply to the micro-blogging platform 

of Twitter, and it did apply in this case. In order to better understand the functionalities of the 

platform and the culture of its community in this specific context, I myself became an active 

user of Twitter over the course of my thesis research. I have, however, never directly or 

intentionally engaged in a communication with the subjects of my research but, rather, I was 

acting in an unobtrusive way. Netnography, a term coined by Kozinets (2010), seeks to adapt 

the traditional ethnographic approach to the online communities which are networked, but also 

fragmented, and which can overflow from offline to online and vice versa. In any case, and as 

Grech (2012) highlights, the risk of influencing the community, which is being observed are 

significantly lower with netnography, if compared to ethnography. 

 

1.1.2. Interviews – research questions, process, and sample 

 

Semi-structured in-depth interviews were employed to investigate how the sampled 

journalists understand and self-report their use of Twitter in the broader context of social media 

use by journalists. Some of the insights gained through content analysis were presented in the 

conversation to understand what meaning journalists give to the patterns observed in their 

Twitter activity. The central question of this part of the research was: How do journalists in 

Croatia narrate their Twitter use, in particular, when it departs from the normative professional 

principles and routines, such as objectivity, gatekeeping, verification, and a separation between 

journalistic work and commercial practices, including promotional activities?  

Associated sub-questions were: 

RQ1: What meaning and motivation do journalists in Croatia give to their use of 

Twitter? 

RQ2: How do journalists in Croatia see the personal-professional tension in Twitter 

use? 

RQ3: How do journalists in Croatia regard commentary in expression on Twitter? 



16 
 

RQ4: How do journalists in Croatia understand their community and audiences on 

Twitter? 

RQ5: How do journalists in Croatia understand branding practices on Twitter? 

The analysis is based on twelve semi-structured in-depth interviews with Croatian 

journalists who are identified as being among the most active on Twitter. It is common for 

qualitative research to use a smaller, purposeful sample, as the aim is to acquire information 

that is useful in understanding the phenomena in depth, rather than to draw general conclusions 

that would be representative of a population, as in quantitative research (Gentles et al., 2015). 

The sample is drawn from a bigger sample of journalists who were identified for the first part 

of the empirical analysis (content analysis). The level of activity was decided based on the 

number of tweets published by a journalist in the total period of their Twitter use. One thousand 

tweets were taken as a minimum threshold, but most of the journalists in the sample had more 

than five thousand and a few have tweeted more than 30 thousand times. A maximum variation 

sampling was also implemented to ensure representation of female and male journalists, 

different age groups and levels of experience, as well as diversity of experience in relation to 

types of media (whether a journalist is primarily identified as print, broadcast or online), with 

an ultimate goal of increasing the breadth of the data collection. The sample included five men 

and seven women. Six were early or mid-career journalists, and six have extensive experience. 

The majority are primarily identified as TV journalists, as TV journalists also dominated the 

original sample, three were identified as print journalists, and two were exclusively online 

journalists. However, as these categories are fluid nowadays due to convergence, most of the 

journalists in the sample have experience, or continuously work for, different media platforms. 

The sample also represents journalists working for public service media, commercial media, 

community media, and a news agency. 

The sampled journalists were contacted by sending emails (see Annexe II) which 

explained the topic and the purpose of the research, as well as why they were being invited to 

take part in it. They were also informed about specific thematic areas that the interview should 

touch upon, such as: journalistic standards; Twitter in journalism; transparency of journalistic 

work; audience participation; innovation; and verification. In line with the founding principles 

of research ethics, they were also given an informed consent form to fill in (see Annexe III). 

The form contained a description of the project, its aims, information on how the data collected 

would be protected and how long it would be stored, and the contact details of the researcher. 
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Through the form, the interviewees were asked to grant permission: (1) for the data generated 

from the interviews to be used in the researcher's publications on the topic; and (2) for the 

interview session to be recorded and saved for the purpose of review by the researcher. All 

interviewees gave consent to both. They were also asked about the level of anonymity they 

preferred in attributing quotes and presenting the findings. Half of them agreed to the use of 

their name and affiliation in the report; 33% agreed on the use of their name and professional 

position, but not the name of their employer; one agreed only to the use of his/her position, 

without the use of his/her name and without naming his/her employer; and one required 

anonymity. For practical and ethical reasons, it has been decided to anonymise all interviewees 

in the presentation of findings. Naming journalists and their news organisations would not add 

any value to the presentation of the findings and the related conclusions, as for most of the 

issues discussed no striking differences in opinions between the groups could be found. The 

only differences noted were in relation to age or the level of journalistic experience. In some 

cases, therefore, when deemed interesting or needed, and when answers were not in conflict 

with the consent given, the indication of experience, gender, and the type of media a journalist 

is identified with is included.   

The interviews were conducted January-April 2019. Most, namely ten, were organised 

as face-to-face conversations, and two were held via video call (Skype) and speaker supported 

audio call (mobile phone), since interviewees were in a different city to the interviewer. The 

average interview duration was between 1hr15mins and 2 hours. Whenever possible, both 

verbal and non-verbal responses were considered. The interviewer took some notes during the 

interviews, and after each of the interviews the key points were noted. Nevertheless, large parts 

of interviews were also transcribed into the Croatian language, as the conversation was 

conducted in that language, and then translated into English. Some transcripts were made with 

the help of students from the Journalism Studies at the Faculty of Political Science in Zagreb.2  

To ‘break the ice’ and to enter the conversation, journalists were first asked some 

general questions, including: what is the role of a journalist in society? Then, whether the role 

of journalists in post-socialist and newer democracies differs from the role journalists play in 

the West was discussed. They were encouraged to share their own professional experience and 

to reflect on the state of play in journalism, in general. The second set of questions was more 

 
2 The author, who is affiliated with the University of Zagreb’s Faculty of Political Science as a Research and 

Teaching Assistant, hereby would like to thank to the students of Academic Writing (2018/2019) who 

voluntarily assisted in the transcription process. 
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focused on the use of social media and, in particular, on Twitter. Journalists were asked how 

they used Twitter, since when, with what purpose and whether there is any difference between 

their use of Twitter compared to the other social media they use? The last part of the 

conversation was structured around specific journalistic practices on Twitter. Journalists were 

asked questions to gain insights into what they do in certain situations and in relation to basic 

norms and traditional journalistic routines; how they view certain practices that had been noted 

through a content analysis of their Tweets (Chapter 5); and whether the way they use Twitter 

has changed over time. 

This dissertation is organised in eight chapters, the first being the Introduction, and the 

last the Conclusions. The second chapter sets the theoretical foundation by exploring 

theoretical approaches to how journalists’ identity is being formed and understood, especially 

in relation to normative ideals and national cultures. The third chapter explores the 

characteristics of social media supported participatory culture, and the potential ways in which 

affordances and the use of online platforms may affect journalistic practice. In chapter four, 

the routinization and ritualization of journalism is explored and observed within the framework 

of the available scholarship. Chapters five and six are empirical chapters, presenting the 

research’s results. Chapter five presents the content analysis of the tweets and the structural 

elements of Croatian journalists’ Twitter profiles, and chapter six of the interviews conducted 

with a selected sample of journalists. In the seventh chapter, the findings are discussed in 

relation to the conceptual framework and are compared to similar studies from other countries. 
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2. Professional identity of journalists: universal ideology, national culture 

 

Who is a journalist? This question was probably never easy to answer, but is becoming 

increasingly more complex. It is a key concept of this research, so it is important to unfold its 

meaning in relation to the way it is being used. Moreover, the question about who a journalist 

is, is one of the fundamental aspects of the discussion of how journalistic practice is changing 

in the era of online platforms. This chapter therefore starts with a discussion on the definition 

of a journalist. It then presents different theoretical approaches to how journalists’ identity is 

being formed and understood. First, a conceptualization of journalism as an occupational 

ideology is explained. This approach implies the consensual and similar professionalization of 

journalism in different parts of the world. However, there is still much disagreement on the 

professional roles and values that are needed to claim “universal occupational standards” 

(Weaver, 1998: 468). The second part of the chapter therefore discusses the culturally shaped 

identities of journalists, with special attention to Croatia. If context-specific values and norms 

are not taken into account, the overall change in professional practice may be exaggerated, 

diminished or misunderstood. 

 

2.1. Defining a journalist 

 

The advent of new communication platforms and technologies has been profoundly 

challenging and has changed the global news environment, the process of journalism, and the 

definition of a journalist. The emergence of blogging, micro-blogging, and user generated 

content interfere with the traditional processes of news gathering, publishing and 

dissemination. Almost anyone can produce journalism and act as a journalist, and social media 

make it easier for various actors to actively contribute to the public information processes and 

news exchange. So how do we distinguish journalists from those others who act in a similar 

way, and is this distinction even needed or desirable?  

Unlike established professions, such as law or medicine, journalism has always been in a 

professional limbo (Godkin, 2008). Many, not only scholars, but also practitioners, claim that 

it is not a profession, for various reasons. Just to name two: it lacks a body of theoretical 

knowledge; and the entrance to the profession is not restricted (Davis, 2010), meaning anyone 

can practice journalism without having a formal education in journalism. With regard to the 

lack of theoretical knowledge, Godkin (2008: 110, 120) argues that the “standard of journalistic 
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competency must be centred on practice rather than theory” and that “instead of viewing 

journalism as a profession, it might be better to see journalists as part of what Etienne Wenger 

(2006) calls a community of practice”. Furthermore, he suggests that imposing any limits on 

the practice of journalism, like the licensing of journalists, would conflict with the democratic 

constitutional theory that nurtures freedom of expression as a fundamental right. 

Michael Davis (2010) claims that journalism is a profession, and that all doubts about its 

status emerge from mistakes in defining the concept of a ‘profession’. In support of his claim, 

he deconstructs sociological and philosophical approaches to defining a profession. Davis 

(2010) argues that the sociological approach, despite being dominant in discussions on 

professions, fails to apply to journalism. As an example of this failure he uses licensing, or a 

similar restriction which is suggested by political tradition. While licensing is perfectly 

accepted and legally required in medicine, in journalism it conflicts with the ground principle 

of freedom of expression. Davis (2010: 95) therefore advocates a philosophical, and, in 

particular, Socratic approach which seeks for an agreement, or that “definition must be worked 

out through a conversation”, be “tested with counter-examples” and reflected “until everyone 

participating in the conversation is satisfied”. In this way, Davis also associates 

professionalization with morality and ethics, claiming that “a profession is a number of 

individuals in the same occupation voluntarily organized to earn a living by openly serving a 

moral ideal in a morally permissible way, beyond what law, market, morality, and public 

opinion would otherwise require” (2010: 100). Applying this to journalism, he claims that 

journalists: 

“…differ from other members of the same occupation (e.g., bloggers) in that they hold 

themselves to this higher standard, a standard beyond that set by law, market, morality, 

or public opinion. Anyone can gather and disseminate information; a professional 

journalist, by contrast, assesses the accuracy of information from all sources, exercises 

care to avoid inadvertent error, diligently seeks out subjects of news stories to give them 

the opportunity to respond to allegations of wrongdoing, identify sources whenever 

feasible, always question sources’ motives before promising anonymity, clarifies 

conditions attached to any promise made in exchange for information, and makes 

certain that headlines, news teases, and promotional materials, and photos, video, audio, 

graphics, sound bites, and quotations do not misrepresent, and so on” (Davis 2010: 100-

101). 
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Since it is no longer adequate to define journalists solely through their affiliation with 

a news organisation, or through their membership in a professional association, many recall 

professional standards and ethical principles as the main differentiators between journalists and 

others who act in a similar way. In the digital age, one-time journalism can be produced by 

anyone. Professional journalism, on the other hand, is seen as a more systematic process that 

is based on accumulated and applied practical knowledge. Its value flows from its purposes, its 

practice, and its ethics (Davis, 2010). Accordingly, the public service, the watchdog function, 

objective methods, and verification are commonly used to underpin the value of journalism 

and to justify its authority. The latter is particularly emphasized in the context of social media 

and information abundance. The American Press Institute, an educational non-profit 

organization established 70 years ago, describes journalism as a “discipline of verification”, 

arguing that the confirmation of truth or authority is what makes journalism different from 

other forms of communication and, hence, distinguishes journalists from other, similarly acting 

communicators. A similar view is shared by Alfred Hermida (2012b: 659), who claims that 

“through the discipline of verification, the journalist establishes jurisdiction over the ability to 

objectively parse reality to claim a special kind of authority and status”.  

The contemporary debate about who is a journalist, which takes place in the domain of 

professional ethics and seeks to “separate credible contributors from less credible ones” is 

“exclusive, not inclusive”, Ugland & Henderson (2007: 3) point out. On the other hand, they 

add, legal definitions seek to be inclusive, as fundamental rights are at stake. In the industrial 

approach, the central reference is income, so a journalist is defined as a person whose primary 

source of income comes from journalistic activities, such as the gathering, processing, and 

disseminating of news and information (Peters & Tandoc, 2013). Peters and Tandoc (2013) 

further noticed how scholarly definitions often refer to the social roles that journalists play in 

a democratic society. Based on these observations, they arrived at a descriptive definition of a 

journalist as someone who is employed to regularly engage in gathering, processing, and 

disseminating (activities) news and information (output) to serve the public interest (social 

role). A similar definition, but without an explicit relationship to public interest, is contained 

in the Media Act of the Republic of Croatia (Official Gazette 59/04, 84/11, 81/13), which says 

that a journalist is a natural person who is engaged in the collection, processing, shaping or 

classification of information for publication in the media, and is employed with the publisher 

on the basis of an employment contract, or who performs journalist activities as an independent 

professional (freelancer). 
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The above analysis shows that defining journalists is neither easy nor harmless. For this 

reason, many scholars and practitioners focus on defining acts of journalism instead. It makes 

sense also from the notion that the standard of journalistic competency is centred on its practice. 

This implies that, in order to define or describe a journalist, one should first look at the act of 

journalism. However, defining that concept also comes with challenges of being too narrow or 

too broad, too normative or too practical. Tim P. Vos (2018: 9) played around these challenges 

and offered a working theoretical definition of journalism as “a set of beliefs, forms, and 

practices involved in [the] crafting and distributing of socially significant news and 

discussions”. 

It is not the goal of this dissertation to offer a new definition of journalism, or of a 

journalist. Moreover, it is by no means the aim of this work to propose or encourage any 

barriers to journalism which would exclude bloggers and others who communicate news and 

information that is of public interest. The purpose of this overview was to work through the 

broad and diverse approaches to describing or defining the key concept this thesis seeks to 

explore from a specific perspective. The aim of the dissertation is to observe how traditional 

journalistic norms and routines are being negotiated in the context of social media, and what 

sense journalists make of the new practice in relation to their professional identity. Since the 

focus is on the transformation of traditional norms and routines, the scope of the analysis tends 

to centre on the more traditional notion of a journalist as someone who is employed (including 

on an honorary basis) to regularly engage in gathering, processing, and disseminating news and 

information to serve the public interest (Peters & Tandoc, 2013: 61). Furthermore, the focus is 

on political news journalists, as their work corresponds most with the established notion of the 

social role that journalists play in a democratic society. 

 

2.2. Occupational ideology of journalists 

 

Journalism is associated with certain norms, values, roles, and routines, which shape 

journalists’ self-notion, but also others’ understanding of it. These constructs, often taken for 

granted, “shape the frames of reference when journalists create and give meaning to their work 

as they are expected to incorporate these values and perform their duties in an appropriate 

manner to become a journalist” (Friedriksson & Johansson, 2014: 587). Mark Deuze (2005: 

443) explored the concept of journalism as an occupational ideology to analyse how new media 

and multiculturalism “transform ways of thinking about and doing journalism”. To 
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conceptualize journalism as an ideology, claims Deuze (2005), means to understand it in terms 

of how journalists give meaning to their work. “In the particular context of journalism as a 

profession, ideology can be seen as a system of beliefs characteristic of a particular group, 

including – but not limited to – the general process of the production of meanings and ideas 

(within that group)”, he says (2005: 445). While establishing and nurturing these ideal-typical 

values, journalists legitimize their work. Deuze (2005) further motivates this approach by 

referring to Russo (1998), who suggests that journalists identify themselves more easily with 

what they do than with the medium they work for. 

Starting from the assumption that journalists worldwide share a common occupational 

ideology, Deuze (2005: 455) asserts that in these ever changing and challenging times it serves 

as the “social cement of the professional group of journalists”. Unlike many scholars, who 

comfortably refer to journalism as an occupational ideology, without revealing the components 

of that ideology, Deuze (2005) operationalizes the concept by extracting the core values - 

public service, objectivity, autonomy, immediacy, and ethics - from the work of Golding and 

Elliott (1979), Merritt (1995), and Kovach and Rosenstiel (2001). While placing these values 

in the context of current cultural and technological developments, he shows how they are being 

negotiated, challenged, and even changed, in different circumstances. 

Professional identity emerges from the agreed value system, which is then enforced in work 

through similar practices and is used to hold the members of the occupation together. As 

explained by Evetts (2012: 32):  

“This common identity is produced and reproduced through occupational and 

professional socialization by means of shared educational backgrounds, professional 

training and vocational experiences, and by membership of professional associations 

(local, regional, national and international) and institutes where practitioners develop 

and maintain shared work cultures and common values”.  

Journalism education, therefore, plays an important role in professionalizing the 

occupation by transferring the necessary knowledge and values. Nygren & Stigbrand (2014) 

observed how this process is carried on in different media systems, whether there is a process 

of homogenization among future journalists due to globalization, or there are still clear 

differences as a result of different histories, politics and cultures. They surveyed 527 students 

in Sweden, Poland, Russia, Estonia and Finland, and found that professional identities develop 

as a hybrid of some universal journalistic values mixed with the cultural heritage and socio-
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political conditions of the different countries. In Croatia, political parallelism is one of the 

determinants of the media system, and this is visible also in journalists’ education (Perusko, 

2012). The study of journalism was developed under the Faculties of Political Science, so it 

might be assumed that this has also influenced the formation of the identity of generations of 

graduate journalists. 

Another important aspect of professional identity formation is status (Windahl, 1975 in 

Wiik, 2009). Due to the doubts about its status as a profession, journalists draw their identity 

from their occupational ideology, or a common meaning in their work. However, journalism, 

as a practice, has changed significantly in the last few decades worldwide. In Croatia, it has 

transformed under a twofold influence: first, there has been a change in the social, political and 

economic system; and, second, it has been affected by the global media disruption which has 

been further prompted by technological innovations. In the new participatory environment, 

there is an even bigger challenge for journalists in claiming their status and legitimacy. Seth 

Lewis (2012) described this as a tension between professional control and open participation 

in the news process, which transforms journalism. He applied Gieryn’s (1983) “boundary 

work” to explain how the journalistic field fictitiously determines social boundaries in order to 

obtain autonomy and legitimacy, and how these boundaries are continuously reconfigured. This 

is becoming more difficult, since the digital technologies and new platforms have practically 

obliterated entry barriers into the field of journalism (Chadha, 2016).  

The sociology of professions’ frameworks envisages resistance to change amongst 

occupational actors. Applied to journalism, this implies that journalists are not prone to easily 

abandon their long maintained social roles, authority, and practices. In examining journalistic 

practice on blogs and on the microblogging platform Twitter, Singer (2005) and Lasorsa et al. 

(2012) have explained this resistance through the narrative of normalization, in which 

journalists “normalize” the new environment to fit their established standards. Sue Robinson 

(2010), further showed that journalists are not a homogenous group and not all of them respond 

in the same way to change. Her ethnographic examination of the local news organization in 

transition from the daily newspaper to an online medium has demonstrated internal conflict in 

relation to the readers and comment-section. The “traditionalists”, as she called them, wanted 

to maintain a hierarchical relationship between journalists and audiences, while the 

“convergers” advocated giving users more freedom within the news site. Robinson (2010: 126) 

named this clash the “identity complex” for the news profession. The identity crisis seems to 

be even more pronounced among online journalists, even when they work for traditional news 
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outlets. Vobic and Milojevic (2014) interviewed online journalists from the two leading 

newspapers in Slovenia and Serbia: Delo and Novosti. These journalists found it difficult to 

acknowledge themselves as being part of the traditional journalistic community, as they did 

not publish original news stories, neither did they act as watchdogs, because of the constant 

immediacy demands of the online news platform. Vobic and Milojevic (2014: 1034) further 

point to the degradation of occupational ideology in the online environment “due to, among 

other things, the workers’ contingent employment status, unsteady work environments and 

flexible duties”. Despite all these deviations, the journalists in question still return to the ideal-

type values that form their occupational ideology: such as public service, objectivity, 

autonomy, immediacy and ethics (as suggested by Deuze, 2005) in their search for the meaning 

in what they do. 

This section aimed to set a framework in which to understand journalists’ identity and self-

recognition, especially in the daring online environment. It provided a literature overview on 

how journalists’ identities are constructed and negotiated in relation to what they do and what 

kind of meaning they give to their work. Any change in their professional practice thus affects 

their idea of who they are. For a long time, journalists used universal occupational norms, such 

as a public service, objectivity, and ethics, to justify their authority in society. The monopoly 

of media organizations, as an exclusive news disseminator, imposed relatively high barriers to 

others who might have wished to engage in this process of communication. However, the 

digital technologies, the internet and social media have eliminated those barriers and opened a 

space for participation. At a time when anonymous amateur photography or video wins a 

prestigious award for the best journalism (Stelter, 2010), the self-determination of journalists 

becomes more complex, and their identity more fragile. Even though technological disruption 

is global and profound, the influence of a more localized journalism culture and environment 

should not be neglected. The following section therefore examines the scholarship and 

evidence around the cultural diversity of journalistic practices and values, and the ways in 

which this may reflect on professional identity. 

 

2.3. Journalism culture 

 

In his deconstruction of journalism culture, Thomas Hanitzsch (2007) questions the 

occupational ideology approach, asking whether such a common professional culture really 

exists, and whether journalists worldwide do indeed share a common occupational ideology 
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and understanding of journalism. When Hanitzsch (2007: 369) talks about culture, he talks 

about “a set of ideas (values, attitudes, and beliefs), practices (of cultural production), and 

artefacts (cultural products, texts)”. This definition, applied to journalism, suggests that 

through established ideas and practices journalists legitimate their role in society and give 

meaning to their work. Even though this approach is very similar to Deuze’s (2005) explanation 

of journalism ideology, and the two terms are often used interchangeably, Hanitzsch (2007) 

emphasizes a need to distinguish between ideology and culture. He understands ideology as 

being a system of ideas and a struggle over dominance. By saying that an occupational ideology 

serves as the “cement”, Deuze (2005: 455) implies that a common system of values sets the 

ground for journalistic identity. Hanitzsch (2007: 370), on the other hand, sees another 

dimension in ideology – an aspiration towards a dominant position and the cultural hegemony 

of mainly “Western professional norms over local modes of practicing journalism”. He thus 

argues that:  

“these professional ideologies occupy specific positions within the space of journalism 

culture; they live in journalism culture and articulate themselves against other 

ideologies relevant to the conduct of journalism. Journalism culture is more than 

ideology; it is the arena in which diverse professional ideologies struggle over the 

dominant interpretation of journalism’s social function and identity” (Hanitzsch, 2007: 

370).  

This means that to assess the extent to which certain norms and routines of journalists are being 

negotiated in the participatory social media environment, one first has to understand the 

dominant interpretation of journalistic identity within the given society or culture.  

In a study of 1800 journalists from 18 countries, representing diverse media systems on 

six inhabited continents, Hanitzsch et al. (2011) discovered that journalists from different 

cultures differently rank the importance of certain professional values, in particular, objectivity 

and the importance of separating facts from opinion. The study was based on three domains 

which, as authors argued, “together constitute the basic elements of difference between 

journalism’s cultures”:  

(1) the perception of institutional roles in society – ranging from detachment to 

advocacy, from watchdog to opportunism, and from seeing audiences as citizens to 

seeing them as consumers;  

(2) journalism’s epistemologies – in particular, regarding the norm of objectivity and 
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empiricism; and  

(3) ethical ideologies (Hanitzsch et al., 2011: 275).  

The evidence collected through this research indicates both similarities and diversity 

between journalism cultures. Providing political information and serving as a watchdog over 

political elites in a factual and impartial manner, are widely shared professional standards that 

therefore constitute a universal ideology of journalists (as suggested also by Deuze, 2005). 

However, Hanitzsch et al. (2011) have also noted cultural diversity among the journalists 

interviewed. Namely, journalists in developing and transitional countries are more inclined to 

promote particular ideas, values, and social change, unlike their colleagues from Western 

countries, who largely adhere to the principle of detachment. In the domain of professional 

ethics, non-Western journalists are more likely to approve contextual ethical decision-making, 

and Machiavelli’s “the ends justify the means” approach. The norm of objectivity, as their 

comparative study showed, is very fluid in its interpretations, even in environments in which it 

was once seen as the backbone of journalism. 

 

2.3.1. The new democracy perspective 

 

Most of the existing research in the field of changing journalism practice is concerned with 

long established democracies, in particular, with the media system of the United States. For 

example, the fundamental study by Jane Singer (2005) focused on American journalists, as 

well as that of Lasorsa et al. (2012). Nuernbergk (2016) analysed German journalists on 

Twitter, Noguera Vivo (2013) revealed trends in Spain, and Akdenizli (2015) in Turkey. Little 

is known about how social media shape journalistic practice in countries that have emerged at 

the end of 20th century with the collapse of communist rule in Central and Eastern Europe. The 

few available studies have been concerned with social media and journalism suggest that 

journalists show resistance to exploring the participatory potential of the new environment 

(Hladik & Stetka, 2015; Klimes, 2016; Vobic et al., 2016). The first research on journalistic 

norms and routines in the social media environment in Croatia was conducted by Mato 

Brautovic, Romana John, and the author of this dissertation, in 2013. We analysed the content 

of 7,606 tweets from 39 Croatian journalists, covering the period 1 January-1 June, 2013, and 

found that Croatian journalists on Twitter opened the gates for opining, self-promotion and 

conversation, but still resisted collaboration with end users. 
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This research builds upon the author’s previous work and aims to fill the gap in scholarship 

by providing a perspective from a relatively new democracy: Croatia. Croatia is the most recent 

member state of the European Union. The country joined the EU in 2013, 22 years after it 

declared independence and became separated from the Former Socialist Federal Republic of 

Yugoslavia in 1991. Unlike some other countries that have abandoned communism, the 

Croatian Declaration of Independence sparked a war that lasted until 1995 (Little & Silber, 

1996), and marked the first years of the democratic transition. Together with the social, political 

and economic systems, the media went through significant structural changes, changes that 

were associated primarily with the establishment of democratic values, and the liberalization 

and privatization of the media markets (Bilic, 2011). The process was not straightforward. The 

war in Croatia postponed the transition and created a vacuum which kept the old practices of 

clientelism alive. In the first decade of independence, the old regime was replaced by the 

nationalist authoritarian rule of President Franjo Tuđman, which suppressed various forms of 

individual action and the development of the media and civil society as autonomous watchdogs 

(Perusko, 2013; Popovic, 2015).  

Some critical voices did exist, and they played a role during the war and in the first years 

of democratization. These were largely funded by international donors and, as Popovic notes:  

“…with their withdrawal from the region the most important critically oriented media 

were left to the mercy of the market – meaning that they were doomed to disappear – 

not only because of small audiences, but also because of lawsuits and boycotts from 

advertisers that did not want to be associated with such content. A case in point is the 

satirical weekly Feral Tribune that was shut down in 2008” (2015: 29).  

The privatization of the media had taken place by the end of the 1990s, in the shadow 

of the war and its consequences. It became a synonym for a crime that reflected deeply rooted 

clientelistic practices (Malovic, 2004; Perusko, 2013), thus creating national media moguls. 

From 2000 onwards, these media moguls were joined by major international corporations, such 

as Styria, WAZ, CME group, Bertelsmann Gruppe RTL, and Deutsche Telekom (Popovic, 

2015).  

Even with private ownership, political interference with the media remains a burden in 

new democracies, especially the relationship between governments and state broadcasters 

(Voltmer, 2008). For most of Croatia’s formative independent years, the main channel for 

public information was the state-owned television company (HRT), with its clear social 
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function of mediation between politics and citizens, thus serving to construct homogeneous 

national and cultural identity, and therefore not much differentiated from the Yugoslav period 

(Bilic, 2011). Even after the institutional and functional reconstruction which turned HRT into 

a public broadcaster in 2001, it still continued to be perceived as being under strong political 

influence, mainly from the governing party (Bilic, 2018). The first major commercial television 

stations entered the Croatian market in 2000 (Nova TV) and 2004 (RTL). At first, 

commercialization was seen as contributing media pluralism, but it did not take long to detect 

risks related to the lack of transparency in media ownership and media concentration. The 

paradigm of power shifted from the political towards the commercial influences (Perusko, 

2003), but, in fact, they remain interconnected.  

Media policy, like other public policies, has always been politicised, claims Perusko, 

and explains that:  

“in Central and Eastern Europe, the constant changes in the media regulation, often at 

every change of the parties in power, highlights this political nature of media policy. In 

countries with a brief democratic history, social expectations from the media are not 

yet stable, and the political field consequently takes license to tweak the regulatory 

framework much more often than is the case in more stable and mature Western 

democracies” (2014: 247).  

In the six years 2010-2016, the Electronic Media Act changed three times (Official 

Gazette 84/11, 94/13, 136/13), and the Law on Croatian Radio and Television (OG 137/10, 

76/12, 78/16), and the Media Law (OG 84/11, 81/13) twice. In order to set up a stable and 

contemporary legal framework for media in the digital age, the centre-left government 

coalition, which was in power between 2011 and 2015, initiated the development of a media 

strategy. The initiative was never realised, and was often criticised for its lack of transparency 

and its failure to involve all of the interested stakeholders. As an EU member state, Croatia has 

a media regulatory framework that is harmonized with EU standards, but the remaining 

criminalization of defamation, together with that of insult and shaming, represent a burden on 

the exercising of freedom of expression (Reporters Without Borders, 2016).  

The transition of journalism in Croatia may be seen as passing through four chronological 

stages of development: the journalism of authoritarian presidential power and unconsolidated 

democracy; journalism with the optimism of the ascent of civil society; market-oriented 

journalism and the corporate media industry; and the journalism of digital culture (Zgrabljic 
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Rotar, 2011). During the socialist period, journalism was instrumentalized or subordinated to 

the regime (Perusko, 2013). Journalists were so accustomed to this practice that even when 

there was a chance for more freedom and autonomy for the profession, they did not know what 

it meant, or did not want to use it (Malović, 2004). There is still a lot of disparity at both the 

professional and academic levels in regard to autonomy, neutrality and other professional 

standards, but it is safe to say that journalists did fail to establish autonomy from political and 

commercial influences (Perusko, 2013). In general, there is a lack of professional solidarity, 

self-regulation and efficiency in the journalists’ associations (Bilic, 2016). “Working and 

professional conditions are the subject of perpetual negotiations with almost invisible owners 

and largely inaccessible media managers” (Švob-Đokić, Bilić & Peruško, 2011: 37), which 

supports an environment of professional instability and journalistic insecurity. The following 

section discusses the occupational ideology and culture that have been formed and shared by 

Croatian journalists, in comparison to their colleagues in other post-communist countries and 

those in established democracies. 

 

2.3.2. Journalism culture in Croatia 

 

The most recent investigation of a journalism culture in Croatia was conducted by Perusko, 

Cuvalo and Vozab (2016), within the Worlds of Journalism Study3 project, which was 

established to provide a regular assessment of the state of journalism throughout the world. 

The study was based on representative surveys with working journalists, aiming to cover all 

kinds of media and news beats. The results for Croatia show that the majority of working 

journalists are women (53.9%); the average age of journalists in Croatia is 44.69; more than 70 

percent have a university degree, the majority in journalism or communication studies (53.0%) 

(Perusko et al., 2016). As a comparison, an average journalist in Serbia is also more likely to 

be female than male, in his/her early forties, and with a university diploma, usually in 

journalism or communication (Seizova & Rupar, 2016). In Romania women also surpass men, 

as they are more numerous in newsrooms, younger (under 30), with university degrees, and, 

more often than their male colleagues, they are specialized in journalism (Coman et al., 2016). 

On the other hand, in Germany and the United Kingdom, the typical journalist is male, in his 

early/mid-forties, with a university degree, usually in a field other than journalism or 

 
3 See more about the project: http://www.worldsofjournalism.org/  

http://www.worldsofjournalism.org/


31 
 

communication (Hanitzsch, Steindl & Lauerer, 2016; Thurman et al., 2016). 

In Croatia, half of the journalists surveyed had more than 20 years of experience, gained 

in one or two newsrooms, the vast majority of them were full-time employed and without a 

specific beat, instead covering various topics and subjects (Perusko et al., 2016). When asked 

about their role in society, they saw it as primarily being in the watchdog role, aiming to 

monitor and to hold the government, and any other power, accountable. However, the same 

study showed that their self-perception deviates from the objectivity norm by understanding 

their role as being more an advocate of social change. Authors consider this to be related to the 

recent change of system, democratization, and “the view that the media should assist in this 

change” (Perusko et al., 2016: 1). This is in line with the conclusions of Hanitzsch et al. (2011), 

described above, that attribute the watchdog function to the universal ideology of journalists, 

while the promotion of particular ideas, values, and social change falls within cultural diversity 

among journalists, being more present in transitional countries than in Western journalism 

systems.  

Furthermore, Hanitzsch et al. (2011) showed how non-Western journalists are more 

likely to approve situation-based ethical decision-making and Machiavelli’s “the ends justify 

the means” approach, than are their western colleagues. Even though a great majority of 

journalists in Croatia contended that, regardless of the context or a situation, the codes of 

professional ethics should be respected, more than a third think that their personal judgment or 

a specific situation might mitigate the code (Perusko et al., 2016). Moreover, the study showed 

that more than 70 percent of journalists find it to be justified to use government or business 

documents without authorization, as well as to apply other controversial reporting methods, 

such as undercover or illicit recording. Almost a quarter of respondents agreed that it is 

acceptable to set aside moral standards if extraordinary circumstances require this. For the 

scope of this thesis, it is also important to mention that, according to the findings of Perusko, 

Cuvalo & Vozab (2016), journalists in Croatia very rarely agree to publish stories with 

unverified content. The great majority of journalists with more than five years of experience 

agree that the use of search engines and the need for technical skills is increasingly important. 

When it comes to the interaction with their audiences, journalists are split – 41 percent think 

that is has increased, while 33 percent consider that the interaction has decreased. What is even 

more interesting is that 43 percent of Croatian journalists believe that the importance of 

journalism has decreased, while only 33 percent consider journalism to be even more relevant 

to society (Perusko et al., 2016). 
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2.4. Roles of journalists 

 

Thomas Hanitzsch (2018: 43) argues that the “research into the roles of journalists is 

central to the understanding of journalism’s identity and place in society”. In order to 

understand their roles comprehensively, he proposes approaching them on four levels: on the 

normative level, or what journalists ought to do; on the cognitive level, or what they want to 

do; on the practiced level, or what they really do; and on the narrated level, or what they think 

they do. Hanitzsch (2018) sees roles as being discursively constituted structures of meaning 

which are, as such, subject to (re)creation and (re)interpretation and are indicative of a certain 

journalism culture. Journalistic roles, he claims, “act as a source of institutional legitimacy that 

is relative to the broader society and, through a process of socialization, they inform the 

cognitive toolkit that journalists use to think about their work” (2018: 44). The way Hanitzsch 

(2018) operationalizes the concept of journalistic roles allows the assessment of the extent to 

which what is practised corresponds or deviates from desirable standards. It also allows 

exploration of the extent to which journalists themselves perceive the deviation, and how they 

explain it. 

 

2.4.1. Normative roles  

 

The normative roles of journalists are often closely related to the notion of citizenship 

and democratic participation, they are socially constructed to reflect the desirable tasks of 

journalists in society, and, for the most part, they are “articulated from within a western 

perspective and western notion of democracy” (Hanitzsch, 2018: 47). Normative principles, or 

ideals, of journalism in a specific context are usually expressed through the codes of conduct 

or codes of ethics. While there are some international codes, such as the International 

Federation of Journalists’ Declaration of Principles on the Conduct of Journalists, they are 

commonly drafted on the national, or even at a media organisation level, as a form of 

professional self-regulation and self-identification. While the effectiveness of the 

implementation of these codes is often disputed, their content, nevertheless, reveals which 

ideals of journalism are promoted. Itai Himelboim and Yehiel Limor (2010) analysed 242 

codes of ethics in 94 countries in order to identify the journalistic role as it is perceived by 

media organizations. Their findings suggest that the preferred focus is on roles which promote 

neutrality in distributing information, while more involved roles, such as mobilizing public 
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opinion and suggesting solutions to social problems, were rarely present. The only exception, 

albeit limited, is the presence of the more involved role perception in Eastern Europe and Latin 

America. Apart from this, findings indicated “a rather consensual perception of the journalistic 

role around the world and across media organizations: neutral, detached from society and 

defensive” (Himelboim & Limor, 2010: 71).  

The Code of the Croatian Journalists' Association (HND, 2009), in its general section, 

states:  

“In their practice, journalists are required to defend human rights, dignity and freedom, 

to respect pluralism of ideas and attitudes, to contribute to strengthening the rule of law 

and, as a democratic part of the general public, to participate in the control of the activity 

of appointed and elected officials”.  

Under the rights and duties, it specifies that “by expressing independent and critical 

opinion in search of the truth as a basic principle of his professional duty, a journalist 

participates actively in creating public opinion and collective judgement about matters of 

general interest”. Furthermore, and as regards the objectivity norm, the Code notes that “a 

journalist, as any other citizen, has the right to political or other attitude and commitment. In 

his/her work, s/he keeps professional distance from actual events, which is one of the 

conditions for objective, professional reporting about events”. It also emphasizes that 

journalists should only use fair methods to conduct journalism. 

 

2.4.2. Cognitive roles  

 

Hanitzsch (2018: 47) defines cognitive roles as “the institutional values, attitudes and 

beliefs individual journalists embrace as a result of their occupational socialization”. He also 

notes that, unlike normative roles which are “imposed on journalists”, cognitive roles reflect 

the purpose and goals they want to achieve in their work (p. 47). As shown in the section on 

journalism cultures, certain values and aspirations seem to be shared across different cultures. 

These include the watchdog role, the delivery of political information and detachment 

(Hanitzsch et al., 2011). The main differentiator, reflected also in the normative level, is the 

approach to interventionism. In earlier work, Hanitzsch (2007: 372) defined interventionism as 

“the extent to which journalists pursue a particular mission and promote certain values”. He 

puts it in contrast with neutral detachment and dedication to objectivity and impartiality. 
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However, even the journalism cultures that do not follow an interventionist approach are not 

unambiguous, as they “may act on behalf of the socially disadvantaged or as mouthpiece of a 

political party” (Hanitzsch, 2007: 373). In any case, the main characteristic of the 

interventionist journalism is not to stay neutral, but to promote change. In Croatia, more than 

75 percent of journalists surveyed for the Worlds of Journalism study rated “advocate for social 

change” as an extremely or very important role for journalists. This serves to support the 

argument that journalism culture in Croatia, as in other Eastern European or non-Western 

countries, tends to be more interventionist.  

In the interventionist approach, journalists are more assertive, and they more actively 

participate in a political discourse, rather than just neutrally reporting on it. This probably 

derives from a recognised need for intervention due to deficiencies in the political system or 

the inadequacy of political actors to serving the people. Hanitzsch and Vos (2016: 155) have 

elaborated upon the roles that belong to this way of seeing journalism: (1) Adversary journalists 

- position themselves as the counterbalance to political authority and as representatives of the 

people, and this may also entail elements of hostility towards the political power; (2) The 

advocate - speaks on behalf of the socially disadvantaged and advocates for their causes; (3) 

The missionary - campaigns for certain values and ideals for reasons of personal motivation. 

 

2.4.3. Practised roles 

 

The answer to the question: to what extent do journalists practice what they preach, can 

be observed by looking at how cognitive and normative roles translate into practice. Even 

though journalists seek to have consistency between ideals and practice, this is not always easy, 

given the many constraints on their work (Hanitzsch, 2018), and the conditions within which 

they sometimes operate. Practised roles are often studied through ethnography or by extracting 

them from news content (Hanitzsch, 2018). In this research, practised roles are investigated 

through content analysis, with coding categories that were, to some extent, informed by the 

observations made through netnography. 
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2.4.4. Narrated roles 

 

Finally, narrated roles reflect subjective perceptions of what journalists think they do. 

“Narrated roles are filtered through journalist’ cognitive apparatuses and are ultimately 

reinterpreted against normative expectations and cognitive aspirations”, Hanitzsch (2018: 52) 

writes. It is not unusual for studies to find a disparity between what journalists ought, or want 

to do, and what they actually do. When asked to self-report their role performance, this often 

relates more to normative standards than to actual practice. Especially in cultures that are 

dominated by an occupational ideology of detachment and neutrality, it often makes it hard for 

journalists to “admit that they are actually unable, or unwilling, to cater to what they conceive 

to be the highest professional standards” (Hanitzsch, 2018: 52). He further claims that narrated 

roles may support the assimilation of journalists into newsroom culture. However, if journalists 

realise that the actual practice is far from the desired standards, and the practice is hard to 

change, in order to resolve the tension, they may adjust the standards, or, on the other hand, 

leave journalism (Hanitzsch, 2018).  

Social media use by journalists is a specific area for the consideration of roles. Even 

though social media can be utilized for work purposes, it can also be seen as an area that is not 

related to journalists’ core work, and is hence an area where different standards are to be 

followed. What journalists think they do on Twitter, and what meaning they give to this, are 

matters of concern to this research. Conceptualizing journalism as an occupational ideology 

focuses the discussion on the practices and values that journalists form and share, and even 

negotiate, if the environment asks for it. The environment of journalism is changing. 

Journalism today goes beyond the boundaries of media and increasingly takes place in the 

environment of social media. If the identity of journalists stems from the meaning they give to 

their work (Deuze, 2005), the question arises as to what meaning journalists give to their work 

that occurs in the realm of social media? Furthermore, which standards do journalists aspire to 

cater to in this environment, which is not designed for journalists - as the media organisations 

are, but yet facilitates many journalism-related processes? Social media platforms, together 

with other technologies, enable various actors, not only journalists, to create and disseminate 

content that is of potentially global interest. To journalists, this provides more voices and 

sources to explore and with which to engage, but it also challenges the autonomy and 

legitimacy of traditional journalism. Seth Lewis (2012) describes this as a tension between 

professional control and open participation in the news process. Since the digital technologies 
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and new platforms have practically obliterated entry barriers into the field of journalism 

(Chadha, 2016), it is important to understand if, and how, journalists recreate boundaries to 

explain and justify their role in the digital, participatory society.  

To understand if, and how, the identity of journalists has been negotiated in the 

participatory media environment, one should also keep in mind that the meaning journalists 

give to their work varies across countries and among individuals. This chapter thus also aimed 

to demonstrate that, following universal normative standards, different journalism cultures 

nourish different views on professional roles and values. Along the same line, different 

journalism cultures may perceive the role of journalists in the social media sphere and the 

standards to be followed there differently. Furthermore, contrasting views may also occur 

within the same newsroom or media organization, based on the experience and status one has 

and/or wishes to keep. Robinson (2010: 126) describes this as an “identity complex” for the 

news profession, where “traditionalists” want to maintain the current hierarchical relationship 

between journalists and audiences, while “convergers” advocate more openness and 

collaboration. Whether a similar “identity complex” can be observed in relation to other 

normative principles and the way these are being understood by journalists in their Twitter use, 

is explored in the empirical part of this research. 
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3. Journalism, social media, and participatory culture 

 

Put simply, the main characteristic of participatory culture is participation. Ever since 

Gutenberg’s innovation made the mass distribution of information possible, it has been one-

way communication, directed from the centre and oriented towards the masses. Anyone who 

possessed the technology, would own the media, and control the information flow. This did not 

change with the advent of radio and television, but did with the advent of the internet. This 

chapter aims to expose the impact of a fundamental shift in control over information flow in 

our societies, from media to social media. It also aims to discuss a new relationship between 

traditional and social media, and between journalists and their audiences. The first part of the 

chapter presents the characteristics of so-called participatory culture, mainly following the line 

of argument proposed by Henry Jenkins (2006). The second part looks at how traditional media 

are trying to reposition themselves in the digital environment in which technology platforms 

are overtaking primacy in serving as a news source, and information is increasingly being 

shared by user-generated content. The third part explores how journalists, and especially 

journalists in Croatia, use social media; what makes Twitter valuable for journalistic use; and 

whether there are guidelines to help journalists navigate this challenging environment. 

 

3.1. Participatory culture 

 

In his book Convergence culture: where old and new media collide (2006), Henry 

Jenkins established a relationship between media convergence, participatory culture, and 

collective intelligence. He understands convergence not only as a technological innovation that 

merges multiple media functions within the same platform or device, but, rather, as a cultural 

shift that encourages users to be more proactive in finding, selecting and consuming media 

content. While acknowledging that corporations still have more power than any group of 

individuals, and that some individuals have better predispositions and conditions to participate 

than others, Jenkins (2006) still argues that media producers and consumers no longer occupy 

separate roles, but interact with each other. He therefore contrasts the term participatory culture 

with the notions of consumers’ culture in which consumers act as a “passive media 

spectatorship” and just consume what has been served to them by the media (Jenkins, 2006: 

3). Even though some people are less ready, less equipped, or less willing to participate, it is 

hard to deny that many are eager to contribute to the mass information exchange. “People 
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formerly known as audience” (Rosen 2006) are now more involved in the different stages of 

news processes. First, smartphones enable them to easily produce a multimedia report of an 

event, and social media provide for a real time direct and interactive dissemination platform. 

There are also various options for submitting material or a story directly to the mainstream 

media who are (to a varying extent) embracing the idea of participation. Then, people can also 

engage in the process of verification, or they can amplify the reach of a piece of news or 

information they deem relevant (as simple as clicking a share or retweet button on Facebook 

or Twitter). Sometimes, the comment sections of online media, but more often social media, 

provide a platform upon which to continue the discussion around a story that has been 

published. In some cases, this discussion can trigger a journalist to do a follow up, or can even 

inspire those people who were formerly known as consumers, to action.  

Perhaps the crucial difference between social and all other media is that social media 

users do not just consume the information, but also produce it. Furthermore, much of the 

content produced by users today has been open to co-creation and upgrading, and even 

producers engage in production with the users. To describe this emerging collaboration and 

engagement with content, Bruns (2008) coined a term “produsage”. This term aims to fill in a 

terminological gap and to emphasize the fact that “the distinctions between producers and users 

of content have faded into comparative insignificance” (Bruns, 2008: 2). The growing number 

of online platforms encourages this merger and, as Bruns highlights: “in many of the spaces 

we encounter here, users are always already necessarily also producers of the shared knowledge 

base, regardless of whether they are aware of this role—they have become a new, hybrid, 

produser” (2008:2). Produsage is also seen as a major driver of change in the participatory 

context, and this also infects different aspects of media and journalism production. 

In order to emphasize how “none of us can know everything; each of us knows 

something; and we can put the pieces together if we pool our resources and combine our skills” 

Jenkins (2006: 26-27) adopts an approach and a term coined by the French philosopher Pierre 

Lévy – collective intelligence – which, as both of them highlight, is not the same as shared 

knowledge. While shared knowledge of the form of information is held jointly by an entire 

group, in the case of collective intelligence, information is held individually and can be made 

available following a specific request (Lévy, in Jenkins 2006). Participatory online platforms, 

therefore, serve as repositories for both shared knowledge and collective intelligence, which 

then becomes an indispensable source for journalists and journalism. Moreover, increasing 

collaboration in the form of produsage, challenges long-standing centralized control over news. 
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It is not the media organizations who exclusively control mass dissemination of information. 

When engaging with online platforms almost everyone is able to contribute to this exchange. 

People have always found ways to exchange information, social media just make those 

patterns of sharing public, visible to all, claims Hermida (2014). He argues that social media 

are fuelling the human urge to share. The characteristics of social networking sites, connected 

with other widely used devices, such as smartphones, encourage and enable people to share 

more content, from more sources, with more people, more easily and faster than ever before. 

“The desire to be heard is one of the five primary motivators for participating online. Everyone 

wants to be heard”, says Hermida (2014: 37). Even though much of the information shared on 

social media is about “me, myself, and I” (Hermida, 2014: 39), people are increasingly showing 

in their new role as the first reporter from an emergency or a crisis event (e.g., the photo of the 

plane that crash-landed in the Hudson River in 2009, earthquakes in Japan in 2011). 

Consequently, journalists widely recognize user-generated content (UGC) as a source of news. 

Lisette Johnston (2016) studied how journalists from BBC World News integrated UGC into 

their reports on the conflict in Syria, combining content analysis and interviews. She found that 

on average 35 percent of reports on Syria opened with a UGC clip, and the amount of UGC 

increased with the escalation of conflict. Claire Wardle, Sam Dubberley and Pete Brown (2014) 

authored a comprehensive global study of UGC in both TV news and online output, and found 

that UGC is used by news organizations daily and can produce stories that otherwise would 

not, or could not, be told. However, it is often used only when other material is not available, 

and news organizations are poor at crediting the individuals responsible for imagery (Wardle 

et al., 2014). Key findings that emerge from the interviews they conducted with news 

managers, editors, and journalists from 40 news organizations in 24 countries, emphasize a 

professional struggle over verification and the changing roles of journalists: “Rather than being 

the sole bearers of truth, journalists will be required to allow more space for people to tell their 

own stories directly” (Wardle et al., 2014: 3). 

 

3.2. From media to social media 

 

The first reaction of media organizations to the rise of the web and online platforms was 

to establish an online edition that mainly mirrored content from the traditional outlet. Only later 

has it started to become stand-alone media that attempt to follow and respond to trends in the 

new environment and in participatory culture. Structural and profound reorganization of 
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traditional news organizations has missed this, and the theory of resistance to change has been 

confirmed again (Agócs, 1997). This has opened the way for new players to be positioned as 

new gatekeepers. Google was founded in 1997 (Google, n.d.), Facebook in 2004 (Phillips, 

2007), and Twitter in 2006. Today, they dominate the media markets, shaping the information 

flow, increasingly playing a part in political communication, and deciding on what people 

would or should know. The Digital News Report (Newman et al., 2016), a survey conducted 

in 26 countries, shows a steady growth of news accessed via social media sites like Facebook, 

Twitter, Instagram, and Snapchat. For example, in the United States, the share of people who 

claimed to use social media as a source of news in 2016, was 46 percent, which is almost double 

the share in 2013. Similar percentages are reported for the European Union, but perhaps an 

even more significant finding derives from the focus group research and shows that: “as news 

now comes to people through social media feeds, there can be less need to go directly to a news 

website” (Newman et al., 2016: 9). The Report also revealed that Facebook is the most 

important network for finding, reading/watching, and sharing news, while Twitter remains 

favoured by journalists and politicians, and heavy news users.  

Facebook and Google dominate online advertising. These tech companies accounted for 

75 percent of all new online advertising spending in 2015 (Garrahan, 2016). This makes media 

organizations even more dependent on technology platforms, since, so far, they themselves 

have not managed to find an alternative business model and to reposition themselves 

independently in the digital environment. The way online news outlets embed digital 

advertisements is way less effective and less user friendly if compared to the personalised and 

customized add experience offered by platforms. In online media the amount, position and 

activity of ads often hinders the path to content, and hence negatively impacts on users’ 

experiences. For this reason, a growing number of people, especially those who are younger 

than 35, decide to use ad-blocking (Newman et al., 2016), which hits the fragile source of 

revenue for online publishers even more strongly. On the other hand, the social media offer a 

more pleasant experience, without pop-up ads and with personalized content, which is filtered 

by algorithms to fit the user’s preferences, revealed through previous searches, shared data and 

metadata, and activity. A similar strategy of personalization is used in shaping the news feed 

or similar features. As news exposure is deemed to have more relevance for democracy than 

commercial ads’ exposure, concerns were raised as to whether this personalization leads to 

“filter bubbles”. Filter bubbles further generate concerns about the creation of “echo 

chambers”, in which individuals are exposed only to information from like-minded individuals 
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and sources (Bakshy, 2015). Digital News Report (Newman et al., 2016) has shown that 

respondents in all the countries covered expressed some concerns about the possibly negative 

impact of algorithms. However, the study also found that young people are more comfortable 

with algorithms than with editors. 

For the discussion on the relationship between news organizations and technology 

companies, it is also important to mention that, for example, Facebook, while already being the 

leading distribution network making editorial decisions (Helberger, 2016), has also attempted 

to position itself as a direct publishing platform by offering features such as Instant Articles 

and Facebook Live. Instant Articles enabled news organizations to publish any type of article 

directly onto this third-party platform in order to, as promised, reach a wider audience, and thus 

to also generate additional revenue4. The comparative advantage of technology companies is 

that they provide more advanced and user-friendlier communication solutions than the news 

companies do. However, they do not create authentic content. By creating an attractive and 

addictive experience, social media encourage their users to engage and to share, including 

news. News organisations cannot afford to not be where their audiences are, so they engage 

even more with online platforms, sometimes even at the expense of their own online editions. 

Journalists increasingly use social media as a source of news and as a publishing or promotional 

platform. Facebook, Instagram, and Twitter, for example, support the work of journalists by 

offering the live streaming of news or events. Furthermore, they promote the activity by 

notifying users directly when the broadcasting starts (Facebook, n.d.), and encourage it, as the 

newsfeed algorithm gives preferential treatment to live streaming (Kant & Xu, 2016). In 

December 2016, Facebook reported that more than a dozen news organizations used Facebook 

Live to stream the first presidential debate between Donald Trump and Hillary Clinton in the 

United States elections (Bain & Loyd, 2016). It appears that an increasing number, not only of 

the media, but also of other organizations and individuals are using this option to report on 

various events. There are still no detailed quantitative or qualitative studies on the exact extent 

to which this feature is used, for which events, mainly, and in what way, as this feature was 

made public only in January 2016.  

When talking about social and legacy media, and their co-existence, it is important to 

mention the different regulatory standards and legal requirements for these two groups. While 

 
4 Facebook promised a fast, immersive reading experience, which inspires people to share Instant Articles 30% 

more often than mobile web articles on average, amplifying the reach of stories in News Feed. For more on 

Instant Articles see: https://instantarticles.fb.com/  

https://instantarticles.fb.com/
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various aspects of media activity are being regulated to ensure transparency, accountability, 

and pluralism, for example, hardy any regulation includes the social media, despite their 

growing role in the news process. The scholarly debate, as well as public discussions emphasize 

the need for evidence-based assessment of the role that digital intermediaries (such as social 

media, news aggregators, search engines) play in the news systems, and whether the specialised 

regulation of their activity is needed (Mansell, 2015; Tambini, 2016). Until the end of 2017 

there was no significant development in this regard. At the same time, the relevance of social 

media for news and political communication is growing, and they are reinforcing their position 

as indispensable tools and platforms for both the media and journalists, as well as for audiences 

and politicians. 

 

3.2.1. Defining social media 

 

There is no universal definition of social media. There are many reasons for this. First, 

social media is an umbrella term that is used for diverse digital platforms, and even when they 

are used for a single platform it can mean different things to different people. For instance, 

some may use social media primarily to maintain contact with their family and friends, some 

may use it to find news and relevant information, while some may use it for work. What they 

mean to different people is therefore closely related to what they are used for. In any case, the 

most popular social media are those private companies that provide digital space for individuals 

and organisations on which to establish and maintain contacts, to publish and share 

information, to self-present and self-promote, or to promote others. This broad working 

definition can easily change, as the main characteristics of social media are their rapid 

development and the invention of new functions and, consequently, their means of use.  

Since the nature, use and impact of social media continuously evolves, so does the related 

terminology. Scholars use different terms for the same concept, sometimes even 

interchangeably: social network sites, and social networking sites, digital or online 

intermediaries, social media, social media platforms, or just platforms. Boyd & Ellison (2007) 

proposed using social network sites, instead of social networking sites, since the term 

“networking” emphasizes relationship initiation, often between strangers, and interactions in 

this environment are often between people who already have established relationships. This 

logic could imply that the main purpose of social network sites is to connect or maintain 

connections with other people. It would thus seem to be more appropriate to use the terms 
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social media or social media platforms, as these encompass both relationships and content 

dimensions.  

Boyd & Ellison (2007) focused more on relationships, which is reflected in their 

definition of social media (or social network sites, as they call them) as web-based services that 

allow individuals to: (1) construct a public or semi-public profile, (2) articulate a list of other 

users with whom they share a connection, and (3) view the connections made by others within 

the same system. Most social media platforms allow their users to extend their social networks, 

interactions, and communications from an offline world into the online dimension, but also to 

create new online networks based on shared interests, political views, or activities (Boyd & 

Ellison, 2007). The process can also play in the opposite direction when some of the 

connections established in the online sphere transfer also into the physical space. Some social 

media platforms are designed to attract a wide and diverse audience, while some aim to gather 

people that share specific values, affinities, or skills. The difference between platforms may be 

seen also through the level of privacy/publicness that they enable, and through the extent to 

which they allow and encourage their users to (co)create, build connections, and drive 

engagement. For instance, Facebook provides more options for privacy settings than Twitter, 

and both platforms allow their users to share different types of content, unlike Instagram or 

YouTube, which support only photographs and audiovisual materials.  

The emergence of social media was enabled by technological developments, but their 

core idea and ultimate manifestation is social. Hermida (2012a) defines them by their 

characteristics of participation, openness, conversation, community, and connectivity. He 

highlights how social media, supported by other technologies, empower users to interact with 

each other, to participate and to collaborate in the making of media, rather than just consuming 

it. Social media have “fuelled an explosion of participation” in the news process, from photos 

and stories shared on Facebook, to live microblogging and breaking news on Twitter in 140 

characters (Hermida, 2012a). They serve for their users as platforms on which to share 

opinions, ideas, information, and insights on current events. These always-on communication 

systems are creating new kinds of interactions around the news, in what Hermida (2010) has 

described as ambient journalism. In general, digital technologies have transformed the 

traditional media monologues (one-to-many) into social media dialogues (many-to-many) 

(Berthon et al., 2012). However, this so called, democratization of the public sphere does not 

come without a cost. The platforms have empowered different actors to engage in the news 

processes more. While this has created more plurality of voices, it has also amplified the 
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problems of information, abundance, and disinformation. Disinformation and misinformation 

are not new phenomena. However, in the social media environment, they reach a new scale 

due to the platforms’ logics and business models, which prioritize and make more visible 

content that generates engagement, and, due to human nature, which is more likely to share 

something novel and exciting, which disinformation often is or aims to be (Vosoughi et al., 

2018). This affects the credibility of news that is circulated on social media. As shown by 

Eurobarometer (Standard 88, Flash 464), even though people in the European Union 

increasingly use social media, they perceive legacy media to be the most trusted sources of 

news. Disinformation is perceived to be a problem by 85 percent of respondents to the EU-

wide survey, and journalists are seen to be those who are mainly responsible for stopping its 

spread (Eurobarometer, Flash 464, 2018). This reinforces the normative ideal that journalists 

should act as gatekeepers and verifiers, and that their professional detachment and objective 

methods may resolve the information abundance and disinformation challenge in the social 

media sphere. 

 

3.3. Twitter and journalism 

 

In his interview with Nic Newman (2009), William Dutton of the Oxford Internet 

Institute termed the Fifth Estate to describe the power of social media, especially in relation to 

the legacy media. In 2009, Dutton had already predicted “that the Fifth Estate could be as 

important to the twenty-first century as the Fourth Estate has been since the eighteenth” 

(Newman, 2009: 5). Facebook and Twitter are among the globally best known and widely used 

social media. As of July 2019, Facebook had 2.41 billion monthly active users (Statista, 2019a), 

and the microblogging service Twitter had 48.65 million active users (Statista, 2019b). 

Although Facebook is far more popular, Twitter is more relevant for journalism. It has emerged 

as a source for breaking news (Newman, 2009). A lot of real-time reporting occurs there, it is 

more “professional”, it is more public, and politicians and other relevant figures are using it to 

disseminate their messages, in particular, during electoral campaigns and other relevant or 

emergency events.  

Many news items have broken on Twitter first, such as the death of Michael Jackson 

(Alejandro, 2010), Osama Bin Laden’s death and the Hudson River plane crash (Reuters, 

2011). In Croatia, the resignation of the Prime Minister, Ivo Sanader, was first published on 

the Twitter profile of the Jutarnji list, and only afterwards on the newspaper’s website 
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(Grbacic, 2009). In 2016, when a coup d'état was attempted in Turkey, Croatian journalists 

were discussing emerging information on Twitter first, even before anything was published in 

the national media. Twitter has positioned itself as a primary newswire when there are 

unpredictable high-impact events, including natural disasters (Petrovic et al., 2013). The Arab 

Spring showed how revolutions today are tweeted (Lotan et al., 2011), and on many occasions 

this platform has proved to be an important real-time information emergency service. It is the 

“real-timeness” of Twitter that creates an environment of constantly fragmented updates, or, as 

Hermida (2012b) calls it, an “awareness system” or “ambient journalism”.  

Twitter is an online social network that is structured as a microblogging publishing 

platform. Tweets, or individual posts, have been restricted to 140 characters from 2006 until 

the end of 2017. This became part of Twitter's personality so, even now, when the new limit is 

280 characters, many tweets tend to stick to the old limit. Twitter employs different methods 

for connecting tweets to larger themes and groups. Tweets can be categorized by a “hashtag”, 

a key word or a compound preceded by a hash sign. The platform also allows for an advanced 

search by words, phrases, people, places, dates, and even sentiments. Unlike Facebook, which 

is more family and friends oriented, Twitter focuses on interests. While, on Facebook, the other 

side must approve a friend request in order to connect, on Twitter, users can follow whomever 

they want without approval from the other side. Even without following someone, one can see 

the content that person or organization publishes. In its nature, Twitter is a public platform. 

Content on Twitter thus has a much wider reach. The “share” function on Facebook is not used 

nearly as often as Twitter’s “retweet” function and news and information amplifier, as one of 

the main features of Twitter, positions this social media as a relevant newswire (Hacker & 

Seshagiri, 2011).  

In addition, prominent politicians tend to publish relevant information and communicate 

directly with citizens via Twitter. This strategy has emerged as an essential part of election 

campaigning in the US since Barack Obama’s successful social media-driven performance in 

the 2008 and 2012 presidential races (Conway et al., 2013). In the United Kingdom 2010 

General Election, Twitter was positioned as one of the core communications tools amongst 

political and media elites (Newman, 2010). Political communication via social media is also 

gaining prominence in Croatia. In the 2015 parliamentary elections, when citizens in general 

still seemed to be more active than politicians on social media, some politicians stood out. For 

instance, the former Prime Minister, Jadranka Kosor showed a high level of activity, as did a 

Member of Parliament, Bojan Glavasevic, and a former Minister, Anka Mrak Taritas, who 
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served as one of the best examples of how to use multimedia and social media for political 

marketing (Vuckovic, 2015). Firstly, research has systematically shown that politicians tend to 

use Twitter primarily to broadcast their messages (Glassman et al., 2010; Grant et al., 2010; 

Larsson & Moe 2011; Burgess & Bruns 2012). However, more recent studies suggest that 

politicians might have also started to engage more in communication with their followers and 

with media professionals (Larsson & Ihlen, 2015). This should not be a surprise, as there is a 

crossing of interests between journalists and politicians in the realm of social media (Enli & 

Simonsen, 2018). Furthermore, Twitter allows a “triangulated” interaction between the 

journalist, sources (including politicians), and members of the public (Broersma & Graham, 

2012). 

Due to its nature (following does not need to be reciprocal), Twitter exhibits an imbalance 

between influential and “ordinary” users. The influentials are followed by many, and they often 

follow only a few. Counting the number of followers is the simplest approach to recognizing 

influentials. This method often results in celebrities, such as athletes, film, and music stars, 

being the most followed users. Very often, television hosts, news organisations, journalists, 

and politicians, find themselves on the list. For example, among the ten most popular Twitter 

accounts in Croatia, three belong to news outlets, but the top three are those of football players 

(Socialbaker, 12 May 2019). Lee et al. (2010), however, suggest that users with many followers 

are not always the most influential when the spread of information is a criterion. Their research 

clearly showed that when spreading information to effective readers is taken into account, the 

most influential users are journalists and news media. Twitter is thus a hierarchical platform 

on which elite groups, which draw their roles and positions from their professional lives, have 

more impact than ordinary people (Enli & Simonsen, 2018). In the US, journalists are the 

largest and most active verified group on Twitter (Kamps, 2015). In Croatia, this type of data 

is not available, but it seems that, in general, the verification of profiles is not widely present. 

Nevertheless, when comparing the observations and data gathered from Twitter in 2013 to 

those of 2016, it is evident that the number of Croatian journalists who use Twitter has 

significantly increased, as well as their activity and the influence. They follow more people 

than before, but much higher growth is seen in the number of their followers.  

On the level of the EU, Eurobarometer (2012) published a qualitative analysis on 

Journalists and Social Media. Based on the in-depth interviews with journalists in each of the 
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27 member states5, the study provided some insights into journalists’ usage, views, and 

attitudes regarding social media. The majority of respondents used social media in their work, 

most commonly they used Facebook and Twitter. However, a clear distinction has been made 

between these two platforms. While Facebook is used for both work and privately, Twitter is 

predominantly used for work. The study also aimed to assess how journalists negotiate tensions 

between public and private activity on social media, whether they use separate profiles or 

balance on one. The majority of journalists acknowledged that they use social media in their 

private capacity, and they were divided about whether they should have separate profiles for 

work and private use. The majority, however, favoured having one profile for practicality and 

authenticity, saying that it is more credible and natural. Bearing in mind that the lines between 

the personal and professional are blurred, and that the rules on how journalists should use social 

media are unclear, if they even exist, many journalists act with caution. For example, they tend 

not to reveal too much about their private life, and they avoid publishing or sharing content 

that can be interpreted as being biased towards a particular view.  

Different studies have shown that individual journalists adopt and use Twitter for a 

variety of purposes, including gathering information, sharing information and networking, but 

also for marketing their work, or the organisation for which they work. It is not uncommon for 

journalists to express their opinions on social media as well, and these platforms can serve as 

a place where journalists meet, engage, and interact with their audiences. The extent to which 

this happens varies from country to country and between different journalism cultures and 

newsroom conditions.  

 

3.3.1. Social media and journalists in Croatia 

 

In Croatia, 79 percent of the population uses the internet (Eurostat, 2020). According to 

the Eurobarometer Survey in 2016 (Flash Eurobarometer 437) Croatia is above the EU average 

(22%) with 26 percent of respondents using social media as a main source of news online. The 

same study showed that, when accessing news via news aggregators, social media and search 

engines, 59 percent of Croatian citizens click on the available links to read the whole article on 

their original webpage. Again, this is well above the EU average of 45 percent. The most 

popular social media in the country, as in most countries in the world, is Facebook, with 

 
5 Croatia joined EU as the 28th Member State in 2013. 
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approximately 1.8 million users, which has a 40.4 percent penetration rate (Internet World Stat, 

December 2018). Recent data on Twitter use is not available. The latest published estimates, 

from February 2013, show that 52,000 citizens are active on this platform (Drap, February 

2013). However, in May 2019, the Twitter profile of the Croatian government alone had more 

than 170 thousand followers, and the most popular individual Croatian journalist on this social 

medium had more than 20,000 followers. While not all of their followers are necessarily from 

Croatia, these numbers suggest that the overall Twitter use in the country must have increased 

significantly in the six-year period. In Croatia, the number of working journalists is also 

information that is not available. Accordingly, it is difficult, if it is at all possible, to calculate 

or estimate how many journalists in the country use Facebook or Twitter. Nevertheless, it can 

be assumed that more journalists use Facebook than Twitter, but, according to European and 

world trends, it can also be assumed that Twitter is professionally more relevant (Alejandro, 

2010; Eurobarometer, 2012; Newman et al., 2016). Whether this holds true in the Croatian 

context, this research will try to explore in its empirical part.  

In one of the first studies to explore the frequency of sourcing news from social media 

by television journalists in Croatia, Volarevic and Bebic (2013) found that there was an 

increasing relevance for Twitter as a source of information, along with Facebook. They utilized 

content analysis to examine the extent to which the news reports of two leading television 

channels (one public, one commercial) contained information derived from social media. 

Findings showed that public TV (Croatian Television) usually used social media as a source of 

hard news, while commercial TV (Nova TV) explored social media more in the context of 

entertainment. In general, the commercial channel reported more news originating from social 

media, acknowledging their source, while public TV was shown to be hesitant in referring to 

these relatively new platforms (Volarevic & Bebic, 2013).  

In addition to the use of social media as a source of information and news, some media 

organizations in the country see the potential in using journalists’ activity on Facebook and 

Twitter to gain traffic to their news outlets. Since the end of 2013, the most popular daily 

newspaper with an online edition, 24 sata6, has begun to open Facebook pages for its 

journalists7. In an interview to the blogger Alexandra Petrovski (2014), the community 

 
6 24 sata is often referred to as a tabloid (e.g., Vilovic, 2010), but it is the national daily with the highest 

circulation (Croatian Chamber of Commerce, 2016) and the online news site with the highest number of real 

users (Gemius, 02/02/2017: https://rating.gemius.com/hr/domains)  
7 The list currently contains around 100 journalists and is available here: 

https://www.facebook.com/lists/10151870950653264  

https://rating.gemius.com/hr/domains
https://www.facebook.com/lists/10151870950653264
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manager of 24sata, Bojan Rodik, explained how these pages are given to journalists to 

distinguish from their private activity on this social media platform. These pages were therefore 

presented as a professional tool with which to connect with audiences, to gather information, 

and to promote both their content and the media brand. At the beginning of the initiative, an 

internal workshop was organized for the journalists involved, since not all of them had previous 

experience with Facebook. They were also given access to internal guidelines on how to use 

social media and respond to specific challenges. Furthermore, to motivate journalists’ activity 

on Facebook, the organization launched a monthly award for the best performance, as Rodik 

said to Petrovski. All this has raised several questions that are related to the scope of the work 

and professional standards of journalists. On one side, it is understandable that media 

organizations are attempting to sustain their business model in challenging and disruptive 

times. On the other side, it is of a great concern that journalistic work is being directly 

influenced by the marketing strategy of a media company. The question is: to what extent does 

this practice affect editorial autonomy, and put an additional burden on journalists, who are 

already overwhelmed with continuous news cycles and pressures to cover a story on several 

platforms in a converged media landscape? Can they handle another obligatory daily activity, 

and does this social media strategy contribute to the quality of journalism, or only to media 

business? Surprisingly, no visible debate on this has been triggered, either by Croatian media 

scholars or by journalists.  

In March 2011, Croatian Radio Television (HRT) banned its journalists from using 

Facebook, Twitter and some other sites (PSD, 2011). This decision by the public service 

media’s management provoked many negative reactions from both inside and outside the 

house. The journalist and editor, Ilija Jandric, decided to send a letter to the acting Director of 

HRT, Josip Popovac, entitled "DEAR acting, here's what Facebook is for" (Jandric, 2011). In 

his letter, which is infused with irony, Jandric gave examples of breaking news about which 

the HRT journalists learned through social media. He also noted that this ban came at a time 

when one of the most important events in the country was an anti-government protest - 

organized via Facebook. This controversial decision did not last for long, but the attempt to 

introduce the social media policy that followed was received by HRT staff and outside 

observers with almost equal resistance. A new Code of Ethics and General Rules of Conduct 

came into force on 30 May 2013 (HRT, 2013). These two documents currently regulate social 

media usage by HRT's journalists. Article 15 of the Code of Ethics says:  

“In their work, public statements and posts on social media journalists and creative staff 
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may not display any political, economic, religious or other affiliation or preference that 

could create an impression of their dependency or lack of objectivity”.  

Article 3.3 of the General Rules says:  

“All employees must be aware that in everything they do, write or share with the public 

they will be considered part of HRT. No one is allowed to express their own opinions 

or viewpoints on social media or blogs, which could harm the reputation or interests of 

HRT”.  

The latter can be seen as being particularly problematic in terms of the limitations to the 

freedom of expression and restrictions on the right to non-journalistic expression outside 

working hours.  

Soon after the application of the new rules, the conflict between journalists and the 

proposed (self)regulation emerged. The second half of 2013 was marked by the first citizens' 

referendum since Croatian independence, which was initiated to introduce the definition of 

marriage as a union between a man and a woman into the constitution. The initiative8 provoked 

loud public discussion and some journalists, including those working for HRT, decided to 

advocate for one of the sides, in their non-working hours. However, the question emerged as 

to whether they, as journalists working for a public broadcaster and as public figures, even have 

any “free time”. This debate never came to a conclusion. What is, however, clear, is that 

practice indicates the increasing relevance of social media for journalists and for journalism in 

Croatia, but this is still not followed with adequate self-regulation, training or guidelines that 

would help journalists to better understand the risks and opportunities that are associated with 

the use of these participatory platforms. So far, there is also a lack of academic focus on the 

different aspects and potential implications of social media use by journalists in the country. 

Only rare studies (such as Volarevic & Bebic, 2013; Jurisic & Sipic, 2013; Brautovic et al., 

2013) have tried to explore the emerging journalistic practices in relation to social media. This 

research aims to fill this gap and contribute to the understanding of how journalists in Croatia 

give meaning to the activity they perform in the realm of social media, and to what extent their 

social media behaviour departs from the normative standards of journalism. 

 
8 The initiative was a reaction to the government's proposal to legalize same-sex partnership. The referendum 

was held on 1 December 2013. The proposed amendment to the constitution would define marriage as being a 

union between a man and a woman, which would create a constitutional prohibition against same-sex marriage. 

37.9% of eligible voters voted. After processing all of the ballots, the State Election Commission announced that 

65.87% had voted yes, 33.51%, no, and 0.57% of ballots were disregarded as being invalid. 
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3.4. Social media guidelines for journalists 

 

Today, major news organisations often have social media guidelines for their journalists 

and other staff. These come in different forms and with different foci. Some are informal, some 

are very formal, often they are vague, but they can also be very detailed in certain requirements, 

and in such a way that they are seen to be crossing the boundary of journalists’ freedom of 

expression, as shown in the above example of HRT. 

The news agency Associated Press (2013) encourages its journalists to have accounts on 

social media. Moreover, they recommend having one account per network, instead of 

separating the use for personal and professional purposes. At the same time, the social media 

guidelines for AP employees give an order that they should refrain from declaring their 

personal views on contentious public issues in any public forum, and they are forbidden to take 

part in organized action in support of causes or movements. The British Broadcasting 

Corporation (BBC, 2015), which is a British public service broadcaster, very broadly suggests 

not doing “anything stupid”, and the international news organisation Reuters (2018) reminds 

us that “journalists are people too, with all the rights of citizens”. Reuters further adds:  

“If we want to tweet or post about a school play, a film or a favourite recipe, we are 

free to do so. When dealing with matters of public importance and actual or potential 

subjects of coverage, however, Reuters journalists should be mindful of the impact their 

publicly expressed opinions can have on their work and on Reuters”.  

Jayeon Lee (2016) explored the social media guidelines of US and British mainstream 

news organizations to see if they are drafted in such a way that they see social media use as an 

opportunity of which to make use, or, rather, as a risk to guard against. Among the opportunities 

offered by social media use to journalists, Lee lists news gathering and distribution, 

networking, maintaining contact with sources and managing relationships with audiences, and 

personal and organisational branding. On the other side, as risks, he emphasizes mixing 

personal and professional identities. Furthermore, as journalists adapt to the social media 

environment, they may deviate from the traditional norms and values, which may have negative 

consequences, not only for their credibility, but because it can also damage the reputation of 

their news organisation, warns Lee. Since one of the main characteristics of social media is 

speed, it also increases the risk for journalists to come by and share false news or 

disinformation. According to Lee’s (2016) findings, these two opposite aspects of social media 

are not equally represented in social media guidelines that are designed by the media. Overall, 
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the guidelines were dominantly focused on the concerns and, above all, on the issue of 

accuracy, which was followed by the risk of “breaking the objectivity (impartiality) norm by 

revealing personal opinions and preferences regarding the news the media might report on” 

(Lee, 2016: 118). What is also very interesting from this research is that most guidelines 

“strongly recommended or required journalists to consult with editors or their social media 

specialists”, rather than relying on their common sense (Lee, 2016: 119). 

Most media organisations in Croatia, if they have them, do not make their social media 

guidelines public. The public service broadcaster (HRT, 2013) has guidelines that frame social 

media primarily as a risk, and, accordingly, that focus more on setting the boundaries of social 

media use by journalists, in particular, to prevent harm to the organisation’s reputation. The 

Croatian Journalists’ Association, as a professional association, does have a general code of 

ethics but, to date, it has not proposed any social media guidelines. Social media guidelines can 

serve as a means of self-regulation, or as an agreement between journalists and media 

organisations on what is desirable, and what would be counted as the potentially problematic 

use of social media. However, to be able to fulfil this purpose, guidelines should be drafted by 

or with journalists, and not by other units of media organisations, which then impose them on 

the newsroom. Furthermore, when they exist, social media guidelines and social media 

strategies by media organisations should be made public. Journalism has a special value and 

responsibility for democracy. Even as a commercial business, it must be transparent about its 

organisational structure and policies. To safeguard journalists and editorial autonomy from 

unduly commercial influence, it is necessary to have social media guidelines and strategies that 

are open to public scrutiny. Furthermore, information on what individual media organisations 

do with regard to their own, and their journalists’, social media presence, might contribute to 

drafting common principles and guidelines in order to take advantage of the opportunities while 

reducing the challenges they present. 

One of the main features of the social media is the immediacy of communication and of 

information dissemination. This becomes particularly important during an emergency event or 

during election campaigns, when time is scarce and information that reaches the public can 

potentially have a greater impact. Information disseminators on social media sometimes hide 

behind fake profiles and obscure agendas, and they use the affordances of the environment to 

disseminate hoaxes and manipulations. This poses a new challenge for journalists in ensuring 

both immediacy and verification in an accelerated news cycle. Communication with authorities 

and sources, in order to gather and verify information, has always been part of the journalistic 
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routine. To some extent, this is now taking place on social media, which makes the patterns of 

communication and exchange with the public visible to other users. Journalists’ connections 

and communication on social media sometimes blur the lines between professional and private 

activity. It increases the transparency of journalistic work, but it profoundly challenges the 

longstanding norm of objectivity.  

There is a wide debate on how journalists should manage their social media profiles – as 

professional, as private, or as a combination of the two. No clear solution has been proposed 

yet, so journalists usually use different social media platforms for different purposes, or they 

use one for multiple purposes. While managing their social media presence, more or less 

consciously, they also manage their social media reputation, and, to an extent, they influence 

the image of their media organization. This chapter has provided a framework through which 

to think about the ways in which journalists use Twitter in Croatia, how it relates to their work, 

and how it may challenge their norms. It is obvious that Twitter, and social media environment 

more broadly, hold great relevance for journalism, and that journalists have more influence in 

that environment than most other users. It is relevant, from the agenda setting perspective, to 

explore which topics journalists talk about on Twitter, and with whom they communicate most. 

With regard to the gatekeeping role, it is important to see whom they retweet, since, by doing 

so, they increase the reach of certain information or sources. The degree of commentary that 

journalists publish on Twitter, and the degree to which they (self)promote, are crucial aspects 

for understanding how they are using this platform and how it differs from the normative 

principles that are related to their media work. 
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4. Changes of norms and routines: Between (r)evolution and normalization  

 

The previous chapter examined factors that are related to technological developments 

and the social media fostered participatory culture that have the potential to challenge, and even 

change, the traditional norms and routines of journalists. The aim of this chapter is to explore 

the existing scholarship that considers the current developments in news work and journalistic 

practice in relation to the social media. Evidence can be found for both – of things staying the 

same, and of trends producing a significant change. 

 

4.1. Journalistic norms and routines 

 

The working routines and norms of journalism have remained stable for almost a century 

(Schudson, 2003; Tuchman, 2002). Traditionally, journalism has been attached to the 

institution of the media and the gatekeeping process was the main role of journalists, in order 

to guarantee quality and neutrality (Reese & Ballinger, 2001; Shoemaker, 1991). The main task 

of journalists was to decide what the public needs to know, as well as when and how such 

information should be provided (Domingo et al., 2008). However, the development, 

availability, and ease of use of new communication technology, have made it possible for 

others to also create and publish content for a potentially global audience. 

Norms represent a common standard of occupational behaviour and are reflected in 

journalists’ everyday modus operandi – professional routines. Shoemaker and Reese (1996: 

100) define those routines as “patterned, routinized, repeated practices and forms that media 

workers use to do their jobs”. They make journalists` daily job easier and help them to claim 

accuracy and objectivity (Shoemaker and Reese, 1996). They ensure that the media system will 

respond in predictable ways and that it cannot be easily violated by any form of individual 

conduct. Shoemaker and Reese (1996) see routines as an instrument for professionalization, 

similarly to Tuchman (1977), who notes that reporters who have mastered routine modes of 

processing news are valued for their professionalism.  

More than eighty years ago, in his study on conformity, Muzafer Sherif (1936) showed 

how group norms are established through the interaction of individuals, while balancing 

extreme opinions. In his definition, group norms are agreed-upon standards of behaviour 

denoting the expected and acceptable conduct. The description of norms and values is largely 
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developed within the fields of sociology and social psychology, which see norms and values 

as cultural products and the source of group legitimacy (Dowling & Pfeffer, 1975).  

“Within news organizations, newsroom socialization has long been a staple of the 

production of culture. As part of this, the routinization of newswork becomes a crucial 

strategy in managing the accelerated newsflow – a flow further supercharged by the 

addition of citizens as producers next to consumers of news through online platforms”, 

claims Deuze (2011: 117).  

Deuze (2008) argues that the widely shared occupational ideology of journalism helps to 

sustain the dominant self-understanding among journalists and to ensure the homogenization 

of the profession. Armin Scholl and Siegfried Weischenberg (1998) interviewed journalists in 

Germany and showed that newsroom communication and interactions between reporters and 

editors reinforce routines. To adapt to the working environment, young journalists are largely 

expected to adopt the dominant ideology (Deuze, 2008). Breed (1955) described routines’ 

adoption as a process of socialization in which peers, as well as senior colleagues, significantly 

influence the norms and values of journalists, in order that they can perform their jobs similarly. 

The routinization is also assisted by educational programmes and journalism training that still 

largely draw on established ideas that have long been practiced in the newsroom, but which 

may no longer apply. In this way, students are already being socialized into traditional reporting 

norms before even taking on their first professional job (Deuze, 2006). However, there are 

increasing initiatives to give students opportunities to challenge existing models and practices 

and to explore unconventional forms of professional journalism and media production 

(Stephens, 2006; Deuze, 2007).  

The digital revolution is shaking the principles of the media industry and the journalism 

profession that have been established during the last century. The traditional business model is 

no longer valid, and this is true also of the traditional division of publishing platforms. 

Fragmented audiences are becoming increasingly present in journalistic content’s consumption 

and production. The lines between professional journalism and other forms of dissemination 

of publicly relevant information are blurring. In order to cope with convergence, journalists are 

required to have new, more technical skills. At the same time they are not often being 

encouraged to reconsider their mindset. The social media have been around for more than 

decade, and during that period these online platforms have become inevitable as sources of 

information, publishing, and promotion, and also as a means of engagement with the public. 
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However, despite all the changes and trends that have been introduced or amplified by the 

social media, journalism seems to be trying to resist change. Some scholars see this resistance 

to change as the reason that journalism is facing hard times, and the media find it more difficult 

to cope with innovation than some other industries (e.g. Smolkin, 2006).  

 

4.2. Normalizing social media 

 

Agócs (1997) argued that resistance to change is an inevitable consequence of 

organizational change initiatives. Within the framework of studies on the intersections of the 

internet, politics, media and communication, this resistance is often described as 

“normalization” (Margolis & Resnick, 2000). Several studies on the influence of new 

participatory platforms on traditional journalists’ practices have shown that journalists are 

trying to normalize new media to fit their traditional norms and routines (Singer, 2005; 2007; 

Lasorsa, 2012; Lasorsa et al, 2012, Noguera Vivo, 2013; Brautovic et al., 2013). In her research 

on the activity of political journalists-bloggers, Singer (2005) found that, even on a blogging 

platform, journalists seek to maintain control over information, and to reinforce the authority 

of traditional media outlets. Lasorsa et al. (2012) came to a similar conclusion, confirming the 

tendency to normalization in journalists’ use of the microblogging platform, Twitter, but they 

also found a limited shift towards adopting features of the new environment. Existing literature 

somehow suggests that it just takes time for journalists to adopt and adapt to the new 

participatory environment. After initial resistance to change, more recent studies have shown 

more openness and adaptability to the real-time, more direct, interactive and on-demand social 

media settings. For example, Canter (2014) found deviation from traditional principles, a shift 

in traditional gatekeeping and verification conventions, and journalists’ use of Twitter for 

personal branding. 

 

4.2.1. Gatekeeping 

 

Ever since David Manning White applied Lewin’s gatekeeping theory9 in media studies 

(1950), news selection has been considered one of the fundamental roles of journalists in the 

 
9 The word ‘gatekeeping’ and the theory of gatekeeping were first introduced by Kurt Lewin, a German 

psychologist, in a study on how food was being selected for a dining table (1947). Lewin’s gatekeepers were 

usually housewives, while White’s gatekeepers are editors. 
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public sphere. Journalists are often seen as “the ones who decide what the public needs to know, 

as well as when and how such information should be provided” (Domingo et al., 2008: 326). 

Having the power to select what information to publish, and, perhaps even more importantly, 

by deciding on what issues and events not to cover, journalists and editors affect the social 

reality of individuals (Shoemaker & Vos, 2009). Unless people are themselves directly or 

indirectly involved in a certain issue, or witness a certain event, they cannot know about it if 

the media do not tell them. At least this was the case before the advent of the social media. 

With the emergence of the internet, social media, portable communication technology and user-

generated content, journalists no longer have exclusivity in deciding what becomes news. 

Journalists and legacy media now “compete” with citizens and alternative news providers in 

the marketplace of information (Bossio & Bebawi, 2016). “The news is no longer the sole 

purview of the press”, claims Robinson (2007: 318). “People formerly known as audience” 

(Rosen, 2006) now become produsers (Bruns, 2008), more involved in the process of creating, 

shaping, and sharing information about the events that they witness (Hermida, 2014). Singer 

(2012: 3) argues that journalism becomes “more self-consciously open and participatory than 

the sort we were practising, teaching or studying just a few years ago”. This has been fostered 

by the growing reach and relevance of the social media. 

In her studies on how blogging, as adopted by journalists affiliated with mainstream 

media outlets, affects long-standing journalistic routines, Jane Singer (2005, 2007) found that 

journalists are “normalizing” those new platforms and tools to fit traditional practice. Her 

results suggest that “journalists are remaining steadfastly at the gate” (Singer, 2005:186), 

meaning that journalists-bloggers were retaining their traditional journalistic gatekeeping 

routine by incorporating limited, or no, material from users, even with a format that is explicitly 

about participatory communication. This “normalization” of (then) new platforms to fit the 

traditional standards, has also been observed in two other studies. An international comparative 

study of participatory journalism practices in 16 online newspapers in six EU countries, and in 

the United States, was conducted by Domingo et al. (2008), and it revealed how professionals 

kept the decision-making power and retained the traditional gatekeeping role in adopting users’ 

content on their website. The news organizations being examined exercised openness to their 

users only to the extent of allowing them to debate on current events, while other stages of the 

news production process were closed to citizens’ involvement, or were strictly controlled by 

professional journalists when participation was allowed (Domingo et al., 2008). Along the 

same line, in his popular paper ‘Twittering the News’, Alfred Hermida (2010: 300) found that: 
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“by filtering and selecting what tweets to publish, the gatekeeper role is maintained and 

enforced” in the social media environment.  

While the initial studies showed a lack of adaptability by journalists to the participatory 

potential of new communication means and platforms, more recent studies have shown some 

change in this regard. Building on the work of Singer (2005), Lasorsa et al. (2012) were 

examining how journalists use a microblogging platform, Twitter, and to what extent their 

behaviour in that environment diverges from traditional norms and roles. Gatekeeping has been 

one of the defining roles of journalists. To observe the extent to which journalists open the 

gates for others on Twitter, Lasorsa et al. (2012) looked at how often journalists retweet the 

posts of others. Their findings suggest that retweets make up more than 15 percent of all tweets 

posted by the journalists in the sample, which is not a negligible share and might suggest that 

journalists are making steps towards “sharing their stage” and allowing others to participate in 

the news process. However, they have also observed some differences in adaptability between 

journalists, depending on whether they work for the so-called elite, or the non-elite media. 

Lasorsa et al. (2012) noted that journalists from well-established media organizations generally 

appear to be changing less, or more slowly, than their counterparts in other news media. This 

corresponds to the findings of Robinson (2010), whose ethnographic examination of the local 

news organization in transition from the daily newspaper to an online medium demonstrated 

internal conflict among both journalists and readers in regard to the comment-section. The 

“traditionalists”, as she called them, wanted to maintain a hierarchical relationship between 

journalists and audiences, while “convergers” advocated giving users more freedom within the 

news site. Robinson (2010: 126) named this clash an “identity complex” for the news 

profession. Studies have also observed large generational differences in social media use 

among journalists, and especially in relation to Twitter use (Djerf-Pierre et al., 2016). Ulrika 

Hedman (2015) has surveyed a representative sample of Swedish journalists in order to explore 

the practices of those who actively use Twitter. She found that while, to a significant degree, 

Twitter is being normalized to fit core professional values, the views held by the active j-

tweeters could lead to a new professional view from younger journalists, in which audience 

orientation and professional positioning, or self-promotion, gain importance. 

Weiai Wayne Xu and Miao Feng (2014) explored how citizens engage in Twitter 

conversations with journalists, and what the power dynamic between traditional gatekeepers 

(journalists) and the gated (news audience) is. They found that journalists enjoy great 

popularity on Twitter, while only a few citizen participants have a large number of followers. 
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As a result, citizens are disadvantaged in the power relationship, and if they want to get their 

message heard afar, they need to distribute it through gatekeepers (journalists) (Xu & Feng, 

2014). This implies that power relations have not changed significantly. While the social media 

have enabled ordinary people to have their voice heard, they still need journalists to echo it 

afar. This is in line with the findings of Lee et al. (2010) and Dubois and Gaffney (2014), who 

both showed that journalists and the news media are the most influential Twitter users when 

spreading information. Xu and Feng (2014) further showed that citizens interact with 

journalists mostly on political and media issues. Citizens are expected to provide feedback, 

while journalists maintain their gatekeeping role. 

 

4.2.2. Verification 

 

Accuracy achieved through the verification of both the source and the content itself is 

one of the key journalistic standards. Immediacy, on the other hand, is one of the main 

characteristics of the social media environment. With the growing influence of social media 

and the related acceleration of the news cycle, journalistic standards of validity and verification 

are being eroded (Hermida, 2012a). When a news item breaks on Twitter, journalists cannot 

stop its spreading in order to find time to verify it. If journalists stop to verify a story, and while 

they are doing so, the information continues to spread and other informants are positioning 

themselves as news providers. The social media have enabled first-hand, real-time witnesses 

to be heard, which can be an indispensable source for news organisations when they do not 

have their reporters at the place of an event, and the agency reports are still not available. 

Nonetheless, such conditions are also a fertile ground for intentional or unintentional 

dissemination of hoaxes, mistakes, and lies. This positions journalists at the crossroads of speed 

and accuracy. Very often, one of the key decisions that journalists and media organizations 

face in this participatory environment is whether to be first or to be correct. While normative 

standards unanimously require verification, practice can be somewhat different. 

The tension between speed and accuracy in journalism is not a new thing. While being 

almost as old as journalism itself, this trade has been intensified by the advent and relevance 

of the internet and the social media. Kovach and Rosentiel (1999) argued that a never-ending 

news cycle makes journalism increasingly oriented toward publishing allegations, rather than 

first discovering the truth. Five years before most popular social media of today were even 

born, they were claiming that sources were gaining power over journalists while increasingly 
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dictating the terms and conditions of the interaction. It would perhaps not be completely wrong 

to say that this holds even more true today. Many cases witness how leading world media 

organizations have failed on accuracy while competing in immediacy. For example, the BBC 

used a picture taken in Iraq in 2003 to illustrate the senseless massacre of children in Syria in 

2012 (Silverman, 2012). The BBC has a UGC Hub established primarily to deal with the 

verification of the content that is produced and shared by users. However, it took 90 minutes 

for the newsroom to realize this problem and to remove the false image. In the 2011 shooting 

of the Arizona Congresswoman, Gabrielle Giffords, and in a rush to be first, several major 

news organizations, including CNN and Reuters, based their reporting on information from 

Twitter, and they wrongly reported that she had died (Shepard, 2011).  

The discipline of verification has been a normative essence of journalism (Kovach & 

Rosentiel, 2001), a core argument through which to claim special status and authority in 

society. The quest for validity has even more relevance in an environment characterised by 

information abundance and concerns over the scope and impact of disinformation and viral 

hoaxes. However, news organisations also seem to have to compete in speed if they want to 

maintain relevance on the news and information market. They thus continue to negotiate the 

tensions between being first and being right (Hermida, 2012a). They are trying to develop 

automated tools and models with which to accelerate the verification procedures and even to 

experiment with crowdsourcing it. Andy Carvin, from National Public Radio in the US, set a 

model of social media use for crowdsourced verification during the series of uprisings and 

protests that are known as the Arab Spring (Knight & Cook, 2013: 153). Carvin used his 

network on Twitter to check and verify emerging information, employing the affordances of 

this platform to engage with audiences and to utilize their collective intelligence. 

News sources are an important element in the practice of journalism, as they shape the 

credibility and diversity of the published content. Sourcing involves deciding from whom 

journalists get their information, and what type of information they obtain (Gans, 1979). This 

practice can serve as a good example of how professional routines, created to build efficiency, 

could also constrain journalism. As Hermida et al. (2014: 480) noted, “sourcing involves 

making decisions on who is included or excluded as an actor in the media”. Lewis et al. (2008) 

showed that journalists still significantly rely on authoritative sources, government, public 

relations professionals, or other media. Indeed, the vast majority of the literature indicates that 

journalists use social media technologies for news gathering, but continue to place an emphasis 

on trusted sources and pre-existing relationships as an indicator of credibility (Hermida et al., 
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2014). 

The rise of user-generated content (UGC) has been seen as an incentive for the inclusion 

of more diverse voices and materials in the content production. It also prompted discussion on 

trustworthiness and the verification of such content. Although UGC and social media have 

become indispensable sources of information for journalists, especially, for example, during 

the first moments of emergency situations, these have still not significantly influenced the daily 

reporting. Mainly because the process of this content verification can be very complex, there 

are a number of cases in which materials acquired from social media have proved to be false 

(OSCE, 2013). So, in addition to negotiating speed and accuracy, in the social media 

environment journalists also find themselves negotiating between increasing participation and 

maintaining credibility. 

Some suggest it is inevitable to “trade speed for accuracy” by getting constant updates 

from social media, namely, Twitter (Clay Shirky, in Newman, 2009: 4). In that environment, 

however, mistakes tend to be corrected quickly, due to the engagement of other users. Among 

digital native journalists and media start-ups a fashion can be observed for posting everything 

and letting the audience decide, but the mainstream media organizations still seem to value 

accuracy more. Reuters Handbook of Journalism highlights that: “Accuracy is at the heart of 

what we do. It is our job to get it first but it is above all our job to get it right” (Reuters 

Handbook, Accuracy, n.d.). In an interview with Kellie Riordan, Trushar Barot, Assistant 

Editor of the BBC UGC and social media hub, said: “being first is not necessarily a big issue 

for the audience. Being right and being trusted is more important. The self-flagellation that 

takes place when you’re not first, that’s now being re-framed and we’re understanding the 

value of getting it right” (2014: 14). 

On the other hand, even before the rise of social media, some scholars have questioned 

whether verification, as a time-consuming activity, is even a feasible goal for time constrained 

daily journalism. The British study by Lewis et al. (2008) found that only half of the stories 

analysed made any visible attempt to contextualise or verify their main source of information, 

and in less than one in five cases was this done “meaningfully”. Shapiro et al. (2013) 

interviewed Canadian journalists to find out that verification is often a circular process, 

meaning that the quest for accuracy sometimes rests in knowledge that is derived from a 

reporter’s earlier work and that continues after the act of reporting. 

Matthew Eltringham, the Editor of the BBC College of Journalism’s website, coined the 
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term “the Line of Verification”, which was then further explained by Charlie Beckett10:  

“Put simply, there is stuff that the BBC will broadcast that is on what I shall call the 

'Light Side' of the Line of Verification. It will carry the full authority of something that 

the BBC has decided is 'true'. [...] Then there is stuff on what I will call the 'Dark Side' 

of the Line of Verification that is not confirmed. Previously, the BBC would have 

simply not told you about it. [...] However, social media and the internet change things. 

You, the public or the audience, already know about the stuff on the dark side of the 

line of verification because it exists all over the places online that you spend so much 

time [...] It is valid to report - or at the very least engage with - this non-validated stuff 

because it is already a part of the communications around a story. [...] But you have to 

be clear in your journalism that it is not validated. So you must put it in context” 

(Eltringham, 2011).  

An example of the dark side of the Line of Verification is the case of National Public 

Radio's journalist, Andy Carvin, who was curating the breaking story of the 2011 Tunisian and 

Egyptian uprisings. Instead of relying on traditional and official sources, he was asking for 

information and validation on Twitter, while engaging with diverse users to reflect, criticise or 

supplement circulating materials. In this way, he employed collective intelligence and on the 

ground witnesses to check on the content distributed online – he crowdsourced verification and 

set the foundation for a potential new participatory practice in order to ensure accuracy. 

Moreover, he “diverged from the established paradigm of journalistic reporting and its reliance 

on official sources” (Hermida et al., 2014: 493). Content analysis of the sources cited by Carvin 

on Twitter showed that non-lite sources had a greater representation in the content than elite 

sources (Hermida et al., 2014), which suggests that participation and verification do not 

necessarily have to be on opposite sides. 

Apart from Carvin’s specific case, most other studies report that Twitter is hardly ever 

used for fact-checking purposes. In their analysis of social media use in Irish newsrooms, 

Heravi and Harrower (2016) found that almost all of the surveyed journalists in that country 

use social media for work. Twitter is by far the most popular social media for Irish journalists, 

even though Facebook leads with the general population. Journalists in Heravi and Harrower’s 

(2016) study mostly use the social media to source news leads and content, and the least popular 

option was for verifying information, as 45 percent never used it for that purpose. Authors find 

 
10 Charlie Beckett is the Director of the media think-tank POLIS, at the London School of Economics 
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an explanation to this in the low trust that journalists have in information that is circulated on 

the social media and in the time-consuming aspect of social media content verification. For this 

reason, when sourcing news from social media, journalists still turn to the accounts of people 

they know in the real world, or to well-known individuals and organisations. This means, as 

Heravi and Harrower (2016: 1202) put it, “that, for sourcing leads, social media is currently 

providing an additional or alternative platform for accessing sources, rather than providing new 

root sources of information”. 

Petter Bae Brandtzaeg, Marika Lüders, Jochen Spangenberg, Linda Rath Wiggins and 

Asbjørn Følstad (2016) in their study based on interviews with 24 journalists from major news 

organisations in Europe, found that the verification of social media content remains a crucial 

requirement. However, approaches to verification differ, and Brandtzaeg et al. (2016) have 

identified five main paths: (1) relying on trusted official sources, media and opinion leaders, 

even in the social media sphere; (2) accessing eyewitnesses and authenticating sources, as this 

has been facilitated by the social media; (3) combining direct contacts with checking social 

media profiles, but still preferring face-to-face contact or phone contact when verifying 

sources; (4) verifying videos and photos posted on social media with automated tools is still 

the most challenging task, as many journalists are still not familiar with the available 

technology; and (5) workaround methods, meaning that when covering breaking news, and 

with the increased pressure to publish, verification is not always feasible. In order to balance 

the speed and accuracy requirements, journalists opt for transparency and include disclaimers 

that state that information is not verified (Brandtzaeg et al., 2016). 

 

4.2.3. Objectivity 

 

Objectivity is one of the core values but, at the same time, it is one of the most discussed 

norms of journalism. In spite of the agreement that there can be no absolute objectivity in the 

production of news and journalism, this ideal is still widely used to market journalism and it is 

a core line in many professional codes of conduct. The problematic status of this norm emerges 

from the interpretation of objectivity as being value neutral (Deuze, 2005), which is hardly 

achievable by humans, and journalists are, first and foremost, humans. 

The idea of objectivity has been central to serious news journalism for most of the last 

century. The need for objectivity was first emphasized in a 1920 article that was written by 
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Walter Lippmann and Charles Merz. In this article they criticised The New York Times’ 

reporters for biased coverage of the Soviet Revolution. Lippmann ́s original concept saw 

objectivity as a method that aims to be fair and detached, rather than the journalist him/herself. 

The same approach was applied by the sociologist, Michael Schudson, in his book Discovering 

the News (1981: 6), in which he argued that “the belief in objectivity is a faith in 'facts,' distrust 

in 'values,' and a commitment to their segregation”. Both Lippmann (1920) and Schudson 

(1981) described objectivity as a source of legitimation for journalism, whereby journalism 

aims to be similar to science - non-interruptive and fact-based.  

To avoid the problematic nature of the term objectivity, and to retain its meaning as 

applied to journalism - a detached coverage of the events and processes (McNair, 2017) - many 

have replaced it with the term impartiality. Some use them interchangeably, some claim that 

there is a difference. Impartiality is commonly used in the United Kingdom, while objectivity 

originates from the United States. Sambrook (2012: 3) offered a definition and a distinction 

between the two: “Impartiality relates to the absence of bias and objectivity to identifying facts 

and evidence. In essence, impartiality and objectivity have been what separates journalism 

from propaganda, entertainment, or fiction”. Critics still argue that objectivity is an impossible 

standard for journalists who, as humans, cannot fully detach their professional activity from 

their personal views and values. Instead of “objectivity”, the sometimes preferred terms 

“fairness” (Bennett, 1996), or non-partisanship, balance, and accuracy are used.  

Social media, such as Facebook and Twitter, that encourage personal expression, have 

renewed the debate over the norm of objectivity (Hermida, 2012). This self-oriented and 

participatory environment, as some scholars see it, requires at least a reconsideration of this 

norm. “It’s time to retire the difficult-to-achieve and impossible-to-defend conceit that 

journalists are now, or ever were, objective. Let’s replace this threadbare notion with a realistic 

and credible standard of transparency”, said Alan Mutter from the Berkeley Journalism School 

(2010). Similarly, David Weinberger (2009) argues that:  

“outside of the realm of science, objectivity is discredited these days as anything but an 

aspiration, and even that aspiration is looking pretty sketchy. The problem with 

objectivity is that it tries to show what the world looks like from no particular point of 

view, which is like wondering what something looks like in the dark”.  

Instead, social media has the capacity to give more light on who journalists, as 

individuals, are, and how journalism is being carried out. The social media enable their users 
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to watch for the watchdog. From a journalist’s activity, her/his network, and the interactions 

s/he maintains, ordinary users can now see which values and views s/he holds, with whom s/he 

communicates, and how this might affect her/his work. Of course, the extent to which this 

information is available depends on the nature of the different social media and the ways they 

are being used by individual journalists. 

When looking at the social media environment, scholars largely suggest either replacing 

objectivity with transparency, or at least complementing it. Many believe it is transparency 

now that can regain trust and contribute to journalistic credibility, accountability, and accuracy. 

“Greater transparency and the experimentation with the format of corrections are new ways 

digital media are achieving the standard of accuracy”, says Riordan (2014: 19). In 2009, David 

Weinberger coined the phrase “transparency is the new objectivity”, emphasizing how 

transparency gives the reader information by which s/he can undo some of the unintended 

effects of the ever-present biases. Sambrook (2012: 11) argued that “objectivity was once 

designed to engender trust in the news, now transparency is the means to achieve that – 

openness about sources, means, and interests”. At a time, and in conditions in which 

disinformation and misinformation can flourish, objectivity and transparency are seen as great 

opportunities for journalism and journalists to regain trust and credibility and to distinguish 

themselves from other information providers. This revival of objectivity, and its symbiosis with 

transparency has been proposed by Brian McNair who, in his essay ‘After Objectivity’ (2017: 

1331), praises objectivity as a “key pathway to the mobilisation of trust in journalism”. What 

he understands as objectivity is not value-neutrality but, rather, an objective method that relies 

on credible sources and always checks the credibility of the sources it uses, “without fear or 

favour” (McNair, 2017: 1331). This understanding of objectivity comes with “procedural 

transparency” and “journalistic self-reflection”, which are today almost as important as facts, 

claims McNair. 

Transparency about the methods journalists use and values they hold, clearly becomes 

one of the principles that are proposed to regain trust in journalism in the digital environment. 

However, the available evidence on journalistic practice on Twitter suggests that journalists 

are still not ready to fully reveal their working methods, and sometimes they are not even aware 

of the extent of the connections they make, the conversations they lead, and the information 

they share that influence the impression of their credibility. In the above-mentioned study on 

how journalists who microblog negotiate their professional norms and practices in the Twitter 

format, Lasorsa et al. (2012) have pointed out that journalists increase transparency by 
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retweeting, talking about their jobs, engaging in discussions with others, providing information 

about their personal lives, and linking to external websites. However, they did not find that 

these activities were greatly present. Yet, they did find that journalists deviate from their 

traditional professional conventions, and, more specifically, objectivity, by offering their 

opinions quite freely in their microblogs. Lasorsa et al. (2012) based an explanation for this on 

the fact that Twitter allows only limited characters per post (tweet), which then limits an 

opportunity for a nuanced approach. However, it may also be that journalists feel freer in an 

environment that encourages interactions and expressions of the self, and they feel less 

bounded by professional standards, as Twitter is not their primary medium of work. Lasorsa et 

al. (2012) further noted that journalists working for mainstream media were less inclined to 

adapt to the social media environment and to increase transparency in their tweets than their 

counterparts who were working for less “elite” news outlets (Lasorsa et al., 2012). Another 

interesting finding was offered by Lasorsa (2012) in another paper, in which he further 

examined the extent to which female and male journalists differ in their use of Twitter. While 

there was little difference in their Twitter presence, topics, opining or gatekeeping, female 

journalists provided significantly more openness and accountability in their tweets than did 

their male counterparts.  

 

4.2.4. (Self)promotion 

 

There has always been something of a clash between the personal and professional11 in 

the identity of journalists. On the one hand, as The Economist argues, what is written is more 

important than who writes it12. On the other, it is a journalist’s personality and a character that 

guarantees professional credibility and helps to establish and maintain social interactions with 

all of the relevant sources (Bossio & Sacco, 2017). For most of journalism history, journalists 

were somehow hidden behind the walls of media organizations. Of course, there have always 

been journalistic stars (such as TV anchors or prize winners), but, in general, individual 

journalists were not as exposed as they are in the era of the social media. The imposition of 

journalists’ identity and personality would have been in conflict with the objectivity norm 

(Holton & Molyneux, 2017). Nowadays, personality, personal experience, personal 

 
11 Like Holton and Molyneux (2015), I use ‘professional’ to refer to work-related aspects of identity, and 

‘personal’ to refer to the non-work-related aspects. 
12 The Economist applies a policy of the anonymity of journalists. See: http://www.economist.com/help/about-

us  

http://www.economist.com/help/about-us
http://www.economist.com/help/about-us
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recommendation, and testimony are what drive interactions in the digital social sphere. “Much 

of the information shared on social networks is ‘all about me’”, says Hermida (2014). It is 

individual personality, rather than institutional association, that drives social media visibility 

(Bruns, 2012).  

Holton and Molyneux (2017: 206-207) argue that there are at least three sources of 

influence that shape how journalists share their identities online. First, the nature of the 

journalist–audience relationship becomes more immediate, two-way, and social, and thus 

creates an opportunity for journalists to build individual brands. Second, a culture of openness 

on the internet encourages journalists to embrace a new norm of transparency. While exposing 

both professional and personal identities, journalists aim to appear more authentic and 

trustworthy. “This trend is accelerated by social media use, wherein personal interactions are 

key. An emphasis on transparency thus challenges the objectivity norm and gives rise to 

opportunities for journalists to promote themselves and their content”, Holton and Molyneux 

(2017: 198) claim. Third, and no less important, in a struggle to survive the economic crisis 

and business model disruption, media companies are reducing their personnel. This has 

probably spurred many journalists to use the opportunity given by the social media platforms 

to brand themselves, in order to sell their expertise better in a highly competitive market. Here, 

it could be added a fourth source of influence that shapes how journalists share their identities 

online, and it is related to the re-establishment of control by media organizations. It did not 

take long for media companies to realize that they can also profit from the individual brands 

that their journalists establish or amplify in the social media realm, and then to use these 

channels to gain additional traffic for their online outlets. This becomes visible in that media 

organizations encourage their journalists to be active on social media, to engage with 

audiences, and to link to their content. However, this practice contains at least two risks. First, 

encouraging journalists to support promotional activities may conflict with the traditional 

standard of separating the business and the newsroom part. Second, if a journalist, explicitly 

identified with her/his media outlet, publishes something inappropriate, biased, or inaccurate 

on the social media, this may also damage the organization’s brand. 

Striking this balance between right and wrong, the professional and the personal, is hard 

for journalists, in particular because there are still no clear guidelines. Many media 

organizations continue to address problems reactively, as opposed to proactively. Even when 

they act in advance, the instructions are usually very vague, and sometimes even contradictory. 

Associated Press (2013) is a good example here, as it encourages its journalists to have accounts 
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on social media. Moreover, they recommend having one account per network, and no 

distinction between personal and professional use for reasons of authenticity. At the same time, 

these guidelines give an order to refrain from declaring personal views on contentious public 

issues in any public forum, and forbid journalists from taking part in organized action in 

support of causes or movements. This may be seen as the media houses usurping the journalist's 

social media space for organisational goals. To what extent this can be seen as being 

problematic relates to the extent to which individual journalists voluntarily endorse such a 

practice. 

Brand promotion on social media has become an inevitable part of business, but it is no 

longer divided from the newsroom. Previously, the focus of branding activities was on the 

media organization, whose reputation it was important to build and protect, and it was part of 

professional standards to separate editorial staffers from marketing teams (Holton & 

Molyneux, 2017). Today, with increasing individualization, there is more expectation that 

journalists should support advertising activities. Holton and Molyneux (2017: 199) call this 

‘brand journalism’ and define it as “the set of activities that create an identity for an individual 

journalist and then promote that identity by building relationships”. Brand journalism, they 

claim, incorporates practices that aim to increase “a journalist’s reputation and to attract 

attention to oneself, one’s work, and potentially one’s organization” (Holton & Molyneux, 

2017: 199).  

Holton and Molyneux (2017) found that journalists have been hesitant to fully embrace 

branding, even though they recognize its importance for the sustainability of both their news 

organizations and their own reputation. The reason, as expressed by many of the journalists 

interviewed, is a lack of clear standards on how to balance professional and personal identities 

on social media. Despite the lack of standards and guidelines, a number of journalists have 

been sanctioned, or even fired, for social media missteps, warned Holton and Molyneux (2017). 

Their study showed that journalists, in their promotional activity, are more professionally than 

personally focused. Since the codes of conduct are unclear, journalists tend to play it safe, 

mainly presenting an objective, professional identity. This reinforces traditional norms and 

maintains control in the hands of media organizations, and, as their study showed, it also 

suppresses transparency, especially in relation to journalists’ personality. One of the points 

Holton and Molyneux have made is that:  

“To the extent that professional identity trumps the personal, reporters may seem less 
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like people covering the news, less like concerned citizens, and more like extensions of 

the organization that employs them. This surrogacy risks pushing reporters back into 

the anonymous background, as subordinates to the organization, from which social 

media had given them a chance to emerge” (2017: 207).  

Using content analysis, Molyneux (2015) also studied what American journalists retweet 

to understand the content that they find interesting and worth sharing. Re-tweeting, as 

explained above, is also related to the journalists’ role of gatekeeping. He found that the 

journalists in his sample mainly retweet other journalists, rarely do they retweet news, more 

often it is comments. They seem to like a good joke as, very often, they retweet messages that 

are coded as humour, and they use the retweet function of Twitter as a tool for personal 

branding (Molyneux, 2015). Journalists share links to their own work and announce their own 

shows, but do this also with the links to their own work that are published by others - as a third-

party acknowledgment. Sometimes they even share direct messages that they receive on 

Twitter, which can range from threats and hate speech to love letters. This, reports Molyneux 

(2015), is a new kind of transparency and of closer relationships between journalists and their 

audiences. To the question about why journalists use Twitter for self-promotion, he simply 

replies: “because they can”. However, a question on how brand journalism affects the identity 

of journalists is a more complex one. Holton and Molyneux (2017) have tried to answer it 

through interviews with 41 reporters and editors from U.S. newspapers. What these interviews 

have clearly shown is a shift from the more personal to fully professional use of social media. 

Journalists first used social media to find and exchange information. They have individually 

created and edited their profiles, which turned into personal branding to preserve or secure the 

workplace once the crisis of media business hit (Holton and Molyneux; 2017). As one of the 

interviewees said, the shift occurred from “Hey, this is who I am. Come and check me out”, to 

“This is who I work for. Go check them out” (Holton and Molyneux 2017: 202). Journalists 

started building a more intimate relationship with their audiences before the media 

organisations stepped in with a demand for greater professionalism. While the pressure to take 

part in organisational branding activities is growing, clear guidelines on what is allowed are 

still largely lacking. Journalists are expected to “be aware of work at all times”, which they 

viewed “as an added burden on top of an already long list of responsibilities” (Holton & 

Molyneux, 2017: 207). 

Along similar lines, Tandoc and Vos (2016) have argued that journalists are marketers 

today. Their ethnography of three newsrooms showed that the social media were used mostly 
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to promote news content. This is a role given to journalists in order to generate traffic for both 

the news organization and their work. At first sight, it conflicts with the once sacred divide 

between editorial autonomy and business strategy, but Tandoc and Vos (2016) show that trends 

are not as simple as they might seem. They show how an environment that blurs the line 

between producers and consumers, between professionals and amateurs, between professional 

and personal, also makes the distinction between promotional and news activities vague. 

Promotion of the content on social media may be seen as marketing, but it can also be seen as 

an extension of the traditional gatekeeping role. Considering the new emerging habits of news 

consumption, the delivery of information becomes almost as important as its publication. 

Accordingly, Tandoc and Vos (2016: 962) conclude that gatekeeping no longer solely refers to 

the publication of information, but in an overcrowded information environment the 

dissemination to the audience has become just as important. 

Journalists might (self-)promote not only through the content that they publish in their 

social media posts, but also through the information that they share in profile descriptions. 

Folker Hanusch and Axel Bruns (2017) focused their analysis on the descriptions in the Twitter 

profiles of Australian journalists. Four of ten journalists had verified profiles, and 94.6 percent 

identified themselves as journalists. The vast majority (90%) also identified their employer, 

and in 55.6 percent of cases there was a direct link to the media organisation. Nevertheless, 

still more than 40 percent of journalists had included some personal information in their profile 

description, and one third had a disclaimer, such as “views are my own” or “RTs are not 

endorsements” (Hanusch & Bruns, 2017). When revealing their personal side, it was mainly 

about what they love (hobbies) and what their family status is. This study also confirmed that 

journalists are a very popular group on Twitter. They usually have more followers than 

following (five times more), and the more they tweet the more followers they attract. More 

popularity on Twitter is enjoyed by journalists who work in big cities. Hanusch and Bruns 

(2017) see a potential explanation for this in that there is greater competition in big cities, which 

encourages journalists to position themselves through personal branding on Twitter. Journalists 

working for digital media seem to be the most skilled in branding on Twitter, while journalists 

from the print media are the least active (Hanusch & Bruns, 2017). 

Overall, the scholarship suggests that it is usually younger journalists, from native digital 

media or online newsrooms, who appear to be more flexible and open to change. According to 

the available evidence, the different approaches correspond to generational differences. 

Established journalists, who are largely born and professionally socialised in the era before the 
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world wide web and social media platforms, tend to be more conservative, while digital natives 

shape new norms and routines in the media market (Agarwal & Barthel, 2015). The changes 

are occurring at the individual level of practice, at the organisational level of news businesses, 

and at the institutional level of journalism, where occupational ideology is upheld (Bossio & 

Sacco, 2017). The most visible change comes in the form of increased transparency about who 

journalists are, and in the access that audiences nowadays have to the journalistic processes by 

providing comments on the news published, by sharing it, or even by shaping it through the 

insights provided. 
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5. Practices of Croatian journalists on Twitter 

 

The aim of the first empirical chapter is to present the results of the first part of the 

analysis, which focused on what the activity of Croatian journalists on Twitter is comprised of. 

As the aim was to detect the practised patterns of journalists’ activity on Twitter, and the 

frequency of references to certain content, the research is based on the content analysis method. 

The codebook was developed to investigate how the sampled journalists present themselves in 

the structural features of their Twitter profiles, what content they share the most, and in what 

way, and with whom they engage in a conversation. These insights allowed us to detect the 

extent to which their activity on Twitter corresponds with personal or professional use; the 

extent to which they use Twitter as an additional distribution channel or as a platform for more 

free reflections on the news and current affairs (comments); the extent of the (self)promotion 

of one’s news outlet or one’s own content; and the extent of the openness or elitism in Twitter 

use. The central question that this part of the analysis seeks to answer is: To what extent does 

the practice of Croatian journalists on Twitter depart from the normative professional principles 

and routines, such as objectivity, gatekeeping, verification, and a separation between the 

journalistic work and commercial practices, including promotional activities? Associated sub-

questions are: 

RQ1: To what extent do journalists in Croatia use Twitter for work-related purposes? 

RQ2: To what extent do journalists in Croatia, in their use of Twitter, deviate from an 

objectivity norm and the vision of a journalist as a detached information provider? 

RQ3: To what extent do journalists in Croatia exchange with non-journalists on Twitter, 

and thus potentially open the doors to a more participatory news process (as opposed 

to the firm gatekeeping)? 

RQ4: To what extent do journalists in Croatia use Twitter to self-promote their work 

and to promote their news outlet? 

RQ5: To what extent do journalists in Croatia use Twitter as a verification tool? 

Content analysis was performed on a sample of 78 journalists’ Twitter profiles and 3,396 

valid tweets that they published in a selected timeframe of four constructed weeks, two in 2016, 

and two in 2018. While it was not possible to ensure that the sample is fully representative, as 

some of the key parameters such as the total number of journalists in the country and number 
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of Twitter users are not available, the sample is highly representative and credibly represents 

Croatian journalists who use Twitter in their variety. The analysis is based on a codebook (see 

Annexe I) which was developed in three parts and was comprised of 18 coding categories and 

126 elements in the analysis. Each element of the analysis is carefully introduced in order to 

contribute to an understanding of what journalists in Croatia who use Twitter actually do on 

this microblogging platform, and to what extent this is different or similar to the normative and 

cognitive roles of journalists that have been developed and nurtured in traditional media 

environments. As shown in Chapter 2, the normative roles of journalists, which are largely 

socially constructed, and then transferred into codes of professional conduct, promote the idea 

that journalists should be detached information providers. This normative dimension entails 

also a request for journalists to act in the public interest, to verify the information they 

distribute, and to be free from political and commercial influences. While being largely shared 

in different journalism cultures, some of the normative principles, to some extent, differ 

between different political and cultural systems. This is best illustrated by the concept of 

journalistic interventionism. This more involved or even advocacy reporting, appears on the 

normative or cognitive level most often in those journalism cultures and societies with a 

democratic deficit, such as those in Eastern Europe and Latin America. In Croatia, it is in the 

Code of the Croatian Journalists' Association that,  

“by expressing independent and critical opinion in search of the truth as a basic 

principle of his professional duty, a journalist participates actively in creating public 

opinion and collective judgement about matters of general interest”.  

In addition to the normative level, the cognitive roles, as self-reported by journalists in 

Croatia, tend to be in line with the view that the media should assist in the democratization of 

the society in a more active way (Perusko et al., 2016). It is therefore expected that, as a result 

of a specific journalism culture combined with the nature of the social media, journalists in 

Croatia will have a relaxed attitude towards the norm of objectivity and the vision of a journalist 

as being a detached information provider.  

 

5.1. Twitter as a professional tool for journalists 

 

Twitter was founded and launched in the United States of America in 2006. It took nearly 

two years for the platform to reach one million users (Shontell, 2012), and it has been projected 



74 
 

that by 2019 Twitter will reach 275 million monthly active users worldwide (Statista , 2019). 

There are no available data on the number of Twitter users in Croatia. According to some 

relatively recent estimates, the Twitter community in Croatia counts between 60,000 and 

90,000 members (Starcic, 2017). The number of journalists among them is not known, but from 

observations conducted for this research it becomes obvious that, along with politicians, 

journalists are one of the most active groups in the Croatian tweetosphere. The report from the 

director of Triggertrap, Haje Jan Kamps (2015), which was published in Medium in 2015, 

clearly showed the popularity of Twitter among journalists in the US, where they account for 

the largest category of verified users (24.6 percent of all verified accounts) and, together with 

news organizations, they are the most active group on this platform. In Croatia, in the observed 

sample of journalists on Twitter, only one account was verified, which leads to the conclusion 

that this is not an important feature in a small country. With a relatively small journalist 

community, and an even smaller community of journalists on Twitter, verification is, to some 

extent, entailed in the notion that everybody knows everybody else.  

Journalists in the sample (n=78) published 390,133 tweets in total from the beginning of 

their Twitter use until July 2018. The oldest profile in the sample dates to January 2009, and 

the most recent was opened in October 2017. As shown in Figure 1, the largest number of 

accounts signed up for Twitter use during 2009 (26 percent), which suggests that many of the 

journalists in the sample were early adopters. That was the year in which Twitter “conquered 

the world” (Schroeder, 2009). In the same year, it demonstrated the usefulness of its real time 

functionality in breaking news. Events like the death of the pop singer, Michael Jackson, were 

followed on Twitter first (Schroeder, 2009), and at least 30 percent of all Tweets were talking 

about the star's tragic passing (Cashmore, 2009). Croatia has its own example: in the same year, 

the resignation of the Prime Minister, Ivo Sanader, was published on the Twitter profile of the 

Jutarnji list first, and only afterwards did it appear on the outlet’s website (Grbacic, 2009).  
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Figure 1. Journalists joining to Twitter per year 

 

The figure shows the number of Twitter accounts opened by the journalists from the sample in the 

period between January 2009, and October 2017.  

 

On average, journalists in the sample have three times more followers than the number 

of accounts that they follow (3:1 ratio, see Table 1), which suggests that they enjoy a certain 

level of popularity in that environment, either as reliable sources of news and the latest 

information, as political commentators, due to the personality that they present, or as a result 

of a combination thereof. The most popular account in July 2018 had 19,597 followers, which, 

if the estimates on the number of Twitter users in Croatia are accurate, would mean that 

approximately one in four of the Twitter users follow this account. At the same time, this 

account followed only 141 profiles. This indicates that the purpose of this account was less to 

engage in communication and exchange, and more to (self)promote or newscast. For 

comparison, the second most popular account, with 10,262 followers, followed 1,369 profiles 

and engaged in conversation with others 20 times more than the first one. Due to the enormous 

size of the total number of followers and following, and the lack of reliable software for 

automated analysis, only a small size sample was further explored in order to gain an indication 

on whom journalists in Croatia are following on Twitter. While these insights cannot be taken 

as being representative of Croatian journalists on Twitter, and even of the very sample, it is 

interesting to mention them, since they suggest that around one quarter of all of the profiles 

that journalists in Croatia follow on Twitter, are their colleagues - journalists. 
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Table 1. Profiles of Croatian Journalists on Twitter 

 N Min. Max. Median 

Followers 78 90 19597 1491 

Following 78 27 5774 523.5 

Total tweets 78 141 39961 2302.5 

Tweets in coding sample 75 1 217 25 

Table 1 shows the minimal, maximal and median value of journalists’ Twitter followers and the same 

values for the profiles they follow. Minimal, maximal and median values are also calculated for all the 

tweets that had been published by those journalists in the sample by July 2018. 

 

As Figure 2 shows, journalists in the sample, and in the period observed: two constructed 

weeks in the first four months of 2016, and two constructed weeks in the first four months of 

2018, had the most frequent communication and exchange with their colleagues (26 percent). 

Another 21 percent of communication is in the form of replies or mentions and was with news 

organisations.13 This finding puts forward the notion that journalists might be using Twitter as 

an extended newsroom in which they engage and exchange with their peers beyond the borders 

of the news organisations with which they are affiliated, and in a relatively public way. 

Somehow, Twitter looks like a trans-organisational newsroom with transparent glass walls. 

Other groups with whom journalists communicate are politicians (10%), political parties (9%), 

and, to a lesser extent, governments, including national, regional, and local (3%) ones. They 

sometimes use this channel to pose questions to politicians and to put additional pressure for 

the question to be answered by posing it publicly. 

 

 

 

 

 

 
13 Note: The codebook made no distinction as to whether it was a news organization that a journalist 

works for, or not. 
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Figure 2. Individuals and organisations with whom journalists communicate 

 

Figure 2 shows the extent (in percentages) to which journalists from the sample engaged in 

communication with the listed categories. Communication here encompasses both mentions and replies. 

To mention or address someone the “@” symbol needs to be typed before the account’s username(s). 

The reply feature includes “@” automatically.  

 

Tweets are usually textual posts of up to 280 characters (since 2017, before the limit was 

at 140), but they can contain other elements as well. The most popular feature of Twitter, and 

a way to structurally organise tweets, is a hashtag (# sign at the beginning of a keyword or a 

phrase). Around 28 percent of tweets in the sample use at least one hashtag. A quarter of tweets 

contain hyperlinks, and some even provide supporting audiovisual materials: 17 percent of 

tweets included photographs, and only two percent video materials, including animated 

graphics interchange formats (GIFs). However, the vast majority of tweets did not include 

photographs or video materials (81%). 
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Figure 3. Use of multimedia in tweets 

 

Figure 3 shows, in terms of percentages, the extent to which tweets contain multimedia, such as 

photographs and video materials, in addition to the text contained in tweets. Video materials also 

included also animated GIFs - graphics interchange formats. 

 

5.2. Journalists’ self-presentation in words and images on their Twitter profiles 

 

A Twitter profile, like most other social media profile pages, is like a brief identity card, 

a representation, and a branding mechanism for the user. It can be customized through features 

such as a unique profile and header image, a username, a short biography, a location, birth date, 

website, and theme colour. The profile picture is often the most noticeable component of one’s 

profile, as it appears in at least two locations: in the top left corner of the profile page, and on 

individual tweets. Showing in a circular design, it can be a profile photo or an avatar image 

that represents a user. Along with the profile picture, there is also an option to customize a 

header image, but in a different - rectangular shape and in a much bigger size - the width of the 

rectangle is three times its height (1500:500 pixels). The Twitter name (username) is a unique 

identifier on Twitter. The name can be in various forms: as a full name, including both first and 

last name; or as a derivative of one’s first and last name; a nickname; an invented alias; or any 
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other name that the person decides to use, as long as it respects Twitter rules.14 Twitter allows 

also for a short biography (160 characters) that can contain hashtags (beginning with #, as 

keywords and identifiables) and references to other profiles, indicating professional and/or 

educational affiliations (Twitter handle of an organisation beginning with @). Several other 

profile features allow for the provision of information on the location and birth date, and 

whether the account is verified or not. The date of joining Twitter is another piece of 

information that is included in one’s profile. While most of the profile information provided is 

always public, visibility settings are available for the birth date, enabling users to decide who 

on Twitter can see it, and in what form (only day and month, or a year as well).  

This part of the research examined how journalists self-present in the customizable visual 

and textual elements of their Twitter profile pages. Following the coding of eight adaptive 

elements of the Twitter profiles of the 78 sampled journalists, the descriptive frequencies and 

correlations were calculated using Excel. The findings show that all of the profiles included a 

profile image, 76 percent contained a header image, 91 percent included a textual bio, and 65 

percent provided their location. A link to a website was contained in 38 percent of the profiles, 

in most cases (60%) leading to the websites of the news organisation with which the journalist 

is affiliated. In 23 percent of cases, links lead to a journalist’s other social media account. Two 

journalists made their birth dates visible, and only one of the 78 profiles analysed had a verified 

account. For comparison, in the United States, journalists make up the largest category of 

Twitter’s verified users (Kamps, 2015). The blue badge that appears next to the account name 

is a sign that an account is verified, and it means, according to Twitter, that an account is of 

public interest. The procedure of the verification, however, is not made transparent. 

Furthermore, during the period covered by this thesis, Twitter’s verified account programme 

has been put on hold and no new submissions were being accepted.  

The fact that all the profiles include a profile image suggests that journalists recognise it 

as being, along with the username, the most recognisable and most visible element of their 

profiles. As shown in Table 2, in almost all cases, the profile image was of the person, and in 

one third of cases (33%) those images were professional portrait photographs. This puts 

forward the notion that journalists in Croatia may use Twitter mainly as a professional platform. 

 
14 The username cannot be longer than 15 characters and it can only contain alphanumeric characters 

(letters A-Z, numbers 0-9), with the exception of underscores. The words Twitter or Admin cannot be 

contained in the username. For more, see: https://help.twitter.com/en/managing-your-account/twitter-

username-rules  

https://help.twitter.com/en/managing-your-account/twitter-username-rules
https://help.twitter.com/en/managing-your-account/twitter-username-rules


80 
 

In support of this argument, there is also the finding that an additional ten percent presented 

themselves doing some form of work action. Moreover, in nine percent of cases, when 

journalists had professional photos for their profile, or a photo of them at work, a logo of the 

journalist’s news organisation was also included. This indicates the professional identification 

of those journalists. Another, relatively popular style of profile photos was the selfie, recorded 

in 15 percent of cases. According to the Oxford Dictionary, a selfie is a photograph that is self-

taken, typically with a smartphone, and is taken to be shared via social media. It thus comes as 

no surprise that Croatian journalists use selfies for their profile photos. This photo-style might 

leave a less professional impression, on one hand, but could also indicate that those journalists 

are more adaptive to the social media context. In four cases, an avatar image was used, 

featuring, for example, an illustration, a cartoon character, or a drawing. In one case only, a 

profile photo showed other people, more specifically, family members of the journalist in 

question. 

 

Table 2.  Journalists’ visual representations in Twitter profile photos. 

 N 

Percentage in full sample 

(N=78) 

Photo present 78 100.00% 

Professional photo 26 33.33% 

Not professional, but person 

present 23 29.49% 

Logo present 7 8.97% 

Work action 8 10.26% 

Selfie 12 15.38% 

Others present 1 1.28% 

Avatar 4 5.13% 

Full body 4 5.13% 

Table 2 shows how many of the journalists’ profiles include a profile image, and how many of the 

profile images that were included at the time of data collection (September-December 2018) fall into 

each category. Categories are not mutually exclusive, and one photo can be coded as falling into several 

categories (e.g., logo present + work action; professional photo + logo present). 

 

Header images were less present across the sample than were profile images, and they 

were contained in 76 percent of profiles (see Table 3). As noted by Lough et al. (2018), it may 
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simply reflect the design of the platform, which allows for a very wide but short image (1500 

× 500 pixels) that is also not shown in full as, for example, the bottom left corner is partially 

covered by a profile picture. In the study conducted by Lough et al. (2018), the most common 

type of header image was a landscape. The results of this research correspond to that finding. 

Among the 36 percent of header images that were coded as “other”, the vast majority 

represented a landscape, sky, universe, or a city panorama. The second most common type of 

header image was a branded display of the news organization for whom the journalist works 

(15%), again in line with Lough et al. (2018). However, what the previous research did not 

discover is the use of the header image to convey a message. Almost 12 percent of header 

images in this sample featured both visuals and text, often conveying the life wisdom of press 

freedom messages. The latter might be interpreted as containing a dimension of activism. In 

eight percent of cases, the header photo featured an individual journalist in a professional 

context (e.g., in front of a camera), and personal life related header images appeared in five 

percent of the profiles examined.  

 

Table 3. Journalists’ visual representations in Twitter header images 

 N 

Percentage in full sample 

(N=78) 

Header image present 59 75.64% 

Media/journalism related 6 7.69% 

News organisation branded 12 15.38% 

Personal life related 4 5.13% 

Conveying message 9 11.54% 

Other 28 35.90% 

Table 3 shows how many of the journalists’ profiles included a header image, and how many of them 

included header images at the time of data collection (September-December 2018) that fell into each 

category. Categories did not overlap, and one photo was coded as falling into one category only.  

 

In addition to visual self-presentation through header and profile images, Twitter allows 

users to display more information about themselves and to express their professional or 

personal identities in short text biographies of up to 160 characters. As shown in Table 4 

(below), 91 percent of the journalists in the sample used the opportunity to briefly present 

themselves. The content of the description was then further analysed for the aspects of: 
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professional identification, participation, transparency about private life, and whether the 

account information contained a disclaimer or not. The vast majority, namely, 78 percent, 

identified explicitly as journalists, and 58 percent identified their employer. There was only 

one case in which the journalist was self-identified only through his employer. Twitter 

encourages the linking between profiles via mentions. Nevertheless, of the 58 percent of 

journalists who identified their employers, only 19 percent referenced the employer’s Twitter 

page (see Image 1 for an example).  

 

Image 1. An example of a profile bio referencing the employer’s Twitter page 

 

Source: Twitter, screenshot 

 

Image 2. An example of a profile biography identifying the journalist’s employer 

 

Source: Twitter, screenshot 

 

The social media have often been described through their participatory nature. In that 

vein, it is somewhat expected that journalists who use social media extensively will be more 

open to engage with, exchange with, and receive information from other users. As mentioned 

in the literature review, Twitter can be a valuable source of different information. This is 

particularly valid in relation to emergency events, but also in spotting noteworthy stories, or 

even to directly receiving hints and newsworthy materials from other users. If journalists are 

aware of this potential, and are open to receiving inputs from other Twitter users, one would 
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expect them to at least include an email address in their Twitter bio, or to invite contributions 

more explicitly. Codes were included to capture these elements, but the findings show that no 

journalist in the sample invited contributions, and only two of the 78 included their email 

address (Table 4).  

Twitter provides an opportunity for “humanizing the reporter behind the news” (Hedman, 

2016: 10, following Hayes et al. 2007: 273). Since communication and interaction in this 

environment are more direct and expand beyond working hours and work-related connections, 

they can also become more personal and, instead of just being news providers or commentators, 

journalists may reveal other dimensions of their persona, including private ones. It was, 

therefore, explored whether or not the journalists observed include information about their 

hobbies, interests and family status in their Twitter profile bios. The findings suggest that bios 

are primarily professional oriented, and they included information on family status in one case 

only, while the individual’s hobbies and non-work related interests are expressed in only four 

percent of cases (n=3). 

Another aspect of the self-declaration in the bio was assessed: whether the account 

information contains a disclaimer, or not. The existence of a disclaimer (such as: ‘tweets/views 

are my own’ or ‘retweets are not an endorsement’) may indicate that a journalist is trying to 

distinguish him/herself from the news organisation for which s/he works for. While taking on 

responsibility for their posts, they seem to seek more freedom in their expression on Twitter. 

This might also indicate that journalists who use disclaimers of this kind would tweet in a more 

personal and/or commentary style. The findings show that 23 percent of journalists in the 

sample include a disclaimer in their bio. Furthermore, disclaimers appear slightly more often 

among those journalists who identify their employer, than in those in the overall sample (29% 

compared to 23% overall). 
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Table 4. Journalists’ self-presentation in Twitter biographies 

 N 

Percentage in full sample 

(N=78) 

 

Description present 71 91.03% 

Professional 

identification 

Identify as journalists 61 78.21% 

Identify employer 45 57.69% 

Reference employer 15 19.23% 

Participation 

Provide email 2 2.56% 

Invite for contribution 0 0.00% 

Personal transparency 

Include hobbies/interests 3 3.85% 

Family status 1 1.28% 

Contain disclaimer 18 23.08% 

Table 4 shows how many of the journalists’ profiles included a short bio text and how many of them, 

at the time of the data collection (September-December 2018), included information to serve as 

professional identification, participation, and personal transparency, as well as how many of them 

contained a disclaimer. Dimensions, and categories within dimensions, are not mutually exclusive, and 

a text can be coded as falling into several categories. 

 

5.3. Twitter as a platform for politics, conversation, and commentary 

 

As is clearly shown in Table 5, the most frequent topic appearing in the Twitter posts of 

Croatian journalists is politics. This comes as no surprise, since the sample is composed mainly 

of political journalists who, as the previous analysis of the structural elements of their profiles 

showed, identify themselves as journalists, and use this platform mainly for work-related 

purposes. The second most frequently appearing topic was journalism itself. This coding 

category was introduced based on netnography, which suggested that this topic might be of 

particular interest for journalists in Croatia. The content analysis confirmed this assumption. 

While it is difficult to provide a firm explanation of this interest without an additional in-depth 

analysis, it can be assumed that it is related to the constant struggle of journalists in Croatia for 

economic stability, editorial autonomy, and respect for professional standards. Judiciary and 

crime, as topics, appeared in 4.51 percent of posts (n=153), and information on personal life 

was shared in only 3.27 percent of tweets (n=111). Table 5 also shows that significantly more 

tweets were published in the observed period in 2018 than in 2016, and the most visible 

differences in the representation of a particular topic are seen in relation to the environment 



85 
 

(which, in general, came high on the agenda in 2018), entertainment (which decreased in 2018, 

with no evident explanation), and migration (as the peak of the European migrant crisis was in 

late 2015). 

 

Table 5. Topics of journalists’ posts 

Topic Total % 2018 % 2016 % 

Politics 1667 49.12% 1048 47.49% 619 52.15% 

Technology 58 1.71% 31 1.40% 27 2.27% 

Economy 96 2.83% 53 2.40% 43 3.62% 

Entertainment 58 1.71% 23 1.04% 35 2.95% 

Sports 93 2.74% 60 2.72% 33 2.78% 

Environment 85 2.50% 74 3.35% 11 0.93% 

Social welfare 123 3.62% 83 3.76% 40 3.37% 

Journalism 502 14.79% 344 15.59% 158 13.31% 

Personal life 111 3.27% 80 3.62% 31 2.61% 

Migration 64 1.89% 30 1.36% 34 2.86% 

Crime, 

judiciary 153 4.51% 96 4.35% 57 4.80% 

Unspecified 

topic 384 11.31% 285 12.91% 99 8.34% 

Total of topics 3394 100.00% 2207 100.00% 1187 100.00% 

Total of all 

tweets - 99.94% - 64.99% - 34.95% 

Table 5 shows presence of selected topics in tweets from sampled journalists in the observed time frame. 

The time frame consisted of two randomly constructed weeks in 2016, and two randomly constructed 

weeks in 2018.  

 

The research conducted by Brautovic et al., in 2013, was based on a similar methodology 

and considered the representation of similar topics. The sample of journalists in Brautovic et 

al.’s (2013) study was, to some extent, different, as the focus was not exclusively on political 

journalists, and it was of a smaller size. On the other hand, the sample of tweets was larger. 

This does not therefore allow for full comparability of findings between the two studies, but it 

can serve as an indication of a certain trend. As Figure 4 shows, in 2013, the most popular topic 

for tweeting was the journalists’ personal lives, and the second most popular was politics. In 
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2016 and 2018, politics is convincingly the number one topic, and personal life appears in only 

a small percentage of tweets. This shift could be read as a turn in recognising Twitter primarily 

as a platform for work. The topics of journalism, migration, crime, and the judiciary, were not 

included in the code sheet of the 2013 study.   

 

Figure 4. Topics of journalists’ posts in the years 2013, 2016 and 2018 

 

Figure 4 shows the comparison of those topics that dominated journalists’ Tweets in the years 2013, 

2016 and 2018. Tweets in 2016 and 2018 were collected from the same sample of journalists, while the 

results of 2013 are based on a larger sample of tweets, but a smaller and, to some extent, different, 

sample of journalists, as the focus was not strictly on political journalists. The results for 2013 derive 

from the study conducted by Brautovic et al. (2013). 

 

The analysis showed that politics was the most popular topic in Croatian journalists’ 

tweets. This is very different from the results of the study conducted by Brautovic et al. in 

2013. What is also new in this research is that it provides a deeper look into the kinds of politics 

about which Croatian journalists are talking on Twitter. From Figure 5 it is evident that the 

largest number of tweets dealing with politics, deal with the government (in the codebook, no 

distinction was made between national, regional and local government, but from the coding 

process it was clear that, in most cases, it was about national level government). The second 

most popular was national politics, followed by politics and current affairs, in general. Only a 

small percentage of posts dealt with the EU or international politics. 
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Figure 5. Politics in journalists’ tweets 

 

Figure 5 shows the kind of politics with which journalists were dealing in their tweets that reported on 

politics. The ‘government’ code did not distinguish between the national, regional and local levels, and 

‘national politics’ was used as a broad label within which to capture the different actors and processes 

that are related to politics at the national level, politics not explicitly related to government.  

 

When journalists publish posts on Twitter, they provide comments and opinions 

(27.93%) slightly more often than they just convey information (25.99%). Even more, as may 

be seen in Table 6, they engage in conversations through mentions or replies (31.23%). Most 

frequently, it is a conversation with their colleagues - other journalists (15.59% of all tweets, 

and almost half of all conversations). In more than 12 percent of cases, they promote their own 

programme or journalistic product, or they promote their media organisation. In less than one 

percent of cases they are seeking information via Twitter, by, for example, posing a question 

to followers or authorities, or asking for first-hand accounts on certain events or topics. There 

was one case only in the sample when a journalist tried to use Twitter to verify information. 

They used this platform to break the news in one percent of cases, and so either by linking to 

their own media, to other professional media, or to breaking news coming from their own voice. 
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Table 6. Types of journalists’ posts 

Type of tweet Number of tweets Percentage of tweets 

Convey information 882 25.99% 

Seek information 16 0.47% 

Question for followers 7 0.21% 

First-hand accounts from followers 1 0.03% 

Question for authorities, political parties and 

politicians 6 0.18% 

Verifying information 1 0.03% 

Major opine 635 18.71% 

Minor opine 313 9.22% 

Promotion of journalist's programme/product 250 7.37% 

Promotion of journalist's news organisation 187 5.51% 

Conversation with well-known politicians 87 2.56% 

Conversation with PR specialists 35 1.03% 

Conversation with other journalists 529 15.59% 

Conversation with others 410 12.08% 

Breaking news from own voice 8 0.24% 

Breaking news linking to own media 14 0.41% 

Breaking news with links to other professional 

media  13 0.38% 

Breaking news with links to non-professional 

media 0 0.00% 

Breaking news with links to directly involved 0 0.00% 

Total of types 3394 100.00% 

Total of all tweets - 99.94% 

Table 6 shows the number and the percentages of posts per type of tweet. The main types were 

categorised as: conveying information, seeking information, opining, promotion, conversation, and 

breaking news. One post was coded for one category only. The time frame of the analysis consisted of 

two randomly constructed weeks in 2016, and two randomly constructed weeks in 2018. 

 

The analysis further shows that the transparency of the news production process may 

have increased due to Twitter. It is not only who journalists are, both personally and 

professionally, but with whom they connect and with whom they engage in a conversation. 

They themselves are talking about their job on this platform. A coding label ‘job talking’ was, 

therefore, used to capture to what extent journalists talk about their jobs on Twitter. Excluded 
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here were the tweets that primarily promote content that a journalist produced, or content from 

the journalist’s news organisation. The results, presented in Figure 6, show that, in almost one 

fifth of the tweets, journalists were talking about their jobs. Some of them are even using this 

platform to newscast news. In six percent of cases, journalists were live reporting on Twitter 

from various events, such as government or parliamentary sessions and sittings. The platform, 

in this context, serves as a channel on which to publish brief raw news before it is completed, 

edited, and released through the news outlet. The analysis also showed that the N1 television 

channel15 had a specific strategy of broadcasting news on Twitter with the use of a specific 

hashtag, #N1info. The second part of the empirical research, which is based on interviews with 

journalists, revealed that this is the N1’s newsrooms strategy in order to facilitate the process 

of reporting from the scene and of delivering the updates instantly to the desk. Journalists in 

the newsroom are, in this way, able to follow updates and prepare/edit reports for the channel’s 

website just by following the hashtag #N1info. In this specific case, Twitter is seen as a very 

useful tool for time restricted news journalism. 

 

Figure 6. Transparency in journalists’ tweet 

 

Figure 6 shows the shares of the selected categories in the overall sample of tweets.  

 

  

 
15 CNN International's local broadcast partner and affiliate 

https://en.wikipedia.org/wiki/CNN_International
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Lifecasting, or conveying dull information about one’s everyday life (Lasorsa, 2012), 

was not often used by journalists in Croatia, which is in line with the findings of Brautovic et 

al. (2013). On the other hand, newscasting, or the broadcasting of news on Twitter, was more 

frequent. In six percent of cases, journalists were using this platform to live report from an 

event, usually from parliament or from another politically related event. 

 

5.4. Retweeting practices 

 

On Twitter, users have the capability to ‘retweet’ or share (re-post, and hence amplify) 

messages that are posted by other Twitter users with an identification of the original source. 

This function is often used, and a good example of one of the most retweeted tweets is Ellen 

DeGeneres’ selfie with celebrities at the 2014 Oscar awards (see, for illustration, Image 3), 

which was retweeted more than three million times. In the top ten most retweeted tweets is also 

that from the former US President, Barack Obama who, in 2017, posted a photo with a message 

“No one is born hating another person because of the color of his skin or his background or his 

religion…”. In the sample of Croatian journalists and in the selected time frame, the most 

retweeted tweet was a commentary on the poor performance and lost credibility of the, then, 

Croatian government (see Image 4). Retweeting increases reach and engagement on Twitter. 

While other social media platforms have a similar function in order to share the content posted 

by other users, these have not been used in the same way, or with the same effect, as that on 

Twitter. The retweet has a potential to amplify the news, but also any other message, and, as 

such, it can serve for informative but also for promotional purposes. 
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Image 3. Two of the most retweeted tweets ever (until June 2019) 

 

 

Source: Screenshot from Twitter 

 

Image 4. The most retweeted tweet in the sample 

 

Source: Screenshot from Twitter 

 

In addition to a retweet’s function of amplifying the information, when used by 

journalists it can also be considered to be an indication of journalists opening the gates to 

others. As Lasorsa et al. (2012: 26) explained:  
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“When journalists relay to their followers the unedited messages of others, they give 

them access to their audience, thereby sharing the stage with them. In this way, 

retweeting is an indication of a journalist’s “opening the gates” to allow others to 

participate in the news production process”.  

By retweeting, Lasorsa et al. (2012) claim, journalists share their gatekeeping role with others. 

This research showed that one third of all tweets published by the journalists in the 

sample were retweets. This indicates that this is a widely used function among those Croatian 

journalists who use Twitter. When retweeting, one has an option to retweet with or without 

comment. In most cases (80.13%), as shown in Table 7, retweets did not contain any comment. 

When there was a comment, it was mainly used to provide additional information (6.84%), or 

a negative reflection (6.65%). To a lesser extent, the comments associated with retweets were 

positive (4.94%), and, in the smallest number of cases, this function was used to seek for 

additional information (1.43% of retweets with questions). What is also interesting, here, is 

that more than half of retweets that contained a comment had politics as their topic. This could 

potentially provide an explanation as to why many retweets contained a negative comment, if 

any. 

 

Table 7. Use of retweets 

 Number of RT Percentage of RT 

RT without comment 843 80.13% 

RT negative comment 70 6.65% 

RT positive comment 52 4.94% 

RT with additional 

information provided 72 6.84% 

RT with question 15 1.43% 

Total of retweets 1052 100.00% 

Total of all tweets - 30.98% 

Table 7 shows the number of retweets in relation to whether they contain a comment or not, and if they 

do, what kind of comment? It further shows the percentage of retweets by different category, and the 

share of retweets in the overall sample of the tweets analysed. 

 

While a significant number of retweets may be an indication of the journalists “opening 

the gates” to their audiences and to others, it is relevant to see who these others are. Building 
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on the work of Molyneux (2015), the codebook used in this research added an additional layer 

of analysis by including labels for the retweets of other journalists; of the journalist’s news 

organisation; of other news organisations; of politicians and political organisations; and of 

others. The results, presented in Table 8, show that in almost 40 percent of cases, journalists 

retweet other journalists. In another 30 percent of cases, they retweet their own or another news 

organisation. In almost ten percent of cases, they share the statements of politicians or political 

organisations, but they do not open the gates to others, who were previously not included in 

the news processes, to the extent that might be expected by just looking at the share of retweets 

in overall tweets. 

 

Table 8. Sources of retweets 

 Number of RT Percentage of RT 

Other journalist 403 38.34% 

Journalist’s news 

organisation 175 16.65% 

Other news organisation 145 13.80% 

Politician, political 

organisation 97 9.23% 

Other 231 21.98% 

Total of retweets 1051 100.00% 

Total of all tweets - 30.95% 

Table 8 shows the number of retweets whose original sources belong to one of the categories listed in 

the left-hand column. It further shows the percentage of retweets by their different source categories in 

the overall sample of retweets, and the share of retweets in the overall sample of the tweets analysed. 

 

There can also be other motivations for journalists to retweet. Danah Boyd, Scott Golder, 

and Gilad Lotan (2010) suggest that people retweet, among other reasons, to amplify or spread 

tweets to new audiences; to curate relevant content for a specific audience; to comment on 

someone’s tweet in order to start a conversation; to show their interest in a certain topic; to 

publicly agree with someone; to endorse something or someone; and to save tweets for future 

personal access. When journalists retweet certain content without additional comment 

provided, which was the case in more than 80 percent of retweets by the Croatian journalists 

in the sample, it may be seen as being an agreement or endorsement of a certain view of 

information. To avoid this interpretation, some journalists use a disclaimer in their Twitter 
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biographies, such as ‘retweets are not an endorsement’. Disclaimers can also highlight that 

‘views are my own’ and ‘not those of my employer’. The analysis of descriptions in journalists’ 

Twitter biographies found that 23 percent of them had a disclaimer of this kind. 

 

5.5. Use of hashtags in tweets 

 

One of the popular Twitter functions is the hashtag. It is a keyword or a phrase written 

with a hash symbol (#) at the beginning (without any space), and is used to index topics, to 

allow users to group conversations around a certain topic, and to facilitate searches. Hashtags 

are created by the users themselves, and they also work as links, since by clicking or tapping 

on a hashtagged word in any tweet this leads to other tweets that include the same hashtag. A 

single tweet can contain multiple hashtags, which can be included anywhere in a post. Further 

to organising the conversation, hashtags can also be used as a promotional tool, and sometimes 

they are used without any strategic aim, but just to highlight certain words. To journalists, 

hashtags are “convenient for news gathering and marketing of content” (Enli & Simonsen, 

2018: 1083).  

Bruns and Burgess (2011) have argued that the ease of creation and use of hashtags can 

be used for the rapid formation of ad hoc public issues. In particular, they see it as useful for 

coordinating publics around political topics and events, such as elections, during the mobilising 

events, such as protests, but also around televised shows and events, or any other event that is 

trying to extend its reach to the social media sphere (such as academic conferences, for 

example). Bruns and Burgess (2011) also highlight that users may sometimes use a certain 

hashtag to make their tweets part of a conversation and thus to make it visible to others, but 

they are themselves not actually following the whole conversation. An example of this can also 

be found at academic conferences, when participants add their thoughts and remarks to a 

Twitter conversation by using the conference’s hashtag without actually following what others 

are tweeting. Twitter hashtags may also be used strategically to run campaigns. 

In Twitter searches, hashtags may show according to their popularity - as ‘top’ -- and in 

a chronological order - as ‘latest‘. They are also searchable in relation to whether they contain 

photographs or video materials, and whether the phrase is contained in a Twitter handle 

(username). The same hashtag may be used (un/intentionally) for different topics.  It is 

therefore important to make it as specific as possible for the exact event, topic or a particular 
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purpose. 

Tamara Small (2011) explored the purpose of hashtag use through a content analysis of 

Canadian politics on Twitter. Her findings provide evidence that there is a connection between 

“the mediasphere and the Twitterverse” (Small, 2011: 885), since the media organisations and 

journalists are very active in setting and using the relevant hashtags. The analysis further shows 

that only in a small percentage of cases are political hashtags used to break a story, or to provide 

original reporting (less than 1 percent). The primary function of the political hashtag that was 

studied by Small (2011: 884), was informing, where the hashtag is used as an aggregator - 

collecting the information on a specific topic and serving as a “dissemination feed”.  

Enli and Simonsen (2018) compared the Twitter hashtags’ usage between journalists and 

politicians. One of their main findings was that journalists produce more original content than 

politicians (who often retweet other users), and they initiate more hashtags than politicians, as 

a result of which they set the agenda and have a higher impact on the information processes on 

Twitter. The analysis showed that the most frequently used hashtags, among both the 

journalists and the politicians, “referred more clearly to the media sphere rather than to the 

political sphere” (Enli & Simonsen, 2018: 1090), suggesting that, to some degree,  the 

mediatization of politics may also be taking place in the environment of this social media. 

Mediatization is commonly defined as the media’s impact on political processes, where politics 

needs to adapt to media formats and processes to gain coverage and be part of the conversation 

(Enli & Simonsen, 2018).  

As presented in Table 9, the majority of the tweets analysed (more than 72%) did not 

contain any hashtag. In cases when there was a hashtag, it was most frequently coded as being 

used for the promotion of the author, the show, or the news outlet (12.87% of all tweets, 46% 

of tweets containing a hashtag). An example of hashtags that were coded as such are #N1info 

or #DnevnikNoveTV. The second most frequently identified category of hashtags was coded 

as political (e,g, #politikaHR). This was the case in 25% of tweets that contained a hashtag (or 

7% of all the tweets). These findings, showing that journalists refer more often to the media 

than to the political sphere, are in line with those of Enli and Simonsen (2018). Only in one 

case was a ‘temporary’ hashtag used by a journalist to gauge topical responses from viewers 

during broadcasts, and in two cases the hashtags referred to a public event. 
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Table 9. Use of hashtags 

 Number of tweets Percentage of tweets 

Promotion of the author, 

show or news outlet 437 12.87% 

Political 240 7.07% 

"Temporary" hashtags 

issued by journalists to gauge 

topical responses from viewers 

during broadcasts 1 0.03% 

Public event 2 0.06% 

Other 268 7.89% 

No hashtag 2446 72.03% 

Table 9 shows the number of tweets that used hashtag(s) by the category of hashtag listed in the left 

column. It further shows the percentage of tweets that used hashtag(s) by a different hashtag category 

in the overall sample of tweets analysed. 

 

While the reference to a journalist’s news organisation, or a programme in the form of a 

hashtag, may be seen as being used strategically for promotional purposes, the content analysis 

overlooked the possibility that it might also strategically be used for newsroom coordination 

and news production. It was only revealed later, during the interviews, that journalists of some 

news organisations in Croatia, such as the N1 cable news channel and multiplatform, use 

hashtags to organise and communicate their field reporting to colleagues in different sections 

who remain at the newsroom desk. The procedure was explained by one of the N1 journalists:  

“When I am reporting from a certain event, instead of replying to numerous calls from 

colleagues in the newsroom, providing each of them with the latest information, photos 

or even videos, I just tweet the latest developments with supporting materials with a 

hashtag #N1info, which they can immediately see and use to publish or update the news. 

By following the hashtag, colleagues in the newsroom can easily follow several 

colleagues on the ground. And to us, reporters, it helps to focus on the event we are 

following instead of being constantly interrupted by the calls from the newsroom. It is 

time saving and more practical.” 

This strategic use of hashtags by N1 journalists for the news production process, as they 

explain, did not come from the management, but was agreed within the newsroom itself.  
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It is not surprising that many of the hashtags used by the journalists in the sample refer 

to the political sphere. As already shown, above, and in Table 5, politics is the most common 

topic that appears in the tweets of Croatian journalists. We should not neglect that the selected 

sample of journalists is itself mainly composed of political journalists, who tend to mainly use 

Twitter for work-related purposes. 

 

5.6. Twitter as a platform for (self)promotion 

 

The above analysis of journalists’ self-presentation in words and images on their Twitter 

profiles has suggested that selected journalists in Croatia use Twitter mainly as a professional 

platform. They identify themselves on Twitter as journalists and, in most cases, identify their 

employers too. To a significant extent they present themselves in action at work, and they 

sometimes even include the logo of their news organisation in their Twitter profile presentation. 

In forming a profile on social media accounts, journalists provide information on who they are 

and/or what they do. As Twitter is a public platform (unless one’s account is locked/private), 

the information provided there may be used to build a personal brand towards the other users 

and even broader audiences. Strategically, it can also be used to support the branding activities 

of the media organisation for which the journalist works. Branding can be conducted not only 

through the information journalists share in their profile description, but also through the 

content they publish and share in their tweets. In addition to the analysis of the elements and 

structural details of journalists’ Twitter profiles (presented above), the content analysis of 

tweets and retweets was also performed in order to assess the extent to which journalists self-

promote their own work and/or promote their news organisation n those posts. 

Tweets that were coded as self-promotional or as promoting a journalist’s news 

organisation are, for instance, tweets in which journalists share links to their work, announce 

their TV programmes, or retweet a third-party endorsement of their work. The analysis showed 

that in the sample more than 12 percent were such tweets: in 7.37 percent of cases journalists 

were promoting their own programme or product, and to a slightly lesser extent it was a 

promotion of the media organisation they work for (5.51%). A separate coding category, that 

was designed to assess the transparency of journalistic work, explored the linking practices of 

journalists in the sample. Each post was coded for whether or not it contained a hyperlink to 

another source. If there were a link, it was coded for the type of external website to which it 

led: the journalist’s own news organization; another news medium; an outside blog, or another 
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link. The results show that more than half of tweets which contained a hyperlink led to a 

journalist's news organisation (54.77%). This practice may be linked to the branding practices 

of the media and journalists today, which have been observed in similar studies.  

As Tandoc and Vos (2016) put it, today, journalists are marketers, and branding and 

promotion on social media have become an inevitable part of the media business. This kind of 

practice, labelled as branding, does not necessarily have to be related to an organisational 

branding strategy which involves journalists gaining traffic from social media for the media 

outlet. It can also be interpreted as a way for journalists to ensure delivery and increase the 

reach of the story they cover, which, in a time of information abundance and attention scarcity, 

becomes even more important than covering the story itself. In their exploration of the new 

branding practices of journalists in the realm of social media, Molyneux and Holton (2015) 

found that journalists have actually been hesitant to fully embrace clear branding practice. 

While they did recognize its importance for the sustainability of the media business today and 

for their own professional position, they were not fully comfortable in doing something that 

was just recently explicitly at odds with the professional standard of separating editorial staffers 

from marketing activities. It might thus be that they are more comfortable with labelling this 

practice as their role in distributing the story to the audience. Ultimately, the impact is 

somewhat similar, since by being active on social media, and by self-presenting and sharing 

certain content, journalists do shape the perception people have about them and the 

organisation with which they are affiliated.  

In the overall sample of tweets, if compared to the frequency of other types of posts, 

(self)promotional tweets are the fourth most frequent type. Most frequent were tweets labelled 

as conversation (using an @ sign to reply or to refer to someone) (31.26%), 27.93% of tweets 

were coded as commentary, and around a quarter of tweets in the sample were seen as being 

primarily informative (25.99%) (see Table 6 for more detailed results on different types of 

tweets). 

 

5.7. Twitter is not for verification  

 

Another of the research questions posed in the content analysis part of this study was: to 

what extent do journalists in Croatia use Twitter as a verification tool? To answer this question, 

a specific coding label was developed within the category on the types of tweets - verifying 
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information. The literature review showed that Twitter is hardly ever used for fact-checking 

and verification purposes. For example, Heravi and Harrower (2016) found that while almost 

all of the surveyed journalists in Ireland used social media for work, and, in particular, Twitter, 

they did not consider it to be a platform useful for verification. There are at least two reasons 

for this: the low trust journalists have in information circulated on social media, as almost 

anyone can share almost anything, and the perception of this method for verification is that it 

is time-consuming (Heravi and Harrower, 2016). On the other hand, there is an example of 

crowd sourced verification used by the US National Public Radio's journalist Andy Carvin 

while reporting on 2011 Tunisian and Egyptian uprisings. He used Twitter as a source of 

information on the happenings, and also as a platform for verification of the content that was 

emerging. By employing collective intelligence and on the ground witnesses to check on the 

content distributed on social media, he also shifted the practice from relying on traditional and 

official sources to including more diverse voices in the validation process. 

The results of content analysis in the Croatian context show that there is almost no 

experimentation with Twitter for verification purposes. In one case only a journalist used this 

social media platform to verify information from the headquarters of one of the candidates for 

the position of president of one of the two biggest parties in the country, in which they claimed 

that the candidate won with more than 60 percent of votes. Considering the content of the tweet, 

the journalist probably aimed at verifying the information with other journalists, rather than 

with the general (Twitter) public. In general, the results of the content analysis indicate that the 

sampled journalists in Croatia are less likely to use Twitter as a platform for an exchange or 

communication with the general public, and more likely as a network of exchange with their 

peers. As was shown from the analysis of the replies and mentions (see Figure 2), in almost 

half of the cases, journalists were engaging in communication with other journalists and news 

organisations. In another 22 percent of cases they were communicating with politicians, 

political parties, or government members. Journalists sometimes use Twitter to pose questions 

to politicians publicly, in order to create additional pressure for them to answer, but, in general, 

it is in less than one percent of cases in which journalists use Twitter to seek for information 

by posing a question, or by asking for first-hand accounts on certain events or topics. With the 

exception of one case, other tweets did not seek to verify information. 

Further to mainly failing to pose questions to followers and other Twitter users, most 

journalists in the sample also do not provide their email addresses in their brief Twitter 

biographies. It is often advised that journalists should include their email address in the bio text 
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in order to be approachable to other users with ideas or story tips, and as an extra means to get 

in touch with audiences (Thompson, 2015). In her exploratory study, which examined the 

Twitter profile pages of 20 political journalists in the United States, Svenja 

Ottovordemgentschenfelde (2016) found that it was common for journalists to provide an email 

address in their biographical statement, and some even explicitly called for contributions via 

email or direct messages. In the case of the Croatian journalists covered by this analysis, only 

two have provided their email address in the Twitter bio and none of the journalists’ profiles 

examined contained an invitation for contributions to other Twitter users. In fact, 97 percent of 

all profiles had no contact at all. 
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6. How do journalists narrate their practice on Twitter? 

 

Following the first empirical chapter, which examined the activity of Croatian journalists 

on Twitter, the second empirical chapter aims to explore how journalists themselves narrate 

this practice, and what sense they make of their Twitter use. Disparities between what 

journalists ought to do and what they actually do, are not unusual. When asked to self-report 

their role performance, the explanation they provide often relates more to normative standards 

than to actual practice, as it is not always easy for journalists to admit that what they do does 

not meet the highest professional standards (Hanitzsch, 2018: 52).  

Based on semi-structured in-depth interviews, this part of the analysis investigates how 

the sampled journalists understand and self-report their use of Twitter, in the broader context 

of social media and journalism. Some of the insights gained through a content analysis were 

presented in the conversation in order to understand what meaning journalists give to their 

Twitter use and the patterns observed in it. The central question this chapter seeks to answer 

is: How do Croatian journalists narrate their Twitter use, in particular, when it departs from the 

normative professional principles and routines, such as objectivity, gatekeeping, verification, 

and the separation between the journalistic work and commercial practices, including 

promotional activities? Associated sub-questions were: 

Q1: What meaning and motivation do journalists in Croatia give to their use of Twitter? 

RQ2: How do journalists in Croatia see the personal-professional tension in Twitter 

use? 

RQ3: How do journalists in Croatia regard commentary in expression on Twitter? 

RQ4: How do journalists in Croatia understand their community and audiences on 

Twitter?  

RQ5: How do journalists in Croatia understand branding practices on Twitter? 

The analysis is based on twelve semi-structured in-depth interviews with Croatian 

journalists who were identified as being among the most active on Twitter. The sample is drawn 

from a bigger sample of journalists that was identified for the first part of the empirical analysis 

(n=78). The level of activity was decided based on the number of tweets published by a 

journalist in the total period of their Twitter use. One thousand tweets were taken as a minimum 

threshold, but most of the journalists in the sample had more than five thousand, and a few 
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have tweeted more than 30 thousand times. A maximum variation sampling was also 

implemented in order to ensure the representation of female and male journalists, journalists of 

different age groups and levels of experience, as well as diversity of experience in relation to 

types of media (whether a journalist is primarily identified as print, broadcast or online), with 

an ultimate goal of increasing the breadth of the data collection. It is common for qualitative 

research to use a smaller, purposeful sample, as the aim is to acquire information that is useful 

in understanding the phenomena in depth, rather than to draw general conclusions that would 

be representative of a population, as in quantitative research (Gentles et al., 2011).  

 

6.1. Understanding journalism and the role of journalists 

 

The idea of objectivity, impartiality or detached information provision has long been 

central to news journalism. It has also been widely discussed and challenged on the grounds 

that journalists, as humans, cannot be fully detached. Even if we understand journalistic 

objectivity more as a method that aims to be fair, rather than the journalists themselves 

(Lippmann, 1920; McNair, 2017), the importance of objectivity in the interpretation of the role 

of journalists still remains but may vary between journalistic cultures. 

Objectivity is often one of the key normative roles of journalists, roles which are largely 

socially constructed, and are transferred into codes of professional conduct. The objectivity is 

regularly set as a goal and as a norm by journalists themselves, on a cognitive level. However, 

in daily practice, with all the constraints, it becomes difficult to maintain consistency between 

what journalists ought or want to do, and what they really do. This part of the empirical analysis 

seeks to understand what meaning journalists give to what they do on Twitter (narrated level). 

The interviews were also used to understand if, at the cognitive level, the selected Croatian 

journalists give different value or ranking to the norm of objectivity if compared to Western 

standards. More specifically, they were asked to explain in their own words what the role of a 

journalist in society is. 

On a normative level, some deviation from the standard of a journalist as a detached 

information provider may already be read in the Code of the Croatian Journalists' Association. 

While it states that a journalist in her/his work “keeps professional distance from actual events”, 

it also adds that:  

“journalists are required to defend human rights, dignity and freedom, to respect 
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pluralism of ideas and attitudes, to contribute to strengthening the rule of law and, as a 

democratic part of the general public, to participate in the control of the activity of 

appointed and elected officials”. 

In addition to the normative level, the cognitive understanding of roles, as self-reported 

by journalists in Croatia in Perusko et al.’s study (2016), tends to reflect the concept of 

journalistic interventionism, or the view that the media should assist the democratization of 

society in a more active way. As several studies have shown, this view of the role journalists 

(should) play in society is more common in countries with some level of democratic deficit 

than in established democracies.  

This sample is limited, and it does not aim to be representative of the general population 

of journalists in Croatia. It, however, confirms the findings of Perusko, Cuvalo and Vozab 

(2016), since the vast majority of the interviewed journalists painted journalism as containing 

some elements of activism. They all stated that the primary functions of journalists are to 

distribute information that is of public interest in a fair and balanced way, and to act as a 

watchdog and hold power to account. As the conversation went on, their views of the role of 

journalists was closer to the concept of interventionism than to that of the detached information 

provider. This, however, does not apply to all interviewees.  

One, younger, TV journalist, categorically said that, in her view:  

“the primary role and job of a journalist is to report, not to create the opinion of any 

viewers, readers or listeners, but to report objectively, so that people are informed on 

relevant matters”. “We need to report the full story and not to omit the part or a voice 

just because we find it irrelevant or stupid”.  

The other stream of answers suggested that journalists should not advocate for daily political 

matters, but should stand for human rights and give more voice to vulnerable social groups.  

“Objectivity can never be complete, but if I follow only my views and beliefs, then I 

should no longer be a journalist. I should switch to activism or politics. It is not my job 

as a journalist to convince you of something, but it is my job to give the public complete 

information so that people can decide for themselves. There is no absolute objectivity, 

but we should always strive for it. I find myself often in a difficult situation. For 

example, when I report from the Parliament, and need to give space to a statement that 

I think is scary, but it is the person or the political option that some people have voted 
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for and that is democracy”, said a journalist with extensive experience of reporting from 

the Parliament, mostly in the print media.  

The same journalists further added:  

“I generally think that any minority group in society should have more protection, there 

must be a positive discrimination. Especially in our society, which is very heated and 

has a lot of problems with minorities of all kinds. In this context, journalists should 

work to increase the visibility of those minority groups, which are, as a rule, 

endangered. Regardless of whether we are talking about national minorities, sexual 

minorities, or people with disabilities who are also minorities and to whom society does 

not pay sufficient attention or provide them with sufficient opportunities, the role of 

journalists is to provide them with greater visibility. This is where the advocacy 

functions of journalists and even of protectors come into play”.  

Another journalist with less experience, working for a TV channel, had a similar view:  

“It is among our primary roles to help people and point out injustice, solve long-

standing accumulated problems, point out everything that really bothers and troubles 

us, but also to report positive stories. If something beautiful was done, why not present 

it, why not give an incentive to others in society to be like that, if not even better.” 

The third, and most numerous, stream of views expressed in relation to objectivity saw 

difference between journalists’ professional judgments and their personal opinions. While the 

latter should be kept to oneself, it was seen by several journalists in the sample that their 

knowledge, based on their experience, should not be withheld from their audience.  

“I think there is much ambiguity and confusion between the concepts of commentators, 

journalists, reporters. I think people don’t really understand the differences. The same 

is with journalistic forms: not all are news, not all are comments. There are different 

journalistic forms where arguments are presented differently. My view is that no 

journalistic expression can be without an argument and even comment,”  said a younger 

TV journalist.  

A more experienced print journalist put it this way:  

“I will not engage my own political views and beliefs, but will question some statements 

if they are illogical, inconsistent or problematic in any way, as this is often seen in 
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politics. Regardless of what I think of that specific person and their politics, I give them 

space to express their views to the audience. If I find any contradictions or illogicality, 

I challenge them on relevant grounds.” 

And, finally, a view was expressed that activism is at the very core of journalism:  

“Not that I think that a journalist should lead the protest, but I also don’t think that it 

is a crime if a journalist is an activist in some areas'', said a well-established TV 

journalist.  

What appears here is that the majority of the interviewed journalists view the role of 

journalists as being more active than just as detached observers. However, the degree to which 

journalists should advocate for certain goals and choose sides was not uniform. There were a 

few voices that viewed journalists as detached information providers, aiming to maintain 

objectivity to the highest degree possible. 

 

6.2. Twitter use from the journalists’ perspective 

 

 As one of the general questions that journalists were asked was: why are you using 

Twitter? The answers could be summarized in three keywords: speed, information, and work, 

not necessarily in that order. Another important reason stood out: reach. All interviewees said 

that they use Twitter for work purposes, seeing it as a very useful tool for finding and sharing 

relevant information, at an unprecedented speed.  

“It is the fastest way to receive and impart information. Somehow it has become an 

essential part of every journalist's toolkit. It allows us to follow political parties, public 

figures, public relations professionals, certain institutions and other relevant actors in 

real time and at the same time”, explained a younger TV journalist. 

“More often I go to Twitter to check the news from what is being tweeted by colleagues, 

than going directly to online media.”  

Journalists monitor Twitter for breaking news and other relevant content, they use it to find 

story leads, eyewitnesses, and sources.  

“Twitter is a useful source of the latest and breaking news from the world media. Very 

often I also read the comments of other journalists and opinion makers”, said another 
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TV journalist.  

 One journalist also characterized it as a tool for publicly posing questions for politicians 

and, therefore, as a means of exercising journalistic pressure. All this suggests that Twitter is 

contributing to the way news is gathered, and that information found on Twitter may influence 

journalists reporting. While the wealth of information that this social media provides is 

“unprecedented in terms of volume, variety, and velocity” (Heravi and Harrower, 2016: 1195), 

it might contain concerns with regard to validity. Heravi and Harrower’s (2016: 1201) 

exploration of Irish journalists’ practices on social media found that the social media are most 

popular for sourcing news leads and content, and “the least popular option was for verifying 

information”. This result is the same among Croatian journalists. Content analysis first showed 

that journalists in Croatia almost never use Twitter to verify information, which was then also 

confirmed through the interviews. If they have concerns about the validity of content that they 

find on Twitter, they turn to traditional sources and methods for verification. 

The traditional media are bound by professional standards that require some level of 

verification and framing of information. Instead, Twitter allows information to be shared 

instantly in a raw, and even insufficiently verified, form. It also provides space for background 

information, often information that is not fit for traditional media forms, to reach the audiences. 

For instance, side stories about reporting from the parliament: while media outlets report only 

the story, Twitter can be a space in which to share interesting insights from the journalistic and 

other processes behind the story. While this contains a potential to provide additional 

information and to increase the transparency of journalistic work, it can also result in spreading 

misinformation, as the example below shows: 

“We were waiting for meeting of the Committee on Internal Policy and National 

Security to finish, so we could get a statement from a politician who was in the middle 

of a scandal. However, he avoided giving any statement and went with an opposing 

party politician to another salon. Only two of them, behind a closed door. It is an old-

fashioned salon with double doors. We could hear both of the doors closing, and even 

locking, which is strange. One of the colleagues tweeted about it and started the 

avalanche. As a result, the politicians in question had to explain that it was a meeting 

of a sub-committee, that the door does not even have a key. One of the parties in 

question issued a statement, and even the information service of the Parliament had to 

react. That is the problem with speed and social media.”  
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In addition to sharing and receiving information in a real time manner, the sampled 

journalists also use social media to promote content and attract audiences. In general, this 

increases their reach.  

“I use Twitter to share my work. I find it the most practical and suitable platform for 

that, due to the type of users who are, in general, more interested in news than, for 

instance, people I have on other social media,” said one interviewee. “Twitter allows 

us to position ourselves as news influencers. That way we can reach out to a broader 

audience and convey the information. Twitter is, in my opinion, an extension of what I 

do in the news program of my channel,” explained another, suggesting that, in line with 

McLuhan's definition of media as extensions of ourselves, journalistic work now 

extends from the media to the social media. 

Unlike other social media, such as Facebook, in which the personal mixes more with 

the professional, Twitter has positioned itself as an interest-oriented platform: 

“Most of the people from my private life, with whom I am connected on Facebook, are 

not using Twitter, which makes it optimised for professional activity. Twitter is globally 

great platform for journalists.   

All of the journalists in the sample said they use Twitter primarily for work purposes, 

or even exclusively for them. Some do this in a more strategic way, and some are following 

the strategies of their employers.  

“On Facebook I have friends from private life, and I do not want to spam them with my 

work. Twitter, somehow spontaneously, became a social media for work”, is an example 

of the view commonly given in conversations.  

The investigation found that private broadcasters have more often developed social 

media strategies for their journalists than other media organisations. These strategies, or 

guidelines, are not always put in written form, but they are verbally agreed and transmitted. 

They are, as was seen from the interviews, neither strict nor explicit on what is allowed and 

what is not, but, rather, they rely on journalists' self-assessment of what is appropriate and what 

is not. In a way, presently, it is left to the journalists to consult or to warn each other about 

appropriate behaviour on social media, except in some more problematic cases:  

“Some colleagues have received emails with a warning to think twice about the 

personal information they reveal on social media. It has happened also to colleagues 
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who posted too emotional comments, or comments with inappropriate vocabulary. They 

were reminded that, as journalists, they also represent their media house and so should 

avoid commenting in such a way.” 

The journalists interviewed, including those working for media organisations that have 

some kind of social media strategy, have never received specialised training on social media 

use. The guidelines, whether in written or verbal form, were only presented and discussed at 

internal meetings. If they exist in a written form, social media guidelines for journalists remain 

internal documents and they are not available for public review. The interviews also revealed 

that, at least in some cases, these guidelines or social media strategies were drafted by public 

relations and marketing units with little if any involvement of journalists themselves. One of 

the TV journalists whose media house has a branding strategy for journalists’ Twitter profiles 

said:  

“If I am not wrong, I think the strategy was created by the PR and marketing 

department. We were just given the instructions or recommendations on how to use 

Twitter. That happened a few years ago, when it was also decided that our social media 

should connect better with our media, and our Twitter handles would be used in our 

live reporting as part of our signature line. In a way, it was an indication for viewers 

that more information could also be found on our Twitter profiles”.  

Some of the interviewed journalists were not sure who exactly took part in the creation 

of the social media strategy, or if any journalists were involved. What was even more surprising 

was that, even when the existence of social media guidelines was confirmed, some of the 

journalists working for the company were unaware of their existence. 

 

6.3. Negotiating the personal and the professional 

 

The social media are grey areas in which lines between the personal and the professional 

are blurred. Journalists need to balance who they are, what they do, and who they do it for, or 

who they get their salary from. In the 2012 Eurobarometer study, the majority of journalists 

acknowledged that they use social media in their private capacity. They had divided opinions 

on whether they should have separate profiles for work and private use. More, however, 

favoured having one profile for reasons of both practicality and authenticity. Managing two 

accounts on each of the social media would be too time consuming and would lack authenticity. 
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Some established media organisations agree with this view, and not only do they encourage 

their journalists to have accounts on social media, they also suggest that they have only one 

account per platform.  

Being active on social media entails, for the media and the journalists, the potential to 

increase the reach of the media brand and of journalistic work; to create or strengthen the 

relationship with the audience; to increase audience participation and the recognition of 

individual journalists; and to regain trust through higher transparency. However, it also 

contains many potential risks. An online presence is an extension of one’s reputation as a 

journalist, and a journalist’s online reputation can easily spread to the reputation of the media 

organisation, especially if a journalist explicitly identifies with her/his employer. Due to the 

short and fragmented postings on social media like Twitter, the context can be lost, and this 

may result in misunderstanding or misinterpretation, or even in an impression of bias. It is, 

therefore, unsurprising that media organisations increasingly pay attention to what their 

journalists do on social media, and they sometimes even use soft measures to warn about certain 

behaviours. While some journalists in the sample think that it is reasonable and responsible for 

journalists to have some level of self-control on Twitter, some argue that journalists, especially 

if they use this social media in their private capacity, should be free to express their views, etc. 

In general, the blurring of the lines between the personal and the professional on social media 

were discussed, and the ways journalists negotiate this. Some of the illustrative and opposite 

views are presented below: 

“But I am not a medium, I am not an influencer, I do not create public policies, I am 

here only as an ordinary citizen who observes the things around.” 

“Well, in a way, we are public persons. We represent the media organisation we work 

for and we have a responsibility to respect some rules of conduct. The way I see it, I am 

a private person only when I am not at work… And when I am not on Twitter.” 

These two answers illustrate the diversity of views on how professional and personal 

use should be negotiated in the context of the social media. All of the journalists in the sample 

expressed that they were using Twitter primarily for work purposes, and all of them used only 

one account. However, when asked if their Twitter use should be bound by the same principles 

as the journalistic work they do within their media organisations, the answers were all but 

uniform. In general, more experienced journalists were much more in favour of personal use 

and free expression on Twitter, while their younger colleagues saw journalism more as an 
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extension of their media work, and they were much more careful about the impression their 

expression on Twitter leaves. This could be interpreted in such a way that the established 

journalists feel invited to express even their personal views, or they are more willing to defend 

their personal expression, if compared to younger colleagues, who still need to build their status 

and, hence, are more reserved in their expression on Twitter. It may also be that different views 

reflect different generations and their general understanding of the personal-professional in 

relation to work and social media. However, this was not always the case. Some younger 

journalists, specialized (beat) reporters, saw critical opinion and comment-sharing as one of 

the means of expression on Twitter. A difference was observed between journalists whose 

media houses have Twitter strategy and those whose do not. Journalists whose media have 

social media strategies expressed a higher level of agreement with the professional, and even 

with the company branded use of their Twitter profile. However, in some cases, even journalists 

whose media organisations do not have a Twitter strategy did not find the blurring of the lines 

between personal and professional use particularly problematic. Overall, in line with Holton 

and Molyneux’s (2017) study, these interviews also showed a shift from more personal to more 

professional use of this social media.  

In its nature, Twitter is more interest- than friends-oriented and, as such, is more prone 

to be used for professional rather than for personal purposes. It was still very interesting to 

learn from the interviews that several journalists in the sample have put their personal profiles 

at the service of their media house. Here is one situation explained:  

Interviewee: “This was my personal Twitter profile before, and now is more in the 

service of my company. In my Twitter biography, I have a clear identification with my 

media organisations. Therefore, every time I tweet, even if I tweet something more 

personal and not work-related, my organisation is always there, visible”.  

Interviewer: “So someone asked you to convert your personal profile to one that was 

company branded?”  

Interviewee: “Yes.” 

Interviewer: “And you are OK with that?”  

Interviewee: “Well, kind of. Not that I was ever publishing highly personalised 

comments on some political matters. I thought a bit about the fact that my private 

Twitter had become my company branded account. But, then, I can always comment on 
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Facebook if I want.” 

It was not only that journalists identify with their media organisation in their Twitter 

biography. In some cases, they even have the name of their organisation integrated into their 

Twitter handle or nickname. One of the journalists in the sample had his Twitter handle 

composed of his last name and his channel’s name:  

“That is our company’s rule. The idea was to brand our media house, but also us, 

individual journalists. In general, we wanted to make the link between journalists and 

media more visible, and to make us both easier to find. I see this as a simple solution, 

and it is quite memorable.”  

This journalist repurposed his Twitter profile from a private one to a news company branded 

one. This was not the first time he had done so. He was adjusting his profile for different news 

organisations he had worked for previously. A surprising finding was that journalists gave very 

little, if any, consideration to the potential implications of putting their Twitter profiles into the 

service of their media organisation. It may also be that they did not have much choice, 

especially in cases when there was an organisational social media strategy (even if it was one 

that was not formal).  

 

6.4. Commentary on Twitter 

 

Commentary is a common mode of expression on Twitter. It is linked to an authentic 

expression of oneself, and to the participatory nature of social media, in which all users are 

enabled to give their opinions on topics and matters. Even the content of information a user 

shares can be seen as commentary, and retweeting without additional comment may be seen as 

the endorsement of a certain view. Furthermore, the limited number of characters allowed in 

an individual tweet may cause the loss of context and, hence, misinterpretation by their readers. 

Commentary on Twitter was one of the topics discussed with journalists in interviews. There 

are several reasons for this. First, the main normative role of journalists is to convey 

information, not to comment on it, unless in specific commentary forms. The importance of 

separating facts from opinion has been one of the fundamental journalistic principles, and it is 

now being reclaimed in the context of the challenges related to large scale online 

disinformation and the post-truth era in general. Since Twitter is a specific environment in 

which comments are common and encouraged, it is interesting and relevant to understand what 
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journalists’ views are on journalists who comment on Twitter. To what extent is this a matter 

of freedom of expression and in line with the changing environment in which individual 

journalists are becoming more transparent to the audience? To what extent can this be 

problematic for the impartiality norm, for journalists’ own reputation and the reputation of their 

media organisation, and, in general, for the trust that people have in news and journalists? 

“I would be scared of a country in which journalists are not allowed to express their 

views. I convey information through my journalistic work, published in the news outlet. 

On Twitter, I express myself. I do not identify myself with my current employer, nor do 

I speak in the name of my employer”, said one of the interviewees.  

This may indicate that a perceived level of freedom to comment is related to whether a 

journalist perceives his/her Twitter use to be private or professional. For example, three of the 

younger journalists whose media organisations have a social media strategy in place, did not 

see commentary as either common or desirable behaviour on Twitter.  

One of them said: 

“It is not for me to comment or encourage discussions on Twitter”.  

Another explained: 

 “I am not a commentator. I am primarily a reporter who always sticks to the facts”.   

When asked to confirm that he would never post any kind of comment on Twitter, he added:  

“I think it can jeopardise journalistic credibility. I would not do it that way. At least 

this is how I think now. This might change tomorrow, and I might post a tweet with 

comment, but at this point I do not think this is something we should be doing. I think a 

journalist has to stick to his job and his role”.  

However, later in the conversation, when we discussed with whom he mostly interacts on 

Twitter, it came to the surface that he mostly interacts with colleagues, and in such a way that 

they comment on certain issues, rather than just exchange information. From this, and from 

some other examples, it can be understood that journalists see differently the commenting on 

original tweets from those comments given in answer or reaction to others’ postings. Apart 

from the examples listed above, the majority of journalists expressed a flexible attitude towards 

commenting on Twitter: 

“I take the right to comment on something from the area I intensively follow in my 
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journalistic work. Twitter is an opinion place where you also go to read what opinion 

makers and experts have to say.” 

Interviewees were also asked to share their views on whether a journalist’s reputation 

can be jeopardised if they express some (political) opinions on Twitter, even if this is outside 

their working hours, and even if, in their official work, they adhere to the principle of 

impartiality and abstain from comment. Various answers were obtained. A minority of 

journalists were categorically against any kind of comment on Twitter. In other cases, even 

journalists who themselves are not in favour of commenting on Twitter, did not see this 

expression by their peers as being very problematic – unless it is excessive and problematic. 

Where the border is, or should be, was not clear from the answers. Journalists, here, usually 

refer to common sense. Here is an excerpt from one of the interviews: 

Interviewer: Do you journalists ever talk to each other about Twitter use? Do you ever, 

for instance, comment on what someone has posted on Twitter, whether it was 

appropriate or not? 

Interviewee: “Well, sometimes we do. Also, when we want to comment on something, 

we may consult with colleagues by asking: ‘what do you think? Would it be OK if I say 

this?’. So, we do. We talk about how we use Twitter and we talk if we think that one of 

the colleagues went too far with a comment.” 

Interviewer: What would it be ‘too far’? 

Interviewee: “We are allowed to comment, but, in my opinion, there are people who 

comment too much. In a way, they may be poking too much someone who is the 

protagonist of a story that we are dealing with that day. Yes, a journalist has a right to 

comment, but I think there needs to be a limit. I cannot tell you exactly where the limit 

should be, and I cannot remember an example right now. What is acceptable, in my 

view, is kind of a half-comment. For instance, the Prime Minister says one thing, but 

the journalist remembers that three months ago he said something else, and then writes 

‘the Prime Minister now says this, forgetting what he said three months ago’. There 

needs to be some self-control as, at the end of the day, I am using this Twitter profile 

for work purposes and I identify with my employer in my bio.” 

This self-control is also explained by some authors as being the self-censorship to which 

Twitter users resort if they imagine that their audience includes, for example, their employers 
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(Marwick and Boyd, 2011). Overall, it might be seen that this particular point of view was 

more present with younger journalists and those who explicitly identify with their employer on 

Twitter. More experienced journalists were more inclined to defend their right to comment. 

Moreover, some consider it their duty to share their opinions (based on their experience) with 

the public. One of the younger journalists highlighted: 

“A tweet is not a journalistic form. It is not the same as news, reports, comments and 

features published in media. It is my profile on social media.” 

 

6.5. Communities and audiences on Twitter 

 

One of the research questions posed in this part of the analysis was: how do journalists in 

Croatia understand their community and audiences on Twitter? This is relevant as it also 

provides an answer to the question of the extent to which journalists see Twitter as a platform 

on which to engage and exchange with the broader public, to include more diverse voices in 

their reporting and to make the news process more participatory than in a traditional media 

setting. The findings, however, suggest that journalists in Croatia use Twitter more as another 

means to connect and exchange with their peers, and with other common sources, such as 

politicians, public relations specialists, academics and other established actors in the public 

sphere. Only to a limited extent has a space been opened for previously unknown and 

interesting voices to break in.  

When asked who they follow on Twitter, most journalists replied thus:  

“I mostly follow fellow journalists, both domestic and foreign, relevant institutions, 

politicians who use Twitter, political parties, PR professionals, etc.”.  

In addition to the listed groups, one of the interviewees added:  

“I also follow a number of the so-called ordinary people, those who have something to 

say and say it in an interesting way. Many of the people I follow were there at the very 

beginning of Twitter in Croatia when professional or company identification was not 

present to the extent it is today, the community was smaller but perhaps more diverse 

as we followed almost everyone who was there”.  

When asked who is following them on Twitter, the answers were similar: 
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“Mostly fellow journalists and politicians, sometimes there are some interested 

individuals, and sometimes also trolls16”, said one interviewee.  

Journalists were also asked to reflect on the extent to which they interact and 

communicate on Twitter, and with whom they mostly interact. Here, interaction and 

communication entail both replies and mentions.  

One journalist explained:  

“Very often, I tag people I mention or tweet about. If they use Twitter, of course. In my 

opinion this is the basic rule of conduct on Twitter. On the other hand, very rarely, I 

reply to others’ tweets”.  

In general, most said that they communicate with colleagues or with some relevant 

institutions, in the main. Considering who journalists follow on Twitter, who they think follows 

them, and whom they communicate with most on this platform, leads to the conclusion that 

journalists use Twitter as a virtual extension of their traditional working environment. In this 

way, Twitter use by journalists reinforces traditional boundaries to the audience, and it centres 

around the groups that are traditionally involved in news processes. 

One journalist said:  

“There are some really interesting people on Twitter, who are good in gaining attention 

with their tweets and who are positioning themselves with the audience”.  

Several journalists from the sample said that they follow and interact with users who 

have something to say, and who say it in an interesting way, but the majority of connections 

and interactions remain within the journalistic circle. One journalist even said that she never 

enters into comments with people she does not know. 

Finally, when asked who their audience on Twitter is, who they have in mind when 

drafting their tweets or deciding to share certain information on Twitter, many journalists again 

replied: journalists.  

“Mostly, it is colleagues or people who are interested in politics, news and current 

affairs. Twitter users are specific. It is not as big as some other social media, but it is a 

 
16 Note: trolls are defined as “someone who leaves an intentionally annoying or offensive message on the 

internet, in order to upset someone or to get attention or cause trouble”. See: 
https://dictionary.cambridge.org/dictionary/english/troll 

https://dictionary.cambridge.org/dictionary/english/leaves
https://dictionary.cambridge.org/dictionary/english/intend
https://dictionary.cambridge.org/dictionary/english/annoy
https://dictionary.cambridge.org/dictionary/english/offensive
https://dictionary.cambridge.org/dictionary/english/message
https://dictionary.cambridge.org/dictionary/english/internet
https://dictionary.cambridge.org/dictionary/english/order
https://dictionary.cambridge.org/dictionary/english/upset
https://dictionary.cambridge.org/dictionary/english/attention
https://dictionary.cambridge.org/dictionary/english/cause
https://dictionary.cambridge.org/dictionary/english/trouble
https://dictionary.cambridge.org/dictionary/english/troll
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very segmented audience of different professions and profiles, but with a strong interest 

in news and politics”, was one of the replies.  

“When I publish a piece on a certain policy in my outlet, I expect it to reach and be 

read by various individuals and groups who may be affected by it. So, there I expect my 

audience to be as wide as possible. On the other hand, when I post it on Twitter, my 

aim is to reach colleagues who will pick up the story and spread it further via their 

outlets.”  

Alice E. Marwick and Danah Boyd (2011) studied how different users navigate 

‘imagined audiences’ on Twitter, and they found that individuals write their tweets to please 

certain groups that they imagine as their audiences. What happens with Twitter, and other 

social media, audiences, is known as ‘context collapse’, or the merging of multiple audiences 

into one (Marwick and Boyd 2011) due to, among other things, the character limit. Considering 

the complexities of journalists’ negotiations between the personal and the professional in the 

context of social media and, in particular, in relation to their public duty, meeting the 

expectation of different imagined audiences at the same time may be very challenging 

(Molyneux et al. 2018). Social networks and circles on Twitter have an effect on the 

formulation of tweets, and “identity on Twitter is constructed through conversations with 

others” (Marwick and Boyd, 2011: 124). In the case of Croatian journalists, identity on Twitter 

is, to a significant extent, constructed or reinforced through conversation with other journalists, 

as well as tweets which are formulated with journalists-as-audience in mind.  

 

6.6. Branding practices  

 

Social media environments have allowed individuals to build and promote their personal 

brands. Some authors have claimed that this personal marketing gained grounds on the 

affordances of social media, and in response to market uncertainty. Holton and Molyneux 

(2017) interviewed US journalists and editors in order to understand their branding practices, 

and came to the realisation that journalists first used social media to find and place information. 

When the media business crisis hit, they turned to personal branding to preserve or secure the 

workplace. As the practice of personal branding has grown, media organisations have stepped 

into the process, thus requiring more professionalism. On one hand, to mitigate the potential 

risks that are related to overly personalised, and personal, use of social media by journalists, 
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and, on the other hand, to profit from the popularity and influence that certain journalists have 

built in the Twitter sphere. Holton and Molyneux (2017) explained this as a shift from personal 

to organisation branding, and they have also observed institutional branding practices. Personal 

branding means that a journalist brands her/himself; organisational branding is the branding of 

a media organisation; and institutional branding is the branding of journalism. As the content 

analysis showed, journalism is the second most frequent topic in the tweets of the sampled 

Croatian journalists. The analysis also showed that (self)promotion is the fourth most common 

type of tweet, after comments, conveying both information and conversations. Tweets were 

coded as being for personal branding slightly more frequent than they were as organisational 

promotion. However, journalists did share content from their media house on Twitter to a large 

extent, and the majority of journalists in the sample have identified with their employer on 

Twitter. Some went even farther, to brand their header and profile images, and their Twitter 

names, with their employer’s name and/or visuals. This part of the analysis seeks to understand 

what sense journalists themselves make of branding practices on Twitter, and whether they 

perceive the relationship between personal, organisational, and institutional branding strategies 

as complementing, overlapping, or conflicting? Do they even think of their activity as 

(self)promotional, or do they explain it in another way? 

From the interviews, it emerges that there are at least three different views on 

(self)promotion on Twitter: first, a view of hesitance and opposition to (self)promotion; second, 

a view that promotion of one’s work and medium falls under the role of journalist, in order to 

reach the widest possible audience, and, third, a view that it is the role of journalists to share 

and promote the content that s/he finds relevant, and to further connect with the audience, but 

this should not be imposed on journalists by their media organisation. Here is an example of 

the first view: 

“I am terrified of this practice of promoting one’s own work and self. It is not in my 

nature. You should follow me only if you find my tweets interesting. I don’t think I am 

there to appeal to every follower and to self-promote. There are some people who post 

every piece of their work, every appearance on TV, and every interview they give. I 

often give interviews to TV stations, but would never share them on Twitter as a self-

promotion. Sometimes, those TV stations tweet it, but I don’t. I see it as bragging. I've 

been in this business long enough for eventual editors, employers, to know what I can 

and can't do. So, I don't need Twitter as a platform [on which] to introduce or produce 

myself. I understand that, to other colleagues, this is acceptable, maybe even needed 
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and required by their employers, but I personally don’t like it.” 

Here are examples of the second view, in which journalists see no problem in promoting one’s 

own work and media organisation. They see it as something innate, and as part of their role in 

reaching the audience: 

“We should contribute to promoting ourselves, but also to the company that stands 

behind us. Why? I think it's important for people to know who we work for. I am part 

of that organization and the organization cares about my image as well.” 

“Even though some colleagues are just promoting themselves, I think the point of 

tweeting and sharing interesting information is to promote your media outlet. At the 

end of the day, we all want to bring in as many viewers, readers, as possible. The bigger 

the audience, the more influence we have. In addition, Twitter allows us to report on 

events first. It is important, as then others have to retweet you, or reference you.” 

“When you work for a house, you automatically brand it in some way on social media. 

Maybe once in six months, we get an email request to share something on Twitter. 

However, I don't see it as a marketing thing, more like a part of my work. It is never 

obligatory, so I don't take it as if I'm doing marketing. I work for that house, and it is 

normal for me to promote the content of that house. I have no problem with that.” 

The third view is based on the notion that journalists should be free to decide what they 

want to share on Twitter, and how they want to present themselves, without feeling obliged to 

use their social media accounts for organisational branding. The key difference between the 

second and the third view is that, while the second sees Twitter as an extension of a media 

outlet, the third sees it as a less formalised area, which can be used to extend and promote a 

media outlet, but it should not be compelled to do so. 

The strategic use of Twitter to maintain followers, or to create and market a ‘personal 

brand’, can also be seen as part of a larger social phenomenon of using social media 

instrumentally for self-conscious commodification. In this process, strategically appealing to 

followers becomes a carefully calculated way to market oneself in response to employment 

uncertainty (Hearn, 2008; Lair et al., 2005). In the case of journalists, it can also contribute to 

improving one`s status within a media organisation, or to increasing public protection in a 

situation where someone is receiving threats. 
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7. Discussion: Between the practised and the narrated 

 

 The aim of this chapter is to compare the findings obtained through the two parts of the 

empirical examination of Twitter use by Croatian journalists: content analysis and interviews. 

The content analysis was performed to investigate the practised patterns of the sampled 

journalists’ activity on Twitter: how they present themselves in the structural features of their 

Twitter profiles, what content they share the most, in what form, and with whom they mostly 

interact. Semi-structured, in-depth interviews with a selected sub-sample, were conducted to 

explore how journalists themselves understand and narrate their practice on Twitter. The 

chapter first discusses the findings in relation to the research questions posed. The findings of 

the two parts of the analysis are then compared so as to discuss the similarities and differences 

between the observations of what journalists do on Twitter, and the ways in which they explain 

it. A mixed method approach helps to strengthen the validity of the findings and evaluations 

through triangulation17. Moreover, the findings obtained through the two methodological 

approaches can supplement each other and lead to deeper and wider understanding of the 

phenomenon (Olsen, 2004). 

 In Table 10, sister-questions from the two parts of the empirical analysis are listed: RQ1 

in the content analysis section, and RQ2 in the interview part, both are concerned with personal-

professional tension in journalists’ use of Twitter; RQ2 in the content analysis, and RQ3 in the 

interview section, explored the norm of objectivity, or of a journalist as a detached information 

provider; RQ3 in content analysis, and RQ4 in the interviews, explored the extent to which 

journalism opens up towards the audience; and RQ4 in the content analysis, and RQ5 in the 

interviews, examined the branding practices of journalists on Twitter. The last research 

question in the content analysis (RQ5), and the first in the interviewing part (RQ1), do not 

correspond to each other, but they contribute to the overall understanding of the research 

problem.  

 

 

 

 
17 Triangulation is defined as the combined use of several research methods and data sources in the study of the 

same phenomenon in order to collect more diverse insights (Olsen 2004). 
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Table 10. Corresponding research questions from the two parts of the analysis 

Practised (Content analysis)  Narrated (Interviews)  

RQ1: To what extent, if at all, do 

journalists in Croatia use Twitter for 

work-related purposes? 

RQ2: How do journalists in Croatia see 

personal-professional tension in Twitter 

use? 

 

RQ2: To what extent, if at all, do 

journalists in Croatia, in their use of 

Twitter, deviate from an objectivity 

norm and the vision of a journalist as a 

detached information provider? 

RQ3: How do journalists in Croatia 

regard commentary in expressions on 

Twitter? 

RQ3: To what extent, if at all, do 

journalists in Croatia exchange with 

non-journalists on Twitter, and thus 

potentially open the doors to a more 

participatory news process (as opposed 

to the firm’s gatekeeping)? 

RQ4: How do journalists in Croatia 

understand their community and 

audiences on Twitter? 

RQ4: To what extent, if at all, do 

journalists in Croatia use Twitter to self-

promote their work and promote their 

news outlet? 

RQ5: How do journalists in Croatia 

understand branding practices on 

Twitter? 

 

RQ5: To what extent, if at all, do 

journalists in Croatia use Twitter as a 

verification tool? 

RQ1: What meaning and motivation do 

journalists in Croatia give to Twitter 

use? 
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The following sections will provide a comparison of the corresponding research 

findings deriving from content analysis and interviews. 

 

7.1. Content analysis findings: You are what you tweet 

 

 The first part of the empirical research has employed content analysis to explore how 

the sampled journalists use Twitter, and how they present themselves in the structural features 

of their Twitter profiles. The analysis proved useful in detecting the extent to which journalists’ 

activity on Twitter corresponds to personal or professional use of the platform; the extent to 

which they use Twitter as an additional distribution channel or as a platform for commentary 

and reflections on the news and current affairs; the extent to which they (self)promote their 

work on Twitter; and the extent of their openness to the greater participation of non-journalists 

in their journalistic processes. The central research question was: to what extent does the 

practice of Croatian journalists on Twitter depart from normative professional principles and 

routines, such as objectivity, gatekeeping, verification, and a separation between journalistic 

work and commercial practices? The findings are organised and presented in relation to five 

corresponding sub-questions. 

RQ1: To what extent do journalists in Croatia use Twitter for work-related purposes? 

Journalists in Croatia use Twitter primarily for work purposes. This is clear from both 

the elements of their profiles and the content they post and share. In their short Twitter 

biographies, the vast majority of the sampled journalists have identified themselves as 

journalists (reporters, editors) (78%), and more than half of them also named the news 

organisation for which they work (58%). In 19 percent of the profiles, they even referenced the 

employer’s Twitter page (with an “@”), and by doing so they have explicitly connected 

themselves with their employers in the Twittersphere. Furthermore, when a journalist did 

include a link in her or his profile description, it was, in most cases (60%), leading to the 

websites of news organisation with which s/he is affiliated. In several cases, journalists have 

included the name of their media house in their Twitter handle (username). While this suggests 

that their Twitter use is part of an organisational (promotional) strategy, it undoubtedly 

confirms that it is primarily for work purposes. 

That the sampled journalists use Twitter as a work-related platform was clear also from 

their header and profile images. In more than one third of cases, journalists have used 
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professional portrait photographs for their profile images, sometimes showing them ‘in action’, 

and some were even news organisation branded. While header images were less present across 

the sample than were profile images, they were still contained in 76 percent of profiles. Among 

the most common types of header images were displays of a journalist in a professional context 

(e.g., in front of a camera) and a branded display of the news organization for which the 

journalist works, which is in line with the findings of similar studies.  

From the content of journalists’ tweets, it was again clear what the main purpose of 

their Twitter use is. The most frequent topic that appeared in Twitter posts of Croatian 

(political) journalists was politics, and the second topic was journalism itself. Further analysis 

of the types of tweets showed that, to a significant extent, journalists use Twitter to share and 

comment on news and current affairs, and to engage in conversation, including those about the 

profession itself. The available insights suggest that journalists on Twitter often follow each 

other, and the communication and exchange frequently take place at the level of the group. 

Journalists, therefore, use Twitter to follow what their colleagues are doing, and to 

communicate with their peers from the same or different news organisation. This makes Twitter 

an extended virtual newsroom and, as such, a useful work tool.  

RQ2: To what extent journalists in Croatia in their use of Twitter deviate from an 

objectivity norm and the vision of a journalist as a detached information provider? 

Several authors have pointed out that Twitter creates an opportunity to ‘humanize the 

reporter behind the news’. This means that Twitter is not only an additional publishing 

platform, but also provides an environment in which it is possible for journalists to reveal more 

about who they are, what they care about, and what viewpoints they take on certain issues. The 

analysis, therefore, has attempted to unveil the extent to which journalists in Croatia reveal the 

private dimension of their persona on Twitter, and the extent to which they express their 

viewpoints in their tweets.  

The findings show that the sampled journalists do not reveal much from their private 

lives in their Twitter elements and postings. In only one case did a journalist include a profile 

photo with family members, and personal life related header images appeared in five percent 

of the profiles examined. Two journalists made their birth dates visible, three included hobbies 

and interests in their Twitter bio, and one revealed a family status. Personal life was a topic of 

around three percent of the tweets in the sample. While some of the personal preferences of 

journalists can also be read in an indirect way (e.g., sports affinity, from their tweets on sport), 
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in general, they tend to stick with professional use of Twitter, and they do not reveal much 

about who they are, apart from their being journalists.  

 The situation is different in relation to what their viewpoints are. As the content analysis 

of tweets showed, journalists provide comments and opinions (27.93%) more frequently than 

they just convey information (25.99%). This suggests that journalists, in their use of Twitter, 

to some degree deviate from the normative vision of a journalist as a detached information 

provider. The explanation for this may be found in several characteristics of Twitter and similar 

social media environments. While it serves as a publishing and distribution platform, Twitter 

is not a medium in the traditional sense and, hence, is not bound by the same journalistic 

standards. Furthermore, even if a significant number of journalists identify with their 

employers on Twitter, Twitter is not the news outlet for which they work. Twitter is often seen 

as a self-oriented and participatory environment, where viewpoints are easily shared. No less 

important is the fact that single postings are limited to a certain number of characters (280), 

which sometimes makes it difficult to provide complete information in a balanced way.  

RQ3: To what extent do journalists in Croatia exchange with non-journalists on Twitter 

and thus potentially open the doors to a more participatory news process (as opposed 

to the firm gatekeeping)? 

Early studies, such as that of Singer (2005), found that journalists tend to ‘normalize’ 

social media platforms to fit their traditional practices, in particular, the gatekeeping routine. 

Even in an environment that is designed to foster communication and participation, journalists 

were reserved when sharing materials and information posted by ordinary users. Later studies 

noticed a difference in their openness to audience inclusion between journalists, depending on 

their adaptability (Robinson, 2010) and on whether they work for a well-established or smaller 

media company (Lasorsa et al., 2012), but, in general, social structures and power relations 

from the offline world seem to be reflected also in the online world of Twitter. Xu and Feng 

(2014) found that journalists enjoy great popularity on Twitter, while only a few ordinary users 

managed to gain a large number of followings. Several other studies have confirmed that 

journalists and the news media are the most influential Twitter users when spreading the 

information (Lee et al., 2010, Xu and Feng, 2014). To understand whether the news process is 

more participative in the Twitter environment, and whether journalists ‘open gates’ to other 

users, several coding categories have therefore been applied to analysis of the structural and 

profile elements and tweets. Namely, whether journalists are opening the gates to other users 
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was assessed by looking at their retweeting practices, the extent to which they seek information 

in their tweets, with whom they engage in communication, who it is that they follow, and 

whether they include contact information in their Twitter biography. 

The results show that none of the journalists in the sample included a call for 

contributions in the Twitter biography, and only two of the 78 provided their email addresses. 

This might suggest that they either do not recognise Twitter as a platform from which they can 

directly receive newsworthy materials, or that they do not find any value in receiving inputs 

from other Twitter users into their email inboxes. 

The analysis showed that Croatian journalists very often follow each other on Twitter, 

and they most frequently communicate and refer to other journalists and media organisations. 

While this does not mean that they completely exclude others, it points to the fact that 

journalists, to a large degree, form or expand their professional network into the social media 

sphere. This confirms Lewis’s (2012) thesis that journalists continuously reconfigure social 

boundaries in order to obtain autonomy and legitimacy, even in environments in which 

professional control may be challenged by open participation in the news process. 

Lasorsa et al. (2012) considered retweeting to be an indication of journalists opening 

the gates to others, because, when they forward the messages of others, they amplify their reach 

and give them access to their audience. The content analysis of the Croatian journalists’ 

postings revealed that one third of all tweets were retweets. This is a significant share, twice as 

high as in the case of the US journalists that were observed by Lasorsa et al. (2012), which, at 

first sight, may suggest that journalists in Croatia are willing to share unedited messages from 

other Twitter users. However, a deeper look into who it is that journalists are retweeting has 

revealed that in almost 40 percent of cases, journalists retweet their colleagues. In another 30 

percent of cases, they retweet news organisations (be it their own or not), and in almost ten 

percent of cases they share the statements of politicians or political organisations. They do not 

open the gates to others, who were previously not included in the news processes, to the extent 

that might be expected by just looking at the share of retweets among the overall number of 

tweets. This was also confirmed by another aspect of the content analysis, which explored the 

types of tweets and showed that journalists only extremely rarely use tweets to directly seek 

information from others, in fact this is seen in less than one percent of tweets.  

RQ4: To what extent do journalists in Croatia use Twitter to self-promote their work 

and to promote their news outlet? 
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Many journalists in the sample enjoy a certain level of popularity on Twitter. On 

average, they have three times more followers than the number of accounts they follow, and 

the most popular journalist in the sample, in July 2018, was followed by one quarter of the total 

number of Twitter users in Croatia, if the available estimates of Twitter use are accurate. 

Twitter is a public platform, and any activity there can be considered public. Journalists, 

through their self-presentation and their activity, show who they are and what they stand for. 

Intentionally or unintentionally, they brand themselves and, if the link can be established, they 

also brand their media organisation. So, even in situations in which this kind of branding is not 

planned, it still occurs, and it can have positive or negative impacts for both a journalist and 

the media outlet. 

The analysis sought to understand the extent of the branding-related practices exercised 

by Croatian journalists on Twitter. To that end, the exploration encompassed their self-

presentation in both words and images on Twitter profiles, the content of their tweets, the links 

they shared, and the hashtags they used. The results showed that journalists present themselves 

in relation to what they do. In more than 78 percent of cases, they identify as journalists in their 

Twitter biographies, more than half of them identify their employers, and around one in five 

provide links to their employer’s Twitter page. In their profile pictures, journalists show 

themselves through professional profiles or, more explicitly, in a work-related action, and, in 

more than 15 percent of cases, their header image is news organisation branded (e.g., it contains 

a logo or other visuals). Furthermore, Twitter allows users to complete their profile page with 

hyperlinks that they find relevant in providing additional information on who they are and/or 

what they do. These links can also serve personal or organisational branding purposes. The 

results showed that 38 percent of profiles contained a hyperlink, in most cases (60%) leading 

to the news websites. 

In addition to the hyperlink included in the profile description, each tweet can also 

include a hyperlink. Whether it does and, if so, where the hyperlink leads to, was also examined 

through content analysis. The results show that more than half of the tweets which contained a 

hyperlink again led to a journalist's news organisation (54.77%), and in 12 percent of cases it 

was clear that the main purpose of a tweet was to promote the journalist’s work or their media 

organisation. The content analysis further revealed that when a hashtag was included in a tweet, 

it was most frequently coded as being used for the promotion of the author, the show, or the 

news outlet (46% of tweets contained a hashtag). While this kind of hashtag can serve to 

organise the conversation and to communicate with the newsroom, it can also be used for 



126 
 

promotional purposes.  

All this suggests that a significant proportion of Croatian journalists’ activity on Twitter 

may be considered a form of branding. However, it is not easy to label the branding practices 

of journalists in a straightforward manner, as may be the case with other groups. There are 

several reasons for this. First, while journalism is a business that seeks to be sustainable, its 

primary normative aim is to provide relevant information to the public and to serve the public 

interest. Keeping that in mind, the branding practices of journalists on social media can be 

interpreted as being commercially driven, but can also be seen as part of journalism’s remit to 

provide relevant information to as many people as possible. In the case of the latter, promotion 

primarily serves the news, not the business. Second, as Molyneux et al. put it (2017: 1388): 

“journalists working at news organizations are a unique case in professional branding”. They 

create a name of their own by signing the content that they produce within their news 

organisation, and by making choices around the content they share on social media. Journalists’ 

personal branding may also affect organisational brand and contribute to, or recede from, the 

institutional brand of journalism in these challenging and ever-changing times. As the 

conditions for journalism are changing, new tensions are arising between traditional norms and 

current practices, and between organisational expectations and institutional principles. Just 

recently, one of the key professional standards was to separate editorial staffers from marketing 

activities. Today, the social media environment has turned journalists into marketers (Tandoc 

& Vos, 2016), and their branding practices on Twitter, even if not planned, can have a 

meaningful impact on the social construction of their professional identity, their organisation’s 

reputation, and, more broadly, in understanding the purpose of journalism (Molyneux et al., 

2017). 

RQ5: To what extent do journalists in Croatia use Twitter as a verification tool? 

There was one case only in the sample in which a journalist tried to use Twitter to verify 

information. This makes it clear that the Croatian journalists who were observed do not 

recognise Twitter as a verification tool. Furthermore, the results of the analysis suggest that, 

even in the environment of Twitter where more diverse voices can be heard, if compared to 

traditional media settings, journalists still primarily tend to share information from their 

professional circle: from other journalists (40% of retweets) or from news organisation (30% 

of retweets).  

Finally, this part of the empirical analysis shows that the practice of Croatian journalists 
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on Twitter, to some extent, departs from normative professional principles and routines. They 

use Twitter primarily for work purposes, and they structure their profiles around their 

professional identity. While they seem to be more relaxed in providing commentary and 

expressing their views on Twitter, as was expected, due to the specific journalism culture, they 

tend to open up very little space to include other voices into news processes. Even in the social 

media context, they remain largely within their professional bubble, mostly interacting with 

their peers and sharing information from each other. Perhaps the most significant practice that 

has developed in the context of Twitter is journalistic branding, which, at first sight, might 

seem to be in direct conflict with a long-standing norm of separating editorial and marketing 

activities, but is actually a more complex phenomenon that requires further examination. 

 

7.2. Interviews findings: Generational differences and organisational strategies 

 

The central question of the section of the research that is based on the interviews was: how 

do journalists in Croatia narrate their Twitter use, in particular, when it departs from the 

normative professional principles and routines, such as objectivity, gatekeeping, verification, 

and a separation between the journalistic work and commercial practices? The aim was to 

explore the meaning that journalists give to different aspects of their Twitter presentation and 

activity. The insights are organised and presented in relation to the associated sub-questions. 

RQ1: What meaning and motivation do journalists in Croatia give to their use of 

Twitter? 

Journalists are using Twitter for different reasons but, first and foremost, they use it to 

monitor news and other information that might lead them to a story that it is relevant to report 

upon. Journalists value Twitter as a source, but also as a platform on which numerous sources 

share information without a time delay. In journalism, it is still imperative to be first. As Twitter 

acts as a platform on which politicians and other relevant voices speak, for journalists it is 

important to be there and to listen. Journalists themselves share information on breaking news, 

sometimes even before it is published in their media outlets. Again, their colleagues are there 

to pick up a story and to process it for publication in their media.  

Further to becoming informed, journalists use Twitter to become involved in the 

discussion on current affairs with their colleagues and those others with an interest in this kind 

of debate. In this way, they are positioned within a community, but also facing the broader 
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audience. As a public platform, Twitter offers the potential for publicity. The research shows 

that while some journalists are still hesitant about embracing branding on Twitter, some see 

the promotion of their own work, or of the media house they work for, as a part of their role. 

In some cases, differently to see it as public relations or marketing, journalists describe this 

practice as an integral part of journalistic distribution and of insuring reach. 

What was shown by the interviews is that Twitter is a useful tool for journalism, but it 

is also a useful platform on which journalists can showcase their work and strengthen their 

position within the community, which is composed mostly of other journalists and others who 

have a greater interest in news. The interviewed journalists expressed various motivations for 

using Twitter. In most cases, it was journalistic curiosity that prompted them to try this 

microblogging platform. They continued using it because it showed itself to be a useful 

platform for information and news gathering. Furthermore, as an interest-oriented platform, 

Twitter attracts only a segmented audience and tends to build professional communities, unlike, 

for instance, Facebook, where connections from different stages and aspects of life merge 

together (e.g., colleagues from work with old high school friends, cousins, etc.). Several 

journalists highlighted that, on Twitter, they feel more comfortable in sharing work-related 

content, than they do on Facebook, where it feels as if they are spamming friends who are not 

part of their journalistic circle. 

In all the cases, a decision to use Twitter was an individual one. However, what emerged 

from the interviews is that the situation may be changing, as media organisations are 

increasingly recognising the potential of the social media. Several of the media organisations 

in the country already have social media strategies for their journalists, currently at an early 

stage and relatively flexible in their implementation, but with an obvious intention to expand. 

This might lead to the social media that are used by journalists will no longer be a personal 

decision, but an organisational strategy, and, as such, they were not driven by intrinsic 

motivation but by external expectations. 

 RQ2: How do journalists in Croatia see personal-professional tension in Twitter use? 

As already explained, due to its nature, Twitter is more likely to be used for professional 

than for personal purposes. All of the journalists in the sample stated that they are using it 

primarily for work. However, significant differences in the attitudes of journalists have been 

observed in regard to whether or not they should act on Twitter as they do at work. Differences 

were generally observed with respect to different generations. While more experienced 
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journalists were arguing that Twitter is one of the social media, and that their activity on Twitter 

should be distinguished from their media work, younger journalists have mostly seen it as an 

extension of their work and, as such, bound by the same principles and conventions. 

Unsurprisingly, the latter view was also present among those journalists whose media 

organisations have social media guidelines or strategies as, in their case, there is some kind of 

organisational control over their (personal) social media use. 

RQ3: How do journalists in Croatia regard commentary in expression on Twitter? 

Similarly to approaches to personal-professional tension in Twitter use, the different 

attitudes of journalists were noted in relation to the expression of political views and other 

opinions in their Twitter posts. Again, more experienced journalists and those whose media 

organisations do not have a social media strategy or guidelines were, in general, more flexible 

towards commentary on Twitter, with some even seeing it as a part of their role to share their 

opinions, based on their experience, with the public. Bearing in mind that the Twitter audience 

is not a general public but, rather, a segmented one, it might also indicate that journalists who 

are willing to share their opinion do so within a specific community, or with this community 

in mind. On the other hand, most younger journalists, and those whose media houses have 

social media strategies, were more hesitant about expressing their views on the microblogging 

platform, even though commentary is exactly what microblogging encourages. Nevertheless, 

even when they are themselves not in favour of commenting on Twitter, journalists did not see 

this expression by their peers as being very problematic - unless it was excessive and/or 

problematic. Furthermore, they distinguished between comments given in conversations 

(replies) and those commenting in original tweets. 

RQ4: How do journalists in Croatia understand their community and audiences on 

Twitter? 

While acknowledging that there are some interesting voices on Twitter that do not 

belong to traditional journalistic circles, journalists in Croatia still tend to build their Twitter 

community largely with their peers. As they themselves state, journalists mostly follow and 

communicate with each other. Furthermore, they are each other’s audience. When drafting their 

tweets, or deciding what to share on Twitter, and in what form, journalists in Croatia do this 

with journalists-as-audience in mind. 

RQ5: How do journalists in Croatia understand branding practices on Twitter? 
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From the interviews, it emerges that journalists’ views on branding on Twitter vary 

from being hesitant and feeling discomfort in relation to the self-promotion, to embracing of 

the practice and the opportunity created by the social media. The views vary also on the level 

of the fundamental understanding of this practice: while some accept it as self-promotion or 

the promotion of their media house, others insist that it should be seen as distribution and, as 

such, within the remit of journalism. In general, answers to this question suggest that the 

practice may be changing as journalists become more willing to support media business, 

understanding the challenge of sustainability that the media organisations are facing due to 

digital disruption. However, as observed by one of the interviewees, a requirement to support 

organisational branding and market positioning should not be imposed on journalists. 

 

7.3. Twitter is for work, but it is social media - not media  

 

With regard to the research questions on the extent to which journalists in Croatia use 

Twitter for work-related purposes, and how they see the personal-professional tension in their 

Twitter use, the combination of the two methods proved to be very useful. It is not only that 

the findings from the interviews confirmed the results of the content analysis, they also 

supplemented it with additional insights on the differences between different generations of 

journalists and between journalists whose media organisations have strategies for social media, 

and those whose do not. 

From the findings of the content analysis of tweets and structural elements of profiles, it 

was clear that journalists in Croatia who use Twitter, use it primarily for work purposes. The 

vast majority of the sampled journalists identified themselves as journalists in their Twitter 

biography, and this is shown directly under their names on their profile-pages. More than half 

of the journalists also named the media organisation that they work for, and one in five provided 

a direct reference to their employer’s Twitter profile. If they included an external hyperlink in 

their profile description, it mostly led to their outlet. In some cases, journalists have even made 

their Twitter name a compilation of their name and the name of the media house for which they 

work. Journalists’ profiles and header images were frequently professional, showcasing them 

at work, and, in some cases, even containing the brand visuals of their media organisation.  

All of the interviewees said that they use Twitter for work purposes, seeing it as a very 

useful platform for journalists. Unlike those in other social media, the users of Twitter are, to 
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a great extent, people with a greater interest in news, politics, and current affairs. Journalists in 

the sample find this segmentation encouraging for sharing their work, speaking of their work, 

and, in general, in reporting or reflecting on the topics that they are dealing with. They use only 

one account per social media, and, in that regard, they do not distinguish between personal and 

professional use. What emerged from the interviews is that those journalists whose media 

organisations have some kind of social media strategy in place have shifted their Twitter 

profiles from the personal to the professional, and even to organisationally branded use. On the 

other hand, journalists whose media organisations have no social media strategy prefer 

managing their Twitter activity on their own, without organisational interference.  

Different attitudes were also observed in relation to the generation to which a journalist 

belongs. The younger journalists were more likely to see social media as an integral part of 

their media work, while the more experienced ones tended to distinguish between the two. 

While they see many advantages in using social media for work, they tend to highlight that the 

social media are not media. This might imply that a difference remains between the process 

and the product. The processes of newsgathering and distribution are now moving on to the 

social media, but the original journalistic content remains within the professional conventions 

and forms of media, in their view. In both of these approaches, the social media are inevitably 

an extension of the media.  

 

7.4. Deviating from objectivity: It is Twitter, and journalism culture  

 

It has been argued for some time that practices suggest a shift in the paradigm of journalism 

from the objective and detached to the interpretative and the more actively involved. Relevant 

and recent studies on differences in journalism cultures point out that, in countries with some 

level of democratic deficit, or in relatively new democracies, such as Croatia, journalists are 

more likely to reflect on the concept of journalistic interventionism, or to have the view that 

the media should assist society in a more active way. In addition to this, the social media, like 

Twitter, encourage commentary as a common mode of expression. ‘What I think’ is linked to 

an authentic expression of oneself, and of the participatory nature of social media in which all 

of the users are enabled to give their opinions on topics and matters. As one journalist put it: 

“Twitter is an opinion place.” However, not all of the interviewed journalists expressed the 

same understanding of journalism and of journalism on Twitter. While the majority did see 

Twitter as a platform for freer expression, humour and critical reflection, journalists working 
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for media organisations that have strategies for social media were, in general, more hesitant to 

comment and more in favour of the informative role of a journalist. 

What has also been observed through the interviews is that some journalists distinguish 

between tweets containing opinions and the comments given in answers or reactions to others’ 

postings. The latter are seen as being less problematic, or not even a commentary. This case 

again confirms the usefulness of the mixed method approach, as the findings from interviews 

complement the insights from the content analysis and lead to more accurate and complete 

conclusions. Considering that journalism culture in Croatia tends to be more interventionist 

(Perusko et al. 2016), with even normative roles promoting the more involved roles of 

journalists, it was expected that the extent of the commentary would be greater than in similar 

studies conducted in the Western context. The content analysis result, showing a smaller share 

of tweets that contained an element of opinion in the Croatian case, if compared to those of 

American journalists in the study by Lasorsa et al. (2012), therefore came as a surprise. 

However, interviews demonstrated that journalists in Croatia might offer opinions more freely 

in conversations than in original tweets, and conversations counted as the most frequent type 

of tweets, followed by tweets offering comments and opinions. Furthermore, tweets assessed 

as primarily conveying opinion appeared twice as often as tweets which primarily conveyed 

information, but which also contained an element of opinion. The combination of content 

analysis and interview again proved useful in validating and complementing the findings that 

were gained through the application of each of the two methods. 

 

7.5. Reinforcing the boundaries of journalistic work and networks 

 

In line with Jenkins (2006), who argued that media producers and consumers no longer 

occupy separate roles but interact with each other in the new environment, many have seen the 

promises of the social media in opening journalism to the audience. While several studies have 

observed a shift in the gatekeeping practices and the increased incorporation of user-generated 

content, and while the social media have enabled ordinary people to have their voice heard, 

journalists still maintain control over the news processes. In the context of the social media, 

they continue to have more popularity and a wider reach than the vast majority of other users 

(Lee et al. 2010, Dubois and Gaffney 2014).  

Content analysis and interviews with journalists resulted in corresponding and 
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complementary findings which indicate that Twitter is the social media platform for journalists, 

but it does not make journalism more social or more open to audience participation. A reason 

for this should also be seen in the very nature of Twitter, which does not have a broad 

popularity, but is rather used by segmented users with more interest in news and current affairs, 

or in other specific areas. This means that Twitter is more likely to be used by journalists, 

politicians, and PR specialists, than by someone who was less involved and less interested in 

political and news processes. As a result, networks formed by journalists in the online Twitter 

sphere reflect the networks that have long existed in the journalistic offline sphere. The findings 

deriving from both parts of the analysis showed the following patterns: journalists on Twitter 

follow each other and communicate with each other. When they retweet, and they did this often, 

they retweet mostly other journalists or media organisations. This suggests that journalists use 

Twitter as an extended newsroom in which they engage and exchange primarily with 

colleagues beyond the borders and, in some cases, the standards of media organisations. The 

findings of both the content analysis and the interviews have pointed out that Twitter use by 

journalists in Croatia significantly reinforces professional boundaries to the audience, and 

journalists continue to only with groups that are traditionally involved in the news processes. 

 

7.6. Journalists are marketers too 

 

In principle, Twitter is a public platform that is composed of individual profiles. With a 

mere existence on Twitter one is thus creating a public image. Journalists in the sample enjoy 

a certain level of popularity on Twitter as, on average, they have three times more followers 

than the number of accounts that they follow. Established journalists transfer the reputation 

that they have built in the traditional media environment to the social media sphere, where it 

can be strengthened or challenged based on how they self-present and act, and how publics 

receive it. For younger, and less established, journalists, Twitter use can be an opportunity to 

build a brand.  

The content analysis showed that around 12 percent of tweets in the sample were promoting 

journalists’ own work, or it was a promotion of the media organisation (s)he works for. 

Furthermore, more than half of tweets which contained a hyperlink led to a journalist's media 

outlet. However, it was not always easy to decide if a tweet was aiming to self-promote, or just 

to convey information. The line between news distribution and self-promotion is a delicate one, 

and is very difficult to firmly establish it. To some extent, they go hand in hand. Even though 
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the branding practices of journalists became a popular research topic in the context of the social 

media, self-promotion was somehow embedded in journalistic work even before the social 

media emerged. The popularity of individual journalists is intertwined with the popularity of 

their media outlet, and popularity is related to the reach that the outlet has. Journalists want 

their stories to resonate widely. If the story is picked up by other journalists and media outlets, 

it is an acknowledgment of its public value, and is a kind of recognition of the journalist who 

first published it. In relation to political journalists, their popularity can also be linked to their 

credibility, but it might also be that it is their personality, or their activism, that contributes to 

their popularity, rather than the core of their work.  

What emerged from the interviews, which was not visible through the content analysis, is 

that journalists see a great difference between the dictated and the natural (self)promotion. If 

a social media strategy is being explicitly imposed on them by the management or the 

marketing department, they see it as problematic and threatening to editorial autonomy. On the 

other hand, when there is no imposed social media strategy, or there is no social media strategy 

at all, journalists understand it as being a part of their remit to share their work widely and to 

promote the organisation for which they work. While this journalistic practice was not born 

with the social media, it has reached a new scale. The popularity of the various social media 

easily surpasses the popularity of individual media outlets, and individual journalists are using 

social media as an additional platform on their own. Even if journalists identify with their 

media organisation on Twitter, they still use the social platforms as individuals, therefore 

attracting the first attention to themselves and their work, and then to their organisations. 

Journalists use Twitter for self-promotion because they can (Molyneux, 2015). They use the 

technological affordances and social aspects of social media to conduct their work, but also to 

attract attention to what they do. As Tandoc and Vos (2016) said, the social media environment 

has turned journalists into marketers. I would say that, to some extent, there has always been 

some marketing in journalistic work, it is now only enabled on a larger scale, and to each 

individual journalist.  
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8. Conclusions 

 

The main objective of this dissertation has been to observe how the practice of journalism 

might be changing with the use of Twitter. This has been accomplished by examining the ways 

in which journalists in Croatia use this microblogging platform and the understanding that they 

have of their Twitter use. The analytical approach that is applied in this research project was 

derived from conceptualizing journalism as ideology (Deuze, 2005), or understanding what 

journalism in a given context is through the meanings that journalists give to their work. 

Journalists’ self-notion is associated with certain norms, values, roles, and routines, which have 

been established and widely accepted within the organizational setting (Zelizer, 2009). Due to 

rapid technological progress and the rise of the social media platforms, journalism is 

increasingly shifting outside of the setting of media organisations into the realm where the 

traditional norms, values and practices are being challenged. However, even before the advent 

and rise of the social media, journalistic norms, values, and practices were not always 

universally agreed, but were rather understood, framed, and shared within a specific 

(journalism) culture. Most of the studies dealing with the social media and the changing 

practice of journalism focus on the Western context. It was, therefore, the aim of this research 

project to shed some light on the extent to which social media, more specifically Twitter use, 

challenge the established norms and practices of journalists in Croatia, a relatively new 

democracy. 

In an attempt to provide a comprehensive assessment, this dissertation applied a four 

dimensional approach to studying the roles of journalists, as proposed by Hanitzsch (2018): the 

normative level, or what journalists ought to do; the cognitive level, or what they want to do; 

the practiced level, or what they really do; and the narrated level, or what they think they do. 

The normative principles of journalism in a certain context are usually expressed through the 

codes of conduct. In order to understand the normative roles promoted in Croatia, the Code of 

the Croatian Journalists' Association was therefore examined. The cognitive level, which also 

reflects journalism culture, was drawn from the findings of the investigation conducted by 

Perusko, Cuvalo and Vozab (2016) as a part of the Worlds of Journalism Study project, and 

from the interviews with journalists that were conducted in this research project. It was 

important to understand the specific culture of journalism in Croatia in order to be able to assess 

the extent to which established and desirable norms and practices are being challenged, 

changed or amplified in the social media context. This dissertation entails two empirical 
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chapters: the first, based on content analysis, provides insights into what Croatian journalists 

do on Twitter, and the second one, based on interviews with journalists, exposes what they 

think they do, and what meaning they give to their Twitter use. 

 

8.1. Professional identity: From what is desirable to what is feasible 

 

Any attempt to understand the concept and definition of a journalist should take into 

consideration the formation of professional identity. Conceptualizing journalism as an 

occupational ideology overrides the discussion on whether journalism should be considered as 

a profession, or not. It redirects the focus on the practices and values that journalists form and 

share, and even negotiate if the environment asks for it. This thesis has applied the approach 

that suggests that the identity of journalists stems from the meanings they give to their work 

(Deuze, 2005). Since journalism cannot be classified as a profession in the same way as 

medicine and law are, practitioners and scholars tend to turn to practice to justify its role in 

society, and even to set boundaries against other similar fields, in particular, to citizen 

journalism. In the participatory environment that is enabled by affordable and easy to use 

technologies, including social media platforms, various actors have gained the opportunity to 

create and disseminate content of potentially global interest. This has impacted upon journalism 

by enabling the broader participation of various actors in the public information exchange, and 

thus challenging its status, autonomy, and legitimacy in society. Seth Lewis (2012) 

operationalized it as a tension between professional control and open participation in the news 

process. Since the digital technologies and new platforms have practically obliterated entry 

barriers to the field of journalism (Chadha, 2016), it is important to understand if and how 

journalists recreate boundaries that are used to explain and justify their role, or that are are 

becoming more open towards sharing the stage with other voices in the news processes.  

To understand if and how the identity of journalists has been negotiated in the participatory 

social media environment, one should also keep in mind that the meaning journalists give to 

their work varies across countries and among individuals. The theoretical foundation of this 

thesis therefore also aimed to demonstrate that, following universal professional standards, 

different journalism cultures nourish different views on professional roles and values. 

Furthermore, contrasting views may also occur within the same newsroom or media 

organization, based on experience and status one has and/or wishes to keep. Robinson (2010: 

126) described this as an “identity complex” for the news profession, in which “traditionalists” 
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want to maintain the current hierarchical relationship between journalists and audiences, while 

“convergers” advocate for more openness and collaboration. The variations are also observed 

on the level of journalism culture. With media as an integral part of the society in which they 

operate, different socio-political, cultural and economic conditions in different countries are 

also reflected in journalism culture.  

The results of the ‘Worlds of Journalism Study’ provided evidence on how journalists in 

different cultures perceive certain professional norms and values differently. Since this thesis 

aimed to assess the extent of the transformation of the routines and practices of Croatian 

journalists in the Twitter environment, it was deemed important to understand the specific 

culture of journalism in the country first. As is shown in the report by Perusko, Cuvalo & Vozab 

(2016), journalists in Croatia tend to rank the importance of advocating for social change very 

closely to being neutral and distanced from the story on which they report. This is different 

from what has been observed in the Western context, in which importance is primarily given 

to the principle of detachment (Hanitzsch et al., 2011). The same study also found that, in the 

domain of professional ethics, non-Western journalists are more likely to approve contextual 

ethical decision-making and Machiavelli’s “the ends justify the means” approach. Croatian 

journalists expressed more flexibility in applying controversial reporting methods and justify 

deviations from the ethical principles if they consider these to be for the greater good or in the 

public interest (Perusko et al., 2016). It is, therefore, important to take into account context-

specific values and practices in order to be able to assess the extent to which social media 

related practices differ from established norms, as well as from journalists’ use of social media 

in other cultures, if at all. 

Hanitzsch’s (2018) discursive understanding of journalists’ roles and their division between 

the levels of normative and cognitive orientation and the practiced and narrated role 

performance, served as a basis for the analytical framework employed in the empirical part of 

the thesis. Distinguishing between what a given society expects from journalists, what they 

expect from themselves, what they do, and how they explain if there are discrepancies between 

their practice and desirable standards, proved to be useful in understanding the different layers 

of meaning and identity formation. In particular, it proved useful in investigating the extent to 

which journalists understand and motivate their practice on social media as different to the 

work they do within their media organisations, and so they do not feel required to such an 

extent to be in line with the normative and cognitive principles that have been formulated in 

relation to legacy media journalism. 
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8.2. It’s the social media, stupid! 

 

The theoretical discussion and literature review explored and discussed a broader context, 

in which the growth of the influence of the social media and of participatory culture, in general, 

are affecting the media and journalism. The discussion showed that it is no longer only 

established media organizations that control the mass flow of news and information. 

Technological development, wide access to the internet and the rise of participatory platforms 

have enabled citizens to engage more fully in local, national, or global news exchange. Whether 

they contribute the traditional media reporting with original, from the ground material, or 

themselves act as citizen-journalists or bloggers, they are no longer only consumers, but are, 

rather, produsers, as Bruns (2008) named them. News consumption habits are changing as well, 

with an increasing number of people using gateways to news instead of going directly to the 

news media (Newman et al., 2016). Instead of searching for news on numerous online news 

media, people go to the social media for their daily news diet. They do so for convenience, as 

social media platforms entail many different functions and allow people carry them all out in 

the same place: to catch up with friends and to be exposed to the news. Based on the users’ 

personal data, their past activity and networks, the automated recommendation systems of 

social media create a special offering of content for the individual users. In this way, they are 

being more efficient in content delivery and in content targeting and marketing, than the 

traditional media organisations, whose reach is limited, and whose audiences are fragmented. 

By controlling the online advertising market and shaping news delivery, the social media cause 

the legacy media to be subordinate and dependent. 

Increasing citizens’ engagement in reporting and information dissemination challenges 

long standing, and also one of the fundamental roles of journalists – gatekeeping. One of the 

main features of the social media is their immediacy of communication and of information 

diffusion. Another is the anonymity of sources, who are sometimes hidden behind fake profiles 

and, in particular, during an emergency events may use  unstructured information exchange to 

disseminate hoaxes and manipulations. This poses a new challenge for journalists in ensuring 

both immediacy and verification in an accelerated news cycle. Communication with sources, 

politicians and other decision makers to gather and verify information has always been part of 

the journalistic routine. Social media just make these patterns of communication and exchange 

public, visible to all, and they blur the lines between professional and private activity. This 
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mayt increase the transparency of journalistic work, on one hand, but it profoundly challenges 

a longstanding norm of objectivity, on the other. A broad debate on how journalists should 

manage their social media profiles – as professional, as private or as a hybrid – has been 

presented. The literature review suggests that no clear solution to this dilemma has yet been 

proposed, so journalists often use different social media platforms for different purposes, or 

they use one for multiple purposes. While managing their social media presence, more or less 

consciously, they also manage their social media reputation, and, to a certain extent, they 

influence the image of their media organization. Twitter holds great relevance for news, and, 

as such, it provides journalists with more influence than most other users. From the agenda 

setting perspective, it was therefore relevant to explore which topics journalists in Croatia talk 

about most, and who they allow to reach their audiences by using the retweet option. 

 

8.3. From resistance to embracing the change 

 

The literature review gave an overview of what norms and routinization mean for 

journalism and how stable these are in the rapidly changing contemporary news environment. 

Routinization seems to be the part of operational logic of organisational journalism, and of 

journalism in general. Norms and routines are adopted and transmitted through the newsroom 

socialization, education and training. While they have remained stable for most of journalism’s 

history, the digitalization, the growing role of online platforms, and the changing habits of the 

audiences, also require that journalists, change. After the first wave of studies indicating 

resistance to change there seem to be more experimentation and adaptability of journalists to 

the interactivity and informality of the new communication means and environments. The 

scholarship suggests that it is usually younger journalists and journalists from native digital 

media or online newsrooms who appear to be more flexible and open to change (Hedman, 

2015; Djerf-Pierre et al., 2016). While established journalists who were largely born and 

professionally socialised in the era before the world wide web and social media platforms, tend 

to be more conservative, digital natives shape the new norms and routines in the media market 

(Agarwal & Barthel, 2015). The changes are occurring at the individual level of practice, at the 

organisational level of new businesses, and at the institutional level of journalism, where an 

occupational ideology is upheld (Bossio & Sacco, 2017).  

 



140 
 

8.4. The case of Croatia: Reverse generation differences 

 

The central aim of this thesis was to investigate to what extent the practice of Croatian 

journalists on Twitter departs from the normative professional principles and routines, such as 

objectivity, gatekeeping, verification, and the separation between journalistic work and 

commercial practices; and how journalists themselves explain their Twitter use. The empirical 

analysis was, therefore, conducted at the level of the practised and narrated roles of journalists, 

and the mixed methods approach, as a combination of quantitative content analysis and 

qualitative interviews, proved to be very useful in providing more complete findings. 

Journalists in Croatia use Twitter primarily for work purposes. This was clear both from 

the content analysis and the interviews. All of them use only one Twitter account, which makes 

their microblogging more authentic, but contributes to the challenge of negotiation between 

personal and professional use of Twitter. The analysis has revealed that journalists whose 

media organisations have a social media strategy use Twitter in their professional capacity, 

while journalists whose media organisations have no strategy for Twitter tend to use it more in 

their personal capacity. This difference is also reflected in the fact that the first group generally 

sees Twitter as a part of their media work, while the second group distinguishes between what 

they do for their media organisation and what they do on social media. The latter are therefore 

more open to sharing their opinions on Twitter and, to a large extent, they negatively perceive 

attempts at organisational interference with journalists; Twitter profiles.  

An interesting finding is that younger journalists, at least those in the sample, were shown 

to be more conservative in their use of Twitter than their more experienced colleagues. The 

majority of younger journalists did not see it as appropriate to provide too much commentary 

on Twitter, and they were inclined to see this microblogging platform as an integral part of 

their media work. Considering the characteristics of both the social media and journalism 

culture in Croatia, with the first encouraging the expression of opinion, and the second 

containing elements of interventionism, it came as a surprise that younger journalists tend to 

re-establish the norm of objectivity in the Twitter sphere. Not all young journalists responded 

in this way, but some did, and this is different to the trends observed in other studies, where 

even in contexts in which objectivity was idealised, such as in the USA, this is now being fully 

rejected, and even mocked (Agarwal & Barthel, 2013). Nevertheless, commentary is one of the 

key features of Croatian journalists’ Twitter activity. Bearing in mind that Croatian journalism 

has never fully nurtured detachment as a norm of objectivity, but has always contained a note 
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of interventionism, this should not be perceived as a significant deviation but, rather, as an 

amplification of the interventionist component in the social media environment.  

Many studies on participatory platforms and journalists’ practice have been preoccupied with 

the gatekeeping role of journalists (starting from: Singer, 2005, 2007; Lasorsa, 2012; Lasorsa 

et al., 2012). Early studies showed that journalists are “normalizing” the new platforms to fit 

traditional routines, and they have remained “steadfastly at the gate” (Singer, 2005; Domingo 

et al., 2008; Hermida, 2010). Later research, on the other hand, pointed towards a new 

professional approach in which audience orientation gains importance (Hedman, 2015), and 

journalists are taking steps towards “sharing their stage” with the audience (Lasorsa et al. 

2012). However, a significant difference in the power relations and reach that journalists have, 

if compared to others, remains, even in the context of the social media (Lee et al., 2010; Dubois 

& Gaffney, 2014; Xu and Feng, 2014). This study has revealed that Croatian journalists very 

often use Twitter’s retweet function, which may be seen as an indication of journalists “opening 

the gates” to their audiences to hear the voice of others. However, in around 70 percent of 

cases, journalists retweet other journalists or media outlets. Taking further into account that 

they extremely rarely use Twitter to seek information from other users (less than one percent 

of the analysed tweets), none of them called for contributions, and only two have included 

email contact addresses in their Twitter biography, it can be concluded that, even in their 

Twitter use, Croatian journalists maintain their gatekeeping function. 

 To Croatian journalists, Twitter is not used for verification. Even when they need to 

validate information obtained via Twitter, journalists tend to revert to traditional methods of 

journalistic verification. On the other hand, they use Twitter to position themselves 

professionally. While scholarship regards this practice as branding, the interviewed Croatian 

journalists prefer to explain it as being a part of their remit to promote their work and the media 

organisation for which they work. Journalists enjoy a level of popularity on Twitter by having 

three times more followers (on average) than the number of accounts they themselves follow. 

In general, it emerged from the interviews that journalists may be more willing to support media 

business by promoting their organisation on Twitter, as long as the requirement to support 

organisational branding is not imposed upon them. 

At the beginning of this research project, I assumed that, by using Twitter in their daily 

routine, Croatian journalists would deviate from the traditional norms and journalistic routines. 

The results of the study have confirmed that through their Twitter use, journalists reveal more 



142 
 

about who they are, what their views are, and with whom they interact most. It would not be 

fully correct, or complete, to claim that journalists in Croatia deviate from the norms of 

neutrality and detachment in their Twitter use. The Twitter sphere, here, may not be much 

different from the general journalism sphere in the country. As journalism culture in Croatia is 

riddled with an interventionist approach, the extent to which the norms of neutrality and 

detachment were ever even consolidated in Croatian journalism culture and perceived as 

desirable, is questionable. Similarly, it would not be fully accurate to claim that, by using 

Twitter, Croatian journalists develop a new routine of (self)promotion. Journalists are using 

Twitter to position themselves professionally, and even to self-promote, or to promote the 

media house for which they work. However, as emerged from the interviews, this is not fully 

new. It just may take a different form and take on a larger scale in the social media context. 

Several of the interviewed journalists saw practices that they regarded as branding on Twitter 

as a part of their remit to promote the organisation for which they work, and to increase the 

reach of their own work. Some have, however, fully embraced Twitter’s potential for 

(self)promotion. On the other hand, examined Croatian journalists who use Twitter do not seem 

to allow for more audience participation in the news process. One journalist even said that she 

never enters into conversation with people she does not know.  

Social media are not media. They are designed to encourage connections, the sharing 

of opinion/information, and the promotion of the self. They are not bound by the same rules, 

principles and organisational structures as media organisations. The findings of this research 

suggest that journalists in Croatia continue to recognise the traditional boundaries of their work 

in the social media realm, but they are adopting the cultures of self-expression and self-

promotion in a way that sometimes deviates from organisational and institutional principles. 

The findings also point to there being a significant difference in Twitter use between journalists 

whose media organisations have no social media strategy, and those that have social media 

guidelines, even if these are vague and only orally transmitted. Journalists whose media 

organisations have social media strategies are more likely to behave on Twitter in line with 

organisational principles, than are those in the other group.  

The results of the content analysis and from the interviews overwhelmingly showed 

that Croatian journalists who use Twitter use it mostly for work purposes. They identify 

themselves through what they do, and, very often, in relation to who their employer is, but they 

still seek to distinguish their Twitter use from their media work. Croatian journalists use Twitter 

as a virtual platform from which to connect and exchange with colleagues: to follow what other 
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journalists do, to promote their own work, and to comment on news and other relevant events. 

Hence, their Twitter use is characterised by commentary and (self)promotion, but not by 

opening the gates of the news processes to the audience. Here, one needs to keep in mind that 

Twitter is primarily an interest-oriented platform, and its audience is usually composed of 

individuals with a greater interest in (political)news. However, even with this segmented 

audience, the studied Croatian journalists largely keep the process closed to journalistic circles, 

seeing other journalists as their primary audience on Twitter. This leads to the conclusion that 

Twitter is a social medium for journalists that can support the news process and make it more 

transparent to interested observers, but that does not make it more open to participation, at least 

not at this stage.  

This dissertation offers a detailed understanding of how journalists in Croatia use 

Twitter and what they think of it. It provides insights into how social media, as used by 

journalists, may be transforming the ways of thinking about the scope of application of the 

normative and cognitive roles of journalists. If a journalist adheres to these principles in her/his 

media work, should s(he) be free to express opinions outside the occupational genres and 

conventions on social media? As the results of the study have shown, the answers to this 

question have varied significantly in relation to whether the journalists; media organisations 

have had social media strategies, or not. This raises another question and a suggestion for future 

studies to explore how far media organisations may go in guiding or controlling their 

journalists’ activity in the social media realm, and are social media becoming an integral part 

of media processes? Some of the changes in journalistic practice observed in this study might 

not be unique for Twitter but may also suggest broader impact of social media on journalism. 

However, it can be assumed that specific features of social media Twitter have contributed to 

some results, and the exploration of other platforms may have yielded different results in some 

segments. 

In addition to the empirical insights gained through this dissertation, it provides also a 

useful methodological contribution. It is a rare example of studying journalism practice in the 

social media using mixed methods. Combining quantitative and qualitative methods to identify 

patterns of journalists’ self-representation and activity on Twitter, and their understanding of 

it, has provided a more comprehensive understanding of the research problem than either of 

them alone would have allowed. 
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Annexe I: CODEBOOK 

 

1)      To examine journalists’ profile information18 

Based on elements of Twitter biographical elements. 

1. Header photo: (A) news organisation branded; (B) media/journalism related; (C) 

personal life related; (D) conveying message/opinion; (E) other; (F) no photo 

2. Profile photo/avatar image: (A) non-professional profile; (B) professional profile 

photo; (C) news organisation logo present; (D) work action; (E) selfie; (F) others present; 

(G) avatar; (H) full body photo; 

3.  Username: (A) full name; (B) news organisation identifiable; (C) nickname, but full 

name identifiable; (D) nickname, not identifiable; (E) other 

4.   160-character biography/profile description: 

a.   DESCRIPTION-EXISTENCE: (A) yes; (B) no19 

b.   DESCRIPTION-IDENTIFICATION: (A) identified as a journalist; (B) 

identified journalist’s employer; (C) referencing employer  

c.    DESCRIPTION-PARTICIPATION: (A) provides an email address; (B) 

invitation for contributions/story ideas; (C) no email/contact provided 

d. DESCRIPTION-PERSONALITY: (A) information about 

hobbies/passions; (B) about family life; (C) no personal information 

provided 

e.   DESCRIPTION-DISCLAIMER: (A) provided (e.g. views presented are 

my own; retweets don’t equal endorsements); (B) no disclaimer 

5.   Website: (A) linking news organisation website; (B) linking personal website/blog; (C) 

linking personal social media profile; (D) linking other; (E) no link provided 

6.      Location: (A) provided; (B) provided but could be false; (C) not provided 

7.      Birthday: (A) provided; (B) not provided 

8.      Verified account: (A) yes; (B) no 

9.      Date of joining Twitter: automatic 

  

2)   To examine journalists' networks and interactions 

1.  Following: (A) journalists; (B) news organisation; (C) politician; (D) political 

 
18 Coding of this part was inspired by: Folker Hanusch & Axel Bruns (2017) Journalistic Branding on Twitter. 

Digital Journalism, 5 (1): 26-43, DOI: 10.1080/21670811.2016.1152161 
19 NOTE: if 4.a. is NO, 4.b., 4.c., 4.d., and 4.e. are not coded 
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organisation; (E) non-governmental organisation (NGO); (F) other organisation; (G) other 

2.  Conversations (incl. mentions) with: (A) journalists; (B) politicians; (C) PR specialists; 

(D) difficult to identify; (E) other 

  

3)      To examine the content of journalists’ tweets20 

Topics of posts: 

(A)    politics and current affairs; (A1) national politics; (A2) government; (A3) EU politics; 

(A4) international politics 

(B) technology and science; 

(C) economy and business; 

(D) entertainment and celebrities; 

(E) sports; 

(F) nature and the environment (including weather); 

(G) social welfare (including health care and education); 

(H) journalism/media 

(I) tweets that deal only with the journalist’s personal life; 

(J) tweets that deal with some other unspecified topic; 

(K) migration/refugees; 

(L) judiciary, crime; 

Types of posts: 

(A)  convey information, 

(B)  seek information; (B1) Question for followers; (B2) First-hand accounts from 

followers; (B3) question for authorities, political parties and politicians; (B4) verifying 

information; 

(C)  convey opinion: Tweets which were judged as primarily conveying opinion were 

labeled as cases of major opining (C1). In addition, tweets which did not primarily opine 

but instead primarily conveyed information were coded for whether they nonetheless 

contained an element of opinion. Such tweets were labeled as minor opining (C2) 

 
20 Coding of this part was inspired by: Lasorsa, Dominic L., Seth C. Lewis, and Avery E. Holton 

(2012) Normalizing Twitter: Journalism Practice in an Emerging Communication Space. Journalism 

Studies, 13 (1): 19–36.; and was additionally informed by: Brautović, Mato, Milanovic-Litre, Iva and 

John, Romana (2013) Journalism and Twitter: Between Journalistic Norms and New Routines. 

Medianali, 13(7): 19-36. 
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(D) Self-promotion: (D1) promotion of journalist's programme/product; (D2) promotion of 

journalist's news organisation 

(E)  Conversation: with well-known politicians (E1), with PR specialists (E2), with other 

journalists/media organisations (E3) 

(F)  Breaking news; (F1) news from own voice, (F2) link to own media, (F3) news with 

links to other professional media, (F4) breaking news with links to non-professional media; 

(F5) breaking news with links to directly involved individuals/organisations. 

NOTE: Conversation contains @nickname and not RT 

Retweeting: 

Each tweet was coded for whether or not it was a “retweet” a special type of tweet consisting 

of the verbatim post of another tweeter’s message, plus the identification of the original source. 

(A)    RT mark plus source  (@nickname); (A1) RT without comment; (A2) RT negative 

comment, (A3) RT positive comment; (A4) RT with additional information provided; (A5) 

RT with question 

(B)    not RT 

(C)  RT of other journalists; (C1) RT of journalist’s news organisation; (C2) RT of other 

news organisation; (C3) RT of politicians, political organisation; (C4) RT of other 

 The transparency of the news production process: 

(A) Job talking. Information that is primarily about the journalist’s job might well figure 

directly into the journalist’s transparency. Excluded here are tweets that primarily self-

promote, that is, those tweets which mainly publicise a story the journalist produced or 

another story from the journalist’s news organization. 

(B) Linking. Each tweet was coded for whether or not it contained a hyperlink to another 

website. If so, the link was coded for the type of external website to which the tweet linked: 

(B1) the journalist’s own news organization; (B2) another news medium; (B3) an outside 

blog, or (B4) another link; 

(C) Personalizing tweets. The topic of some tweets is only the journalist’s personal life. 

Such personalizing tweets may also play a part in providing transparency.21 

(D) Lifecasting. Another popular use of Twitter is so-called lifecasting, conveying 

mundane information about one’s everyday life . Therefore, tweets were coded for those 

which primarily convey information about the journalist’s everyday life, but not about their 

job (which were coded as ‘‘job talking’’). 

(E) Newscasing 

 

 
21 Related also to self-promotion/self-branding 
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Hashtags 

(A)    Promotion of the author, her show or news outlet (#RTLdanas/#sprajc) 

(B) “Temporary” hashtags issued by journalists/reporters/anchors to gauge topical 

responses from viewers during broadcasts 

(C)    Public event 

(D)   Other 

(E)    No hashtag 

(F)    Political 

Hashtags 2 

When creating a hashtag, one needs to find the right balance between brevity and specificity. 

(A)    Too general (e.g. #journalism) 

(B)    Just right (e.g. #BBCinfo) 

 Multimedia 

(A)    photo 

(B)    video (incl. gif) 

(C)    no multimedia  
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Annex II: AN EXAMPLE OF EMAIL REQUEST SENT TO THE INTERVIEWEES   

(in Croatian) 

Naslov: Zamolba za sudjelovanje u doktorskom istraživanju 

 

Poštovani/a ___________, 

 

htjela bih Vas intervjuirati za potrebe svojeg doktorskog istraživanja koje pokušava razumjeti 

u kojoj se mjeri i na koji način novinarske norme i prakse mijenjaju u participativnom 

digitalnom okruženju kao što je Twitter. Cilj istraživanja je, dakle, utvrditi u kojoj mjeri te 

nove prakse i norme odstupaju od tradicionalnih standarda i što to znači za percepciju i 

samopercepciju novinarki/a danas (identitet novinara u odnosu na druge akter koji se 

angažiraju u javnoj razmjeni informacija od - potencijalno - javnog interesa). 

 

Odabrani ste za sudjelovanje u istraživanju jer radite kao novinar/ka i istovremeno ste aktivni/a 

na Twitteru. 

 

Sudjelovanje u istraživanju je dobrovoljno i možete od njega odustati u bilo kojem trenutku. 

Pitanja nisu pre-definirana, ali je intervju polu-strukturiran i vođen određenim tematskim 

područjima kao što su: novinarski standardi; Twitter u novinarstvu; transparentnost; 

participacija; inovacija; verifikacija; publike. 

 

Intervju bi trebao trajati oko sat vremena. Ukoliko ste dostupni i voljni sudjelovati, molila bih 

Vas da predložite termin za intervju koji Vam najbolje odgovara te da odgovorite na nekoliko 

pitanja za potrebe informiranog pristanka: https://goo.gl/forms/iQab847oFGyXUKBx2 

 

Hvala unaprijed! Na raspolaganju sam za dodatna pitanja ili pojašnjenja. 

 

Srdačan pozdrav, 

Iva Nenadić 

  

https://goo.gl/forms/iQab847oFGyXUKBx2
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Annex III: INFORMED CONSENT 

(Note: this is an English translation of a consent form that was submitted in Croatian language 

to the interviewees) 

By submitting this form, you are indicating that you agree to take part in the research conducted 

by Iva Nenadic for the purpose of her doctoral dissertation: Twitter and the changing 

journalists' practices in Croatia. The research aims at better understanding how widespread use 

of social media, in particular of micro-blog platform Twitter, may affect traditional norms and 

practices of journalists in Croatia. Data collected through this interview will be kept secure by 

password protection and data encryption. Data will be kept for a period of at least 3 years, and 

if needed to store them further data will be anonymised. 

If you have any questions, or would like a copy of this consent letter, please contact me at 

iva.nenadic@eui.eu 

Thank you in advance for your participation! 

 

* Required 

 

1. I grant permission for the data generated from this interview to be used in the researcher's 

publications on this topic. * 

Mark only one oval. 

Yes 

No 

 

2. I grant permission for the interview session to be recorded and saved for purpose of 

review by the researcher. * 

Mark only one oval. 

Yes 

No 

 

3. With your permission I would like to use your name and affiliation in my report and 

attribute quotations to you. Do you agree? * 
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Mark only one oval. 

Yes. I agree to use of my name and position/affiliation. 

I agree only to use of my name and professional position bot not to name my employer. 

I agree only to use of my position/affiliation without the use of my name and without 

naming my employer. 

No. I prefer to remain anonymous. 

 

4. Please type your name in the box below to indicate agreement to participate in this 

study. * 

_____________________________________________ 
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Annex IV: INFORMED CONSENT - Responses 

 

(Respondents: 12) 
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