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SUMMARY

This article attempts to illustrate some general theoretical and methodological
approaches to journalism and media coming from feminist perspective. The
research questions raised by media feminists scholars relate not only to the
key issue of representation, but also to wider examination of the place of
women in the media industries, to women as producers and as audiences, and
women'’s reflections of their own situation in relationship to the media spaces.
At the heart of this article lies a case-study. It asks whether there are any gen-
der differences in a general perception held in a newsroom of a small Austra-
lian newspaper — that female journalists work differently to male journalists.
On the basis of qualitative methodologies (participant observation, and in-
depth interviews) the study explores the question whether there are observable
differences in the way female journalists and male journalists work in that
particular newsroom. Put it simple, we are interested here in whether Austra-
lian female journalists in the studied newspaper newsroom conform to a tradi-
tional, patriarchal style of journalism?
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Introduction

The critical media approach employed in this article conceives the world as so-
cially and historically constructed through power relations that position people dif-
ferently according to different categories. The unequal power relations that work
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to naturalize the categories that we use to understand the world, such as gender,
class, race, and nation, and exert a particular way of seeing the world, result in the
marginalization and oppression of certain groups of people. This article attempts
to map different diverse approaches in understanding gender, while adopting me-
dia feminism as a core framework, in order to offer some possible theoretical and
methodological ideas for future research. The purpose here is solely to provide
some ways of thinking about journalism, media, identity, gender, and research.

In order to map some research ideas, this article examines a specific case-study
dealing with the position of women within journalism / newsroom space. The case
study is a comprehensive ‘all-encompassing’ research method (Yin 2003: 14). As
an exploratory research strategy, case studies can include both qualitative and
quantitative evidence. First part of the article asks whether there is a general per-
ception held in a newsroom that female journalists work differently to male jour-
nalists. Evidence of a perceived difference in the journalistic styles of men and
women would include journalists believing and agreeing that stories were as-
signed according to gender and observations of stories being assigned according to
gender. On the basis of our research, we offer some evidence that female journal-
ists work differently and were perceived to work differently to male journalists in
a newsroom. Therefore differences in gender identity exist. The differences in
gender identity were found to affect content, regardless of pressures from organ-
isational identity.

Overall, journalism is constituted from the very beginning as a gendered profes-
sion and cannot be understood without a theory of gender power (Lont, 1995;
McRobbie, 1996). We are aware here, however, that gender categories vary across
cultures and we have to critically examine diverse feminist theories and practices
as culturally and historically situated.

Case-study: Newsroom gender identities and their effect on content

Before a story becomes news it must pass through a series of gates, which are
open and shut by journalists — the gatekeepers (White, 1950:383) that are conse-
quently influenced by their own identities, including gender. Gender is socially
constructed — “One is not born, but rather becomes, a woman” (de Beauvoir, as
cited in Kearney, 2006:9). Men and women each have a different set of expecta-
tions placed on them by their culture (James and Drakich, 1993:286). According
to Gill, “women have different perspectives because of their different lives”
(2007:126). As workplaces reproduce wider society (Lavie, 2004:130), it follows
that, in a newsroom, an Ms Gates would hold “experiences, attitudes and expecta-
tions” unlike those of a Mr Gates. Simplistically, this raises the question of
whether the gender of a journalist would affect their news selection (and how) —
would a female journalist be more likely to pass stories dealing with for example,
emotions, and female issues or about females? The Bleske study found that only
8.5 per cent of stories selected by Ms Gates were about women’s issues or con-
tained a woman as the main subject or main source of news (1991:94). However,
Bleske believed the small proportion of feminine news supported “that there is a
deep-rooted prejudice against women as newsmakers in society” (1991:94). He
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concluded that this could not be overcome simply with women holding decision-
making roles in newsrooms (1991:96). Breed’s theory of social control in news-
rooms (1995:277) could help explain Bleske’s results. Breed identified six func-
tions of newsrooms that worked to ensure staff conformed to the dominant poli-
cies of the newsroom, see Table 1 (1995:277-279). The institutional policy can at
times conflict with personal and professional norms (Breed, 1995:281). Therefore
Mr and Ms Gates’ news selection may have been so similar, despite their differ-
ence in gender, because both were conforming to similar institutional policies.

Table 1: Newsroom functions that create conformity

Reason for conforming to policy

Summary of explanation

Institutional authority and sanctions

Editor openly requests particular policies
be followed or ignores and changes
stories that defy the policy.

Feelings of obligation and esteem for
superiors

Younger journalists may feel indebted to
the older journalists, who they learnt
from or were hired by.

Mobility aspirations

Conforming rewarded professionally

Absence of conflicting group allegiance

No evidence of unions or informal
groups resisting

The pleasant nature of the activity

“The newsroom is a friendly, first-
namish place”, with interesting work and

access to important people and
decisions.

News becomes a value “News comes first”

(Breed, 1995:277-279)

In furthering the explanation of Bleske’s results, Gallego et al.’s theory that fe-
male journalists adopt male values should be considered: “Women journalists go
through primary gender socialisation and when they begin to work in the media,
we argue that they undergo a secondary ‘male’ socialisation process” (2004:59).
As claimed by Virginia Woolf in the 1920s, journalism began as an occupation for
males (Gallego et al., 2004:59): “The world did not say to her as it did to them,
‘Write if you choose; it makes no difference to me’. The world said with a guffaw,
‘Write? What’s the good of you writing?”” (1929:52). In order to be included in the
patriarchal industry, women therefore had to suppress non-dominant values —
those of their first socialisation (Gallego et al., 2004:59). Therefore under Gallego
et al.’s theory, Ms Gates was following the male values that Mr Gates had con-
tributed to making dominant. Although we are unable to discern male and female
news values, Djerf-Pierre and Lofgren-Nilsson have developed a set of male and
female dimensions of journalism based on perceptions, see Table 2 (2004:82). The
female dimensions are loosely comparable with Gill’s features of contemporary
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news presentation, see Table 3, (2007:134). For example, the contemporary ap-
proach of presenting news in an emotional or entertaining way would be appropri-
ate for soft news, a female dimension of journalism, rather than hard news. Also,
the traditional style of presenting news of public interest rather than human inter-
est compares with the public sphere, which is important to male journalism. This
could suggest that media have changed with feminisation (and not commercializa-
tion!), contradicting Bleske’s results and Gallego et al.’s secondary socialisation
theory.

Table 2: Perceived male and female dimensions of journalism.

Male Female
Hard news Soft news
Public sphere/macro level Private sphere/micro-level
Male sources and perspectives Female sources and perspectives
Distance/neutrality Intimacy/empathy
Detachment Audience orientation
News hounds Pedagogues
Professional ethics Personal ethics
Competition/individualism Cooperation/collective
Hierarchical and formal organization Horizontal and informal organization

(Djerf-Pierre and Lofgren-Nilsson, 2004:82)

Table 3: Traditional and contemporary news presentation

Old-style news Contemporary style
Serious Trivial
Rational Emotional
Information Entertainment
Abstract Personal
Literary Visual
Modern Post-modern
Public interest Human interest
Factual Blurring fact and fiction
Investigative Infotainment
Measured judgement Sensationalism

(Gill, 2007:134)

Christmas supports that media has evolved with its increased female workforce,
and she argues that “women have helped to change the content of news pages.
Material of particular interest to women, which used to be ignored... is now
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spread throughout the paper... even when women select the same news content as
men, they write it in a different manner” (2004:157).

News now focus more on health, education and family stories (Christmas cited in
Gill, 2007:125). Issues are ‘humanised’ and personalised and there has been an in-
crease in confessional journalism, many argue precisely due to feminisation
(Christmas cited in Gill, 2007:125). Moore, a former editor of the Daily Tele-
graph, agreed the same for print: “Until recently everything important on the pa-
pers was done by men, and that was naturally enough reflected in the product.
Then people woke up to the fact that 50 per cent of readers were women... there
started a trend toward the feminisation of newspapers. That’s not necessarily
downmarket at all. It doesn’t mean triviality; it means a stronger sense of the hu-
man interest in a story. There was a curious sense of dryness in the old days”
(cited in Ross, 2004:156). Christmas and Moore’s shared theory completely op-
poses Bleske’s results and Gallego et al.’s theory. Frohlich agreed with Christmas
and Moore that female journalists worked differently to their male colleagues. Ini-
tially, this was beneficial, as women are socialised as better communicators
(Frohlich, 2004:71): “In the fields of communication professions, ‘female’ char-
acteristics such as empathy, thoughtfulness, the need to reach consensus, a talent
for dealing with people, and the ability to work in a team-orientated atmosphere,
are all considered to be qualifications that could be used as career advantages in
contrast to supposedly typical male characteristics such as cool rationality, com-
petitiveness, aggression and individualism” (Frohlich, 2004:67). However, it also
had the effect of ‘pigeon-holing’ women in soft news — the “friendliness trap”
(Frohlich, 2004:71). The trap restricted them from advancing their careers (Froh-
lich, 2004:72).

Different studies support both arguments — that female journalists work differently
and similarly to male journalists. Craft and Wanta compared the content of 30 US
daily newspapers with the proportion of females in managerial roles at each paper
(2004:128). Christmas and Moore’s research was supported, as newspapers with a
high percentage of female managers published more positive news than newspa-
pers with low percentages of female decision makers (Craft and Wanta,
2004:134). However, Bleske was also supported with the finding that newspapers
with high percentages of women in managerial positions published slightly less
human-interest stories than those with low percentages of senior women (Craft
and Wanta, 2004:131). Also, men and women were equally as likely to cover hu-
man-interest stories (Craft and Wanta, 2004:132).

The discrepancy may be explained by considering another factor. According to
Ross, the style of contemporary media cannot simply be attributed to the increased
female presence: “Although there has been a clear shift toward a more informal
and personal style of news reporting with a human interest approach, so called soft
journalism that could represent a kind of feminization of news, such a shift has,
arguably, been for commercial reasons rather than as a consequence of any deter-
mined action on part of women journalists” (Ross, 2004:156).

Djerf-Pierre and Lofgren-Nilsson agree with Ross that contemporary news pres-
entation is a result of commercialisation rather than gender differences (2004:101).
They add that commercialisation may be driving gender differences: “The risk
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exists that commercial logic will coincide with the separation of gender, empha-
sising the differences rather than the similarities, both human and journalistic”
(2004:101). This furthermore suggests that ‘new journalism’ is not a result of true
differences in gender socialisation but rather it is formed by commercial percep-
tions of what genders should be like. Also, female rebellion against the contempo-
rary style of news presentation supports that it is the commercialisation of media
rather than the feminisation of media that is responsible for the changes.

Identities of Journalists

Journalists must negotiate between at least three identities when making decisions
— their gender, their organisational and professional identities (de Bruin, 2004:1).
There are other identities, such as class, race, ethnicity, that also influence deci-
sions, which de Bruin recognises but does not consider in the study (2004:2). Or-
ganisational identity refers to the structure of the institution the journalist is
working for. For example, the elements outlined by Breed, see Table 1 (1995:277-
279), would come into account when a journalist considered their organisational
identity. Professional identity consists of values that stretch across organizations,
for example, the journalistic ethic of objectivity (de Bruin, 2004:6). Thus, the
three identities can clash (de Bruin, 2004:6). For example, a journalist whose pro-
fessional identity resists writing commercial stories may be forced into doing so
by their organisational identity. Otherwise, a male journalist that resists humanis-
ing stories due to his gender identity may make his story more personal because
his organisational identity demands it.

The following preliminary case-study focuses on gender identity in the newsroom
and how journalists perceive it. It compares journalists’ perceptions of gender
identity to observations of gender identity within the newsroom and asks whether
there is a strongly perceived and/or observed difference in male and female gender
identities. The study also explores how journalists of both genders perceive their
organisational identities. It questions whether there is a correlation between what
male and female journalists regard as categories of news they should select for
their organization’s publication. If such a correlation exists alongside evidence of
difference in gender identities, then the influence of organisational identity will be
inferred greater than that of gender identity.

Methodology

Research questions were investigated within the two newsrooms of the small
Queensland Newspaper, Australia. The newspaper is a non-metropolitan, daily
newspaper with a circulation of about 50,000, covering different regions in north
Queensland, Australia. The editor and the deputy editor are both female and so too
is a large proportion of its sub-editors and reporters. The paper’s main newsroom
is in the town of roughly 70.000, where sub-editors, the deputy editor and editor
are usually based. A smaller team of reporters also work from different regional
offices.

10
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Two different research methods were employed for this study that was conducted
in the spring of 2008. Firstly, editorial meetings at the start of three consecutive
days in the main newsroom of the studied newspaper were observed. During each
meeting, the day’s paper was critiqued and story ideas for the next day’s paper
were discussed. In order to classify observations objectively, Djerf-Pierre and
Lofgren-Nilsson’s dimensions of male and female journalism were used, see Table
2 (2004:82). Whether stories were assigned based on these dimensions, and
whether journalists reacted to news or generated story ideas in ways that exempli-
fied these dimensions was recorded. Gallego et al. used observations of editorial
meetings in their study of Spanish newspapers also (2004:53). It provided insight
into the way gender is incorporated into the process of journalism rather than the
outcomes (Gallego, et al., 2004:53). The process of journalism is important to this
study because research questions are concerned with the influence of gender be-
fore the pressures of other factors come into account.

Next, interviews were conducted with journalists working in newsrooms. Seven
female journalists and four male journalists were interviewed. In all interviews,
two basic points were covered — gender bias in assigning and generating stories.
The interviewees’ responses determined follow-up questions. Often they were
asked to provide an example or expand on an answer and sometimes an answer
would prompt discussion of a related issue. All interviews were conducted in
rooms designed for reporters to use when talking privately with sources. This al-
lowed interviewees to talk freely of colleagues and superiors. In her study of Car-
ibbean newsrooms, de Bruin chose to interview journalists outside of the news-
room, so as to ensure privacy and distance interviewees from ongoing work
(2004:8). However, as leaving the newsroom would increase the amount of time
journalists had to sacrifice and privacy was not improved, it was not felt this was
necessary. The journalists were not impartial observers of newsroom culture,
however this would not make results less effective, as explained by de Bruin: “It is
not important whether their statements are true or false: The texts provide an in-
sight into how interactions with journalists at work are perceived” (2004:8). In
contrast, editorial-meeting observations were based on set criteria, see Table 2
(Djerf-Pierre and Lofgren-Nilsson, 2004:82), they would allow for direct observa-
tions rather than observations of perceptions. Full confidentiality of interviewees
was made possible.

Results
Assigning stories — observations made during editorial meetings

In total, there were five stories assigned to reporters. It was much more likely for a
reporter to generate his or her own stories. Four of the stories assigned went to
female reporters — two were soft news and two were hard. The one story assigned
to a male reporter was a soft-news story.

11
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Assigning and generating stories — interview findings

Most journalists identified a gender bias in story assignment and generation, see
Table 4. However, when journalists were split into gender groups, gender was not
recognised by males as a factor in story generation. Of the seven female journal-
ists interviewed, five said the gender of a journalist affected stories assigned to
them and six said that gender affected the type of stories journalists generated.
Three of the four male journalists agreed gender could determine story assign-
ment. However, when it came to story generation, three of the four males believed
women and men worked similarly. In many cases, the informant specified that al-
though they thought gender had some effect on story assignment and generation it
played a very small part. For example, the editor attributed the effect gender
played when she was assigning stories as “minimal”. She also said the gender of a
journalist only accounted for 10 to 15 per cent of the story ideas they generated.

Table 4: Journalists perceptions of gender bias in story assignment and generation

Journalist profile Question asked
Any evidence of Any evidence of
Role Gender | Age | gender affecting story | gender affecting story
assignment? generation?
Editor Female | 59 Yes Yes
Deputy editor |Female | 42 No No
Sport editor Male 43 Yes Yes
Sub-editor Male 30 Yes No
Sub-editor Female | 24 Yes Yes
Sub-editor Female | 23 Yes Yes
Reporter Female | 45 Yes Yes
Reporter Male 38 Yes No
Reporter Male 24 No No
Reporter Female | 19 Yes Yes
Reporter Female 17 No Yes

Of the eight journalists that recognised gender bias in story assignment, five said
this was because female journalists were seen as more “sensitive” or as having
more “sensitivity”. Of the remaining three, one used the example of more human-
interest stories being given to women. Another said more wedding stories were as-
signed to female journalists. While the remaining interviewee referred to stories
assigned to women as the “softy” stories. Therefore all eight believed women were
assigned more soft news.

In cases where journalists did not recognise a gender bias, all explained that other
characteristics of journalists took precedence. Characteristics that these informants
felt affected story assignment more than gender included age, personal interests,
class, seniority, location of the office the journalist was working in and past ex-
perience writing in that area.

12



Z. Volci¢, Media, Identity, and Gender: ...

Observed gender identities
Story generation — observations made during editorial meetings

Journalists were more likely to generate stories that exemplified dimensions of
journalism belonging to the opposite gender identity, as seen in Table 5. Both
genders were almost equally as likely to do this. Each gender also thought of sto-
ries that could be linked to their gender using the gender dimensions of journal-
ism.

Table 5: Gender dimensions of journalism in stories generated

Story idea
Meeting number FF MM M MF
1 1 0 1 2
1 1 2 2
3 2 1 2 0

Categories based on the gender dimensions of journalism
(Djerf-Pierre and Lofgren-Nilsson, 2004:82)

FF = Female generates story idea that exemplifies at least one female dimension of
journalism
MM = Male generates story idea that exemplifies at least one male dimension of
journalism
FF = Female generates story idea that exemplifies at least one male dimension of
journalism
FF = Male generates story idea that exemplifies at least one male dimension of
journalism

Reacting to stories — observations made during editorial meetings

Over the three meetings, the most comments made were FF, which would reflect
the greater number of female journalists in each meeting, see Table 6. Most of the
FF comments were appreciations of human-interest or soft-news stories. For ex-
ample, “That story was so cute” and “All I looked at was the [photo of the] rhino. I
thought it was lovely”. Females and males were equally as likely to make com-
ments that exemplified journalistic dimensions of the opposite gender. However,
both were less likely to do this than to make comments that exemplified percep-
tions of their own gender.

13
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Table 6: Gender dimensions of journalism in reactions to news items

Number of comments made
Meeting number FF MM FM MF
1 2 3 1 1
2 6 0 0 1
3 8 1 1 0

Categories based on the gender dimensions of journalism
(Djerf-Pierre and Lofgren-Nilsson, 2004:82)

FF = comment made by female that exemplified at least one perceived female di-
mension of journalism
MM = comment made by male that exemplified at least one perceived male di-
mension of journalism
FM = comment made by female that exemplified at least one perceived male di-
mension of journalism
MF = comment made by male that exemplified at least one perceived female di-
mension of journalism

Discussion

Female journalists expressed Djerf-Pierre and Lofgren-Nilsson’s typical dimen-
sions of female journalism when reacting to news items (2004:82). They were
more likely to react to news items in a ‘female’ way than in a ‘male’ manner.
However, when it came to generating story ideas, females were more likely to pre-
sent stories to the newsroom that exemplified male dimensions. The reactions to
news items could be taken as a better indicator of gender identities, because story
generation was often down to chance. The journalist might have had a tip off by a
contact during an unexpected encounter or been the first to answer a phone call or
check the fax machine within the newsroom, so gender would not be directly rep-
resented.

Therefore results gave some evidence, based on direct observations of editorial
meetings, the female journalists were resisting the traditional male style of
journalism. This opposes Gallego et al.’s secondary socialisation theory (2004:59).
However, this study analysed an editorial team, which was made up mostly of
female journalists and had a female editor and deputy editor. Other newsrooms,
particularly ones dominated by male journalists, may have produced different
results.

The editor explained gender identities could change depending on whether a
newsroom was dominated by male or female staff: “I think when men get to be an
over-dominant group anywhere the male atmosphere comes through. In one of our
offices we’ve got more males and there’s a tendency to treat the females like the
sweet, little lady. If there are too many females, they become motherly towards the

14
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guys” (Editor, 59-year-old female). This indicates that although identities could
change with the amount of male or female journalists, a stark contrast between the
perceptions of male and female identity would be ever present. Interviews with
journalists supported that male and female identities were perceived as different.
One female sub-editor found the identities so different they could be “dividing”.
She used an example from an observed editorial meeting: “Like today with [a
female journalist], the guys are like “We want the facts’ and [a female journalist]
says ‘I don’t think you should include that™” (Sub-editor, 23-year-old female). The
most common perception journalists held of the female identity was that it was
sensitive: “I find the sensitive issues usually go to the girls and the hard-news
stories go to the guys” (Sub-editor, 23-year-old female). A minority said they did
not share this view because the personal characteristics of some journalists meant
they were expectations to gender-identity norms. For example, a male journalist
could also be sensitive: “A young, male journalist, who had left the FCC] was the
king of fluff around here” (Reporter, 23-year-old male). Therefore personal
characteristics were seen as derived from multiple identities rather than just
gender.

In some cases, journalists confused their gender identity with other personal
characteristics not related to it: “I think it’s always happened to me [stories were
assigned to her based on gender] because I have a background in social service. |
used to be known as the bleeding-heart reporter” (Reporter, 45-year-old female).
Although the reporter identifies that she is being assigned a certain type of story
because of previous experience, a characteristic of her professional identity, she
attributes this to her gender. Therefore she is demonstrating her perception of her
own gender identity as sensitive. Results of interviews gave evidence of female
journalists working differently or being perceived to do so. Therefore as with
meeting results, the secondary socialisation theory was supported (Gallego et al.
2004:59). This carried through to news-selection results. There was also a clear
distinction in the way male and female journalists handled certain news categories.
Human-interest and morality stories were deemed more important by women and
stories about economy were more important to men. This news selection reflects
Djerf-Pierre and Lofgren-Nilsson’s typical dimensions of female and male
journalism (2004:82). This supports that these dimensions of female and male
journalism were present in the newsroom as perceptions and that they affected
content without pressures of organisational or professional identities altering them.
Therefore these results directly oppose those of Craft and Wanta (2004:131). They
also contradicted Bleske’s findings (1950:91) and supported Moore (cited in Ross,
2004:156) and Christmas (cited in Gill, 2007:125). However, a comment from the
editor indicated that the effect female journalists’ gender identity had on content
could be limited by the nature of the identity itself: “I’m aware of that [assigning
stories based on gender] in other papers. The larger the paper, the more likely you
[a female journalist] are to be popped into the softer line.”

The fragmentation of news is a result of commercialisation, according to Djerf-
Pierre and Lofgren-Nilsson, (2004:101). Commercialisation is strengthened by
emphasising differences between gender identities (Djerf-Pierre and Lofgren-
Nilsson, 2004:101). Assuming commercialisation is driven by political economy,
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it would be the organisational identities of journalists’ that are concerned with
decisions on selecting and producing commercial content. Therefore although on
the surface news selection does not seem determined by organisational identity,
organisational identities may actually be shaping gender identities, which this
study has shown affect news selection.

This preliminary study found some evidence that female journalists worked
differently and were perceived to work differently to male journalists in a
newsroom. Therefore differences in gender identity existed. The differences in
gender identity were found to affect content, regardless of pressures from
organisational identity. However, it was inferred that organisational identity was
working through gender identity to affect news selection and promote commer-
cialisation.

Conclusions

According to Gramsci, “Pessimism of the Intellect, Optimism of the will” requires
recognizing our present circumstances and properly analyzing and understanding
the nature of our present reality. Optimism of the will means insisting on the
possibility and moral desirability of social change. It is through use of these two
concepts together that we can develop an intellectual strategy of recognizing the
falsity of women’s fashion magazines, advertising and so called “empowerment”,
and being willing to work to turn a seemingly hopeless situation around. From a
critical feminist perspective, empowerment appears to be an essential component
in the process of capital accumulation — advertising’s notions of ‘empowerment’
contribute to the inequalities inherent in capitalism by perpetuating processes of
oppression, control and exploitation while seducing its subjects with notions of
freedom and authenticity. This process of creating discursive constructs (sex, men,
fashion, and beauty) for its readers to ‘feel empowered’ appears to align with the
populism of liberal, democratic capitalism. The discourse of ‘empowerment’
implies that all subjects are equally able to participate within the public sphere,
that there are no elites or subjects with more power than others. However,
capitalism does create elites. These elites appear to disguise their power behind the
discourses of ‘liberation’, ‘participation’ and ‘empowerment’. Unless identity
politics becomes more fluid and comprehensive, new understandings of gender
and ethnicity will be hard to achieve. There is the need for a feminist counter-
public sphere.
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Mediji, identitet i spol: tragom
feministickih teorija i metodologija o
medijima i novinarstvu

Zala Vol¢i¢

SAZETAK

Cilj ovog ¢lanka je prikazati neke opce teorijske i metodologijske pristupe novi-
narstvu i medijima iz feministic¢ke perspektive. IstraZivacka pitanja koja postav-
ljaju feministicki medijski teoreti¢ari odnose se ne samo na klju¢na pitanja pre-
zentacije, ve¢ 1 na Sire propitivanje uloge zene u medijskoj industriji, zene kao
proizvodace i zene kao publiku, istrazujuéi razmisljanja Zena o vlastitoj situaciji u
odnosu na medijski prostor. U okviru studije slucaja istraZzuje se postoje li spolne
razlike u op¢oj percepciji u jednim malim australskim novinama — rade li Zene no-
vinari drugacije od muskaraca novinara. Kvalitativnom metodom (promatranje,
intervjui) pokusava se odgovoriti na pitanje jesu li vidljive razlike u radu zenskih i
muskih novinara u tim australskim novinama, drugim rijeima, jesu li se austral-
ske novinarke podredile tradicionalnom, patrijarhalnom stilu novinarstva?

Kljucne rijeci: identitet, mediji, spol, novinarstvo, intrvjui, feminizam
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