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By analyzing factors that affect the work of photojournalists, this study attempts to 

present a well-rounded view of how photojournalism and U. S. newsrooms are affected 

by the adoption of online video. Through a survey of photographers, the research uses 

the social constructivist theory to examine the process of video adoption within the 

social context of the newsroom.  

This research shows that most news photographers are regularly shooting video, 

but still photo assignments make up the majority of their work duties. This study also 

found that the addition of online video has not drastically affected the organizational 

structure of newsrooms outside of the change in job titles for photographers and 

technological infrastructure required for their new roles. Finally, this research shows that 

most photographers have developed perceptions of their audience‘s characteristics and 

interests, and news organizations typically produce the type of video that they assume 

the audience wants to view. 

 
 

  



 

10 

CHAPTER 1 
INTRODUCTION 

Journalism is a profession marked by change. Practitioners have to be flexible in 

handling the abrupt interruptions of daily routines such as breaking news and shifting 

deadlines, as well as coping with ongoing organizational changes. For journalists, 

accepting change means acknowledging that journalism can never be confined to a 

specific set of practices or skills because it is constantly evolving (Gade, 2004; Gade & 

Perry, 2003). Research has shown that during periods of transition and change in 

journalism, newspaper job ads reflect different hiring standards when it comes to the 

knowledge, skills and ability they expect new employees to possess (Cleary & Cochie, 

forthcoming). The researchers showed that in the past three decades employers are 

particularly interested in finding employers who are able to perform more tasks on their 

own in a focused, driven and efficient manner (Cleary & Cochie, forthcoming). In the 

new media landscape, journalists are often taking cues from an audience which has 

been empowered to be in control of its media choices in terms of timing, format and 

platform. However, increasingly newspapers are focusing less on how to capture 

audiences with a single platform and more on providing content in different ways and 

through multiple forms of distribution (Project for Excellence in Journalism, 2009). This 

organizational trend requires adopting new technologies and skills in the newsroom.  

Technology was historically an essential part of news photography, requiring 

photographers to understand cameras, lenses, lighting and the chemistry and 

equipment used in film processing and printing (Russial, 2000). Ever since digital 

imaging entered newsrooms in the early ‗90s, photojournalists have been expected to 

adjust to new training and hiring criteria (Russial & Wanta, 1998), equipment and 
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software (Fahmy & Smith, 2003; Tirohl, 2000), work practices and archiving (Bossen, 

Davenport & Randle, 2006; Russial, 2000), ethical standards (Newton, 2000; Lowery, 

2003; Winslow, 2009) and now job roles, as some are taking on the broader title of 

digital journalist or visual communicator with the advent of multimedia production 

(Newton, 2000; Russial, 2008).  

Although this research acknowledges the importance of technology in 

photojournalism, using the social constructivist theory this study sheds light on the 

entire new media climate and culture of newsrooms that have led to staff photographers 

becoming more involved with multimedia production. The social constructivist theory is 

a sociological theory of knowledge. The theory emphasizes an individual‘s learning 

process that takes place because of interactions in a group, and it argues that learning 

cannot be separated from its social context (Graduate Student Instructor Teaching and 

Research Center UC Berkley, n.d.; Vygotsky & Cole, 1978). Since this research is 

grounded in social constructivism it rejects the idea that a still photographer‘s transition 

to shooting video for the online version of the newspaper is simply a matter of learning 

to operate new media technology. Therefore this study does not emphasize the video 

software, equipment and technology that have been introduced to news photographers. 

Instead, the research asks, what other factors have shaped how photojournalists 

embraced video work as a part of the profession? The social constructivist theory allows 

the adoption of online video to be examined as a learning process, which is shaped by 

the complex interaction between photojournalists, their work routines, their perceptions 

of the audience and newsroom environments and structures. 
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This study builds on Paulussen and Ugille (2008), who used the social 

constructivist theory to study the adoption of interactivity and user generated content in 

newsrooms. The researchers said that the adoption process comprises three production 

factors: work practices, organizational structures and journalists‘ perception of the 

audience. They created ways to measure the adoption of interactivity in newsrooms by 

examining the cumulative affect the production factors had on the overall acceptance of 

new ways of doing journalism. The present research measures the extent to which a 

sample of U.S. photographers has adopted online video practices and the role of 

production and organizational factors in this process.  

In 2010, ninety-four professional photojournalists participated in an online survey 

that investigated their experience with shooting and editing online video. The questions 

in the survey were formed around the three production factors— work practices, 

perception of the audience and organizational structure— that build the photojournalists‘ 

social environment at work. The survey measured how these factors were related to the 

adoption of online news video. The survey was mainly publicized through the National 

Press Photographers Association (NPPA), which is an organization that attracts the 

membership of professional news photographers because of its dedication to ethics and 

advancing the profession in the twenty-first century. What has been missing in the 

literature about new media in U.S. newsrooms is a broad study of how visual journalism 

is expanding and how this is affecting professional photographers shooting video. By 

using the social constructivist theory this study was able to explore several concerns 

some professional news photographers have about adopting video practices, and it 

gained insight about how they perceive their audience and changes in their work 
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experience. Instead of focusing on the new technology that is being learned, the theory 

puts the photojournalist at the center of the research as an active learner who 

collaborates with others in order to bring meaning to new work experiences (Graduate 

Student Instructor Teaching and Research Center UC Berkley, n.d.; Vygotsky & Cole, 

1978).Studying news photographers in the social context of the work place will help 

identify areas for further research and solidify respect for them as a significant subgroup 

of journalists in the newsroom.  

For the purposes of this study, online video or videography will refer to video which 

is produced by professional journalists for a newspaper web site. Newspaper 

photographers may also be referred to as photojournalists, visual journalists or visual 

communicators throughout this research, because in twenty-first century media their 

work is often referred to as visual journalism (Newton, 2000). Therefore this research 

will also adopt Newton‘s definition of photojournalism, which is reporting visual 

information through various media, and can also be used to describe ―a genre of images 

with a range of subgenres published or broadcast with accompanying words and usually 

as part of a package that may include other visual elements, such as headlines, charts 

or multiple images‖ (p.6). Even though the word photojournalism most often describes 

still photographs in print media, the term is increasingly includes television news, which 

is predominately video but occasionally uses still photos, and Internet news, which is 

known for simultaneously using several different visual media to tell a story (Newton, 

2000). 

Visual communication researchers will benefit from a quantitative study that 

describes the views and experiences of photojournalists working in U.S. newsrooms 
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during a time of great change. This study expands the body of research on 

photojournalists and visual communication. Even though media sociologists have 

developed a significant body of research about the production of news content, 

photojournalism has been largely excluded and ignored in these studies (Bolack, 2001). 

Newsrooms may benefit from the practical nature of this research by comparing their 

organization‘s experiences with online video with what is going on in other newsrooms. 

Finally, the adoption of new practices and platforms may affect not only how news is 

produced but also what content newspapers decide to publish in their online and print 

editions.  

In 2005, video started becoming prevalent on newspaper web sites (Project for 

Excellence in Journalism, 2006). A couple years after news organizations started to 

invest in video practices and technology, newspapers began facing wide-spread layoffs 

and buyouts. Between 2008 and 2009 there were approximately 14,000 reported layoffs 

in all newspaper jobs (Smith, 2011), and between 2007 and 2010 approximately 13,500 

full-time journalists lost their jobs (ASNE, 2011). In addition to taking up the slack left by 

so many job losses, photojournalists also had to learn to use new equipment and to tell 

stories in new ways. In light of the social constructivist theory, this study examines that 

experience and its impact on the work of photojournalists. 
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CHAPTER 2 
LITERATURE REVIEW 

 This research will use Shoemaker and Reese‘s (1996) theoretical hierarchy of 

the levels of influence on news content to organize and guide the discussion of news 

photographers and online video. Visually the model uses a group of five concentric 

circles to represent the different influences that affect the daily news content which is at 

the center of the model (Lawrence, 2006; Shoemaker and Reese, 1996). 

Throughout the years the levels of influence have remained similar in conception if 

not name, as several authors have offered their revisions to Shoemaker and Reese‘s 

original model in attempts to more accurately describe how the interaction between the 

levels of influence affect content (Keith, 2010). This research will cover how these levels 

of influence, which will include journalists‘ mindset, journalists‘ routines, newsroom and 

organizational routines, and social or extra-media affect news content (Pang, 2010; 

Shoemaker and Reese, 1996). According to Keith (2010), Shoemaker and Reese‘s 

model of influences on media content should be reconceptualized to acknowledge the 

persistent lack of established routines in professional multimedia journalism and to 

better account for the production power of individual new media producers. Several 

other authors have argued that Shoemaker and Reese‘s theory is too simplistic to 

account for the dynamic influences on journalism (Lawrence, 2006). 

Throughout the years Shoemaker and Reese‘s model has been used to study print 

and broadcast content and production (Keith, 2010) as well as to explore the idea that 

some levels of influence are generally more powerful than others at shaping media 

content. This research will not argue that any one level of influence has had more direct 

or immediate effects on online video content nor will it examine relationships among the 
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levels of influence. Instead this research will hold up Shoemaker and Reese‘s model as 

a road map leading to a better understanding of how professional news photographers 

have experienced online video. For example, this research will not discuss the fifth level 

of influence, which is media ideology, but instead it will explore what we know now 

about the new media landscape and online journalism, specifically online video. Like 

Shoemaker and Reese‘s model, this paper places an emphasis on news content but will 

also focus in large part on factors that are related to production. 

Photographers’ Mindset 

 Photographers‘ mentality is important to study because they work closely with the 

content and are involved in the conception, research, framing and production of online 

video. The transition news photographers make to shooting and editing video is more 

than just a change in camera and equipment because it often requires a change in their 

mindset and the way they approach news stories and interviews. 

Factors intrinsic to the journalist and how journalists view their audience are 

thought to have strong influences on news content (Armstrong, 2006; Shoemaker and 

Reese, 1996). As far as the photographer‘s mindset is concerned, this section will point 

to literature about the knowledge and training photojournalists need to feel confident 

and competent in today‘s newspapers, anxiety they may experience because of new 

media, their attitudes toward the audience or users, and the norms that shape how 

news photographers interact with and view themselves compared to other groups of 

journalists in the newsroom. All of these factors shape the mindsets of news 

photographers. 
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Training 

Although newspapers are training reporters to collect still images and video to go 

along with written assignments, photojournalists, because of their background in visual 

communication, are specifically being targeted to become videographers (Gitner, 

2009a; Russial, 2008). For photojournalists to be confident and make a successful 

transition to shooting online video, training is a key step. The information age, which is 

also called the ―post-industrial age,‖ refers to a time when complex societies began to 

need more information and knowledgeable workers (Quinn, 2002, p. 5). The demands 

of the information age also call for better-educated journalists and organizations that 

invest in their staffs, and Quinn (2002) recognized that both are important for the 

evolution and survival of newsrooms. Quinn also argued that some of the key roles in 

the information age will require journalists to take information and make it more useful to 

the audience and find new ways to preserve knowledge for later adaptation. This will 

take training and skill, and ultimately time and money (Quinn, 2002). According to 

Overman (2008), multimedia training and video skills, which include shooting and 

editing, are important in photojournalism. The author argues that today‘s newspapers 

need skilled and experienced television videographers to shoot for their web sites and 

believes that skilled and knowledgeable leadership establishes standards for the 

workers (Overman, 2008). 

 For most newspaper photographers the transition to online video required more 

than just a change in the type of camera they used.  In most cases learning to shoot 

and edit video for news web sites required photojournalists to undergo training in 

videography, which could be formal training sessions sponsored by their news 

organizations or training they sought personally and paid for out of pocket. Training may 
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have also taken the form of trial and error experimentation with capturing and producing 

video or learning from other journalists who already have video experience. 

 In one study of public and commercial television companies in Spain and Britain, 

researchers found that training was regarded as essential in all the newsrooms studied 

(Aviles, Bienvenido, Sanders & Harrison, 2004). After several years of digitization of 

newsroom operations, several news directors reported that the biggest challenge they 

faced in training journalists to adapt to new technologies was convincing them that it 

would make their lives easier (Aviles et al., 2004). According to the researchers, training 

often meant that journalists spent their own time learning new skills in mostly technically 

oriented areas without financial compensation. The upside was that these training 

programs decreased the amount of time journalists spent on technical matters, which 

allowed them to pay more attention to news content (Aviles et al., 2004). 

Training is not just about acquiring a new skill set, but training also affects the 

mindsets of workers. Several studies have shown how training relates to self-efficacy 

and performance in employees. Aviles et al. (2004) found that training was important for 

the confidence of the journalists, and one news editor reported, ―Much of the success of 

our news programmes depends on journalists working rapidly and accurately, and with 

total confidence in their own abilities and in the equipment‖ (p. 96). 

Business literature consistently shows the influence training has on the mindsets 

of workers. One study used original survey and archival data from factory and office 

employees at a factory to study how differences in skill and attitudes about work related 

to their job performance (Nollen & Gaertner, 1991). The research showed that factory 

workers who received on-the-job training and who had longer working experience 
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received higher performance ratings than factory workers who did not.  However, in the 

case of office workers, on-the-job training and work experience did not significantly 

affect performance ratings, but those who had positive attitudes about work received 

higher performance ratings. From these results Nollen and Gaertner (1991) concluded 

that the way skill and attitudes affect job performance will depend on the type of work 

that is being done. 

Schwoerer, May, Hollensbe and Mencl (2005) found that training also affects self-

efficacy and performance expectancy. According to their research, performance 

expectancy refers to the intention to meet and acceptance of performance expectations 

or goals. The authors make a clear distinction between performance expectancy and 

self-efficacy because performance expectancy is defined as a cognitive intention while 

self-efficacy refers to ―the beliefs that an individual has that he or she can successfully 

carry out the actions necessary to accomplish intentions‖ (p.115). Training, which 

increases experience with the relevant tasks and can enhance self-efficacy, is expected 

to result in greater acceptance or intention to undertake the necessary action steps to 

meet performance goals. Therefore performance expectancy is a precursor to 

performance outcomes (Schwoerer et al., 2005). 

Their field study of young salespeople who participated in an intense training 

program was consistent with the authors‘ expectations, as Schwoerer et al. (2005) 

found that training experiences designed to equip participants to cope independently 

with a challenging work situation had a positive influence on work-specific self-efficacy 

beliefs. The researchers also found that training positively influenced workers‘ 
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acceptance of and intention to meet performance goals, which is performance 

expectancy. 

Within the context of the present research, results suggest that video training 

programs sponsored by news organizations could very well enhance the cognitive 

intention photojournalists have to make their best effort and meet the expectations of 

their employers (Schwoerer et al., 2005). Work-specific self-efficacy beliefs focus on the 

specific competency relating to the skills needed for job performance. These beliefs 

influence the specific intentions photojournalists have to engage in the necessary 

means to accomplish goals and succeed in the work assignments related to online 

video. 

Innovation and Fear 

Introducing any innovation to an organization can cause fear and anxiety in 

employees, which may affect mental attitudes and the execution of work. Some 

reporters admit that incorporating entirely new technology is a source of added pressure 

(Aviles et al., 2004). The Internet, which extended the global reach of the media, 

coupled with experiments in convergence journalism, created a frightening environment 

for editors and reporters (Killebrew, 2002). Nguyen (2008) studied the development of 

online news since the ‗90s and concluded that a ―fear-driven defensive innovation 

culture among traditional media‖ was the driving force of most news organization‘s first 

attempts at online publication (p. 91). This culture of fear and defensiveness led to 

perceptions of the Internet as a threat to traditional media instead of as presenting 

opportunities. 

 Nguyen (2008) breaks up the development of online news into two stages. The 

first stage started in the late ‗90s when news organizations felt pressured by the 
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Internet‘s pervasiveness and made desperate moves to put their content online. This 

sudden and massive flow of online content led to the Internet being viewed as a 

communication revolution (Nguyen, 2008). But after establishing an online presence, in 

the second stage many newspapers lacked the time required to become technically, 

professionally and commercially prepared to harness the new media; journalists 

struggled to learn new processes and adopt different values (Nguyen, 2008). Therefore 

in the first decade after establishing an online presence, the reluctance to invest 

resources into the training, research, development and exploration of online news led to 

settling for ―shovelware‖ content instead of tapping into the endless possibilities of 

multimedia presentation (Nguyen, 2008, p. 96). As a result, traditional media outlets 

treated the online edition as an extension of the print edition and never realized the full 

potential of the Internet‘s interactivity. Nguyen‘s study shows how journalists‘ mentality 

affects the adoption and use of new capabilities in newsrooms. 

In a study of public and commercial broadcasters in Britain and Spain, Aviles et al. 

(2004) found that age made a significant difference in the mentality of reporters 

concerning the adoption of a new digital system in their newsrooms. Older reporters had 

a more negative view of the affects the digital system would have on the newsroom. 

When it came to economic issues, the older reporters in both countries were more likely 

to agree that a huge investment in new technology would cause news and staff budget 

cuts. However, Aviles et al. (2004) found that younger reporters‘ mentality caused them 

to view the changes positively, as they felt the digital system would benefit their careers, 

and they were not as concerned about financial downsizing. 
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Several questions can be raised concerning visual communicators who are 

learning to use new cameras, editing software and related concepts during a time of 

layoffs and great change in the news industry. How do fear and anxiety affect the work 

practices of photojournalists and the way they view the adoption of online video? How 

much did fear affect photojournalists adopting online video? Were they afraid they 

would lose their jobs if they did not learn? News workers and industry observers assert 

that present and future journalists will be jobless unless they can tell stories using 

different media forms (Russial, 2008), and many believe newspapers already rely 

heavily on producing cross-platform work; therefore, the future will require journalists to 

be skilled across platforms (Becker, Lowrey & Daniels, 2005). 

Journalists’ Attitudes toward the User 

Another important aspect of journalists‘ mindset is how they perceive their 

audience. This study aims to further the scholarly research in this area as it concerns 

photojournalists. Boczkowski (2004) studied journalists in general and found 

perceptions of the user to be the main production factor influencing the adoption of 

interactivity in online newspapers. Paulussen and Ugille (2008) considered journalists‘ 

perceptions of users in the context of value and quality of the user-generated content. 

The researchers also considered the journalists‘ affiliations with users and found that 

papers with strong commitment to the community paid more attention to reader contacts 

by encouraging readers to submit pictures and personal stories for the human-interest 

sections. When it came to professional journalists‘ perception of participatory 

journalism, there was a growing realization of the importance of user-generated content 

and audience participation, but this was matched by journalists‘ own skepticism 

concerning the new technology and the quality and credibility of user-generated content 
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(Paulussen & Ugille, 2008). These studies showed that journalists‘ mentality greatly 

influenced how they interacted with the public and the extent that newsrooms adopted 

interactive, new-media capabilities. 

The subjective nature of visual journalism may be altering the trust between 

photojournalists and the audience. The audience mistrust may have implications for the 

way photojournalists perceive the audience. According to Newton (2000), in the 

twentieth century photography was used as irrefutable evidence, a view that drew 

support from empiricism, modernism and the scientific method, and at that time the field 

of photojournalism even made a move toward total objectivity. However, 

communications scholars eventually began to express their concerns about the idea of 

―an objective world out there,‖ as they acknowledged the subjective nature of human 

perspective of all things (Newton, 2000, p. ix). Today because digital imaging 

technology is so widespread in society, the audience is aware of how easily visual 

reportage can be manipulated since the audience may also be shooting and editing 

video for the Web. Photojournalists may therefore view the public as a tech-savvy 

audience with high expectations for the quality and ethics of professional video 

journalism. Out of respect for their audience‘s knowledge of digital editing, 

photojournalists may feel a sense of social responsibility and a greater need to earn and 

maintain the public‘s trust through the video content they produce (Newton, 2000). 

However, the Project for Excellence in Journalism‘s (2007) report showed that the 

percentage of national and local journalists who had a great deal of confidence in the 

public‘s ability to make good decisions has dropped significantly since 1999. Several 

factors could be contributing to professional journalists losing faith in the audience and 
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the report raises several questions. As news workers get closer to their audience, do 

they conclude that people have less wisdom than they thought? Is market research 

influencing journalists to feel like they understand their audience more than they really 

do, and that this audience is not so smart? Are journalists‘ views of the public connected 

to their views of news content? For example, do journalists feel like the news is leaving 

Americans unprepared to make wise decisions about complex news, or do journalists 

feel like news today is shallow and that their news organization is just giving the people 

what they want (Project for Excellence in Journalism, 2007)? According to Strauss 

(2008),―The only thing worse than ignoring the preferences of the audience, might be a 

failure to develop any multimedia strategy at all‖ (p.19). 

News Photographers as Journalists 

Photojournalists have different mindsets than other journalists and should be 

studied as a unique group of news workers for several reasons (Lowrey, 2002). 

Historical figures and representations from the modern entertainment industry have 

largely shaped the public's view of photojournalists, which may lead the average person 

to label photojournalists as outgoing and aggressive (Freeman, 2004). For example, 

photojournalists are different from other news workers because their personalities must 

allow them to interact face-to-face with their subjects in diverse settings and often for 

short time periods (Freeman, 2004). News photographers are also responsible for 

capturing images from assignments that involve death, injury, and pain, many of which 

mental health professionals would consider traumatic (Handschuh, Newman, & 

Simpson, 2003). It is also necessary to study photojournalists as a separate group of 

news workers because research shows that they have a distinct normative subculture 

and set of values different from the news workers in other departments (Filak, 2004; 
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Lowrey, 2002; Lowrey, 2003). Simply put, this means that news photographers as a 

group tend to view issues differently than other groups of journalists in the newsroom. 

While much has been researched about journalism careers and job satisfaction, 

photojournalists have not been studied as extensively as other groups in the newsroom 

(Freeman, 2004). Most of the literature about photojournalists and the work they do 

surrounds the norms of this group and how digital imaging and technology changed 

work practices and ethics in news photography. 

Instead of looking at the work of journalists as a singular or monolithic effort, 

Lowrey (2002, 2003) used literature from the sociology of work to show how the 

newsroom is an environment of normative conflict where subgroups of journalists seek 

to control newsroom decision making. The author delved into the mindsets and norms 

of different groups of journalists as they sought influence in the newsroom. According to 

Homans (1950), norms specify what the members of the group or others outside the 

group should do, ought to do, and are expected to do under given circumstances, and 

these informal social rules often become clearer if a professional violates them (as cited 

in Lowrey, 2002, p. 417). 

Lowrey (2002) found that visual journalists have been concerned with portraying 

themselves as journalists in the newsroom even though they reported that editors and 

reporters discussed journalistic knowledge (knowledge of stories, news values, and 

news judgment) as being over their heads (p. 420). However, according to Lowrey, as 

of 2002, the photo directors he studied perceived this lack of respect from the ―word 

people‖ as a thing of the past, saying that photographers had shed their stigma as 

technicians to become viewed as ―visual reporters‖ equal to word journalists (p. 21). 
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 Lowrey‘s (2002) exploratory study of visual journalists examined how competition 

among occupational subgroups and observance of distinct sets of norms affect the daily 

decision making about newspaper presentation work. Lowrey found that during 

negotiation, for the sake of the organization, visual journalists tried to avoid open conflict 

with other subgroups. In negotiation visual journalists, being the less dominant group, 

often compromise by adopting the norms of word journalists. Therefore, even though it 

is apparent that subgroups compete, Lowrey (2002) concluded that by dodging open 

conflict, subgroups may be sacrificing important debate about how news should be 

visually framed for the audience.   

These same subgroup norms were also shown to have a slight effect on digital 

photo manipulation, which is often viewed as an individual‘s straying from ethical 

standards (Lowrey, 2003). The research also showed that in matters of news judgment 

in the ethics of photography, visual journalists rely on the advice of print editors and 

reporters in the dominant subculture. 

Lowrey‘s research in normative conflict shows that photojournalists work within the 

structures and normative patterns of complex news organizations. These conditions 

ultimately affect their mentality, work practices and decisions about news content. In 

today‘s online news climate, several other subgroups have entered newsrooms 

including the ―techies,‖ video journalists, and multimedia reporters. These subgroups 

bring unique values and norms with them, which influence newsroom culture and the 

work practices of photojournalists and online video content. 
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According to Lowrey‘s research, photographers have often chosen to put their 

news values on the back burner in order to avoid open conflict with other subgroups 

with different norms. 

 If the research on the mindsets of journalists is applicable to photojournalists who 

also shoot and edit online video, it can be concluded that several factors might influence 

the way they view innovations in the newsroom and the way they approach changes in 

their routines. 

Photojournalists’ Routines 

Norms not only set photojournalists apart from other groups in the newsroom, but 

norms also have been found to influence work routines. Routines are defined as 

habitual, patterned or repeated practices that are accepted as appropriate professional 

practices (Shoemaker & Reese, 1996). Researchers have identified several routines in 

the production of news (Lowrey, 1999; Shoemaker & Reese, 1996; Tuchman,1978). 

This section will examine the literature on routines in online news production and the 

routines of photojournalists as well as the past and present changes in work practices 

for news photographers. 

Routines in Online News Production 

Currently mass communication researchers are trying to pinpoint and establish 

patterns in the routines of online news production. In a study of participatory journalism, 

Paulussen and Ugille (2008) found that journalists‘ work routines were highly 

institutionalized, which means journalists were usually given a set number of planned 

assignments each day for which they tended to rely on prominent sources and official 

suppliers of information. In other words, there was not much enterprise in their daily 

schedules, and journalists tended to rely on the same organizations and representatives 
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for interviews. Therefore, in daily routines professional journalists did not incorporate 

user-generated content in the newsgathering process. The researchers found that some 

journalists were concerned because they thought working with user-generated content 

would change their tasks and increase their workload. Also, Paulussen and Ugille 

(2008) showed that journalists did not see themselves having enough time, resources, 

and manpower to complete their core tasks, much less taking on the additional work of 

handling user-generated content and interacting with users. In a similar study of online 

production routines, Chung (2007) found that web site producers were hesitant to fully 

adopt interactivity, citing specifically quality control of user contributions and cost 

concerns. Managing interactivity such as posting reporter e-mail addresses and 

monitoring forum comments created more work in the newsroom. 

Routines of News Photographers 

It can be uncomfortable and even discouraging for journalists to change habitual 

and patterned behaviors. Routines help journalists manage organizational constraints 

and allow them to claim accuracy and objectivity by providing guidelines in how to cover 

news events (Shoemaker & Reese, 1996; Tuchman, 1978). According to Bolack (2001), 

visual journalists have adopted many of the qualities valued in print journalism. 

According to Rosenblum (1978), photojournalists are socialized into the profession, and 

the social constraints of the work environment influence many aspects of their work, 

including the aesthetic qualities of their photographs (as cited in Bolack, 2001, p. 9). 

Working environments often seek to minimize the subjective and interpretive capabilities 

of photojournalism. By following the established norms, photographers are able to gain 

respect among editors and reporters (Gleason, 1998).The expectations for the roles of 
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news photographers also have shifted from a technician to a journalist skilled in many 

areas related to news gathering, processing and presentation (Berry, 1976). 

Ohrn (1983) conducted an ethnographic study of photojournalists at three major 

metropolitan newspapers and examined how photojournalists work within the 

organizational structure of their newspapers. Ohrn found a strong presence of routines 

in creating assignments, shooting assignments and selecting photos that would be 

published.  Based on prior knowledge of an event, its participants and its location, 

photographers typically had one or more specific images in mind. The photojournalists 

in Ohrn‘s study were able to describe the routines they used when approaching different 

types of assignments. She also found that it was routine for photographers to enter 

regional and national contests and that they valued assignments that have the potential 

to be contest winners (Ohrn, 1983). 

In a more recent ethnographic study of work routines and photojournalism 

practices in three metropolitan newsrooms, Bolack (2001) examined how work routines 

were influenced by norms and values and organizational beliefs and needs. Bolack also 

studied how these factors affected the content and aesthetics of newspaper 

photographs. From observation and face-to-face interviews the author found that photo 

editors and photographers followed many routines in their daily work to ensure that they 

would manage daily work flow and produce images that would meet the news 

organizations‘ standards. Overall the photojournalists were able to describe the types of 

photographs their news organization valued, and they had methods for capturing these 

kinds of images as well as techniques to ensure they did not overuse these methods in 

daily assignments. Photographers mentioned several practices for maintaining their 
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creativity in routine situations, rekindling their passion for photography outside of the 

newsroom, and finding new techniques to improve their skills. Some of these norms 

included challenging themselves to take photographs in new ways, pursuing personal 

photography and places to display work outside of the newspaper, and observing and 

asking fellow staff photographers for insight. Photographers also visualized the images 

they wanted to collect before arriving at the scene and drew from their previous 

experiences to strategize about how to capture those photographs. In summary, the 

photographers usually followed routines when composing and shooting assignments, 

but they were dedicated to reinventing mundane assignments. 

Changing Work Practices 

 In general, journalists in the digital age are increasingly working in multimedia 

companies, and they are taking on additional roles, which Aviles et al. (2004) referred to 

as ―multi-skilling‖ (p. 95). In a study of journalists in British and Spanish newsrooms, 

Aviles et al. (2004) predicted that multi-skilling seems to be a trend that would increase 

in the near future mainly because of economic reasons. However, the researchers 

found that digitization and expanding work practices seem to have an ambivalent impact 

on journalism. For example, in the studied newsrooms, where Spanish organizations 

were further ahead in digitization than the British newsrooms, multi-skilling required 

journalists to edit pictures for stories on their own personal computers and expand their 

focus, which had mainly been editorial content,  making them more involved in photo 

shoots in the field and knowledgeable about ―visual grammar‖ (p. 95). The researchers 

found that the general view was that multi-skilling was a desirable development and a 

general requirement in most newsrooms. Editors reported that multi-skilling resulted in 

higher quality news content because one person writes the text and edits the images for 
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a better combination of words and visuals, increased versatility and speed in production, 

as one journalist could quickly make corrections and adjustments to stories without 

going through multiple channels. 

 However, several editors emphasized the downsides of multi-skilling. Some 

expressed that journalists were having to work harder and had less time to pursue 

stories or carry out traditional journalistic practices like fact checking and finding 

contextual information. Others were concerned that multi-skilling was causing journalists 

to become ―content packagers‖ for multiple news outlets, resulting in journalists 

handling responsibilities they do not enjoy and therefore may not pay much attention to, 

leading to a ―grey uniformity‖ because everyone has the same skills, changing important 

news values for journalists, especially those who work in the 24-hour news environment 

(p. 97). 

Research shows that photojournalists‘ roles are expanding and their work 

practices are changing because news organizations increasingly expect more from 

them (Bolack, 2001). Today‘s newspaper photographers shoot a much wider range of 

assignments and are expected to take on greater roles as journalists. Oftentimes they 

are asked to research and collect images for long-term assignments that may take 

months to photograph and require travel to other countries. Photographers are also 

expected to work as a team with editors, reporters, designers, illustrators, and stylists 

on feature assignments (Bolack, 2001). 

In the face of all these changes in routines and work practices, photographers still 

confront the challenge of being asked to shoot the same types of daily assignments and 

being responsible for capturing visually interesting images from situations that they 
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might consider mundane. Historically, photojournalists have had to manage new work 

tasks and adjust their routines to stay current in the news industry. 

Several questions can be raised about the training of photographers in today‘s 

newsrooms. For example, are work practices changing and therefore leading 

photojournalists to seek training in videography? Or are photojournalists self-motivated 

and seeking additional training in order to ad video to their repertoire? Are 

photojournalists even interested in receiving additional training, or are news 

organizations requiring additional training? 

Russial (2008) points to several changes in work practices and organizational 

structure because of innovations in news work. In the ‗70s digitization shifted workload 

from production departments into newsrooms. A decade later pagination created a 

fundamental change in news production. Production workers lost their jobs, and editors 

using newsroom computers replaced the work practices of cutting and pasting together 

newspaper pages. Pagination also led to increased specialization at mid-size to larger 

newspapers because it required expensive equipment and extensive training, so 

economically it made sense for design specialists to replace editors in handling page 

design. In the ‗80s and ‗90s digital image-processing did not really change task 

specialization for photojournalists because they continued the technical work of 

processing photos, although they now use computer software instead of darkroom 

processes. However, digital imaging did shift some work from photo technicians to 

photojournalists and editors. And finally, the Web has both increased and decreased 

specialization. Some newspapers have separate online departments with online 
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specialists while others blur the lines and integrate online work into the daily routines of 

the print newsroom (McCombs, 2007).  

Angela Grant, a multimedia producer and journalist, publishes the popular News 

Videographer blog that provides critiques and feedback for readers‘ online videos. 

Grant, who worked in the San Antonio Express-News’ photo department, said most 

photojournalists ―are worried about how to fit new responsibilities into their current work 

schedules. They perceive that their bosses want them to do new things as well as 

juggle their assignments shooting stills‖ (personal communication, November 21, 2008). 

Grant, who produced three to four videos for daily assignments each week, also 

mentioned that from her experience in training photographers, they were worried that 

the quality of their work would suffer because they had to shoot stills and video. 

―They‘re very proud of the products they create. They care very deeply about the 

product and work they do. With video, photographers are more concerned about 

whether they‘ll be able to match the same professional quality‖ (personal 

communication, November 21, 2008). 

Guillermo Calzada, a multimedia photojournalist who works for The San Antonio 

Express-News shooting still photography and video, mentioned that on the days when 

he shoots and edits video, he is unable to handle still assignments because of the time 

it takes to produce video. This means that the still photo workload on the staff is 

increased. Calzada also said the addition of video assignments and online slideshows 

increased his responsibilities ―many fold.‖ ―In the days before the Internet, I would sit on 

all of my assignments until the end of the day, when I would develop and print at the 
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end of my shift. So in the year 2008, I file photos from any given assignment 

immediately after I shoot them,‖ (personal communication, December 13, 2008). 

It can be difficult to thoroughly explore the work routines of photojournalists without 

considering the routines of the newsrooms in which they work. Journalists are socialized 

into the system and develop professional values that reflect the policies of the publisher 

and support the organization‘s needs (Breed, 1955; Tuchman, 1978). These routines 

and values are used in determining which events become news and result in a 

standardization of news content across media. Therefore, it is necessary to include 

newsroom and organizational routines in the discussion of photojournalists transitioning 

to videography. To be successful within an organization, news photographers must 

develop practices that allow them to produce content with the resources, time 

constraints, and equipment afforded them by the newspaper (Bolack, 2001). 

Newsroom and Organizational Routines 

Media scholars have noted several goals of news organizations which include 

informing readers, knowing the target market, producing quality content, attracting and 

retaining good employees, and increasing profit margins (Hansen, Neuzil, & Ward, 

1999; Jeffres, 2002; Lavine & Wackman, 1987). Mass communication literature shows 

that organizational goals often create change in the training, work routines, news 

values, professional roles and attitudes of news workers (Cleary, 2006; Daniels & 

Hollifield, 2002; Gade, 2004; Killebrew, 2002; Nguyen, 2008; Verwij, 2009). Since 

newsroom routines and organization greatly influence the work of photojournalists and 

the resulting news content, this section of the present research will explore newsroom 

influences by discussing organizational norms that affect photojournalists, newsroom 



 

35 

culture, organizational development, convergence, and the changing organizational 

structure of newsrooms as it relates to workflow and change on the department level. 

Organizational Norms 

Bolack (2001) observed and interviewed 14 photographers and five photo editors 

in their newsrooms and on assignment. Using ethnographic research methods, Bolack 

tried to identify organizational and professional norms that affect photojournalists and 

the images they produce. The research showed that photojournalists‘ working 

environment influences their values and the images they produce. The findings also 

showed that the structure of the photo departments are designed to help 

photojournalists efficiently use resources and to minimize instability in planning and 

producing daily news content. It is in this system or environment where news 

photographers learn procedures and values that help them achieve professional goals 

and meet organizational standards (Bolack, 2001). 

Ironically, the same study showed that ―the nature of the business and the 

interrelated activities of newspaper employees, however, complicate photojournalists‘ 

ability to perform their jobs and meet their professional goals‖ (Bolack, 2001, p. 46). For 

example, the researcher found that while photographers at some newspapers are 

gaining respect, they still struggle to be considered equal with other journalists in the 

newsroom. The news organization‘s constraints also limit photojournalists‘ ability to 

pursue their professional goals, which include communicating effectively through 

photographs. Organizational change can affect almost every aspect of the journalist‘s 

existence in the newsroom, and organizational change influences the adoption of new 

technologies, as the following will show. 
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Newsroom Culture 

A newsroom‘s culture and organization can affect journalists‘ attitudes toward 

change. Research shows a newsroom‘s culture and organization not only affect the 

adoption of new technologies, but may also influence the working relationships between 

journalists and management during a time of change. Killebrew (2002) argues that an 

organization‘s values, structure and climate will determine its level of openness to 

change. If an organization has been accepting of change in the past and if employees 

feel there is a continuation of accurate and reliable information and actions, it is likely 

there will be a greater acceptance of change (Killebrew, 2002).  

In a study of television newsrooms where digital systems were being introduced, 

researchers found that there was initial resistance to change in every case studied 

(Aviles et al., 2004). However, there was also a general acceptance after completion 

because the advantages, which allowed journalists to write scripts for the images they 

selected and edited, outweighed the possible disadvantages. In about half of the 

newsrooms studied, most journalists thought the digital newsroom offered them more 

control over the final news content because they were less dependent on technicians 

(Aviles et al., 2004).Therefore organizational culture may impact whether or not 

photojournalists embrace online video and how well they adjust to shooting and editing 

online video. 

Organizational Development 

The process of change is usually difficult for any organization (Gade, 2004). 

However, change and the future of the news industry have been two of the main 

concerns in journalism since the rise of the Internet and online news in the ‗90s. Since 

then, traditional media have been pressed to make organizational and cultural 
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adjustments to compete with other news outlets to be the first to break news and to 

keep up with the fast- pace of the current new media landscape. Organizational 

development (OD) theory has its foundation in social psychology and management and 

is the study of how organizations evolve, learn and adapt (Gade, 2004, p. 6). 

Gade‘s research focused on restructuring the newsroom and redefining news 

values. With respect to news values, the author discussed the trend of newspapers 

becoming more ―reader-friendly,‖ which can be expressed through an organization‘s 

involvement of readers in deciding news and how it should be reported (Gade, 2004, p. 

9). Using OD theory, Gade also examined the perceptions and attitudes that newsroom 

managers and rank-and-file journalists have about the strategies used to change 

newsroom culture. Ultimately Gade found that attitudes toward organizational 

development and morale were correlated and that as rank-and-file attitudes toward 

change became more positive, the news workers‘ morale increased. In the study, 

management and employees disagreed about management‘s ability to implement and 

communicate change; they also disagreed about whether or not the change improved 

the news organization and the quality of journalism it produced. Even though both 

groups agreed that change is a necessary part of journalism careers, the disagreement 

on major issues justifies the need to interview both high-ranking editors and rank-and-

file journalists when assessing change in newsrooms.  

Killebrew (2002) points to literature by Schein and Legare that shows how 

organizational change naturally affects the employee‘s expectations of job safety, 

increases levels of anxiety and defensiveness, creates higher levels of job 

dissatisfaction and, if human resources issues are not addressed, increases employee 
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turnover and decreases morale and performance. Killebrew also points to human 

psychology to show three ways people deal with cultural change: through the 

unconscious, psychological transference, and human defense mechanisms. Individuals 

may unconsciously revert to previous tactics used when confronted with change. 

Therefore positive or negative experiences in the past can cause individuals to help 

create an atmosphere of acceptance for change or to look for ways to block the 

progress of change. In converged or merger-like environments, organizations also 

create their own defensive routines where groups from both sides avoid change as a 

way to dodge embarrassment and protect themselves. 

Convergence 

Convergence has shaken the foundations of organizational structure and work 

practices newsrooms once knew. The technology of convergence is also providing 

journalists with many opportunities for interaction with journalists working in other 

platforms and in other newsrooms. In converged newsrooms, shared information is 

produced for and displayed on multiple media platforms, mainly print, television and 

Internet outlets (Killebrew, 2002). There are also arguments that the economics of 

today‘s news industry will inevitably force more journalists to tackle multimedia and 

cross-platform work as a cost-effective option for newspapers (Strauss, 2008). 

Killebrew (2002) describes the revolutionary changes convergence is making in 

newsrooms as a two-front ―war/race‖ among media managers over who will win in the 

evolving world of news delivery (p. 39). The first of the two fronts is a technological 

battle where the creation, packaging and delivery of content are at the center of the 

conflict. The second front is from a provider standpoint, where professionals are trying 

to survive changes in job roles and practices. These organizational changes, along with 
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the Internet and new media, are creating a ―frightening environment‖ for journalists and 

editors in converged newsrooms (Killebrew, 2002, p. 40). In one study, researchers 

found that reporters over the age of 40, who had lived in a time of ―rule-regulated, 

hierarchically ordered and technologically cautious work culture(s)‖ tended to view new 

job roles and digital technology as an added sources of pressure on their statuses and 

job security (Aviles et al., 2004). 

Killebrew (2002) makes some suggestions for lessening the dissonant and fearful 

atmosphere in newsrooms. He points to research that shows the most important factor 

for job satisfaction is tied to leadership behavior and in merging organizations, 

managers must be ready answer questions and to inform journalists of changes as a 

way to reduce stress. Killebrew (2002) emphasizes the role management plays in 

helping journalists adjust to newsroom change. For example, creative individuals are 

more productive when managers are engaged in understanding the creative process of 

their work. In one study, a news director emphasized processing change from within 

and reported the following: 

The most important thing is creating enthusiasm for change among your own 

journalists … At a very early stage we organised a number of seminars, internal 

meetings, with all the groups in the newsroom. This enabled us to address and answer 

all the questions they had about their concerns (Aviles et al., 2004,p. 93). 

Changing Organizational Structure 

Research shows that organizational structure plays an influential role in facilitating 

change in the workplace as well as the adoption of technologies and innovations in the 

newsroom. Boczkowski (2004) found that the American dailies organized relationships 

between online and print departments in various ways. Different structural organization 
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ultimately led to differences in the adoption of multimedia and interactivity. For example, 

in one of Boczkowski‘s three case studies, personnel in an online news department 

adapted both practices and product to conform to and align with the print department. 

This resulted in a reproduction of the print culture and content, with shovelware in the 

online news.  In other cases, when there was a weak presence of the print department 

in the online practices, online content was more likely to adopt multimedia and 

interactivity characteristics. On an organizational level, Paulussen and Ugille (2008) 

found that the structure of the newsrooms under study did not foster collaboration, 

which ultimately contributed to a culture that did not facilitate the interactivity and 

participation necessary for the adoption of participatory journalism practices.  

Researchers found several other structural issues that affected the adoption 

process: strong hierarchy inside the newsrooms and between departments; separate 

budgets and staffing for print and online activity; internal competition among 

departments; distance between the print journalists and citizen journalists, which led to 

professional journalists ignoring user-generated content and frustrated citizen 

journalists; and tension among newsroom staff because the content management 

system was perceived as too complex. This tension and lack of collaboration among 

journalists inhibited these professionals‘ ability to work with citizen journalists to 

incorporate user-generated content (Paulussen & Ugille, 2008). 

Using organizational development (OD) theory, Gade (2004) focused on 

restructuring the newsroom and redefining news values. As far as changing newsroom 

structure, Gade points to the trend of newspapers abandoning the traditional beat 

system and hierarchy in newsrooms for a more team-based structure which involves 



 

41 

cooperation across departments and collaboration in the gathering and production 

stages. Reorganizing the newsroom was supposed to flatten out the organizational 

hierarchy, create a team-based system and ultimately empowers journalists to do their 

jobs. Yet the team-based structure changed the way journalists worked and took away 

their ability to use individual skills they had developed on the job, which shows how 

organizational change and news culture can affect the professional identity of journalists 

and editorial content. 

Historically, when it comes to staff organization for cross-platform work, the trend 

in job design for large newspapers has been a move toward increased specialization 

(Russial, 2008). Research has shown that specialization of tasks is strongly correlated 

to the size of the news organization. Usually mid-size and larger newspapers have 

increased specialization, and tasks are done by journalists who have had several years 

to develop expertise in a certain area. However, Russial points to research that shows 

most newspapers are totally restructuring jobs. Within the last decade newspapers have 

moved to a more flexible, team-based structure for departments, but within the teams, 

specialization of functions remains a key to performance. Technological changes during 

the first decade of the twenty-first century have also contributed to changing the 

historical trends in job specialization and staff organization in newspapers. Innovations 

are either ―leading to a broadening or a narrowing of newsroom jobs, depending on the 

technology in question and the size of the newspaper‖ (Russial, 2008, p. 4). 

Another aspect of organizational structure includes the division of departments 

and physical layout of newsrooms. Adams‘s 2007 study of editorial workers and 

technical workers can raise important considerations for news photographers who 



 

42 

shoot, but do not edit video. Although these photojournalists collect video and conduct 

interviews, they depend on multimedia producers to turn their raw footage into a 

coherent news stories. If these photographers still have still photo assignments, where 

should they be located in the newsroom? In other words, should visual journalists be 

separated according to their job roles? 

Adams (2007) examined the communication between show producers and 

directors in television news by surveying a pair of workers from each news organization 

that was a part of a sample of commercial television organizations. One of the main 

research questions asked how working environments were departmentalized for 

producers and directors. Key findings showed that most producers and editors had their 

primary work spaces in different rooms, floors and even buildings.  Also, this physical 

separation of work spaces did not increase the likelihood of them scheduling to meet.  

However, in an effort to increase efficiency and streamline procedures, some markets 

moved directors into the same departments as producers. Adams (2007) found that 

regardless of which department they reported to, producers and directors needed to 

work together to broadcast news stories on air, and oftentimes one group accused the 

other of not understanding their roles and needs in accomplishing this work. The study 

found that the majority of producers and directors did not schedule daily meetings 

before the newscast was aired. Adams (2007) points to a major irony that even though 

most producers and directors focused most of their workday on completing a newscast, 

they had very few planned face-to-face discussions about this work. These findings may 

support some news organizations‘ argument that it is beneficial for news photographers 
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producing video to have desks near other journalists who produce video and multimedia 

stories. 

Workflow 

According to Zavoina and Reichert (2000), previous research into photojournalism 

and new technology has examined several aspects of the field, but few studies have 

touched on the shift in workflow that is occurring. Based on a national survey, Zavonia 

and Reichert (2000) discussed the differences in workflow of visual journalists in 

reference to photo use, placement and technical handling. The study found that as 

newspapers embrace new media publishing, news organizations are also creating 

different operating systems in photo editing and Web production. The researchers 

specifically focused on how dual publishing, which is used to describe newspapers 

publishing in print and online, has affected the workflow of visual journalists. Overall, the 

findings showed that there was no industry standard in dual publishing at the time the 

research was conducted. For example, the online edition of a newspaper may have a 

separate team of photojournalists, but it may also use photographs from the print 

edition‘s team of photojournalists. However, most newspapers have a shared pool of 

photojournalists that serve both publishing formats. Also, the editor that was responsible 

for the online edition varied from news organization to news organization. Zavonia and 

Reichert‘s (2000) findings are important because variations in workflow affect the 

handling and publishing of news content. Although the research Zavonia and Reichert 

conducted is important to photojournalists in new media organizations, it focused on still 

photography and did not discuss the workflow of photojournalists who shoot and edit 

video and create multimedia slideshows. 
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In one study of digital television newsrooms outside of the U.S. researchers found 

that organizations were not doing much to accommodate new digital technology and the 

accompanying change in work practices for journalists.  Aviles et al. (2004) found that 

although workflow changed some, in general, digital technology was being ―adapted to 

the existing newsroom structures‖ (p. 93). In a few of the newsrooms, more 

management positions were created to take charge of technological aspects of the new 

equipment and to manage the traffic of information and allocation of resources inside 

the newsrooms. Some of these new managers were also ―advanced users of the 

system‖ and received more training in order to identify system failures (p.94). In one 

country several respondents speculated that their news organization introduced digital 

technology to eliminate differences between journalists and more technical jobs, such 

as cameramen and sound and tape editors (Aviles et al., 2004). For example, in Britain, 

journalists who combined journalistic and technical skills were given the new 

designations of ―operational broadcast journalist‖ and ―production journalist‖ (p.94). At 

the same time, there were some journalists in each of the countries studied who did not 

feel like the new digital system radically changed their jobs. In this study the new digital 

technology affected workflow and editorial control in the news organizations because 

the new digital system allowed program editors to have immediate access to the content 

being worked on by each reporter. The digital system also made archiving a part of the 

news production cycle, which changed the way newsrooms operated. Aviles et al. 

(2004) found that digital libraries made it easier for journalists to access and include 

photos in their stories, no longer required production assistants to archive material, and 

made librarians have a very important role in the newsroom because they decide which 
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material will remain accessible on the server. In this one study Aviles et al. (2004) 

reported on just some of the ways digital technology can change organizational 

structure and workflow in newsrooms. 

Departmental structure 

The physical layout of news departments are usually organized in a manner which 

reflects and supports the division among subgroups within the newsroom according to 

their distinctive work practices. The lines between some departments in the newsroom 

are becoming blurred as more reporters and visual journalists are coming together to 

produce multimedia news content.   

According to Russial (2008),―Video is probably the most striking example of cross-

platform change in newspaper work‖ (p. 6). Some newspapers have their own radio and 

television studios within the same buildings where they produce programs for the Web. 

For example, The Miami Herald produces sports-related shows for local audiences such 

as the High School Football: Gridiron Report; College Football Blitz; and Dolphins First 

and Goal, where sports writers are transformed into news anchors to report the news on 

camera for the Web. Through Miami Herald Studios the newspaper also has similar 

Web shows for breaking news, technology, business, and entertainment. Journalists 

from different platforms with very distinct skills and training are sacrificing their 

allegiance to separate organizational cultures and news values to survive convergence 

in evolving newsrooms. Some news organizations are trading in the old term 

―newsroom‖ and instead using ―information center‖ as a more accurate term to describe 

the way content production, distribution and sharing is emphasized just as much as the 

news itself (Platte, 2008; Strauss, 2008). 
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In 2008 photojournalist Michael Fagans of The Bakersville Californian, discussed 

in his blog how the newsroom underwent reorganization when video work became a 

part of the responsibility of the ―visual team.‖ This indicates that the newsroom is 

recognizing the link between the visual communication involved in photojournalism and 

videography, and this type of reorganization may become a trend in other newsrooms. 

The newsroom‘s shift also reflected the mixed duties and responsibilities 

photojournalists would have as a result of their dedication to online video. Journalists 

are even collecting new monikers because of the significant changes in their work 

practices (Halstead, 2009; Strauss, 2008). Fagans started to shoot video out of ―a 

personal interest as well as the need to mentor‖ other staff members, and has since 

been promoted from a regular staff photojournalist to an assistant editor of his 

newspaper (personal communication, December 5, 2008). According to Fagans, all staff 

photographers at the paper are expected to shoot one video each week, which made 

the learning experience more of a team effort. Calzada, on the other hand, said he was 

―drafted‖ by his director of photography and did not want to do it, even though now he 

enjoys the video aspect of his job (personal communication, December 13, 2008). At 

Calzada‘s paper, very few photojournalists shoot video or about ―a handful of journalists 

occasionally shoot video,‖ he said. Calzada described his transition as ―a total 

immersion. Almost like sink or swim.‖ He also mentioned that his job satisfaction ―was 

completely shot after several months of shooting video.‖ He admitted, ―I knew that I was 

not producing high-quality work.  I knew that I didn't have the necessary skills. I demand 

much from myself and I wasn't getting much from myself. I grew tired and maybe even 

angry. But my skills developed over time, and I began to feel better about it. I now feel 
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that I am more than competent with video‖ (personal communication, December 13, 

2008). 

Extra-Media Influences 

Quinn (2002) has recognized several factors that are changing today‘s journalism.  

For the purposes of this research, extra-media influences on news content will include 

the discussion of internet technology, societal factors, broadband access and the 

widespread use of video-sharing web sites and MiniDV cameras. 

Internet Technology 

Internet technology is driving change in newsrooms and change in reader‘s 

expectations. Technorati, a blog aggregator, indicated in 2007 that about 184 million 

people worldwide have started a blog (26.4 million are from the United States), and 

there were 22.6 million active bloggers in the United States, which was about 12% of 

the nation‘s population (Winn, 2009). The majority of these bloggers are not involved in 

any form of journalism, and for many of those who do see themselves as journalists, 

their purpose is to counter mainstream journalism (Sussman, 2009a; Who is a 

journalist?, 2008). Of the 2,900 bloggers Technorati studied, 49% reported that they 

used video regularly in their blog postings, and of those who used audio and visual 

media, 73% said about half of the time they also create the photos, video or audio that 

they post (Sussman, 2009b). In other words, some non-journalists are just as 

technologically advanced as professional a journalist, which means that the audience 

may have high expectations for the multimedia and online content of traditional news 

organizations. Some argue that technology has overwhelmed media by taking away its 

audience, transforming its values and changing its role and relationship to the public 

(Quinn, 2002, p. 11). This may even change professional journalists‘ perception of their 
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audience. But other catalysts of change include an oversupply of data, declining 

weekday circulations at newspapers and major social and economic disruptions (Quinn, 

2002). 

Societal Factors 

Several other social factors are influencing the decisions newspaper organizations 

make concerning the adoption of online video for their web sites. Newton (2000) 

discusses visual journalism as a form of human visual behavior in contemporary culture 

and created a theory for the twenty-first century called ―the ecology of the visual,‖ in 

which the major assumption is that photojournalism will take on a crucial role in the 

future development of humankind. Visual reportage is a notable contributor to 

contemporary culture because of its pervasiveness in our daily lives and media 

(Newton, 2000). 

However, Newton also points out the irony of visual communication being less 

emphasized in secondary and higher-level educational institutions as educators 

continue to debate its appropriateness in journalism curriculum. As a result the respect 

for visual journalism that was earned in the ‗70s and ‗80s is threatened by a new surge 

to emphasize verbal skills. To counter the illiteracy and declining verbal skills in North 

American society, journalism students are required to take several writing-related 

courses, but few higher-level institutions emphasize the study of visual communication, 

and most consider one course or none sufficient for graduation. Newton (2000) argues, 

―Why not embrace the visual by turning the concept of ‗loss of the verbal‘ into a call for 

sophisticated use of the visual, thus enhancing humans‘ abilities to communicate?‖ (p. 

xii ). 
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Broadband access 

The Pew Internet researchers (2010) summarized extra-media influences by 

stating, ―The spread of broadband, the increased use of social networking and status 

update sites like Facebook™ and Twitter®, the popularity of video-sharing sites like 

YouTube™, and the embrace of video features by untold numbers of websites, have all 

contributed to the surge in online video watching.‖ The Project for Excellence in 

Journalism (2006) also linked the growth in online video to the expansion of broadband 

access; faster download times have increased the audience‘s desire for rich media 

(Huang, 2007). Studies show that the consumption of streamed videos, which 

dramatically increased in 2004, is positively correlated to whether the consumer has a 

broadband connection (McGann, 2004), and the more network and content creators 

pursued online video content, the more anticipation for this rich media grew (Pew 

Internet & American Life Project, 2002; Burns, 2006). Therefore, publishers made haste 

to redesign their web sites to allow more video (Cohen, 2005). According to the Pew 

Internet researchers (2010), broadband users are most likely watching or downloading 

online video because their findings showed 75% of adults with broadband access at 

home watch online video and 89% of the entire population of online video watchers 

have home broadband access. Since December 2005 Melinda McAdams, who teaches 

university courses in online journalism in the U.S. and conducts scholarly research on 

online press, has closely followed the use of multimedia to tell journalism stories in her 

blog, Teaching Online Journalism (http://mindymcadams.com/tojou/). At times the blog 

also points to scholarly research about online video, and helps readers put the numbers 

into context. In a blog post McAdams argues that online journalists and communications 

scholars should not take broadband access for granted. 
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 McAdams (2010) writes: 

Like the growth of radio, and then television, the growth of online video is 
fueled by access to technology. Television devices were not always as 
common as they are now; like television, broadband continues to expand … 
Don‘t ignore the history of home video viewing: People watch what is 
available to them, easy to get, and not overpriced. 

MiniDV camcorders and video-sharing web sites 

 Other societal influences affecting the adoption of online video in professional 

journalism are the public‘s preoccupation with digital camera use and the YouTube™ 

phenomenon. Although the first video cameras were created for television broadcast 

and were too large, heavy and expensive for use outside the studio, in the past two 

decades technology has increasingly put MiniDV camcorders and small point-and-shoot 

cameras in the hands of amateurs as videos have become commonplace in society. 

This has paved the way for several developments in mass communication such as 

streaming of video in the late ‗90s on newspaper web sites (Lasica, 1998), which allows 

viewers to watch news clips instantly if they missed scheduled television broadcasts, 

and the influx of a number of video-sharing web sites such as YouTube™, which was 

launched in 2005, making it simple for anyone with Internet access to post and view 

videos online (Hopkins, 2008). The potion of adult Internet users who watch video on 

these sites has grown from 33% in December 2006 to 61% in an April 2009 survey 

(Pew Internet & American Life Project, 2010). Some professional news organizations 

now offer all, or at least some, of their material through the YouTube™ partnership 

program (Weber, 2007), and educators in secondary and higher-level classrooms use 

the site as a supplemental learning tool (Mullen & Wedwick, 2008).  
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Recently, YouTube™ Direct was developed and allows news organizations to 

imbed the upload functionality of YouTube™ directly on their web sites, enabling 

organizations to request, review, and re-broadcast user-submitted videos with ease. 

News organizations are using the tool as an easily-integrated audience engagement 

platform and customizing the interface to appeal to specific audiences. With YouTube™ 

Direct the audience can upload videos to YouTube™ via the newspaper‘s web site 

without leaving the page, and the moderation panel enables editors to review and 

approve or reject submitted videos. This tool increases traffic to newspapers‘ web sites 

because all videos include a link back to news organization‘s web site when viewed on 

YouTube™. Several news organizations, including The Washington Post, ABC News, 

and NPR are already using the service (YouTube™ Direct, 2009). 

The popularity of video-sharing web sites and the commonplace use of flash 

memory cameras, which are replacing MiniDV cameras that used tapes, are cuing 

newspaper managers to place great emphasis on online development in hopes that 

Internet advertising can help to offset declining print advertising revenue and attract 

more readers, but this requires reporters and editors with multimedia skills such as 

video production (Adams, 2008). These changes are being made as U.S. newsrooms 

are facing precarious times because of media challenges and broader economic shifts 

(Russial, 2008). 

What We Know Now 

 This section will give some of the most up- to-date discussion directly concerning 

online video and photojournalists. By examining what is known about the economics of 

newspapers, statistics related to online news video, the contemporary journalist and the 

skills, roles and duties journalists are striving to master, this section will identify relevant 
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areas that formal scholarly research has not yet explored. It will discuss information that 

is compiled and reported on blogs and web sites that are produced by credible 

journalists and news organizations.  

The Economics of Newspapers 

Recently major newspaper publishing companies have resorted to unprecedented 

layoffs because of decreasing revenues (Romenesko, June 2008).  According to Jim 

Romenesko‘s well-known blog for the nonprofit journalism school The Poynter Institute, 

as well as memos and other internal documents leaked from news organizations, in 

2008 the McClatchy Company reduced its workforce by 10% in order to save $70 

million a year. In the first five months of 2008 McClatchy‘s total revenues declined 

14.2% and advertising revenues had declined 15.4%. However, the company‘s online 

advertising grew by 11.9% (Romenesko, June 2008). The blog also points to the 

downsizing at the Gannett Company, Inc., the largest newspaper publisher in the United 

States in terms of daily circulation. According to the Gannet Blog‘s reader tally, 1,170 

newspaper jobs were eliminated (Romenesko, December 2008). The American Society 

of Newspaper Editors (2011), a nonprofit professional organization that has been 

conducting a census of professional full-time journalists since 1978, estimates that 

between 2007 and 2010 daily newspapers lost 13,500 newsroom jobs.  

Although newspaper staffs all over the United States are shrinking, the news does 

not stop. Newsrooms must continue to produce content for the print and online editions. 

So what does that mean for the reporters in the newsroom? How are these dramatic 

reductions in newsroom staff affecting the roles and responsibilities of journalists? 
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The Statistics of Online News Video 

Mass communication literature shows that there has been a steady increase in 

news video in the past several years. In 2005 there were signs of more investment in 

video by news organizations (Project for Excellence in Journalism, 2006). Huang (2007) 

studied how news web sites used rich media in production and found that by the end of 

2005 about 42% of the top newspaper web sites displayed video (p. 89). However, most 

of these web sites failed to feature video on their homepages and made other poor 

choices when it came to displaying video in ways that would easily attract viewers (p. 

90). At that time more than half of Americans (52%) said they were not watching more 

online video because they did not know it was available (Project for Excellence in 

Journalism, 2009). Also, these pioneering web sites did not produce original video 

material and mostly relied on AP video (Huang, 2007). These conditions left many news 

workers and industry observers questioning the relevance of online news video and 

wondering whether viewers liked watching video online. Then by 2006, attitudes toward 

digital journalism began to change as online activities were one of few areas bringing in 

revenue for newspapers, and even the digital laggards in the industry began to add 

video to web sites (Project for Excellence in Journalism, 2007). According to a report by 

The Bivings Group (2008), 61% of top newspapers used the Internet to display video in 

2006, which increased to 92% in 2007 and 100% in 2008. Advertising in online video 

through commercials that precede staff-produced video continues to grow rapidly. In 

2010 video advertising brought in $1.4 billion and had the largest growth rate, 39% 

(after growing 38% in 2009), out of all forms of online advertising, but it only accounts 

for 5% of overall online advertising revenue (Project for Excellence in Journalism, 

2011). 
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According to McAdams (2010) online video is still growing and gaining viewers. 

For example, The Pew Internet & American Life Project (2010) reported that seven in 

ten adult Internet users (69%), which is roughly half of all adults in the U.S., have used 

the Internet to watch or download video. The report also found that 18-to-29 year olds 

watch the most online video. The percentage of Internet users who reported watching 

news video increased from 37% in 2007 to 43% in 2009. Also 56% of young adults 

between the ages of 18 and 29 reported they watch news video (Pew Internet & 

American Life Project, 2010). 

Photojournalists Blog about Transition to Video 

In recent years a major trend in the journalism industry has been a shift of power 

from journalistic institutions to the individual journalist (State of the News Media, 2009). 

Although this trend is ongoing, the signs are very clear as the audience is using Internet 

search engines, Twitter®, e-mail and blogs to follow the voice and work of individual 

professional journalists. Several photographers wrote about the adoption of video in 

their newsrooms on personal blogs where they began posting their photography, 

multimedia projects and videos. 

Colin Mulvany, a multimedia producer at The Spokesman-Review in Spokane, 

Washington, was a still photographer for the first 18 years of his career. In 2005 

Mulvany transitioned to shooting video and audio slide shows for his newspaper‘s web 

site and started a video journal where he uses video to cover life in the region where he 

works.  Then in 2008 he started a blog, Mastering Multimedia 

(http://masteringmultimedia.wordpress.com/), where he expresses the challenges 

newspaper still photographers face when transitioning to shooting and editing video.   
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Mulvany (2009) writes: 

One of my great frustrations as self-taught newspaper video storyteller is 
that I have not been able to find much help in taking my editing beyond the 
fundamentals. Sure, I‘ve mastered the skill of editing wide, medium and 
tight shots into basic sequences. But when it comes to really understanding 
the ―why‖ of a video edit, I still feel a bit unsure as I blade and trim on my 
timeline. 

Through the blog Mulvany discussed how he felt ―alone in the world, with no one 

to talk to‖ during the three years he studied video editing software and techniques when 

he was the only journalist shooting video for his newspaper‘s web site. Mulvany‘s posts 

show that different news workers increasingly began to ask for his help once they 

started their own video projects. This eventually led to a redesign of the newspaper‘s 

web site to accommodate more video and Mulany being moved out of the photo 

department to become the newspaper‘s first multimedia editor. The transition to a 

different position was not easy, and Mulvany remembers feeling ―queasy‖ when his 

managing editor talked to him about the change because he had never been a manager 

nor did he ever want to manage anyone. He wrote that word editors began to assign 

video without understanding what made a good video story; he was moved to a different 

part of the newsroom that was completely different from his ―darkened editing cave‖; the 

newsroom was reconfigured after 26 people took buyouts or were laid off; and editors 

and mangers pushed to budget in equipment and training for the mobile journalists, 

online producers and photographers who remained in the newsroom. Eventually 

Mulvany moved away from the idea that every reporter in the newsroom should learn to 

shoot video to a philosophy of finding people who really wanted to shoot video, 

equipping them with the tools and training they would need to succeed. 
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During the years when circulation, advertising and earnings were falling at an 

accelerated pace and reductions in news staff and news space were increasing, this 

movement to online video also gave journalists an opportunity to collect income from 

several sources, create a brand for themselves, and develop professionally in order to 

offer more skilled reporting from the field (State of the News Media, 2009). However, the 

2010 American Society of News Editors (2011) census of journalism jobs showed a 

slight increase in the number of newsroom employees in online and traditional 

newspapers. The estimated numbers rose from 41, 500 in 2009 to 41, 600 in 2010. This 

increase is significant because it shows a reversal the downward spiral where 13,500 

newsroom jobs were lost between 2007 and 2010 (ASNE, 2011).    

The existing body of scholarly research about photojournalists in multimedia 

newsrooms is not only incomplete; it is almost nonexistent. However, as more 

newsrooms commission photojournalists to shoot video for their web sites, bloggers 

have chronicled this transition. Fagans, of The Bakersfield Californian, started a blog, 

Digital_mojo (http://postmanfan.blogspot.com/), to celebrate and discuss multimedia 

journalism and to explore different influences on storytelling. Fagans (2007) explains in 

a blog post that part of his new job is editing daily video, and he discusses some of the 

things he learned about moving the narrative along with B-roll, which are cutaway shots 

that keep the video interesting, and tight audio clips, in which the subject‘s interview is 

cut to leave out extraneous words. The blog posts outline progression and changes in 

how Fagans developed as a videographer and how the newsroom was changing to 

adapt to the addition of video. For example, in the beginning of 2008, Fagans 

announced on the blog that the newspaper passed the ―1-million-videos-viewed mark,‖ 
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and celebrated by linking to the paper‘s top ten videos. Fagans (2008) also discussed 

how his newsroom was reorganized. 

New Skills, Roles and Duties 

 As journalists acquire new skills and newsrooms change to accommodate 

multimedia reporting, the debate between specialization and diversification of journalism 

skills continue. Some argue in favor of specialization, saying that journalists need only 

understand how different platforms are used, while others insist that all journalists need 

to be cross-trained (Russial, 2008). But do some photojournalists feel pressured to learn 

new skills and diversify their reporting, especially when online journalists say they have 

escaped the staff cuts and layoffs traditional print journalists have suffered over the last 

few years and credit their work in online content with saving their jobs (Project for 

Excellence in Journalism, 2009)? Even with 2007 being a tough year for newspapers, 

Internet journalists proved to be more optimistic about the future of journalism than 

broadcast and print journalists (Project for Excellence in Journalism, 2007).  

Not all photojournalists view the adoption of new practices the same. Some may 

look forward to learning new skills and responsibilities and view it as enhancing their 

professional status and increasing variety in their assignments. Others may not want to 

add video training and work to their daily still assignments, let alone transition 

completely to a new form of storytelling (Gitner, 2009b; Newspaper Guild Press 

Release, 2007). 

An article in News Photographer (―Grow by adopting new skills,‖ 2004) 

emphasized the importance of adopting new skills in photojournalism. As newsrooms 

downsize, specializing in niche platforms and audiences is one solution. But the article 

warned that specializing in a single medium may limit ones future. According to News 
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Photographer (2004), the learning curve is going to be constant for anybody who wants 

to stay in the business. Those thinking of themselves strictly as still photojournalists 

may find that their skills are outdated in the job market. The article also points out that 

as video camera technology improves, digital frame grabs will most likely replace still 

photos. This may lighten the heavy load of equipment some photojournalists have on 

assignments where they are required to gather both video and still images. 

Journalists who report on events for several platforms have been called ―backpack 

journalists‖ because they are lugging around equipment as if they are camping out at 

news events (Strauss, 2008). When John Strauss, an experienced TV journalist and 

print reporter, covered the Indiana State Fair for the Indianapolis Star, he decided it 

would be the perfect opportunity for his newspaper to experiment with cross-platform 

reporting all in the same news cycle, but it was exhausting for the reporter. 

According to Strauss (2008): 

Do that for a week and a half, and you'll not only need a backpack for the 
gear, you'll want a vacation to recover, even if you're a former television 
and wire-service reporter. But as a test of what's possible when it comes to 
online-print synergy and multimedia, the state fair had everything… But was 
it a realistic test of multimedia solo journalism? Probably not. I had 
extensive video experience from a stint in TV, was trained in fast-filing at 
the AP, and as an online editor and trainer at our paper, was motivated to 
work 12-hour days to see what could be done. Without a doubt, the better 
way to generate that amount of content would be to use at least two people, 
with duties tailored to their specific skills (p. 19). 

Does adding video tasks to journalists‘ work schedules significantly increasing 

their workload? Mark Bickel, digital editor at the News Press in Fort Myers, Fla., does 

not think so. According to Bickel, "If you can push a button on a point-and-shoot 

(camera), you can get 30 seconds of video‖ (Strauss, 2008, p. 19). 
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Dirck Halstead, former Time magazine photographer and editor of The Digital 

Journalist, helps host Platypus Workshops and boot camps that empower and prepare 

photojournalists to survive and prosper in the face of changing circumstances in the 

media. From these popular crash courses in new media, photojournalists who have 

learned to shoot and edit video as well as create multimedia projects are sometimes 

called ―platypus journalists,‖ after the unique, semi-aquatic mammal. These mammals 

are also known for being resilient and tough, which are qualities photojournalists need 

to brave the technical challenges and conceptual differences they may face in 

multimedia (Halstead, 2009). 

Once photographers start shooting video for assignments, to some extent they will 

still draw on their background in visual communication. For example, Welter (2008) 

points to arguments that frame grabs are the best way to implement mergers in 

photography and video technology. A frame grab is a single video frame that is 

electronically captured and stored in one of several picture formats. This allows a 

journalist who is shooting video to use part of the video clip as a still image, which is 

especially helpful when an assignment requires both stills and video. According to David 

Leeson, an executive producer at The Dallas Morning News, the only thing that 

changed in the transition to video is the camera (as quoted in Welter, 2008). From this 

point of view, photojournalism and videography have many similarities. One example of 

the integration of still photography and online video can be observed when still images 

are imported into and used in digital video editing software. Michael Fagans (2007), 

assistant photography editor, blogged about one of The Bakersfield Californian‘s most 

popular videos about a carjacking, which was not shot with video. Instead the 
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photographer assembled still photos in Final Cut Pro, a video editing system used by 

many newsrooms today. Fagans argued that the ―Ken Burns Effect‖ played a role in the 

video‘s popularity. The Ken Burns Effect option produces slow zooming and panning 

effects, and it is one way journalists give life to still photos online and maintain the visual 

interest of the viewers. 

Until Russial (2008) posed several questions about what types of online content 

most newsrooms were publishing and which staff positions were producing the content, 

most studies of newspaper video were simple content analyses that did not detail how 

much video appeared on newspaper web sites or which staff positions were assigned 

the task of shooting or editing it. Russial‘s research showed that more than 50% of 

newspapers posted staff-produced videos a few times per week, and only about 15% 

(mostly larger newspapers) posted staff-produced videos a few times per day. Although 

most newspapers (80%) reported having a separate group or department for online 

journalists, Russial found that photojournalists were primarily responsible for video at 

their newspapers. A little more than a quarter of the newspapers reported that they had 

staff videographers who handled video for their web sites, and very few had a TV 

partner to provide video. Since an average newspaper with a circulation of 100,000 has 

about 10 photographers, and only a few staff videos are produced weekly, Russial 

(2008) concluded that in most U.S. newsrooms, video is a significant part of the work 

week only for a few photographers. Also, most newspapers reported that the online staff 

handled video editing tasks. 

If the majority of U.S. newspapers are posting staff-produced videos to their web 

sites each week, several questions can be raised about this adoption and how it has 
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affected the jobs of visual journalists. How was online video introduced to newsrooms? 

What factors went into determining which photojournalists would be responsible for 

collecting and editing this video? What has the learning experience been like for news 

photographers who have become videographers? 

Relevant Theory 

 Instead of viewing the transition some still photographers are making to online 

video as a simple switch of camera equipment, this research will examine several 

factors within U.S. newsrooms that led to this change. Although learning new 

technology is an essential part of the transition, what other factors shaped the learning 

experience of these journalists? If this discussion focused only on the technological 

developments to which news photographers are exposed, it would fail to acknowledge 

the social and cultural factors that influence how and to what extent photographers are 

using online video to tell stories (Paulussen & Ugille, 2008). Using the social 

constructivist theory, this research will examine the adoption of online video as a 

process which is shaped by the complex interaction between photojournalists, their 

work routines, and newsroom environments and structures. 

 The social constructivist theory is a sociological theory of knowledge that was 

developed by post-revolutionary Russian psychologist Lev Vygotsky. According to 

Crawford (1996), Vygotsky used the theory to make significant contributions to 

psychology and the understanding of human development in a social context. Vygotsky 

focused on the connections between people and the socio-cultural context in which they 

act and interact in shared experiences. The psychologist also studied communication 

aimed at inter-subjectivity, which is a shared consciousness of culturally significant 

phenomenon mediated by the use of language and other symbolic tools (Crawford, 
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1996, p. 44). Social constructivism argues that social interaction precedes development 

and that cognition and consciousness are end products of social behavior and 

socialization. Vygotsky was considered a cognitivist because he believed that 

psychology can be fully explained by the use of experiment, measurement and the 

scientific method. However, he rejected the theories of other cognitivists who believed it 

was possible to separate learning from its social context (Graduate Student Instructor 

Teaching and Research Center UC Berkley, n.d.; Vygotsky & Cole, 1978). For example, 

Piaget's theory of cognitive development viewed the development of human intelligence 

as a series of stages to be achieved. Vygotsky, in contrast, believed that development is 

a process that should be analyzed, instead of a product to be obtained (Riddle & 

Dabbagh, 1999). Therefore, social constructivism is not to be confused with social 

constructionism, which focuses on the artifacts that are created through the social 

interactions of a group. Instead social constructivism emphasizes an individual‘s 

learning process that takes place because of their interactions in a group. 

Social constructivism is a widely used theory among education scholars and has 

influenced several learning theories and teaching methods in the field. Education 

scholars have applied social constructivism to study aspects of education including 

students‘ motivation to achieve in the classroom (Sivan, 1986); principles of inclusion for 

children with mild learning disabilities (Mallory and New, 1994); and literacy learning of 

students from diverse backgrounds (Au, 1998). The theory‘s widespread use in 

education is based on its principles that offer several themes and ideas about the way 

people learn. One main premise of social constructivist theory is that learning is a 

collaborative process (Graduate Student Instructor Teaching and Research Center UC 
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Berkley, n.d.; Vygotsky & Cole, 1978) between the learner and the More Knowledgeable 

Other (MKO), which refers to anyone else who has a better understanding than the 

learner.  Vygotsky‘s theory also promotes teaching models where the learner plays an 

active role in learning and collaborates with the MKO to facilitate meaning construction 

(Graduate Student Instructor Teaching and Research Center UC Berkley, n.d.; 

Vygotsky& Cole, 1978). This thinking began to replace the more traditional, one-way 

didactic education models where an instructor transmits knowledge to students who 

mostly used rote memory to learn information. These principles represent a shift from 

the individualistic and intrapsychological models of development and learning to more 

inclusive practices in learning environments with an emphasis on the socio-cultural 

context (Mallory and New, 1994; Sivan, 1986). Additionally, several education scholars 

have conducted studies on the benefits of increasing the use of student discussion in 

the classroom, and these studies both support and are grounded in theories of social 

constructivism (Nicholls and Pena-Shaff, 2004; Sawyer 2004). 

When applied to organizations, social constructivist theories have been used to 

study communication technology. According to social constructivist theory, work group 

members share identifiable patterns of meaning and action concerning communication 

technology (Fulk, 1993). In a study of electronic mail use among a group of scientists 

and engineers, Fulk (1993) found evidence of work-group patterns as social influences 

on technology-related attitudes and behavior were consistently stronger when 

individuals were highly attracted to their work groups. Also, social influences operated 

above perceived task characteristics, ego-network-based social influence, media 

expertise and demographic characteristics. 
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Fulk (1993) was ultimately interested in how the work group members were 

constructing meaning in their working environment. Taking the mutual determinism of 

technology and social structure into consideration, Fulk questioned which specific social 

processes engaged the individual participants. The researcher had worked with other 

scholars to identify different social- psychological processes that could explain the 

coordinated patterns of meanings and behaviors work group members had toward 

technology within their social groups. From a previous study Fulk and colleagues found 

that social information influenced how workers perceived media characteristics, 

communication task requirements, attitudes toward communication media and media 

use behavior. 

Using social constructivist theory with respect to constructing meaning can be 

particularly interesting when applied to understanding technology, which is constantly 

changing. According to Fulk, ―Technologies provide unusual problems in sensemaking 

because their processes are often poorly understood and because they are 

continuously redesigned and reinterpreted in the process of implementation and 

accommodation to specific social and organizational contexts‖ (p. 922). Fulk goes on to 

ask several questions about the equivocality of communication technology, for example, 

how does it arise and how is it resolved in the process of utilization? 

Although the social constructivist theory has not been widely used to understand 

technology in the field of journalism, taking after Fulk (1993) this research plans to raise 

and address similar questions about photographers‘ equivocal experiences with and 

attitudes toward adoption of online video in newsrooms. This research plans to look at 

news photographers as a group within the newsroom to examine how social influences 
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and processes affect how they ascribe meaning to the video technology that has been 

introduced in most U.S. newsrooms. 

Even with the perceived veracity and historical significance of news images, recent 

studies have failed to examine photographers and photojournalism as an important 

component of mass communication and the construction of social meaning (Bolack, 

2001). Bolack‘s 2001 study of photo editors and photographers is one of few to do so. 

Using social constructionist and organizational theoretical perspectives, Bolack 

examined the practices that allow news photographers and photo editors at 

metropolitan newspapers to manage the unpredictable nature of their workday. 

By studying the routines photo editors and photographers use when performing 

their jobs and their criteria for assessing the quality of their work, the study provided 

understanding of how news photographs become constructed symbolic objects. 

According to Bolack, the influences and actions of editors, peers and professional 

organizations work together to socialize photojournalists into the system. This 

socialization affects professional values, how news photographers do their work and 

how they judge the quality of the images they produce. 

The same factors could affect the socialization of news photographers as they 

shoot, edit and ascribe meaning to the videos they collect and produce for newspaper 

web sites. Ultimately, Bolack (2001) suggested that further research into the influences 

of the news organizations and the professional socialization of photojournalists may 

lead to more knowledge about how visual reality is constructed and communicated. 

This research will adopt the social constructivist approach Boczkowski (2004) 

used to study the process by which professional newsrooms adopt new technologies, 
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specifically multimedia and interactivity. Boczkowski recognized a gap in studies about 

news making and pointed to research that acknowledged how little academic attention 

had been given to how technology transformed news production. Unlike much of the 

early research about how computerization in newsrooms affects editorial content, 

Boczkowski‘s study was not limited by ―technological determinism‖ (Paulussen & Ugille, 

2008, p. 28), a view that emphasizes technology as the single source causing very 

complex phenomena in the newsroom (Boczkowski, 2004; Cottle, 1999). Instead the 

researcher considered the newsroom as a social environment and examined how 

production factors — which are organizational structure, work practices and 

representations of the user —shape the adoption process of multimedia and interactivity 

in newsrooms. 

From ethnographic case studies of three online newspapers in the United States, 

Boczkowski (2004) found that when journalists had general awareness of and basic 

access to the Web technologies for multimedia and interactivity, they took advantage of 

them differently based on variations of the dynamics of the technology adoption 

process. Boczkowski also noted that differences in the dynamics of the adoption 

processes were associated with the three production factors. In other words, having the 

necessary technology was not enough to predict how thoroughly journalists would 

exploit multimedia and interactivity. Social factors in the journalists‘ newsrooms played a 

more important role in how they decided to use these capabilities. 

This research is also inspired by Paulussen and Ugille (2008), who drew on theory 

from Boczkowski‘s study, using the social constructivist approach to examine the 

development of participatory journalism in professional newsrooms.  Paulussen and 
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Ugille (2008) did not view online news developments as a ―technology-driven‖ process 

but took into account the influences of work practices and daily routines, organizational 

structures and journalists‘ perceptions of the audience. 

In a qualitative study of four Belgian newsrooms owned by the newspaper 

company Concentra Media, Paulussen and Ugille (2008) conducted in-depth interviews 

and made observations in the newsrooms. The researchers focused on the extent to 

which professionals were willing to use user- generated content and found that several 

factors influenced their decisions. Ultimately Paulussen and Ugille (2008) found that 

newsrooms are sluggish in incorporating user-generated content and that organizational 

structure, work practices and journalists‘ perceptions of user-generated content 

contributed to this trend. 

This research will expand on Paulussen and Ugille (2008) by measuring the extent 

to which a sample of U.S. photographers has adopted online video practices and the 

role of production and organizational factors in this process. The researcher aims to find 

more generalizable results about the social constructivist theory than Paulussen and 

Ugille‘s study (2008), which was limited by the examination of only three newsrooms 

owned by the same media company. From previous literature that emphasized the 

influence of work practices, organizational structure and perception of the audience on 

the adoption of technologies in the newsroom, the following exploratory question was 

used to guide this research: How is online video being adopted by photojournalists in 

U.S. newsrooms? 

Although technology triggers change in journalism (Pavlik, 2000), this research will 

address how the incorporation of online video in newsrooms is not only affected by 
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technological developments but is also a process made up of three critical factors: 

organizational structure, work practices, and perceptions of the user or audience. 

Therefore, the present research poses a number of questions about the perceptions, 

attitudes and experiences of photographers shooting video. 

Relevant Definitions of the Present Study and Research Questions 

 To address the exploratory question that drives this research it is necessary to 

define key concepts and phrases that are central to the study. For the purposes of this 

research the adoption of online video will refer to how effectively production factors — 

work practices, organizational structure, and perceptions of the audience — work 

together to ensure the regular practice of online video in producing journalism. Modeling 

after Boczkowski (2004) and Paulussen and Ugille (2008), the present research used 

similar definitions of work practices, organizational structure and perceptions of the 

audience. The survey instrument was built around these three concepts and the 

corresponding research questions. 

RQ1: How Have Photojournalists’ Work Practices Changed as a Result of the 
Adoption of Video in Newspaper Newsrooms? 

For this study, work practices refer to the way the individual photojournalist works, 

which will include daily routines, assignment of tasks, division of labor, job duties and 

responsibilities and work load. These are similar concepts to those Paulussen and 

Ugille (2008) considered when exploring work practices in relation to participatory 

journalism. Some of the key phrases and topics that were used to measure work 

practices for the present research include description of job-related responsibilities; 

frequency of various assignments, having enough time to complete assigned tasks 

during salaried hours, the amount of time spent on those tasks, and perceived difficulty 
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of managing workload. The photographers were asked different questions about 

shooting, editing, and producing still images, audio slideshows and online video.  

For the purposes of this research ―stills‖ refers to still images or news 

photographs; audio slideshows refers to a succession of still photographs that are 

accompanied by journalist narration or music; and online video refers to news video 

produced for and published on newspaper web sites. Shooting means the capturing of 

both still images and moving video, while editing and producing were at times used 

interchangeably to refer to the process of integrating visual imagery, which includes still 

photos, text and video with collected sound, which includes words, music and 

ambience. This also encompassed preparation of photos, video and audio to meet the 

newspaper‘s standards for publication. Some of the items on the survey were designed 

to figure out the degree of adoption by asking photojournalists about the level of 

sophistication of the video their newspaper publishes. For example, they were asked if 

the videos they shot and produced required complex edits.  

The survey instrument also inquired about workload and job duties within the 

boundaries of ―salaried hours,‖ which refers to the hours photojournalists are paid to 

work excluding overtime. For example, if a photojournalist is paid to work from 10 a.m. 

until 7 p.m. five days each week, those hours would be considered salaried. The 

research was aimed at finding out if the adoption of video caused photographers to 

spend extra time at work. Since changing work practices are an important part of 

adopting new technology, this research plans to increase scholarly literature on the 

work practices of photojournalists. 
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RQ 2: How Does the News Worker’s Perception of the Audience Relate to the 
Quality or Type of Online Video That is Produced for the Web Site? 

Photojournalists‘ perceptions will be defined in terms of how they perceive the 

audience and dominant attitudes about the audience‘s use of online video. 

How news photographers view the importance of their jobs may directly relate to 

how they view the audience as well as the wants and needs of viewers. The key 

phrases and topics used to measure photojournalists‘ perception of their audience 

included what photojournalists thought about the general demand for online video, what 

type of multimedia viewers enjoy most, and what characteristics describe the audience.  

Several of the survey items that address perceptions of the audience ask 

photojournalists about viewer preferences. Therefore, this research aims to discover 

more about how photojournalists view the supply and demand for online video. 

RQ3: How Do Changes in Organizational Structure Relate to the Production of 
Online Video Content in Newspaper Newsrooms? 

For the purposes of this research, organizational structure will be defined similarly 

to Paulussen and Ugille (2008), who measured the concept in terms of hierarchies of 

job profiles, and available technological infrastructure (p. 31). When it comes to 

newsroom hierarchies, Boczkowski (2004) analyzed the centrality of the relationship 

between print and online newsrooms to see whether the presence or absence of the 

print newsroom in online routines affected the adoption of multimedia and interactive 

technologies. For this study newsroom hierarchies will refer to work flow and chain of 

command in order to determine whether or not the adoption of online video influenced 

who photographers answered to and who reviewed their work. One of the items on the 

survey asks if photographers ―answer to‖ a different editor since they transitioned to 

online video, and other questions ask about whom photojournalists ―report to‖ in the 
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newsroom. These questions aim to find out whether photo editors continue to supervise 

the work of photojournalists who have more multimedia assignments. The research 

seeks to find out whether a change in job duties influenced a change in supervision of 

photographers.  

Technological infrastructure is another concept that will be used to assess 

organizational structure. Modeling after Paulussen and Ugille (2008), technological 

infrastructure relates to the available technology, equipment and training that is 

available for journalists to do their work. One survey question asks if photojournalists 

received ―adequate and appropriate‖ training for shooting and editing video. From this 

the research will explore whether the newspapers had organized training in place to 

ensure that photographers were prepared to transition to videography. This research 

will also consider the physical organization and division of the departments in the 

newsrooms as well as job titles and department names. Several questions on the 

survey inquired about departmental structure, which referred to how photojournalists 

were divided in the newsroom according to their work practices. For example, with the 

adoption of online video some news photographers who transitioned to online video 

may have been taken out of the photo department, placed in an online or video 

department, or even given the title of visual journalist or videographer. Some of the 

main measures of changing organizational structure included an explanation of the 

workflow of various assignments, new equipment and software, and reorganization and 

changing location and title of the photo department. Photographers have expressed 

different opinions and sentiments about reorganization of the newsroom resulting from 
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the adoption of online video. Therefore this research aims to gain more insight about 

how, if at all, organizational structure relates to video production. 
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Figure 3-1.Boczkowski‘s social constructivist model 

Copyright (2004) Wiley. Used with permission from (Pablo J. Boczkowski, The process 

of adopting multimedia and interactivity in three online newsrooms, Journal of 

Communication, John Wiley and Sons) 
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CHAPTER 3 
METHODOLOGY 

The researcher primarily partnered with the National Press Photographers 

Association (NPPA) to survey professional newspaper photographers in the U.S. about 

how the addition of online video in newsrooms has changed their jobs and how their 

perception of the audience, work practices, and organizational structure are related to 

video content. Before the online survey was opened up to collect a snowball sample, 

the survey was announced in a weekly e-mail newsletter and on an e-mail listserv that 

are sent to all members of the NPPA, a non-profit professional organization created to 

advance visual journalism and to promote it as a vital public service. NPPA's 9,000 to 

10,000 members are divided into 11 regions based on the individual member's home 

address. Although other journalists (for example, broadcast news photographers) and 

individuals interested in visual communications had access to the survey, this research 

only targeted visual journalists who are traditional press photographers and who also 

have experience shooting video for newspaper web sites.  

Founded in Boston, Massachusetts, in 1946, the NPPA was chosen for this 

research because it has been a popular professional organization among 

photographers in the U.S., attracting a wide range of journalists through a monthly 

magazine, News Photographer, and access to several other resources, benefits and 

professional development opportunities (NPPA, 2009). NPPA attracts worldwide 

membership among visual journalists and those whose occupation and educational 

pursuits have a direct relationship to the field. NPPA memberships are also extended to 

broadcast journalists, but they were not included in this study. The organization 

provides professional membership, family membership, student membership, and 
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retired professional membership in the U.S. and Canada, and international membership 

options.  

 The first preference was to use the NPPA membership list to randomly select a 

sample of visual journalists from the population of visual journalists working for 

newspapers who are also members of NPPA. They would be e-mailed a link to the 

online survey. However, NPPA does not disclose membership lists or the contact 

information of its members. Therefore a link to the survey, using the Qualtrics survey 

tool, appeared for two months in the summer on NPPA's weekly online newsletter. The 

first month the survey ran every week from May 12 until June 9 2010. At the end of the 

first month the researcher was not satisfied with the response rate so the survey was 

published every week from July 28 until August 25. In another attempt to increase the 

number of responses, the survey was sent to all NPPA members who subscribe to the 

organization‘s e-mail listserv. The link to the survey was sent out on July 26, and at that 

time the NPPA listserv reached 869 people in 16 countries. From there the researcher 

collected a snowball sample by sending the survey‘s link to several newspaper 

photojournalists inviting them to take the survey and forward it to their colleagues and 

peers. Finally, the researcher used the USNPL web site (http://www.usnpl.com/), which 

lists U.S. newspapers by state, to find newspapers that listed staff directories with e-

mail addresses. The researcher sent e-mails to the photographers and photo directors 

at selected newspapers. From each state, the researcher invited employees from at 

least two newspapers to take the survey and to pass it along to other news 

photographers. The survey link, which includes initial invitations and thank you and 

reminder e-mails, was e-mailed until the end of September. 
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Each time the survey was distributed, introductory comments appeared above the 

link to briefly describe the study and invite professional news photographers to take the 

survey. After reading the description, respondents clicked on a link which directed them 

to the survey. The researcher received approval from the Institutional Review Board, 

and the consent form and survey are in Appendix A.  In this study three main research 

questions were addressed, and a few of the questions solicited answers about the 

degree to which online video has been adopted in the respondent‘s newsrooms. 

 The questionnaire was made up of 41 questions.  The researcher chose an 

online questionnaire because it is a cost effective way to reach respondents from 

different parts of the United States, is easy for respondents to share with others, and 

offers privacy to respondents, which could result in more honest answers. A survey 

method was chosen because previous studies that explored the adoption of an 

innovation using the social constructivist theory used qualitative methods, such as in-

depth interviews with journalists, to examine only a small number of newsrooms 

(Paulussen & Ugille, 2008; Boczkowski, 2004). Therefore by using survey methods this 

study obtained a different kind of dataset than previous studies that relied on the social 

constructivist theory. 

Sometimes gathering a sample that reflects the population being studied is difficult 

to do using online surveys because there can be problems getting a complete sampling 

frame. Therefore the survey was posted for several weeks in the NPPA‘s weekly 

newsletter. The intent was to attract a large enough number of respondents from a 

diverse sample of newspapers with respect to number of employees, geographic 
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location, types of ownership and experience with change because these factors may 

affect the extent to which a newsroom adopts online video.  

The questionnaire took about 15 minutes to complete, and at the end respondents 

were invited to e-mail the link to any of their peers or colleagues who would be willing to 

participate. This snowball sampling method was used because getting a wide range of 

photographers was a very important and strategic part of the research. With newsrooms 

recently experiencing a great deal of organizational and economic change in the form of 

reorganizing and layoffs, the snowball method allowed photographers who were 

recently laid off or forced into an early retirement to have access to the questionnaire if 

they were no longer members of NPPA. The researcher originally hoped to get 300 

responses. However, after several months of recruiting participants, the survey was 

closed on September 30, 2010 with 101 responses. 

The respondents were visual journalists from various levels of the newsroom 

hierarchy. If editors and managers had once been photographers, their responses were 

used because they oversee and oftentimes carry out newsroom procedures, policies 

and changes (Gade, 2004). This means responses from editors and managers could be 

well-informed and reliable when concerning the work of visual journalists. Rank-and-file 

photojournalists were chosen because they gather information, create content and 

communicate with the audience. For these reasons they might have different roles in 

the change process, assessments of implemented change, and attitudes toward the 

established newsroom culture and practices than the editors (Gade, 2004). 

Finally, the researcher used SPSS, a statistical software application, to analyze 

the survey results. Seven respondents who did not complete most of the survey were 
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deleted from the sample, which left 94 respondents. Also, questions that respondents 

failed to answer were coded as missing variables.  
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CHAPTER 4 
RESULTS 

This research explored how photojournalists‘ (N = 94) work experiences and 

perceptions were affected by the adoption of online video in newspaper newsrooms.  

Eighty-seven percent (n = 82) of respondents reported that the number of staff 

photographers at their newspaper organizations decreased within the last 5 years. Of 

the 15 respondents who were not working as staff photographers at the time of the 

survey, 73.3% (n = 11) reported that they once had staff positions but they were laid off, 

had been fired, or quit to do freelance work. For analysis, many of the survey items 

were separated according to two work categories; photographers and visual journalists, 

depending on how they described themselves. Table 4-1 shows the responses to a 

survey item that asked respondents to mark the choice that best described them 

professionally. 

For better comparison, the 5 work categories were split into 2 groups. The 

photographer group (n = 43, 45.7%) were professionals who reported spending the 

majority of their time on still photo assignments. The remaining 4 categories (photo 

editor, photographer/videographer, video editor and other) were collapsed into 1 

category called visual journalists (n = 51, 54.3%). Although the visual journalist group 

had some work experience in still photography, most were also involved in several other 

areas such as editing, teaching and directing, managing, reporting, multimedia, and 

technical support. Therefore the visual journalist work category encompasses those 

who are responsible for the broader tasks of journalism that deal with the collection and 

production of still and moving news imagery. Collapsing these categories enabled more 

meaningful analysis and tabulation.  
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Several of the survey items required answers on a scale of 1 to 5. In some cases 

these scales were collapsed and reduced for more meaningful tabulation because the 

total number of respondents was low. The simplification of the scales also allowed for 

statistical tests to be conducted when cell counts were originally too low after results 

were tabulated. Chi- square tests and two-sample t-tests were conducted to detect 

statistically significant differences in the way these two groups responded to important 

questionnaire items that would give insight to how their work life was influenced by 

online video. 

RQ1: How Have Work Practices Changed as a Result of the Adoption of Video in 
Newspaper Newsrooms? 

Eighty-two percent (n = 78) of the participants work full-time for 1 news 

organization, and 61% (n = 59) reported that they have been professional news 

photographers for more than 20 years. About 93% of the respondents (n = 88) 

remembered a time when shooting still photo assignments was their only task, and 98% 

(n = 92) reported they currently shoot or edit video for their newspaper‘s web site. Table 

4-2 shows a comparison of respondents‘ employment status by age, and Figure 4-1 

shows their years of experience. 

In a typical day the respondents reported receiving an average of 1.65 video 

assignments (n =79, SD= .62) and 3.21 still photo assignments (n = 89, SD= 1.23). An 

independent sample t-test comparing the mean number of still photo assignments and 

the mean number of video assignments respondents received in a typical day found a 

significant difference between the means, t (78) = -1.56, p<0.05). A paired sample t-test 

was calculated to compare the mean percentage of work time spent shooting video and 

the mean percentage of work time spent shooting still photo assignments in a typical 
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week. The mean percentage of time spent shooting stills was (M = 46.1%, SD = 29.46) 

and the mean percentage of time spent shooting video was (M =15.9%, SD = 20.41). 

Therefore, in most weeks, respondents in this sample spent a significantly higher 

percentage of their week shooting still photo assignments t (93) = 7.75, p< 0.01). The 

mean for the percentage of a typical work week spent editing still photos (M = 26.9%, 

SD = 25.68) was also higher than the mean for the percentage of a typical work week 

spent editing video (M = 17.5%, SD = 21.69), t (93) = 2.97, p< 0.01). 

Participants were asked to break down their typical week according to the 

percentage of time they spent on tasks related to shooting and producing. For each task 

listed they could choose from 0 to 100%. When comparing the mean percentage of time 

(M = 73.1%, SD = 47.27) respondents spent shooting and editing still photos in a typical 

week to the mean percentage of time (M = 54.5%, SD = 44.71) they spent on all of their 

other duties, the difference was statistically significantly different, t (93) = 2.58, p= 0.01).  

When it came to shooting a typical video, 38.7% (n = 31) of respondents reported 

that they spend less than 1 hour and 38.7% (n = 31) reported spending 1 to 2 hours. 

When it came to time spent editing and producing a typical video, 35.4% (n = 28) of 

respondents reported spending 2 to 3 hours, and 25.3% (n = 20) spent 3 to 5 hours. 

Also, 53.7% (n = 54) agreed that the videos posted to their newspaper‘s web site 

required complex edits. Table 4-3 shows the time respondents spent shooting a typical 

video, and Table 4-4 shows the time respondents spent editing and producing a typical 

video. 

A chi-square test was conducted to find out if there are significant differences in 

how often the 2 categories of journalists were expected to collect both stills and video 
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on a single assignment. For the purposes of analysis, the 5 answer choices on the 

scaled survey item were collapsed into 2 categories (not frequently and frequently) to 

represent the frequency in the table. This analysis showed significant differences in the 

frequency photographers were required to collect video and stills compared to visual 

journalists,  X² (1, n = 88) = 10.91, p < 0.01). Photographers were expected to collect 

both at a statistically significant higher frequency than the visual journalists work 

category. Table 4-5 shows the crosstab and chi-square coefficient for this analysis.  

Overall, respondents were expected to complete still photo assignments daily, and 

respondents were expected to complete video assignments between 1 and 3 times a 

week. Figure 4-2 shows how respondents reported the frequency that they are expected 

to complete video and still photo assignments, and Figure 4-3 shows the daily 

breakdown of the number of video and still assignments they receive. 

When asked if they had enough time to finish their work during salaried hours, 

35.5% (n = 33) of respondents answered ―true,‖ while 56% (n = 52) responded ―false.‖ 

Also, a two sample t-test for difference between proportions showed no statistically 

significant difference (p = 0.74) between the photojournalists (n = 14, 37%) and visual 

journalists (n = 19, 40%) who reported having enough time to complete assignments 

during salaried hours. 

Also 55.3% (n = 19) of respondents said shooting video requires photojournalists 

to carry too much equipment on assignments. In order to compare perceptions about 

equipment between photographers and visual journalists, a chi-square test was 

conducted. This test was found to be statistically significant, X² (2, n = 94) = 6.81, p < 

0.01) as photographers said the extra equipment necessary for video assignments is 
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―too much‖ to carry around. Table 4-6 shows the crosstab and chi-square coefficient for 

this analysis.  

RQ2: How Does the News Worker’s Perception of the Audience Relate to the 
Quality or Type of Online Video That is Produced for the Web Site? 

Treating the data as nominal variables, a chi-square test of independence was 

conducted to compare level of viewer demand for still photos to the level of viewer 

demand for online video. For the purposes of analysis, the answer choices in a 5-item 

index that measured viewer demand were collapsed into 3 categories (low, average and 

high) to represent the frequency in the table. Figure 4-4 shows how respondents 

perceived audience demand for still photography and videography on 2 different survey 

items. Table 4-7 shows the crosstab and chi-square coefficient for this analysis, and a 

statistically significant difference between the demand for still photos and video was 

found, X² (2, n =172) = 65.5, p<0.01. 

However, in the case of viewer demand for audio slideshows compared to viewer 

demand for online video, 29% (n = 27) of respondents said that viewers would rather 

see online video than audio slideshows. A chi-square test was conducted to see if there 

was a statistically significant difference between the way the 2 work categories 

perceived viewer demand, and the results were significant, X² (2, n = 93) = 8.93, 

p<0.01. Photographers were statistically more likely to say the audience preferred audio 

slideshows to video. Table 4-8 shows the crosstab and chi-square coefficient for this 

analysis. Also, 64.9% (n = 61) of respondents said viewers would rather see an online 

photo gallery than video. 

When participants were asked to report the top 3 types of video that were most 

commonly produced for their newspaper‘s web site without ranking them, breaking 
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news (n = 64, 23.3%), feature stories (n = 58, 21.1%), and general assignment (n = 64, 

20.7%) were the top choices. However, participants reported that breaking news (n = 

55, 31.2%), sports (n = 41, 23.3%), and feature stories (n = 26, 14.8%) were the top 3 

kinds of video most viewed on their newspaper‘s web site. Table 4-9 and Table 4-10 

show the types of video respondents thought were the most commonly produced and 

the most commonly viewed for their newspaper‘s web site, respectively.  

Respondents were asked whom they were primarily concerned with pleasing   

when it came to their work for each type of work output: still photography and video. A 

chi-square test of independence showed no statistically significant differences between 

photographers and visual journalists in terms of whom they were concerned with 

pleasing, X² (2, n = 166) = 1.15, p = 0.56. The tabulation for this chi-square test is not 

shown in a table because the results were not significant.  

The answer choices were not ranked, and participants could choose all answers 

that applied. Respondents in this survey were most concerned with pleasing their 

audience (n = 81, 48.8%) and themselves (n = 66, 39.7%) with the work they produced.  

A chi-square test of independence was performed to determine if a journalist‘s 

opinion of the audience depended on their work category. The results were not 

significant, X² (3, n = 215) = 0.90, p = 0.82. Table 4-12 shows the cross-tabulations for 

the relationship between journalists‘ work category and how they viewed the audience. 

RQ3: How Do Changes in Organizational Structure Relate to the Production of 
Online Video in Newspaper Newsrooms? 

Results show that in the past most photojournalists reported to photo editors (n = 

50, 53.2%) and photo directors (n = 30, 31.9%) while multimedia editors had little 

influence or supervision over photojournalists‘ work (n = 2, 2.1%). Respondents 
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reported that today most photojournalists still report to photo editors (n = 32, 34%) and 

photo directors (n = 29, 31%), and the supervision by multimedia editors (n = 8, 8.5%) 

has slightly increased. Figure 4-5 shows the differences between whom photographers 

answer to today and to whom they answered to in the past. 

Respondents were asked about changes in job titles and editorial positions that 

occurred within the last 5 years in their newsrooms. Most respondents (n = 55, 76%) 

reported that photographers had changed job titles. Fewer said that print reporters, 

picture editors, print editors and other editorial positions had changed job titles. Also, 

62% of respondents (n = 58) reported answering to the same editor when they shoot 

video for their newspaper‘s web site as when they shoot still photo assignments. 

When it came to opinions about organizational structure concerning training, there 

was some association between the way professionals who primarily shot still photos 

and those who handle other multimedia and editing tasks viewed their level of video 

training (p = 0.10). Also, 58.5% (n = 55) of respondents said that they did not receive 

adequate and appropriate training from their employers in shooting and editing video 

while 22.3% (n = 21) agreed that they did. Figure 4-6 shows how respondents answered 

when questioned about the quality of training they received from employers in shooting 

and editing video. 

However, respondents (n = 55, 59.4%) agreed that in most cases their news 

organization provided the appropriate equipment and technology for them to shoot and 

edit video. Figure 4-7 shows how participants responded to this survey item. 

 
 



 

85 

Table 4-1. Respondents‘ work categories  

           Total 
          (N=94)   
Work Category    Respondents    %    

Photographer             43   45.7 
Photo Editor      8     8.5 
Photographer/Videographer           29      31 
Video Editor              10     9.4 
Other       4            4.2 

 
Table 4-2. Comparison of employment status as a photographer by age (years)   

           25-34     35-44      45-54        ≤55   Total 
Employment status                 (N = 17)  (N = 19)  (N = 35)  (N = 21)  (N = 93)  

Full-time News         13         17        32 16     78 
Part-time News           1     0          1   1       3 
Freelance (sometimes)          1     0          2   0       4 
Freelance                      1     1          0   0       2 
Worked News (Past)          0     0          0   2       2 
Little No News Work          1     1          0   2       4 

 

 
Figure 4-1. Years of employment as a professional news photographer 
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Table 4-3. Time spent shooting a typical video  

               Total 
             (N = 80)          
Time (hours)        Respondents     % 

     ≤ 1          31         38.7 
     1-2          31         38.7 
     2-3          10         12.5 
     ≥ 3            8         10.0 

 
Table 4-4.  Time spent editing and producing a typical video 

                Total 
              (N = 79)          
Time (hours)        Respondents      % 

     ≤ 2          19 24.1 
     2-3          28 35.4 
     3-5          20 25.3 
     ≥ 5          12 15.2 

 
Table 4-5.  Frequency respondents are expected to collect both still photos and video     

on a single assignment    

                                Not Frequently           Frequently           Total  
Work Category             (N = 36)               (N = 52)            (N = 88)  

Visual Journalist        56%                  44%           56.8% 
         (28)                          (22)  (50) 
Photographer        21%                  79%                  43.2% 
          (8)        (30)            (38) 

X² =10.91  
df=1 
p <0.01 
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Figure 4-2. Frequency respondents were expected to complete assignments  

 
Figure 4-3. Number of assignments respondents receive in a typical day 
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Figure 4-4. Perceived audience demand and media category 

 
Table 4-6.  Shooting video requires a photojournalist to carry too much equipment on 

assignments           

                                    Agree     Neither        Disagree           Total 
Work Category          (N = 52)          (N = 20)             (N = 22)         (N = 94)  

Photographers      55.8%       45%          22.7%           45.7% 
                                      (29)                (9)                      (5)                (43) 
Visual Journalists         44.2%       55%          77.3%            54.2% 
                                      (23)               (11)                    (17)                (51) 

X² =6.81  
df=2 
p <0.03 
 
Table 4-7.  Perceived audience demand and media category     

       Low           Average        High            Total  
Media Category (N = 46)                 (N = 53)                (N = 73)           (N = 172) 

Still Photography    3.4%            27.6%                   70%           50.6% 
                (3)                         (24)                      (60)                   (87) 
Videography   50.6%                     34.1%                  15.3%           49.4% 
                                  (43)                        (29)                       (13)                   (85) 

X² =65.5  
df=2 
p <0.01 
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Table 4-8.  Most viewers would rather see audio slideshows than online video 

    Agree     Neither         Disagree    Total   
Work Category           (N = 26)         (N = 40)             (N = 27)             (N = 93) 

Photographers      61.5%       50%  22%     45.2% 
                                     (16)       (20)     (6)                   (42) 
Visual Journalists         38.5%       50%            78%     54.8% 
        (10)       (20)  (21)     (51) 

X² =8.93  
df=2 
p <0.01 
 
Table 4-9.  Type of video most commonly produced for your newspaper‘s web site 

                                                  Total 
                 (N = 93)       
Type of Video          Respondents     %      

Animals            8    3.0 
Breaking News         64  23.3 
Features          58  21.1 
General Assignments        57  20.7 
Political          18    6.5 
Popular Opinion           7    2.5 
Special Reports         22    8.0 
Sports           41           14.9 
Total                   275         100.0 

 
Table 4-10.  Type of video most commonly viewed on your newspaper‘s web site  

                                       Total 
                  (N = 93)       
Type of Video  Respondents      %     

Animals          11   6.3 
Breaking News         55           31.2 
Features          26           14.8 
General Assignments        19 10.8 
Political          10   5.7 
Popular Opinion           2   1.1 
Special Reports         12   6.8  
Sports                     41 23.3    
Total                   176        100.0 
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Table 4-11.  Who you are most concerned with pleasing 

     My Audience     My Editor  Myself  Total         
Media Category    (N = 81)            (N = 19)            (N = 66)      (N = 166)    

Still Photography          51.7%          9.2%             39.1%          52.4% 
        (45)                    (8)      (34)          (87) 
Videography       45.6%        13.9%             40.5%          47.6% 
        (36)         (11)                     (32)               (79) 

 
Table 4-12.  Opinions of the audience 
                          Educated/       Short Attention Span/                        News /Tech      
                               Intelligent                No Time               No Clue          Savvy              Total 
Work Category       (N = 64)                 (N = 69)                (N = 28)         (N = 54)           (N=215)  

Photographers         27.4%                    33.7%                14.7%           24.2%               44.2%  
          (26)  (32)     (14)  (23)            (95) 
Visual Journalists    31.7%                    30.8%    11.6%           25.8%                55.8% 
                      (38)  (37)     (14)  (31)           (120) 

 

 
Figure 4-5. Most photographers report to/ answer to 
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Figure 4-6. Respondents‘ received adequate/appropriate training from employers 
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CHAPTER 5 
DISCUSSION 

The social constructivist theory would argue that the adoption of online video is a 

product of a complex socialization process that takes place in the newsroom. The 

process of incorporating video, which includes learning and constructing its meaning 

and value, cannot be separated from its social context in the newsroom. Social 

constructivism asserts that the production factors—work practices, perception of the 

audience, and organizational structure— have significant influence on video adoption as 

a learning process. The cumulative effect of the production factors can help determine 

whether news organizations are taking the necessary steps to make sure video thrives 

as a storytelling format. This research attempted to study news photographers as a 

unique group within the newsroom. It also examined how social influences and 

processes affect how photographers ascribe meaning to the video technology that has 

been introduced into most U.S. newsrooms. 

The most interesting insight this study provided is that photojournalists who once 

only shot still photo assignments are now receiving daily video assignments, and these 

photographers are often collecting both still photos and video for the same assignment. 

Respondents in this study are also concerned with pleasing the audience for news 

video, and results show that the type of video respondents said their newspapers 

produce usually fits the interests of viewers. However, results indicate that other than 

changing the job titles of photographers and providing the necessary equipment to 

shoot and edit, news organizations are not making many structural changes to help 

foster the adoption of video in their newsrooms. 
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RQ1: How Have Work Practices Changed as a Result of the Adoption of Video in 
Newspaper Newsrooms? 

The successful adoption of a new technology or capability is usually propelled and 

accompanied by a significant change in the work practices and routines of the 

professionals who are learning a new skill set (Boczkowski, 2004; Paulussen & Ugille, 

2008). In this study the participants reported an overall expansion in their work 

practices, which includes an increase in their workload and the skills necessary to do 

their jobs. Although the majority of the respondents were news photographers who now 

have various levels of experience shooting and producing online video, most of their 

work day is still spent with still photography. In a typical day most professionals who 

participated in the survey are receiving twice as many still photo assignments as video 

assignments, and respondents spent almost 30% more of their week shooting still photo 

assignments than shooting video assignments. They also spent a higher percentage of 

their work week editing still photos than video editing. However, when respondents do 

work on video, they said it is a time-consuming and complex task.  

It is not enough to simply compare the amount of time these professionals spend 

on video and still photo assignments as an indication of how much their work practices 

have changed. Most of the respondents said they remember a time when they did not 

have any video work at all; therefore, all video practice is a completely new change in 

their work routines, whether it‘s only one or two videos per week or one video per day. 

Forty respondents (49.4%) said they typically receive one video assignment per day. 

This could be viewed as a drastic change in the daily routine of a professional. This is 

also significant because when you add the time it takes the majority of respondents to 

shoot (1-2 hours) and edit (2-5 hours) a typical video, that means that many of these 
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professionals spend anywhere from three to seven hours each time they complete a 

video assignment (Table 4-3 and Table 4-4). 

This research not only showed that work practices were expanding, but 

employers are also expecting more from journalists who work in photography. In this 

case, a broadening of expectations means that employers increasingly expect 

photographers to be equipped for video each day, to multi-task during assignments, and 

to switch between and maintain the mindsets necessary for both video and still photo 

work. For example, professionals who are responsible for both still and video 

assignments may have a lot more to think about than a professional who just works with 

one format. In order to effectively collect video for a news story, the photographer must 

consider sound, remember unique equipment such as tripods and headphones, and 

they may even approach the scene of an event and interact with subjects in a different 

way than they would if they were collecting still photos.  

 Employer expectations are not only apparent in the frequency at which 

respondents are assigned various work, but also the frequency with which they are 

expected to complete this work, or the rate of turnaround. For example, 40 respondents 

said they are assigned 1 video on a typical day, but only 12 respondents said they were 

expected to complete video daily. Instead, 33 respondents reported that they are 

expected to complete videos about 1 to 3 times per week, and 26 respondents said they 

turn around a video once per month or less. Also, 53 respondents said they receive 2 to 

3 still photo assignments on a typical day, but 70 (76.1%) respondents reported that 

they are expected to complete photo assignments daily.  This means that the 
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photojournalists may also be balancing a more complicated schedule for deadlines as 

they work to manage assignments in different formats with different rates of turnaround.  

Even though it is clear that there has been a significant learning curve for the 

respondents, it is not evident if the expanding work practices and increase in employer 

expectations are directly caused by the addition of online video in these newsrooms. 

Several respondents had negative views of the changes in their work practices relating 

to video. But do we have reason to assume that these perceptions are accurate? Are 

the changes associated with online video solely to blame for the changes in work 

routines?   

Several other factors compounded with the adoption of online video may cause 

these photojournalists to feel overwhelmed with their routines. For example, most 

respondents said that within the last five years the number of staff photographers in 

their newsrooms has decreased. This most likely increased the workload for those 

photographers still working in newsroom photography departments, independently of 

the addition of video work.  

Also, the frequency with which respondents are assigned video may have an 

impact on how they feel about video assignments. Since most of the respondents spend 

most of their time on still photography, whenever they are assigned a video or expected 

to collect both stills and video on a single assignment it takes them out of their 

professional norms. This may exaggerate the impact they feel video is having on their 

work experience. Paulussen and Ugille (2008) found similar results concerning how 

handling new tasks affects journalists‘ hours because journalists in their study did not 

see themselves as having enough time, resources and manpower to complete their 
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core tasks, not to mention new responsibilities. For example, in this study many 

respondents said adding video asks too much of journalists, requires too much 

equipment, calls for complex edits, and that they do not have enough time to complete 

their work during salaried hours. Since breaking news was reported to be the most 

commonly produced and most commonly viewed video, the time-sensitive 

circumstances under which this type of video is collected could be a reason why these 

journalists view video work as time-consuming and complex task that is ―too much‖ for 

one journalist to handle along with shooting photos for a single assignment. 

RQ2: How Does the News Worker’s Perception of the Audience Relate to the 
Quality or Type of Online Video That is Produced for the Web Site? 

A social constructivist approach would argue that the journalist‘s perception of 

their audience, their peers, and their work will directly influence how well journalists 

accept and adapt changes related to online video, which ultimately affects the content 

that is published.  Therefore, by analyzing the perceptions of the respondents in this 

survey, the researcher gained insight about how these perceptions may affect video 

content. For example, if respondents feel like the video work they do satisfies the needs 

and demands of their audience, they may view their experiences learning and working 

in video as meaningful. Also their perceptions will likely affect their attitude toward and 

the quality of the news video they produce. This research did pinpoint some perceptions 

the respondents hold about the audience, but it did not determine how these 

perceptions directly affect the video content.  

 According to the respondents, the audience overwhelmingly would rather see 

photos, which include still photos in galleries and audio slideshows, than video. There 

was a statistically significant difference between the respondents‘ perception of viewer 
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demand for stills and video. Table 4-8 shows 70% (n = 60) of respondents said still 

photos were in high demand, and 50.6% (n = 43) of respondents said the demand for 

video was low. This perception of the audience being in favor of still photos should be 

questioned. Maybe the respondents themselves would rather view still photos and audio 

slideshows than online video. Also, this perceived audience demand for still 

photography may be linked to the negative work experiences some respondents had 

with video. If photojournalists view their changes in work practices negatively, they may 

ascribe their preferences onto the audience. Previous research has shown that the 

journalists‘ mentality (attitudes and perceptions of their audience) has been an 

important factor influencing the adoption of interactivity and new media capabilities in 

the newsroom (Boczkowski, 2004; Paulusen & Ugille, 2008). Therefore, the 

respondents‘ perception of the higher audience demand for still photos may be linked to 

their level of acceptance of and feelings about video work in general. 

Most respondents also said that the audience prefers online photo galleries more 

than video. For the purposes of analysis, online video was considered to be a more 

complex media format than still photos because it demands more of photojournalists in 

terms of learning new editing software and equipment. The results showed that as the 

type of media became more sophisticated, respondents reported that the demand for 

that media is lower. This was not entirely the case when demand for video was 

compared to demand for audio slideshows. Overall, 29% of respondents said online 

video is in higher demand than slideshows, while 28% of respondents said the audience 

prefers slideshows. However, there was a statistically significant difference in the way 

photographers and visual journalists responded to this survey item. Most photographers 
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said that the audience would prefer to see slideshows, while most visual journalists 

disagreed.  

These perceptions are in line with the patterns of media production respondents 

reported. Results showed that respondents are assigned more still photos in a typical 

day than video, and that they were expected to complete still photo assignments at a 

higher frequency.  However, some of this is because video takes more time to produce, 

editors‘ choices, or the nature of the news stories might not always translate into good 

video. When it came to production of audio slideshows, the respondents were still 

assigned more video in a typical day and expected to complete video at a higher 

frequency than audio slideshows. 

Overall, the news organizations represented in this research seem to cater to the 

news patterns and characteristics of their audiences when it comes to the type of online 

video that is produced. These results show that for the most part, the types of news 

video that organizations most commonly produce are also what the audience views. 

The respondents said breaking news was the most commonly produced and most 

commonly viewed genre of online news video. Although feature stories and general 

assignment videos were the next most commonly produced video, respectively, the 

journalists felt that most viewers watch sports video more than feature stories. In 

general, respondents think that their audience is made up of educated and intelligent 

people who have short attention spans and little time for news. If the respondents are in 

fact correct about their smart and busy audience, it would make sense that breaking 

news, general assignment, sports and feature videos would be produced and viewed 

more than other genres. As characterized by the respondents, the audience for online 
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news video is not made up of casual Web browsers but intelligent people who are on-

the-go and are probably drawn to newspaper web sites specifically to follow up on the 

latest news and sports events. These findings support previous research that shows 

factors intrinsic to the journalists and their views of the audience influence news content 

(Armstrong, 2006; Shoemaker and Reese, 1996). 

 Yet, it cannot be ignored that the respondents‘ opinions of their audience is not 

the only major factor in what type news video is produced. Also, the researcher is not 

sure how and why the respondents developed this perception of the audience‘s 

characteristics and interests. This research has not established reasons why the 

respondents‘ perceptions should be considered as an accurate description of the 

audience.   

Respondents said that they were more concerned with pleasing their audience 

and working to satisfy their own professional standards than they were concerned with 

pleasing their editors. They were also more concerned with pleasing their audience with 

their still photo work than with their video work. However, in general, respondents were 

most concerned with pleasing their audience with their work regardless of the media 

category. This finding is interesting because video is one of the newest skills news 

photographers have been expected to master, and they are not overwhelmingly 

concerned about what their editors think about their video work. Maybe respondents are 

less concerned with pleasing their editors because if editors are overworked, they may 

not give them much feedback anyway. This lack of concern to please editors might also 

be linked to their views about whether or not employers provided the appropriate 

training for this media. The quality of on-the-job training in business settings has been 
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found to significantly affect whether employees accept the goals and intend to meet the 

performance expectations of their employers (Schwoerer et al., 2005). 

RQ3: How Do Changes in Organizational Structure Relate to the Production of 
Online Video in Newspaper Newsrooms? 

For the purposes of this research, social constructivism would assess the extent to 

which structural changes in news organizations were made in order to foster the healthy 

development of video in newsrooms. Theorists would also consider a lack of change in 

organizational structure as affecting the video adoption. In other words, what are news 

organizations doing structurally, besides providing the appropriate technology and 

software, which influences the adoption of video? For example, a change in job titles 

may signify and represent the news organization‘s commitment to the change in work 

practices and the added roles that photojournalists have taken on as a result of the 

video adoption process. Or news organizations may decide to reorganize the workflow 

or hierarchy in photography departments in ways that will support and accommodate 

the routines in video.   

In this study most respondents reported that news photographers still report to 

photo directors and editors more than to multimedia editors even though they are now 

expected to shoot and produce video. Even when they are collecting and editing still 

photos and video for assignments, their editors usually do not change. New skill sets, 

work routines and expectations have been added, but these changes have not 

drastically affected organizational structure when it comes to hierarchy of command in 

the photography departments of newsrooms represented in this survey. 
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Respondents said that news photographers have undergone a change in job titles 

as a result of their expanding and changing job roles. This is interesting because most 

of the respondents‘ time is still spent on still photo work.  

A high percentage of respondents were not satisfied with the level of video training 

they received, but most respondents felt like their news organizations provided them 

with the appropriate technologies and equipment they needed to get the job done. 

These results were in line with the research Aviles et al. (2004) conducted on job 

training at commercial television stations. In the past, management argued that new 

technologies and software would ultimately make journalists‘ lives easier, by eliminating 

darkroom production and creating digital archiving systems (Aviles et al., 2004), but 

learning to shoot, edit and produce news video does not simplify the work of 

photojournalists. Unlike training for news photographers in the past related to the 

digitization of the newsroom, management cannot use the same arguments for why 

journalists should embrace video technology and training. News video provides 

photographers with an opportunity to learn a wholly new skill, which most likely 

increases the workload of the professionals who embrace this new storytelling platform.  

Previous research has shown that training is not just about mastering a new skill 

set, but in fact affects the mindset of the news worker (Nollen & Gaertner, 1991; 

Schwoerer et al., 2005).  In this research, training did not have a significant impact on 

the journalists‘ time efficiency in video work. The time it took respondents to shoot and 

edit video was not statistically significantly associated to their quality of training. For 

example, the photojournalists who were satisfied with the quality of their video training 

did not spend a significantly different amount of time shooting and editing.  Therefore 
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the level of training may not always affect the time it takes or ease with which a 

professional completes an assignment.  The fact that the respondents did not think their 

video training was adequate or appropriate may indicate that their confidence, self-

efficacy and performance have suffered (Nollen & Gaertner, 1991; Schwoerer et al., 

2005). This issue, affecting the individual journalist‘s mindset, could ultimately affect the 

overall performance of the news organization.  

This dissatisfaction with video training also supports Nguyen‘s (2008) research, 

which recognized patterns of newspapers introducing new technologies but not 

investing the time it takes to harness new media, learn new processes and adopt new 

values. In most newsrooms represented in this study, the journalists were given the 

appropriate and necessary equipment, but they did not feel that enough training was 

provided.  
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CHAPTER 6 
CONCLUSION 

The researcher used the following exploratory question to guide this study: How is 

online video being adopted by photojournalists and newsrooms in the U.S.? This study 

shows that photojournalists‘ work practices and consideration and perception of their 

audience are influencing the adoption of video more than the organizational structure of 

the newsrooms represented in the research. Photojournalists have gone from no video 

work to receiving about one video assignment per day, and oftentimes they are 

collecting both stills and video on a single assignment. Also, these photojournalists are 

concerned with pleasing the audience, and their perceptions of the intelligent and busy 

individuals and their interests match the breaking news, sports and general assignment 

video they are most commonly producing. Still, respondents believe their audience‘s 

demand for still photos exceeds their demand for video, which may be linked to these 

photojournalists‘ level of acceptance of and feelings about video work in general. 

 However, according to most respondents, when it comes to organizational 

structure, most newsrooms have only made strides to change job titles of 

photographers and to equip them with the technology they need to shoot and edit video. 

There has not been significant training or changes in workflow that would help usher in 

and establish video as a meaningful storytelling method in these newsrooms.  

These findings are important when viewed in light of the social constructivist 

theory. Although technology does trigger changes in news, without other factors 

influencing the adoption process, technology alone is not enough to maintain the 

desired innovations in news content that video was introduce to create. In previous 

research, even when journalists had general awareness of and basic access to the Web 
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technologies for multimedia and interactivity, they took advantage of them differently 

based on variations in the dynamics of the technology adoption process (Boczkowski, 

2004). Therefore, these differences in the dynamics of the adoption processes are 

associated with the three production factors studied in this research.  

One major limitation of the present research is that it relied on the memories of 

photographers about the frequency at which they carried out various assignments, their 

perceptions of their audience‘s characteristics and demands, their perceptions of the 

type of news video that is published to their web site as well as the complexity of video 

edits. For example, the respondents said the audience would rather see still 

photography than video, but the researcher could not determine why respondents have 

this perception nor if their perception of the audience actually influences what content is 

published to web sites. Therefore the researcher could only speculate about the 

audience demand for these platforms. 

The survey was also limited because it did not offer definitions or descriptions for 

some scale measures. For example, ―quite often‖ may mean very different things for 

news photographers in different newsrooms or to professionals with diverse work 

histories and experiences. 

One weakness of the present research was the sample size of the survey, which 

limited the statistical analysis and generalization of the results. Although there are 

several benefits to Web-based surveys, which allow researchers to cut costs by 

collecting information through self-administered electronic questions, Adams and Cleary 

(2007) found several deterrents and distractions usually make it difficult to get busy 

news workers to complete them. On-the-go journalists who are often competing with 
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deadlines have generally been reluctant to dedicate time to complete surveys for 

academic research (Adams & Cleary, 2007). Another limitation of this research is in the 

sample collection methods. Without randomization, the researcher chose to solicit 

responses by using an online directory of newspapers. More strategic recruitment of 

diverse newsrooms and respondents may produce more conclusive or insightful results 

about how online video is affecting newsrooms and news content and how it is related 

to changes in work practices and organizational structure.   

A mixed methods approach could produce more conclusive and significant results. 

Future research could use a combination of survey and content analysis. Survey 

methods could be used to collect data from the respondents about how they perceive 

changing work practices, how these work practices affect them personally, and the 

patterns and schedules of online video work in newsrooms. However, content analysis 

would be a more accurate way to collect information about the complexity of video edits 

and how often newspapers publish various types of assignments. Qualitative methods 

such as in-depth interviews with news photographers and editors could be used to get a 

clearer picture about how changes in organizational structure and hierarchy of 

command in newsrooms relates to the adoption of video. Using a survey alone may not 

have been the best way to measure the relationship between news video and 

organizational structure, and workflow and hierarchy could be better examined through 

on-site observation and qualitative interviewing. 

Photographers have their own special culture within the newsroom. Future 

research could study news photographers as a unique subgroup to find whether those 

who shoot video have established norms and routines for video production. Studies 
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could also survey news photographers who have been hired within the last 10 years 

about work practices, job expectations, and perceived audience preferences because 

their views may be different from professionals who have been working for 15 to 20 

years. From this study 70% (n = 66) of the respondents said they have been 

professional news photographers for more than 15 years. There could be significant 

differences in attitudes toward change between older professionals and younger hires 

who are just entering the industry. It would be interesting to see whether the more 

recent hires are accepting and embracing new platforms more than the seasoned 

photojournalists. Future researchers could focus on the responses of more recent hires 

as well as the effects of convergence where newspapers are partnering with local 

television stations. With layoffs and downsizing in photography departments, it would be 

interesting to see whether video is being collected and multi-purposed for both 

television and newspaper web sites. It would also be interesting to see whether 

experienced television videographers are shooting and editing video for newspapers. 

Future research could also explore the amount of still photography and video 

newspapers publish. Future studies could explore how editors make decisions about the 

frequency of assignments and which multimedia is appropriate. Researchers could also 

compare the types of videos that are most commonly assigned, such as breaking news, 

to those that are most commonly viewed, such as sports.  

Another avenue for future research could include the average length of the videos 

respondents produce. For example, information about video length may help explain 

why it took the respondents a certain amount of time to shoot and edit, or it may help 

the researcher understand why respondents said the audience would prefer to view still 
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photos. If the respondents are producing videos that are considerably long, it may affect 

their perception of video and their beliefs about whether the audience would have time 

to view them.  

Changes in organizational structure related to video could be explored in more 

detail, specifically training and job titles. Future researchers may study how quality of 

training or satisfaction with training may affect the self-efficacy of journalists and their 

efficiency in completing new tasks and acquiring new skills. As far as job titles are 

concerned, this research established that within the last five years staff photographers 

have undergone the most changes. Future studies could seek to establish the nature of 

these new job titles and the reasons behind why these titles were changed. Thus the 

researcher could establish whether the changes in job titles were associated with the 

changing work practices of photojournalists who added video to their repertoire. 

This study advanced the social constructivist theory by using quantitative methods 

to explore a group of photojournalists who were learning to shoot and edit video within 

the social context of separate and diverse newsrooms. Scholars have traditionally used 

the social constructivist theory to research the learning process of a group of individuals 

who share the same social environment. Therefore, previous constructivist studies have 

examined how a group has created meaning in a single or a few social settings. This 

study brought together the perceptions and experiences of professionals from different 

news organizations in order to challenge the theory by transcending the organizational 

boundaries to understand the shared meanings of photographers who have been 

exposed to video work. Photographers are an interesting group to study because they 

are different from word journalists in several ways. Instead of using the theory to 
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understand one group of photojournalists in a single newsroom, this study has 

increased awareness of the general concerns of photojournalists who represent several 

organizations. Therefore this research is advancing the social constructivist theory by 

broadening its reach and paving the way for future researchers to use the theory to 

analyze on a larger scope.  

As an exploratory study this research has shown that photojournalists‘ transition 

from still photography to online videography is more than a simple switch in camera 

equipment. Through the analysis of work practices, perceptions of the audience and 

organizational structure, it was evident that these factors play a role in whether 

photographers embrace and accept video work. This research also began to view the 

larger social context of the newsroom from the photographer‘s point of view. It has 

increased awareness of the ways photographers‘ perceptions of the audience and how 

their typical work day is changing because of online video.  This study has also 

established starting points for future conversation about what news organizations can 

do structurally to make newsrooms a place for photographers to feel supported and 

have meaningful interactions with their peers and editors, which may ultimately facilitate 

their learning experiences.  
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APPENDIX A 
SURVEY 

 
 



 

110 

Q1   I have read the procedure described above. I voluntarily agree to participate in the 
procedure. I understand that I may print this page for my own records. 
 I agree.  

 I do not agree. I will not participate in the study.  

 
Q2 I currently shoot or edit video for my job. 
 Yes  

 No  

 Not applicable  

 
Q3 Was there a time in your professional career when you only shot still photos (no 
audio or video)? 
 Yes  

 No  

 Not applicable  

 
Q4 When I shoot video for our web site, I answer to a different editor than when I shoot 
stills. 
 True  

 False  

 Not applicable  

 
Q5 I have enough time to finish my work during salaried hours. 
 True  

 False  

 Not applicable  

 
Q6 In a typical day, how many of the following assignments do you receive? 
 

         0 1 2 3 More than 3 

Video           
Stills           

Audio 
Slideshows 
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Q7 In general, at what frequency are you expected to complete the following kind of 
assignments? 
 

 Daily Never Less than 
once a 
month 

About 
once a 
month 

2-3 times 
a month 

About 
once a 
week 

2-3 times 
a week 

Video               
Stills               
Audio 
Slideshows 

              

 
 
 
Q8 Who reviews your work? 
 
 Photo editor Video editor Online editor Multimedia editor Not Applicable 

Video           
Stills           
Audio 
Slideshows 

          

 
 
 
 
Q9 When it comes to the following assignments, whom are you concerned with  
pleasing? 
 

 Myself My editor My audience Not applicable 

Video         
Stills         
Audio 
Slideshows 

        

 
 
Q10 In a typical week, what percentage of your work time do you spend on the following 
activities?  Please slide the bars to the right. 
______ Shooting stills  
______ Shooting video  
______ Editing stills  
______ Editing video  
______ Management/ administration 
______ Other  
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Q11   At your newspaper, within the last five years there have been changes in job titles 
for which of the following jobs? Check all that apply. 
 Reporters  

 Picture editors  

 Print editors  

 Photographers  

 Other editorial positions  ____________________ 

 
Q12 Complete the statement by checking all that apply. The audience for my 
newspaper's online video is/has... 
 Educated  

 Intelligent  

 Tech savvy  

 News savvy 

 Little time for news  

 Short attention spans  

 No clue about news video  

 Other  ____________________ 

 
Q13 Our newsroom has separate departments for the following. Check all that apply. 
 Video  

 Photo  

 Photo and video together  

 Multimedia/online production 

 Design (print)  

 Design (Web)  

 Other  ____________________ 

 
Q 18 What types of videos are most commonly produced for your newspaper's web 
site?  Choose the top three. 
 Animals  

 Political  

 Sports  

 Feature  

 Special Reports  

 Breaking news  

 General assignment  

 Man on the street/ popular opinion  

 I don't know.  
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Q19 What kinds of videos are most viewed on your newspaper's web site? Choose the 
top three. 
 Animals  

 Political  

 Sports  

 Feature  

 Special reports  

 Breaking news  

 General assignment  

 Man on the street/ popular opinion  

 I don't know.  

 
Q20 Today, most photojournalists in my newsroom report to: 
 Photo editor  

 Photo director  

 Online editor  

 Multimedia editor  

 Other: Please specify.  ____________________ 

 
Q21 In the past, most photojournalists in my newsroom reported to: 
 Photo editor  

 Photo director 

 Online editor  

 Multimedia editor  

 Other: Please specify. ____________________ 

 
Q22 Choose the answer that best completes the following statement:  Within the last 5 
years, the number of staff photographers at your news organization has: 
 Increased  

 Decreased  

 Remained the same  

 
Q23 My news organization provides the appropriate equipment and technology for me 
to shoot and edit video.      
 Never  

 Rarely  

 Sometimes 

 Quite often 

 Always  
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Q24 The videos posted to our web site require complex edits. 
 Never  

 Rarely  

 Sometimes  

 Quite often 

 Always  

 
Q25 At my workplace photographers who shoot and edit online video work in a separate 
department/location from the other photographers. 
 Never 

 Rarely  

 Sometimes  

 Quite often  

 Always  

 
Q26 In general, how often are you expected to gather BOTH still photos and video on a 
single assignment? 
 Never  

 Rarely  

 Sometimes  

 Quite often  

 Always  

 
Q27 On average, how much time do you personally spend shooting a typical video? 
 Less than 1 hour  

 1-2 hours  

 2-3 hours  

 More than 3 hours  

 Not applicable  

 
Q28 On average, how much time do you personally spend editing/producing a typical 
video? 
 Less than 2 hours  

 2-3 hours  

 3-5 hours  

 More than 5 hours  

 Not applicable  
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Q29 How would you describe the viewer demand for still photos on your newspaper's 
web site? 
 Very low  

 Low  

 Average  

 High  

 Very high  

 I don't know.  

 
Q30 How would you describe the viewer demand for video on your newspaper's Web 
site? 
 Very low  

 Low  

 Average  

 High  

 Very high  

 I don't know.  

 
Q31 Most viewers would rather see a photo gallery than online video. 
 Strongly disagree  

 Disagree  

 Neither agree nor disagree  

 Agree  

 Strongly agree  

 
Q32 Shooting video requires a photojournalist to carry too much equipment on 
assignments. 
 Strongly disagree  

 Disagree  

 Neither agree nor disagree  

 Agree  

 Strongly agree  

 
Q33 I received adequate and appropriate training from my employer in shooting and 
editing video. 
 Strongly disagree  

 Disagree  

 Neither agree nor disagree  

 Agree  

 Strongly agree  
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Q34 Most viewers would rather see audio slideshows than online video. 
 Strongly disagree  

 Disagree  

 Neither agree nor disagree  

 Agree  

 Strongly agree  

 
Q35 Adding video assignments to a photographer's still assignments is asking too 
much of photographers. 
 Strongly disagree  

 Disagree  

 Neither agree nor disagree  

 Agree  

 Strongly agree  

 
Q36 At your newspaper, within the last five years, what type of changes have occurred 
in the photo department? (For example, reorganization, title of department, merging with 
or splitting into other departments, or where photographers are located in newsroom.) 
Please explain. 
 
Q37 What were your primary reasons for starting to shoot and edit video?  Please 
explain.      
 
Q38 Currently, are you a member of NPPA? 
 Yes  

 No  

 
Q39 What is your gender? 
 Male  

 Female  

 Prefer not to report  

 

Q40 What was your age on your last birthday? 
 Younger than 18 years old  

 18-24 years old  

 25-34 years old  

 35-44 years old  

 45-54 years old  

 55 years or older  
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Q41 Mark the choice that BEST describes you: 
 I am primarily a still photographer.  

 I am primarily a videographer.  

 I shoot both video and stills in my work.  

 I am primarily a picture editor.  

 I am primarily a video editor.  

 Other (6) ____________________ 

 

Q42 Mark the choice that BEST describes your employment: 
 I work full-time for one news organization.  

 I work part-time for one news organization.  

 I work freelance, primarily for news organizations.  

 I work freelance, sometimes for news organizations  

 I did work primarily for news organizations in the past, but not now.  

 I have done little or no work for news organizations.  

 None of the above describes my employment.  

 
Q43 How long have you been a professional news photographer? 
 Less than 1 year  

 1-5 years  

 5-10 years  

 10-15 years  

 15- 20 years  

 More than 20 years  

 I am not a professional news photographer.  

 
Q44 If you are not a staff photographer at a newspaper now, which of the following 
describes you best? 
 I have never been a staff photographer at a newspaper.  

 I was a staff photographer at a newspaper, but I was laid off, fired or quit within the 

past 2 years.  

 I was a staff photographer at a newspaper, but I quit to go freelance within the past 2 

years.  

 I was a staff photographer at a newspaper, but I quit to go freelance more than 2 

years ago.  

 I was a staff photographer at a newspaper, but I was laid off, fired or quit more than 

2 years ago.  

 None of the above describes me. 
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