
Hong Kong Baptist University

DOCTORAL THESIS

Conflicts in the newsroom: analyzing journalistic creativity
Chan, Wing Lam

Date of Award:
2017

Link to publication

General rights
Copyright and intellectual property rights for the publications made accessible in HKBU Scholars are retained by the authors and/or other
copyright owners. In addition to the restrictions prescribed by the Copyright Ordinance of Hong Kong, all users and readers must also
observe the following terms of use:

            • Users may download and print one copy of any publication from HKBU Scholars for the purpose of private study or research
            • Users cannot further distribute the material or use it for any profit-making activity or commercial gain
            • To share publications in HKBU Scholars with others, users are welcome to freely distribute the permanent URL assigned to the
publication

Download date: 24 May, 2023

https://scholars.hkbu.edu.hk/en/studentTheses/0bdc5ffc-ec72-48c2-98da-9d29a0c40eab


HONG KONG BAPTIST UNIVERSITY 

Doctor of Philosophy 

THESIS ACCEPTANCE 
 

DATE: August 9, 2017 
 
STUDENT'S NAME: CHAN Wing Lam    
 
THESIS TITLE: Conflicts in the Newsroom: Analyzing Journalistic Creativity 
 
 This is to certify that the above student's thesis has been examined by the following panel 
members and has received full approval for acceptance in partial fulfillment of the requirements for the 
degree of Doctor of Philosophy. 
 
 
Chairman: Prof. Huang Yu 

Dean, School of Communication, HKBU 
 

Internal Members: Dr. Du Ying Roselyn 
Associate Professor, Department of Journalism, HKBU 
 
Dr. Song Celine 
Assistant Professor, Department of Journalism, HKBU 
 

External Members: Dr. Song Zhaoxun 
Associate Professor 
School of Communication 
Hang Seng Management College 
 
Dr. Yuen Allan Hoi Kau 
Associate Professor 
Division of Information and Technology Studies 
The University of Hong Kong 
 

In-attendance: Prof. Guo Steve Z S 
Professor, Department of Journalism, HKBU 

 
 
 
 
Issued by Graduate School, HKBU 
 



Conflicts in the Newsroom: Analyzing Journalistic 

Creativity 

 

 
 

CHAN Wing Lam, Wendy 
 

 

 

 

 

 

 

 

 A thesis submitted in partial fulfillment of the requirements  

for the degree of  

Doctor of Philosophy  

 
 
 

Principal Supervisor: Prof. GUO Steve Z S  

Hong Kong Baptist University  

August 2017



i 
 

DECLARATION 

 
 

I hereby declare that this thesis represents my own work which has been done 
after registration for the degree of PhD at Hong Kong Baptist University, and has 
not been previously included in a thesis or dissertation submitted to this or any 
other institution for a degree, diploma or other qualifications. 
 
I have read the University’s current research ethics guidelines, and accept 
responsibility for the conduct of the procedures in accordance with the 
University’s Committee on the Use of Human & Animal Subjects in Teaching 
and Research (HASC). I have attempted to identify all the risks related to this 
research that may arise in conducting this research, obtained the relevant ethical 
and/or safety approval (where applicable), and acknowledged my obligations and 
the rights of the participants.  
 
 
 
 
 
 

Signature: ___________________ 
Date: August 2017 

 
 
 

  



ii 
 

ABSTRACT 

 

This study investigates how conforming and conflictual environment in 

media organizations contribute to the development of journalistic creativity. As a 

necessary prerequisite for institutional assimilation, media professionalism that 

learnt from school plays a stabilizing role in routine journalism operations. 

However, when principles disseminated in the classroom clash with practices in 

the newsroom, reporters typically find themselves caught in a fresh round of 

learning, relearning and even unlearning, a process that both demands 

conformity and opens up endless possibilities of creativity when rules are to be 

intentionally and tactfully breached. The two scenarios represent two distinct 

dimensions of the construct of journalistic creativity that are at odds with each 

other: consensual and conflictual. In explicating the concept, we bridge literature 

on media professionalism and political ideology in the hope of gaining a deeper 

understanding of how the tug of war between forces of compliance and those of 

oppositions is played out in the day to day work of journalism.  

 

 This study adopts triangulation of methods, using both the in-depth 

interviews and surveys to explore the notion of journalistic creativity. The 

findings outline and explore the definitions and dimensions of journalistic 

creativity; identifies the creative process and the creative work within the media 

industry; and examines the relationship between political ideology, media 

professionalism and journalistic creativity. This study brings together two 

important aspects, conforming and conflictual environment, wherein media 

professionalism and political ideology are divided into two major categories, 

consistent and conflictual. In conclusion, this study contributes by putting 

forwarding the concept of journalistic creativity, the dimensions of journalistic 

creativity, and the major antecedents that contribute to journalistic creativity in 

the said media environments.  
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CHAPTER I: INTRODUCTION 

1.1 Overview 

 The 21st century poses a challenge to the survival of journalism practice, 

and this is increasingly becoming a pressing issue for the journalism 

industry—all over the world. More and more news organizations are opting for a 

marketplace in order to keep the capital flow and ensure the operation of their 

publications. It is, thus, said that “the competitiveness of media companies 

depends on an exceptionally high degree of day-to-day management of creative 

professionals, because the design and production of media content and products 

is an ongoing process of creation” (Malmelin & Virta, 2015, p.1041). A trend 

that has been going on globally, media have taken many forms in the 

presentation of news, and these may be attributed to “creativity”. We often see 

news organizations adopting different approaches to presenting the news, such as 

the use of creative headlines or humorous comics, and the like, which easily 

catch readers’ eyes and appeal to various audiences, while presenting the news 

content at the same time. This is true even for well-established news 

organizations that are now turning to this so-called “journalistic creativity”, such 

as the BBC and its running of training courses to hone creativity, or South China 

Morning Post and its search for energetic and creative young reporters to write 

their news articles. In this manner, their news presentation styles evolve with the 

challenging and changing times—to survive their increasingly competitive news 

markets.  

While several studies state the relationship between creativity and 

journalism (Seuri, 2016; Malmelin & Virta, 2015; Fulton, 2011a; Gardner et al., 
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2001), and while definitions of creativity are well explored in various 

fields—researchers in social psychology, for instance, associate flow theory 

(Csikszentmihalyi, 1996; Runco, 1997) with the concept of creativity in 

professions—studies and researchers seldom shed light on how conforming and 

conflictual media organizations’ environments are, especially in gauging and 

regarding journalistic creativity. Hence, understanding how creativity takes place 

vis-à-vis the current changes in journalistic styles is not only timely but also 

imperative in keeping abreast with today’s trend.  

 Experienced journalists are expected to understand the tight relationship 

between the social reality and the media content. News reports and media 

products often act as a mirror that only refracts the facts; however, at times, these 

go as far as distorting interviewees’ viewpoints or turning something familiar to 

something very strange, and even go beyond the text. In other words, if people 

who read the news are mere audiences at their seats, then the reporters and the 

editorial team are those workers carrying out tasks and pulling strings at the 

backstage. In this manner, they are more than “spin doctors”; they assist the 

“performers” and do their “make-up”, sometimes to the extent of almost 

obliterating the vestiges of the performers’ faces (i.e. political stories). These 

invisible hands operate in the actual newsroom; they filter information, select 

angles, manipulate dictions, and even decide whether to allow a report to go 

onstage. If there is a fitting term to encapsulate this scenario, perhaps it is 

“ideology”, which echoes the idea of what Deuze (2005a) put forward as a 

system of beliefs reflected in a particular group’s characteristics, a process that 

generally entails the production of meanings and ideas. Journalists, of course, are 

hardly exempt from this process. 

As ideology is deeply rooted in the mind of media practitioners, there are 
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times when the reporting of incidents come with an extent immunity—in other 

words, they become “unchallengeable”. Often, these reports have things in 

common; for instance, they are in line with the country’s interest, social policy, 

legitimate legality, national unitedness, and universal values, among others. 

Naturally, when media practitioners pursue reports other than these 

“unchallengeable” information, they would not only be repelled by their group 

but also find their reports hardly supported by their newsroom’s editorial 

team—simply because these stories would not top the news agenda because of 

various pressures.  

 Journalists often find themselves caught between two things: the line of 

command that dictates how they should perform their job (a line they must avoid 

crossing for the sake of job security) and the line of ethics (an equally important 

line that must not be crossed in keeping with society’s values). All media 

practitioners are aware of the consequences of crossing these lines; thus they rely 

not only on the code of ethics but also, more importantly, on their 

self-consciousness about these two boundaries, so to speak. These boundaries are 

the Achilles’ heel of the news organization, and they become crucial factors in 

determining whether or not they could survive in this day and age. In this study, 

two key constructs are explored and employed to roughly draw the line in the 

said conflictual environment, they are media professionalism and political 

ideology. On the flip side of the coin, in the said conforming environment, they 

are conflictual media professionalism and conflictual political ideology.  

Hence, this empirical study aims to explore various underlying factors that 

contribute to creativity in journalism and among individuals in two media 

environments that are at odds with each other: the conforming and the conflictual 

media environment. This study is only interested in these two media 
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environments that contributed to the formation of journalistic creativity, but not 

other factors that possibly induce journalistic creativity because this study would 

focus on how the media environments would affect or develop the formation of 

journalistic creativity. At the same time, this study hopes to break new ground in 

explaining the journalistic creativity formation of individuals in the journalistic 

environment.  

1.2 The conforming and the conflictual media environment: consistent 

media professionalism, consistent political ideology, conflictual media 

professionalism, and conflictual political ideology 

Media professionalism has always been a common focus of many 

research, not to mention its becoming one of today’s most popular research 

topics. Yet, relating media professionalism to journalistic creativity is an 

approach not yet well explored by previous scholars. The notion of media 

professionalism, while generally applicable to both traditional and online 

platforms, is closely aligned to the aspiration of journalistic excellence by virtue 

of the code of ethics (Singer, 2003; Weaver & Wilhoit, 1996). Even those media 

practitioners that are put into politically sensitive issues still safeguard their 

profession by maintaining a balance between the political pressure and their own 

professions (So & Chan, 2007; Lo & Pan, 2005). Media professionalism 

prescribes the narrative structure of the story, say, the inverted period; the quality 

of the content, say, the accuracy of the information by introducing different 

sources to ensure the balance of viewpoints drawn into the stories; ethical 

responsibility, such as the preventing of indecent information or fabrication of 

information, or even the risk of committing libel; social responsibility, such as 

taking a closer look on socially powerless people; respect for culture, history, 

tradition, and so on. Moreover, behind media professionalism is a hypothesis that 
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the world exists in an objective manner, therefore news should follow the rules 

and report according to the facts; in other words, anything that strays from the 

facts, would be considered bias, thus be seen as unprofessional.  

  The limitation and the space for news organizations to publicly disclose 

political sensitive issues fall within political ideology; this is especially 

important for news organizations that serve as the mouthpiece of the government. 

According to Altschull (1997), “the content of the news media inevitably reflects 

the interests of those who pay the bills. The argument, in other words, is that 

financers, or the paymasters, as we can call them, or the group they represent 

will not allow their media to publish material that frustrates their vital interests” 

(p.259). These stakeholders have to consider what kind of news stories are 

publishable and in what perspective the news stories may be told; for instance, 

how media practitioners working in these news organizations may label specific 

groups of people, such as whether or not to adopt terms like “rebel forces” or 

“national liberation”, “terrorists” or “national heroes”, et cetera, as these terms 

serve news reports in different ways. Apparently, political ideology reveals a 

hidden discourse: the world is not entirely objective; for example, those in power, 

say, advertisers, would aim at their biggest pie and would keep their underlying 

appetite for profit their top agenda. It is therefore important to recognize that 

practitioners are not endowed with autonomy such that anything they report that 

deviates from the political stance of their news organization(s) would be 

considered “incorrect”—or, obviously, in this context, “politically incorrect”.  

This study investigates how the conflictual environment in media 

organizations, as premised above, contributes to the development of journalistic 

creativity. Granted that anticipatory socialization, which is a necessary 

prerequisite for institutional assimilation, plays a stabilizing role in routine 
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journalism operations, when “classroom-taught” principles already clash with 

newsroom practices, reporters typically find themselves caught in the middle of a 

fresh round of learning, re-learning and even unlearning—a process that 

demands both conformity and opening up of endless creative possibilities 

especially in the face of rules being intentionally and tactfully breached. These 

two scenarios represent two distinct dimensions of the constructs of journalistic 

creativity that are at odds with each other: consensual and conflictual. To 

explicate this concept, we bridge the literature on media professionalism with 

political ideology (Chapter Two) in the hope of gaining a deeper understanding 

of how the tug of war between the forces of compliance and those of opposition 

is played out in day-to-day work of journalism.  

 

1.3 Journalistic creativity in journalistic environments 

Journalistic creativity, which is, in a sense, improving content and 

enhancing the coverage of news in line with editorial policy, is often encouraged 

and amply rewarded by news organizations. This is more apparent in cases 

where resources are permitting; giant international media corporations such as 

the BBC and Thomson Reuters occasionally run regular workshops devoted 

solely to journalistic creativity. Locally in Hong Kong, the press is likewise 

apparently keen on grooming new staffers towards the direction of breaking the 

traditional mode of reporting; a move made, at least in part, as a response to the 

threatening presence of the Internet and social media.  

One of social psychology’s major scholars, Csikszentmihalyi (1996), 

defined “creativity [as] some sort of mental activity, an insight that occurs inside 

the heads of some special people” (p. 23). In journalism practice, what is often 

expected of these so-called special individuals is how they are able to present the 
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expected into an unexpected way (unexpectedness), as Harcup & O’neill (2001) 

notably suggested. In other words, creativity entails not only creating “something 

new” but also creating “new ways” of doing things. With respect to the 

journalism industry, there is an apparent demand, coming from both the field of 

practice and the audience, for “creative” work—so-called “new ways” of doing 

things—especially in the face of traditional media giving way to new media. 

Here, creativity can lead to solutions, such as new ways of safeguarding a 

newspaper’s readership or a media outfit’s profits. For news organizations, as 

well as individual practitioners, tackling creativity thus means taking risks. Of 

course, crucial decision-making plays an important part, as taking risks without 

caution may lead to blunders enough to harm the reputation or survival of the 

news organization. Hence, when it comes to dealing with the “new”, the 

“unexpected”, and the concomitant risks, a balancing act always ensues: 

minimize negative impacts brought about by journalistic creativity, and 

maximize its benefits. As argued by Curran (2010), lifelong learning, innovation, 

and creativity are the key factors to ensuring journalism’s success in the future. 

Although not often under the spotlight, journalistic creativity is, nevertheless, a 

concept that is hardly unaccounted for in research—especially within the scope 

of media professionalism and political ideology. 

 To look for instances of journalistic creativity, perhaps one of the best ways 

is to observe highly competitive scenarios in the journalism industry. Often, 

when journalists are pressed to compete with other practitioners, they are also 

prompted to find new ways of doing things, to keep a high readership, for 

instance, without bending the rules or altering the facts. As previous studies have 

pointed out, since “differing ideas could compete with one another within the 

same newspaper, accuracy became the standard, replacing predictability and 
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pandering” (Gardner et al, 2001, p.156). In other words, when journalists eagerly 

compete—whether for attention, readership, or their career 

advancement—despite reporting the same facts or pieces of news altogether, they 

typically end up making good use of (their) creativity. Although this does not 

mean that the bounds are limitless. 

Media professionalism and political ideology are two boundaries that 

likely and typically delimit journalistic creativity. However, what is often left in 

between these two boundaries is actually a very limited space for journalistic 

creativity; for example, the news may not be too complicated or too elaborate in 

presentation. Hong Kong’s South China Morning Post, for example, made well 

use of cartoons in depicting the Occupy Central Movement, while—on the other 

hand—Apple Daily used animations in their news presentations. Given that there 

is not much leeway in the industry, media practitioners, and even those so-called 

“pundits”, find journalistic creativity a challenging area to excel in, such that 

reporters in Hong Kong try very hard to add creativity or be creative in their 

work, despite their inability to expressly define what is meant by “journalistic 

creativity” per se, just to ensure that they keep their readers interested and 

stimulated. 

Nevertheless, despite the pressure of convention and tradition, there are 

still practitioners who pull their socks up and innovate. However, their creativity 

is strongly reliant on their accumulation of experience, acute observation, and 

rich imagination; and these are not usually learnt (i.e., in a classroom setting).  

Traditionally, media practitioners have always been cautious about editorial 

control and creativity, and the conflicts that arise between these two (So & Chan, 

2007). Simply put, in a real life example, like the relationship between the 

economic development and environmental conservation, and we see it a dilemma. 
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Reporters, on one hand, typically find it necessary to make their superiors 

satisfied, yet on the other hand, they also need to butter their readers up. Hence, 

they care about the creation of content, the division of work, the office politics, 

as well as the movement within the hierarchical structure of their organization 

(i.e., promotion). At the same time, reporters equally concern themselves with 

external factors such as the political environment, social conditions, civil rights, 

and even cultural contexts, which often have a direct influence in the creation of 

content—as these are often enmeshed in the news products as “meanings”. 

Considering these various factors, it is, therefore, an apt approach to look at 

journalistic creativity as a very important and broadly helpful theme. 

Generally speaking, journalistic creativity can be divided into two 

dimensions. To advance the existing mode of reporting—the first 

dimension—journalistic creativity follows what is typically branded as 

“consensual creativity” which ties up both the media functions and the 

authoritative power. This “consensual creativity” is ably encapsulated by an 

article published by Xinhua Net in which it hits the nail on the head about the 

consensual nature of creativity. As such, the articles states, “To date, big data, 

innovative presentation of the texts in visual imagery, question and answer style 

of news presentations have been maturely applied into day to day journalism. 

News and creativity have been the moving forces for the development of media 

convergence, that is, to develop new media space for traditional media.”1 To 

invoke the unfairness and inequalities in society—the second 

dimension—journalistic creativity takes the form of “conflictual creativity”, 

which helps uncover social problems and even instigate social change. However, 

                                                       
1 Xinhua net wrote an article entitled “News + Creativity: Construct a New Norm for the 
Convergence of Media” on November 18, 2014. The article can be found on 
http://news.xinhuanet.com/newmedia/2014-11/18/c_1113286861.htm 
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most of the time, this second dimension could only be achieved with a sufficient 

application of skill, hence the artful use of various figures of speech by reporters 

to mitigate blunt and colorful language that may possibly hurt the interests of 

relevant parties. As such, readers may only read between the lines. Recalling 

Breed (1997), efforts made on the discourses can be considered as political 

make-up, for instance, using sarcasm, which proves helpful in pointing out social 

inequality and unfairness. Even borrowing the past as a model for the present can 

be as useful. Simply put, it is considered as “the weapon of the weak”, while put 

into journalism context, it is a form of creativity. A lot of journalistic expressions, 

such as fashionable dictions, edge ball expressions, or subcultural phrases serve 

the same function as graffiti on the wall, repeatedly reminding us of our ability to 

tell, and, more importantly, create artistic pieces. In other words, when there is 

policy, there will be spaces for solutions overcoming that; when there is a 

firewall, there will be a breach for people to get over the wall—these two 

conditions are enmeshed in creativity. 

  

1.4 Problem statement 

A review of the literature, as briefly mentioned in the previous sections, 

reveals that few studies had actually explored the definition of journalistic 

creativity in the domain of journalism. Likewise, only a handful of studies had 

actually investigated how journalistic creativity came about, as well as the 

antecedents or factors that triggered its inception and practice. Nevertheless, 

gauging from the potential benefits brought about by journalistic creativity, it 

proves crucial to investigate and to further understand its meaning and 

significance, especially in the field of journalism. Hence, in this study, I will 

argue that inconsistencies between media professionalism and political ideology 
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can create a unique media environment which, in turn, acts as a catalyst for the 

emergence of conflictual journalistic creativity. On the other hand, I also suggest 

that consistent media professionalism and political ideology can facilitate 

consensual journalistic creativity. 

To find a solution to this problem, this study aims to: (1) to develop a 

theoretical model by empirically testing the relationship between media 

professionalism, political ideology and journalistic creativity; (2) to explore the 

definition of journalistic creativity through in-depth interviews with media 

practitioners; and, in later analyses, (3) to examine the relationship between the 

variables related to journalistic creativity. Hence, the threefold plan of this study, 

framed by the following main research questions: 

 

RQ1. What is meant by journalistic creativity? 

1a. What is the definition of journalistic creativity in relation to media 

environments? 

 1b. What are the different dimensions of journalistic creativity? 

 

RQ2. What are the factors that facilitate journalistic creativity in 

journalistic environments? 

2a. Is consistent media professionalism causally related to journalistic 

creativity in media environments?  

2b. Is conflictualmedia professionalism causally related to journalistic 

creativity in media environments? 

2c. Is consistent political ideology causally related to journalistic creativity 

in media environments? 

2d. Is conflictualpolitical ideology causally related to journalistic creativity 
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in media environments? 

 

RQ3. What are the relationships between these factors? 

3a. Is consistent media professionalism causally related to consistent 

political stance in media environments? 

3b. Is conflictual media professionalism causally related to conflictual 

political stance in media environments? 

  

1.5 Definition of terms 

In this study, creativity is relatively defined as a “new and modified existing 

paradigm” (Kharkhurin, 2014, p. 347). Therefore, a break from the traditional 

mode of news presentation and reporting may be considered as journalistic 

creativity., This “creative work” must, at the same time, be “excellent in quality” 

and at the same time, “exhibit the highest sense of responsibility (Gardner et al., 

2001, p.5). In other words, the creative work must also be regarded by the 

journalism industry as good work—the kind that media practitioners invent to 

capture an audience and catch the reader’s eyes. However, this creative work 

cannot be stripped of its social significance because it operates within a code of 

ethics—and these are strongly upheld by reporters. At the same time, in this 

limited space between ethics and creativity, experienced pundits value 

journalistic creativity by way of various methods (introduced further in Chapter 

Five); hence, as argued by Moriarty (1983), creative thinking is a universal skill 

that should be highly prized in the news industry. That is why in such a 

journalistic environment, journalists find it almost a necessity—or even 

essential—to sell their stories with a good style of writing, colorful yet 

meaningful expressions, and even appealing graphics in order to survive in the 



‐ 13 ‐ 
 

market. 

Meanwhile, media professionalism is merely defined as journalists’ way of 

“describ[ing] the excellence to which they aspire” (Weaver & Wilhoit, 1996, p. 

125). In addition, the notion of professionalism also sheds light on two major 

dimensions: knowledge and ethics (Singer, 2003). Hence, media professionalism 

serves as a boundary that provides for journalism as a profession, by way of 

differentiating itself from other disciplines with its relative knowledge and 

unique code of ethics that cope with the environment. Of course, these factors 

prove useful in ensuring the practice of journalism as “journalists today still 

profess allegiance to their domain’s traditional standards, in particular, 

truthfulness and fairness” (Gardner et al, 2001, p.171). Hence, the hypothesis 

behind this is that an objective world exists, which nevertheless provides a space 

for media professionalism to be upheld.  

Furthermore, political ideology refers to “norms about the proper role of the 

press in politics, for example, promoting political accountability by informing 

citizens about their elected officials; and the normative constraints of the 

business side of news organizations, reporting stories efficiently and profitably” 

(Bennett, 1996, p. 375). As such, it generally means that journalists have an 

obligation to inform citizens with accountable political information, while taking 

a neutral political stance towards a political event. Yet, in many cases, this 

scenario proves idealistic or too optimistic, after all, journalists face different 

political pressures whether from the inside or outside, especially now that most 

outfits are market-driven. Often, agencies and publications rely on advertising 

and networking, as well as different stakeholders’ support to keep the business 

running. The political ideology is, thus, unique in the newsroom setting since on 

one hand, there is a need to uphold objectivity, while on the other hand, this very 
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ideology is affected by internal or external forces, as previously mentioned. 

Hence, the hypothesis that supports this is that a subjective world must exist 

rather than an objective one.  

 

1.6 Significance of the Study 

This study makes a case for both practical and theoretical contributions. For 

one, the major findings have practical implications on how the journalism 

industry as a whole can harness journalistic creativity. Additionally, this study 

accounts for how little attention has been given to the issue of journalistic 

creativity in journalistic environments, as its review of existing empirical studies 

aims to show. While prior studies merely focused on problems in communication 

due to the lack of importance placed on creativity as compared to other 

disciplines, just over the last decade, studies have started to indicate how media 

practitioners, especially those from traditional media, use creative strategies as a 

way of managing the emerging threat of new media. Therefore, this research 

takes a further step by exploring how journalistic creativity might be described 

or defined more categorically. 

Additionally, this study proposes a newly-developed theoretical model that 

the draws the relationship between journalistic environment and journalistic 

creativity. The findings do not only provide media practitioners significant 

insights regarding the social implications of journalistic creativity, but also offer 

knowledge on how to get around the restrictions of media professionalism and 

political ideology. Some empirical studies that demonstrate how media 

professionalism serves as a factor that sets the boundary for news writing 

(Gardner et al., 2001; Soloski, 1989) have already set the premise of this study. 

Soloski (1989), for instance, gives importance on how “news professionalism 
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controls the behavior of journalists via setting the standards and norms on 

behavior, and [by] determining the professional reward system” (p. 212). 

Meanwhile, political ideology serves the other factor, likewise a boundary; hence, 

according to Breed (1997), news workers have to conform to the organization’s 

values in general to keep their job safe. This study integrates these two factors 

from previous empirical studies to offer an alternative understanding of 

journalistic creativity, which not only fills out the long neglected gap of a 

particular form of creativity as applied in the field but also enriches the body of 

knowledge and opens up a whole new area for journalism.  

In a more practical sense, this study sheds light on the creative need of 

professionals working in the field of journalism. For instance, every year, the 

Pulitzer Prize recognizes and awards those who come up with the most 

interesting stories—in many ways encouraging more individuals to be creative. 

This is testament to how journalistic creativity is not only highly regarded and 

rewarded in the industry but also, apparently, recommended by media 

practitioners as a means of surviving the demands of the market. Hence, while 

creativity is often studied in other fields like the arts, education, literature, and 

even human resources and technology, it is interesting why there is still a lack of 

research about journalistic creativity despite its practical significance to the 

journalism industry. 

As this study examines the definition of journalistic creativity as applied in 

the industry, it also addresses how every creative individuals play a parts in 

undertaking media-related duties and responsibilities. As Csikszentmihalyi (1996, 

p.29) argued, “a person cannot be creative in a domain to which he or she is not 

exposed”; hence, individuals who expose themselves in day-to-day journalistic 

work essentially hone their fine craftsmanship in relation to the practice of 
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journalism. 

This study also has socio-economic implications, as according to Engel 

(2003), traditional media have been facing a tremendously challenging condition, 

in which the dozy and downward shift in the sales of the newspaper cannot 

simply be remedied by advertising or loyal readership alone. Nevertheless, 

journalistic creativity is something fresh both traditional media and new media 

can offer; its uniqueness is what attracts readers’ eyes. Thereby, this study may 

contribute to more new, creative ideas and serve as a model for the journalists 

and scholars alike to learn from each other.  

 

1.7 Thesis overview 

This study is organized in eight chapters, each building on the previous one 

to explore journalistic creativity in media environments. 

As already shown, Chapter One provides an overview of the thesis. It is 

premised by previous studies of journalistic creativity in media environments, 

and subsequently presents the rationale for the present study, the problem 

statement, definition of key terms, and significance of the study. Following this 

introductory text, Chapter Two reviews literature and theories related to the key 

concepts. It starts with an evaluation of various theories related to creativity 

formation to establish a theoretical foundation apt for journalistic creativity. In 

the same chapter, the concept of journalistic creativity is also conceptualized and 

identified with key elements of creativity in contemporary journalism.  

Chapter Three presents the development of the model and hypotheses for 

this study. It also provides a summary of the research questions and 

corresponding hypotheses. Chapter Four then proceeds to the approach and 

method of research employed in this study. It is an explanatory chapter 
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accounting for the qualitative in-depth interviews conducted with elite and 

experienced reporters and quantitative surveys that garnered over 400 

undergraduate students as respondents. 

Chapter Five to Chapter Six describe, analyze, and present the results of the 

study in relation to the research questions. Both chapters nail the definition of 

journalistic creativity by presenting the views of creativity made by the 

experienced media practitioners. Based on their views, the study further explores 

the nature and characteristics of this journalism-oriented creativity. It also 

addresses the potential variables that contribute to creativity in the 

industry—how the very nature of creativity is shaped by a rather suffocating 

environment and how media professionalism and political ideology play crucial 

roles in encouraging journalists’ creativity to manifest.  

Furthermore, Chapter Six describes the outcomes of a survey of 400 

undergraduate journalism students from three local universities; the results offer 

a validation of this study’s theoretical conceptual model and hypotheses. It 

describes the constructs in partial least squares structural equations model: 

consistent and conflictualmedia professionalism, consistent and 

conflictualpolitical ideology, and journalistic creativity. The rationales for the 

hypotheses are also discussed.  

Chapter Seven discusses the social implications of the results on the 

journalism industry. The dynamism of journalistic creativity is explored in this 

chapter as well as its role in today’s increasingly competitive 

environment—owing to how the two boundaries, media professionalism and 

political ideology, transform from mere blocks to means of creativity. Moreover, 

the summary of the results is presented alongside a discussion of each 

hypothesis.  
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Chapter Eight concludes the study with a final summary of the findings and 

their overall significance to the field. Theoretical contributions; social 

implications as well as limitations are presented in this chapter.  
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CHAPTER II: LITERATURE REVIEW 

This chapter first reviews the major theoretical focal point for this study: 

journalistic creativity. Then, it summarizes relevant literature on media 

professionalism and political ideology, which are the two major constructs that 

this study wishes to focus on, and thereafter assess how they interact with 

journalistic creativity. The summary of the research question is given towards the 

end of this chapter. 

 

2.1 Introduction 

When people ask about creativity, usually a number of questions follow: 

what creativity is; where creativity is observed; and if it pertains to the creative 

industry or cultural sector. Often, researchers are interested in the 

interdisciplinary nature of creativity; hence it is eruditely discussed in the field of 

psychology as much as it matters in the literary and performance arts, such as 

dramaturgy, folkloristics, ethnomusicology, linguistic anthropology, among 

others (Sawyer, 1998). As described by Csikszentmihalyi (1996), “creativity is 

some sort of mental activity, an insight that occurs inside the heads of some 

special people” (p.23) with “components” such as domain, field, and knowledge. 

Furthermore, it involves certain sensibilities: 

“without a good dose of curiosity, wonder and interest in what 

things are like and in how they work, it is difficult to recognize an 

interesting problem. Openness to experience, a fluid attention that 

constantly processes events in the environment, is a great 

advantage for recognizing potential novelty” (Csikszentmihalyi, 

1996, p.53).  

 

Hence, perception plays an important role in the recognition and shaping of 

creativity. For Robson & Stockwell (2005), the ability to perceive things from a 
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wide range of viewpoints is key; what is common can be presented as 

astonishing and new, when a fresh perspective is introduced. Creativity, therefore, 

in the field of journalism is anything but new. What makes the subject of 

creativity unique in this particular field is the manner by which journalists 

become creative; it arises from how the sensitive political environment alongside 

their strict adherence to media professionalism stimulates not only their constant 

curiosity but also their sensibilities and perceptions. This is becoming more and 

more apparent in the contemporary era of fast-paced media and technological 

advances pressing journalists to fight for their survival.  

 While the following review of literature does not necessarily cover how 

creativity is cognitively or mentally constructed, it offers a good background and 

strong case for this study’s focus: to explore the antecedents of journalistic 

creativity and expound on what is actually meant by journalistic creativity in 

order to provide researchers and journalism pundits a strong theoretical 

foundation for the importance of creativity in journalistic environments. 

Moreover, while various existing works talk about creativity, this study will only 

trim the literature down to the context of journalism; hence the study becomes 

much narrower but not necessarily simpler or less complex.  

 

2.2 Theoretical foundation for journalistic creativity 

2.2.1 Theoretical foundation: Csikszentmihalyi’s system model of creativity 

A wealth of studies view creativity as an abstract concept, something that 

could almost only be sensed but hardly explained. Fields relevant to this present 

study include include the literary arts, sciences, social sciences, languages and 

psychology (Mohan, 2011; Noppe & Gallagher, 1977; Zhou & Shalley, 2007; 

Amabile, 1996; Adair, 1990; McIntyre, 2008; Stenberg & Lubart, 1996). 
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Common discussions concern with western and eastern perspectives of creativity, 

in which the western creative tradition emphasizes more on novelty and 

originality of the thinking process; whereas, the eastern creative tradition 

considers the more pervasive role of aesthetics, goodness, and authenticity 

(Kharkhurin, 2014). Related to the said perspectives is the notion that creative 

individuals must be romantic, free from constraints in order to practice creativity 

(Boden, 2004). Yet, this is not realistic in day-to-day journalism practice, 

considering how rational professionals practically work in a well-structured 

domain, where constraints are often encountered. Therefore, this acts as impetus 

for research to look into journalistic creativity. While constraints are often found 

in the typical journalistic working environment, it does not necessarily mean that 

creativity could not take place as such.  

When a creative individual pursues “a novel solution to a presented 

problem”, it could significantly change the domain from where the problem 

arises (Csikszentmihalyi, 1996, p.97), hence knowledge is shaped. Thus, in the 

real world, if individuals do not possess the knowledge, they could barely be 

creative. Hence, it is first imperative that they are well-equipped with a good 

knowledge of the domain. Along the same line, an analogy can be made: 

“a potentially creative mathematician cannot contribute anything 

new if the society in which he lives does not provide access to past 

knowledge or provides no opportunities to do state-of-the-art-work” 

(Sawyer et al., 2003, p.189). 

 

Simply put, knowledge about the domain and the individual’s creative 

performance is, therefore, interrelated.  

Csikszentmihalyi (1996) also suggests that for creativity to take place, there 

must be a system, a structured body of knowledge, and an individual working 
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within this system. Journalism is not exempt from this scenario. 

Csikszentmihalyi (2014) further explains that the said model represents three 

crucial elements: culture, society, and personal background. The first element, 

culture, is directly linked to learned rules controlling the human consciousness, 

such as thoughts, emotions, and beliefs. Furhtermore, Csikszentmihalyi (1996) 

breaks culture down into domains; each having a set of rules and practices that 

share more or less the same characteristics. Therefore, individuals can only be 

creative if they are permitted to access to the knowledge of a domain. Fulton 

(2011b) conducted a research that applied the systematic model of creativity put 

forward by Csikszentmihalyi (see Fig.1). She interviewed a number of 

experienced journalists to identify the antecedents of the creative process in 

journalism practice. One interviewee, a reporter, responded that “although 

journalists need to act within these expectations, this is not to suggest these 

structures are totally deterministic. It is important to remember that within these 

structures a journalist has agency and can use expectations to enable their action 

and generate work that is both novel and appropriate, thus producing a creative 

text.” (p.8). Thus, the model tells us that creativity takes place in the domain of 

journalism, and more than that, it also highlights the relationship between the 

individual, the field, and the culture.  
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Figure 1: The system model of creativity (Csikszentmihalyi, 1999, p.315) 

 

In summary, understanding creativity as it is cognitively understood by 

journalists could never directly lead to the understanding of creativity in the field. 

Apparently, there are more factors leading to this phenomenon. Journalists’ 

creative ideas, factors arising from the environment, to name a few, could 

correspond to what Csikszentmihalyi (1999) termed as “individual” and “field” 

(p.315). The following section will explain further how this model lends itself to 

journalism. Moreover, other existing studies that used similar system models of 

creativity are discussed.   

 

2.2.2 Related studies from different disciplines offer hints to journalistic 

creativity: Csikszentmihalyi’s system model of creativity 

 

  The core thrust of the system model of creativity rests on three key 

components, namely, culture, personal background, and society. Their 

corresponding symbolic meanings are as follows: domain, individual, and field. 

These three are interrelated as such: from the domain, the individual could 
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receive or transmit information, which is considered as knowledge; the said 

process thus produces novelty to the field, which in turn also stimulates the 

individual. To give us specific scenarios are the following studies, which all 

applied the same creativity system model work in a wider range of contexts.  

By looking at Vygotsky’s contemporary contribution to the dialectic of 

creativity and development, Moran & John-Steiner (2003) purported that there is 

a tight relationship between the individual and the domain. They suggested that 

the individual manifests to others by way of self-mastery; this is achieved when a 

person becomes more sociable and capable in a society, eventually becoming a 

more conscientious individual. Meanwhile, the society helps its members to 

understand their world and make meanings out of their experiences. This 

confirms how the individual interacts with the domain and society.  

In addition, Kaufman and Beghetto (2009) argued that there is actually a 

“four-c” model for creativity, namely mini-c, pro-c, big-c, and little-c; focusing 

on the big-c is something that actually found in the system of creativity. They 

said that “creativity is presented as an interaction between the domain, the field, 

and the person. A domain could be as broad as music; it could be as specific as 

writing show-tunes. The field is defined as the gatekeepers […] the one who 

creates an idea or theory or piece of art that the field accepts and the domain 

incorporates” (p.2). Thereby, we can see a tight relationship between the three 

components that the system model of creativity (Csikszentmihalyi, 1999, p.315) 

emphasizes.  

There are also examples in the process of creative work that applied the 

same model.  On the one hand, Burleson (2005) contended that in societies 

today and in the future, technologies in the field can help facilitate cognitive 

strategies that help sustain learning, creativity, and self-actualization. In this 
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manner, the interaction between the individual and the reflective technologies 

can actually modify environmental circumstances, and the individual learners 

could have the opportunity to develop multiple and flexible perspectives. Thus, a 

room for enhancing creativity, motivation, and self-actualization in learning 

systems can be created. On the other hand, McIntyre (2006a) asserted that 

“without an insider perspective on creative activity being added to the stock of 

knowledge available to all then that accumulated knowledge cannot be 

considered to be complete” (p.1), furthermore purporting that “there are a 

number of aspects to this systems model of creativity a researcher could test. For 

example, they could test whether ‘domains’ exist and what relationship they have 

to creative output […] even at an empirical level, what influence the field may 

have on creative activity” (p.3). Building upon this, McIntyre (2006b) 

expounded on the system model of creativity by adopting the example of work 

from Paul McCartney, “Yesterday”. The evidence can be seen from this romantic 

piece of creative output, as well as from the free and inspired expression of the 

artist. Creativity formation is, thus, a rational process wherein ideas “are 

generated from antecedents conditions by the agency of someone, whose 

knowledge to do so comes from somewhere and the resultant novel variation is 

seen as a valued addition to the store of human knowledge” (McIntyre, 2006b, 

p.201).  

 At the organizational level, Shalley and Gilson (2004) both identified skills 

for leaders to promote creativity in the working environment. They said that in 

the day-to-day management of creative people, first “the individuals need to feel 

they are working in a supportive work context […] second, if leaders truly desire 

creativity, they need to, in some way, communicate this to employees [..] third, 

the social context at work and different patterns interactions require some 
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consideration, say by asking: are employees coming into contact with people that 

have a diverse range of skills and interests” (p.47). In this manner, individuals, 

the domain, and the field seem inseparable. In the technological field, Saunders 

and Gero (2001) presented a framework for developing artificial creativity: 

“the model contains a society of agents situated in a cultural 

environment, and there is no agent that can direct the behavior of all 

of the other agents[…] agents evaluate the creativity of artefacts 

and other agents” (Saunders and Gero, 2001, p. 117).  

 

As such, they pictured the concept of the same system model of creativity 

by emphasizing the essential requirements of culture and society. We can see that 

there have been hints from different disciplines regarding the interactions 

between culture, society, and individual backgrounds—as in the case of 

journalism. For example, in day-to-day journalism, we can see journalists 

demonstrating the role of the individual by lending novelty to the field. In this 

manner, the culture within the domain is gradually shaped and transformed, 

eventually transmitting new information (i.e., its transformations) to the 

individual. In other words, there the process creates a feedback loop. 

However, in day-to-day journalism, there are two important factors that 

have not been well explored: on the one hand is media professionalism, which is 

apparently and majorly developed at the individual level, and on the other is 

political ideology, which is not also generally understood at the societal level but 

also often learned, such as in the journalism school. Individuals may often find 

clashes between these two factors which are brought about by the complex 

environment. While this is deemed as a conflictual situation, it nevertheless gives 

a rise to creativity, especially when journalists attempt to find ways around the 

ban, by playing edge ball in reporting the news to the general public. 
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2.2.3 Creative process: relevance to journalism 

Discussing how the creative process works is as important as the 

components of creativity itself. Looking at the creative process can shed light on 

essential factors, such as the difference between group work and individual work, 

and how the former fosters creativity in different ways as compared to the latter, 

especially in problem solving. In White’s argument (1968), the creative process 

or creative thinking is not a peculiar type of thinking. Explicated further by 

Csikszentmihalyi (1996), the “creative process starts with a sense that there is a 

puzzle somewhere, or a task to be accomplished. Perhaps something is not right, 

somewhere there is a conflict, a tension, a need to be satisfied. The problematic 

issue can be triggered by a personal experience, by a lack of fit in the symbolic 

system, by the stimulation of colleagues, or by public needs” (1996, p.95). 

Thereby, the creative process commonly takes place at the working environment. 

When putting it into a journalistic context, journalists often find problems, which 

they in turn respond to by introducing creative solutions. When seen at the 

organizational level, it can be argued that individual acts of creativity can be 

added up to account for the creativity of a group or team (Runco, 1997). This 

idea is supported by literature that highlight how creativity is a positive result of 

group work (Malmelin & Virta, 2015; Farmer et al., 2003). This is especially true 

for journalists who, while initiating the stories themselves, collaborate with their 

editors throughout the process. 

Therefore, one may ask how one comes up with creative solutions when 

they encounter problems. There is ample evidence showing that to be creative is 

both an ability and a process. According to Sternberg & Lubart (1991), to be 

creative has two main aspects, “first the ability to define and re-define the 
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problems; and the ability to think insightfully” (p.609). However, mere ability 

only lays the ground for creativity to grow. Flow theory, as proposed by 

Csikszentmihalyi (1996), emphasizes that typically individuals feel most 

engrossed in an activity when “designing or discovering something new” (p. 

108)—thus highlighting that creativity is a process. In addition, when individuals 

are wholly engaged in an activity, often their greatest reward is when they 

“exhibit the highest sense of responsibility” (Gardner et al., 2001, p.5). Working 

out a problem and discovering solutions therefore demonstrate that creativity can 

be a learning process; hence learning environments are also fertile grounds for 

cultivating creativity. Prior studies often put forward the idea that the creative 

process is instigated when “one is faced with a problem, one suspends judgment 

and generates new possibilities by the use of disruptive elements in which one 

thinks creatively, and finally, one reinstitutes judgment and evaluates the 

products thus produced” (Bailin, 1988, p. 67).  

Furthermore, Csikszentmihalyi (1996, p.79) explained that creativity can 

take 5 steps, ranging from preparation (becoming immersed in a set of 

problematic issues that are interesting and arouse curiosity); incubation (during 

which ideas churn and approach the threshold of consciousness); insight 

(sometimes called the “Aha!” moment); evaluation (when a person must decide 

whether an insight is valuable and worth pursuing); to elaboration (that takes up 

the most time and involves the hardest work. In comparison, Wallas (1926) also 

talked about the art of thought, and suggested that knowledge is the first step, 

followed by incubation, then illumination, and ultimately, testing the feasibility. 

Both step-by-step scenarios actually fit the working routines of day-to-day 

journalism at large. They both offer hints for us to dig out the important factors 

that may trigger the creative process.  
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 In the journalism field, routine is often seen as a restriction for creativity to 

take place. However, this is not the case. As can be observed, every journalist 

generally takes a deep consideration of what they need to report—this process 

does not only entail mere thought but also include problem-solving. For instance, 

journalists often weigh the code of ethics against the political stance of their 

newspaper, while keeping in mind how they must professionally keep their job. 

At the same time, they, must also try to report accurate and relatively neutral 

content to their audiences or readers. As the Flow theory suggests, when 

journalists engross themselves in the work, it indicates that creativity is coming 

into play.  

The two-fold creative process is experienced in day-to-day journalism. The 

first is when the journalists address the problems, and the environment allows 

them to do so, thereby possibly adopting innovative approaches given that they 

have time to enhance their work. However, if the environment is not as 

compatible, the journalists have to play the edge ball, which is to offer creative 

solutions to solve the problems. This is especially true when they have to comply 

by the rules, while presenting the truth to the general public. Thus, creativity 

comes into play when there is a problem. Hence, the problems that this study 

intends to highlight are the two major aspects: political ideology and media 

professionalism. These lend journalism its own creative process that 

differentiates it from others.  

 

2.2.4 Creativity’s criteria: relevance to journalism 

Originality and novelty used to be understood as the key concepts for 

creativity, as “original products must be unanticipated and unpredicted” (Bailin, 

1988, p.13), while “people are considered to be creative if they produce ideas 
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that are different from those of others” (Kharkhurin, 2014, p. 341). However, 

other scholars go as far as proposing four main contributing factors to creativity: 

fluency, flexibility, originality, and elaboration (Baer, 2014; Guilford, 1967), and 

these may be observed in different disciplines. Still, others propose that 

originality and usefulness are the main definitive characteristics of creativity 

(Mayer, 1999), while others suggest novelty and appropriateness to the task or 

problem being addressed (Sternberg, 1999). Thus, it can be surmised that mere 

talent is not enough (Sawyer et al., 2003), as other factors contribute to 

creativity—including a fresh perspective or even luck. Thus, while many 

scholars have already attempted to put forward ways of explaining creativity, a 

clear definition hardly comes up.  

Hence, it does not come a surprise why journalistic creativity still needs 

proper academic attention. The mere fact that this ability or process is perceived 

can lead us to pertinent questions: What is the creativity in journalism? Why 

does the media industry crave for journalistic creativity? What kinds of difficult 

situations and dilemmas do media practitioners encounter in order for creativity 

to take place?  

 

Table 2.1 Summary of the creativity’s criteria and the corresponding descriptions 

Creativity in different 

disciplines 

Descriptions 

(Bailin, 1988) Key concepts for creativity: novelty and originality 

(Boden, 2004) Creative people have to be romantic: free from any 

constraints in order to practice creativity  

(Csikszentmihalyi, 1996)  Creative: a novel solution to a presented problem could 
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change the domain in significant ways  

Creativity: the person’s strong resolve to do what must 

be done; the existing field, a structured body of 

knowledge and an individual working within the system

(Fulton, 2011) Creativity in journalism: journalists have agency and 

can use expectations to enable their actions and 

generate work that is both novel and appropriate, thus 

producing a creative text 

(Kharkhurin, 2014) Western creative tradition: novelty and originality in 

the thinking process 

Eastern creative tradition: aesthetics, goodness, and 

authenticity  

(Robson & Stockwell, 

2005) 

Creativity: the ability to perceive things from a wide 

range of viewpoints, in contrast to common expressions 

and the one who receive the message would feel 

astonished  

(Runco, 1997) Creativity: individual part of creativity is added up to a 

team of creativity  

(Sternberg & Lubart, 

1991) 

Creativity: the ability to define and redefine problems, 

and the ability to think insightfully are relevant to 

creativity 

(Sawyer et al, 2003) Creativity needs past knowledge or otherwise, provides 

no opportunities to do state-of-the-art-work  

 

In summary, creativity can be understood as an ability to solve problems. As 
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a process, it requires various criteria, which may be summed into four: novelty, 

originality, usefulness, and appropriateness to the task or problem being 

addressed. These key criteria applies in the context of journalism in terms of 

finding novel solutions and original stories that provide the audience with fresh 

perspectives, and coming up with useful ways of addressing existing problems. 

Journalists do these while adopting appropriate ways of communicating with the 

general public.  

Often, journalists find themselves trapped in between media 

professionalism and political ideology, the two important aspects previously 

mentioned. Creative headlines and a wide range of figure of speech, such as the 

use of sarcasm, could often be employed to keep the audiences’ minds stimulated, 

occasionally surprising them. This study sorts out various other examples of 

journalistic creativity in the findings and discussions section. 

 

2.3 Journalistic creativity 

While this study recognizes the variety of studies that shed light on 

journalistic creativity, here they are divided into three parts, namely journalists’ 

nature, journalists’ environment, and journalists’ options for creativity, in order 

to offer a complete picture of creativity that is highly related to journalism.  

2.3.1 Journalists’ nature 

Despite the professional nature of journalists in giving factual information 

to their readers, mirroring others’ individual experiences, acting as witnesses, 

and representing the media, or they find joy and satisfaction throughout the 

process as it opens more opportunities for creativity (Guo, 2014; Fulton, 2015). 

For instance, Ma and Yuen (2008) observed how and argued that students enjoy 
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using wikis to write the news because they find the joy in newswriting. It’s as if 

journalists are born to crave for knowledge, and to enjoy digging out the truth 

and creating innovative stories that capture their audience. Hence, creativity in 

journalism is tightly associated with the nature of the journalists’ job. Markham 

(2012) believed that hinging the idea on the relationship between creative ideas 

and journalism is meaningful as journalists enjoy the dynamism of their routines 

and the increased interaction with their readers. Fulton (2015) also surmised that 

reporters have been trained to understand the nature of their job, and what they 

should do for the public, such that in her discussion on the role of reporters, her 

interviewee (a reporter for Mumbrella, a media and marketing site) explained 

that:   

“most of what we do, we would apply the rules of journalism, as we 

see it, to them. So for instance, you know, we’ll when we do 

anything, whether it’s an event, whether it is a news story, we’ll try 

and be very transparent with the readers, write for the readers, not 

for the advertisers” (p.371).  

 

Thus, it can be well understood that reporters do not only execute their job 

for the sake of being paid their salary but also take the initiative to bring new 

angles and excitement into the stories. After all, “journalists are subjected nearly 

every day to pressures that challenge and test their profession” (Gardner et al., 

2001, p.185). 

It is also important to note that media practitioners want to produce “good 

work”, and with this aspiration, they tend to consider novel ideas which 

generally pertain to good work that “happens inside the head of engaged 

professionals” (Gardner et al., 2001, p.13). In this manner, journalists approach 

creativity as an intellectual inventiveness and a way to conjure up some kind of 

novelty that could likewise be applied by others (Bergelz, 2011; Gihooly, 1988). 
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Journalists do this to avoid predictability and pandering, while maintaining 

accuracy as a standard as their differing ideas bring them into competition with 

each other (Gardner et al., 2002, p.156). In short, journalists’ tend to become 

creative in their efforts to improve their work and make their reports appealing to 

their audiences and readers. 

 In summary, journalists aim to produce good work in the field, and their 

creative ideas transpire in their heads. They find meaning in their very 

professions as journalists, which is an important reason why they are motivated 

to perform their jobs. This is what scholars in the abovementioned literature talk 

about; the aspiration that drives journalists could have something to do with the 

interaction between them and the readers or their inborn nature to find the truth 

and speak for the society. In light of these factors, they are keen on producing 

novel ideas that fall within the standards—the code of media ethics.  

 

2.3.2 Journalists’ environment 

Journalists are becoming well aware of the fact that new technological 

devices or computer techniques could help enhance their work—to look better, 

and more attractive or distinctive—however, in the school’s environment there is 

seemingly restriction in terms of content and context, let alone the journalistic 

environment (Guo, 2009). In the journalistic environment, reporters see 

creativity as the key factor for the betterment of their career path. According to 

Curran (2010), lifelong learning, innovation and creativity are the crucial factors 

that lead to journalism’s success in the foreseeable future. Also, Fulton & 

McIntyre (2013) mentioned that “when a journalist learns, uses and interacts 

with the structure of journalism, that is, the rules, conventions, techniques, 

guides and procedures of the domain of journalism, these enable the production 
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of a novel and appropriate text” (p.23). Thus, journalism, in fact, could serve as a 

good breeding ground of creativity. When we talk about creative journalism, 

people commonly associated it with feature writing rather than hard news 

(Maskell & Perry, 1999; Ricketson, 2004). As previous studies of creativity have 

shown, authors generally agreed that creative activity could be found and 

explained in different forms within the domain of journalism (Fulton & McIntyre, 

2013; Mohan, 2011; Markham, 2012; Berglez, 2011). Furthermore, it has been 

stated that creative thinking is a skill that is highly prized in editorial news, 

journalism, advertising, and copywriting (Moriarty & Vandenbergh., 1984). In 

this manner, researchers who have been looking for the excellence in producing 

“good work” have put forward their views towards the subject of creativity.  

To summarize, the journalism industry seems to maintain a set of rules or 

conventions. Scholars, however, made keen observations about how the 

interaction between the domain of journalism and the techniques and 

conventions of journalism practice serve as means to produce novelty. 

Regardless whether we are looking at hard or soft news, feature writing, 

advertorials, et cetera, the creativity that comes out of the process is generally 

highly prized in all sorts of media-related work.  

 

2.3.3 Journalists’ opt for creativity 

Journalists have an urge for good work, and this good work is always 

associated with the term “novel text”. Csikszentmihalyi (1996) even posited that 

the level of creativity produced is closely related to the character of individuals 

in the field, those “who seemed to be doing things that they enjoyed but were not 

rewarded for with money or fame” (p. 110). In other words, the very nature of 

journalists—the way they enjoy their role in producing creative 
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work—influences the outcome of their novel texts. Often, the nature of creative 

writers can be regarded as comparable to that of journalists. However, there are 

fundamental differences between the two groups, especially in terms of their 

nature, for example credibility found in new media use (Shen et al., 2011). And, 

Kaufman (2002) argued the same in that: 

“despite their similarities, creative writers and journalists have 

different goals. They work often under radically different 

conditions and with varying expectations—a top-notch journalist 

may have to crack out a piece in ten minutes to make a deadline, 

whereas an equally respected novelist may be allowed ten years to 

perfect a book. Creative writers such as novelists, poets, and, to a 

lesser extent, playwrights may be introverted or avoid social 

encounters; their success or failure depends on a product that may 

be created with little outside input. Journalists, in contrast, must 

thrive on such interactions, as much of their work typically 

involves gathering information and opinions from other people” 

(p.202).  

 

Still, Markham (2012) asserted that creativity in journalism has in effect 

shed light on expressiveness, thus reflecting what can be considered a broader 

cultural shift from demonstrating professional expertise to emphasizing personal 

authenticity in their means of expression. In addition, he made mention of how 

journalism is now becoming more and more creative, as evidently reflected by 

distinct practices and forms of outputs.  

By breaking the existing limits of media logic, journalistic creativity could 

create more room for more interesting pieces of reports (Berglez, 2011). Often, 

media practitioners put this concept of creativity into practice. In a study of 

interpersonal communication and creativity in journalistic telework, Manssour 

(2003) contended that “creativity is mostly seen as a gift or an individual quality, 

for those whose bloom and exercise there are internal and external factors, 
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understood as stimulants of the creative process” (p.41). In short, journalistic 

creativity depends largely on both internal and external factors—this will be 

discussed in later sections. 

 

 Creativity has been brought under the spotlight in this day and age. In the 

media environment, individuals need to express their work in a way that those 

who are not working in the same field have ever attempted. In the news reporting 

and editorial process, practitioners encounter a lot of internal and external factors; 

factors such as the political environment within the newsroom, the selection of 

content, the choosing of news angles, as well as the code of ethics are considered 

as internal factors, while the loyal readers’ expectations, advertisers’ demands, 

society’s political pressures, as well as market shares, and so on, come as 

external factors. Journalists often find themselves caught in between these 

different pressures while they constantly having a crack at outstanding headlines 

and wonderful stories. In short, journalistic creativity—as in any other form of 

creativity—and the niche skills that come with it can only be learned from 

firsthand day-to-day practice of journalism.     

 

Table 2.2 Summary of the concept of journalistic creativity and the 

corresponding descriptions  

Journalists’ nature Descriptions 

(Bergelz, 2011; 

Gihooly, 1988) 

Journalists found creativity as an intellectual 

inventiveness and a way to conjure up some kind of 

novelty that could be applied by others  

(Fulton, 2015) Reporters have been trained to understand the nature of 
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their job, and what they should do for the public 

(Gardner et al., 2002) Media practitioners want to produce good work, and 

with this aspiration, they generate novel ideas in their 

head 

(Markham, 2012)  Journalists enjoy the dynamism provided by their 

routines and by increased interaction with their readers 

Journalists’ 

environment 

 

(Curran, 2010) Journalism’s success in the foreseeable future: lifelong 

learning, innovation, and creativity 

(Csikszentmihalyi, 

1996) 

Creativity in journalism: characteristics of the 

individuals in the field, the enjoyment that creativity 

brought them, to do things that they enjoyed regardless 

whether or not they are rewarded with money or fame 

(Fulton & McIntyre, 

2013) 

Journalists interact with the structure: the rules, 

conventions, techniques, guides, and procedures of the 

domain of journalism enable the production of novel and 

appropriate texts 

(Fulton & McIntyre, 

2013; Mohan, 2011; 

Markham, 2012; 

Berglez, 2011) 

Creative activity can be found and explained in different 

forms within the domain of journalism  

(Maskell & Perry, 1999; 

Ricketson, 2004) 

Creative journalism: people commonly associate it with 

feature writing rather than hard news  

(Moriarty & Creative thinking is a skill that is highly prized in 
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Vandenbergh, 1984) editorial news, journalism, advertising, and copywriting 

Journalists’ opt for 

creativity 

 

(Berglez, 2011) Journalistic creativity: breaking the existing limits of 

media logic creates more room for more interesting 

pieces of reports 

(Kaufman, 2002) Creative writers and journalists have different goals and 

creative processes; journalists must thrive on social 

interactions, as most of their work typically involves 

gathering information and opinions from other people 

(Manssour, 2003) A study of interpersonal communication and creativity in 

journalistic telework: creativity is mostly seen as a gift or 

an individual quality, for those whose bloom and exercise 

there are internal and external factors, and understood 

as stimulants of the creative process 

 

(Markham, 2012) Creativity in journalism: emphasizes expressiveness and 

reflects a broader cultural shift from professional 

expertise to heighten the emphasis of authenticity of the 

personal expression 

 

The following section gives a review of definitions of creativity in various 

disciplines that help this study in further nailing down what could be the 

uniqueness of creativity in journalism via the theoretical empirical studies of 

journalistic creativity. 
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2.3.4	Theoretical	and	empirical	studies	of	journalistic	creativity	

Within this huge research area lays a small niche for the researcher to look 

at creativity in the competitive journalism environment.  

Berglez (2011) posited that journalistic creativity is knitted with practices of 

extending and/or breaking the existing limits of media logic. For instance, the 

practice and skill of sniffing out new and exciting topics does not only bring 

about new creative information but also help stimulate the market and make 

news organizations commercially sustainable. As the media logic lies in between 

two extremes—the scientific point of view and stylistic creative presentation— 

Berglez (2011) propounded that in order to change the journalism industry, one 

has to think beyond the boundaries of the media logic. Thus, thinking and going 

beyond entails journalistic creativity, with its three major types as already 

mentioned: firstly, to search for ways to insert an issue, i.e., climate, into the 

media logic; secondly, to find ways to stay scientific in climate reporting; and 

lastly, to find ways to transform the media logic in accordance with the 

all-encompassing and transcendent features of the climate issue. 

Fulton’s (2011b) research also demonstrated that social influences are 

significant in the production of creative texts—by investigating how print 

journalists in Australia produce their work. As her discussion followed 

Csikszentmihalyi’s creativity model, she pointed out that the field is a crucial 

element in the creative production of news texts, as it reflects how the social 

system understands the domain (field) as well as every individual involved in the 

system. Thus, what is presented is the complete opposite of the romantic notion 

of the individual as the focal point of creativity; the creative work is not 

constrained by an individual reporters’ skill, as it is also a product of the 
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interaction of the reporter with the editor, and so on. Therefore, in a journalistic 

environment, the journalist’s interaction with the field proves “a vital component 

for creative outcome” (Fulton, 2011b, p. 10).  

In connection with the above research, Fulton and McIntyre (2013), on 

another piece about journalistic creativity, contended that there is a creative 

process in the journalists’ discussion. Notwithstanding the form of writing in 

journalism, it is seldom thought of as a “creative practice” (p.17). Further, in 

print journalism, a rather traditional media, some practical rules are repeatedly 

emphasized, such as styles, ethics, news values, and ideological conventions. 

However, journalists in Australia interacted with social, cultural, and individual 

influences in the production of the work—these learned social and cultural 

structures enable journalists to appropriately apply creativity in their work, with 

the aim of capturing the audiences’ eyes and holding their attending until the end 

of the story. As mentioned by one of the interviewees (reporter) in Fulton and 

McIntyre’s research, stories like feature news can use a sort of more “flairy” 

language. Other means include how a journalist approaches the story, such as 

“thinking out of the box”, while putting the story together given a whole lot of 

information. Kharkhurin (2014) argued that there is “creativity 4-in-1”, wherein, 

there are altogether 4 criteria in constructing creativity, that could be well applied 

in a broader disciplines. The attributes include novelty, utility, aesthetic, and 

authenticity. Novelty is defined as bringing something new into the being by 

introducing new conceptual framework. Utility, on the other hand, means that the 

creative worker himself is a creative one, or that he has the ability to produce 

anything that can be considered creative. Aesthetic refers to the fundamental 

truth of nature, while authenticity is an expression of the inner self’s true self and 

values. Malmelin & Virta (2015) built on the notion of creativity in the 
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journalism industry. Their research identified the most significant motivations 

and constraints of creative work. These motivations or work rest on two 

important criterions, developing new personal competencies and skills, and 

creating new things, practices and processes. On the other hand, the constraints 

on creative work includes project management and organizing of the team, and 

communication and information managemen. And, journalism professionals 

“were particularly keen to improve and develop their own work, for instance by 

innovating new ways of content production” (p.1045). Manssour (2003) found 

that creativity is generally seen as gift or an individual quality, and there are 

internal and external factors that act as stimulants for the creative process. 

Regarding their focal point of the discussion, these highlight the crucial role of 

interpersonal communication among the workers and act as incentive to 

individual creativity. His idea, therefore, supports the need for creativity in the 

journalism industry. 

In relation to journalistic creativity, Markham (2012) suggested that in the 

domain modes of valorization, there is apparently a broader cultural shift from 

professional expertise to the authenticity of individual expression. There is a 

tight relationship between creativity and journalism. As emphasized in his 

argument, “creativity is valued because it represents a form of agency” (p. 195). 

Furthermore, he believed that creativity benefits the journalists, the organization 

and the audience.  

In addition, Kaufman (2002) showed that creative writers score more 

significantly than journalists on narrative thoughts, yet there is interaction 

occurring on their paradigmatic thought. In light of this, narrative thinking style 

helps differentiate between the writers and journalists. Male journalists and male 

creative writers would go for a sentence writing task in different ways, and 



‐ 43 ‐ 
 

female journalists and female creative writers may not differ in performing the 

same task. Hence, there is an apparent difference between males and females in 

terms of handling the creative work.  

 

Table 2.3 Summary of selected theoretical and empirical studies of journalistic 

creativity 

Studies Findings 

(Berglez, 2011) (1) The reproduction of media logic 

(2) Underlying desires to rub media logic the wrong 

way from a research horizon (creativity from outside 

the media logic)  

(3) Ideas about, and concrete implementation of, new 

types of reporting (creativity from beyond media logic) 

(Fulton, 2011) (1) Productive activity (producing an article): members 

of the field such as senior staff, other journalists, and 

the audience support a journalist’s creativity by 

providing a source for articles 

(2) There are interactions between editors and 

reporters. It is from the editors that they learnt how to 

write 

(3) Journalist’s interaction with the field is a vital 

component for a creative outcome 

(Fulton and McIntyre, 

2013) 
(1) Journalist is indeed a creative producer 

(2) Journalists understand rules, as well as procedures 

of the domain, that creativity occurs when the novel 

and appropriate texts produced 
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(3) Creativity is encouraged in the workplace, 

employers expect journalists to produce, or create, 

work efficiently 

(Kaufman, 2002) (1) Creative writers scored significantly higher than 

journalists on narrative thoughts 

(2) Male journalists significantly outscored male 

creative writers, a non-significant trend in the 

opposition direction was observed for females 

(Kharkhurin, 2014) (1)Four dimensional matrix for evaluation of creative 

work: novelty, utility, aesthetics and authenticity 

(Malmelin & Virta, 2015) (1)Develop new personal competencies and skills is a 

hugely important factor in the work of journalism 

professionals in the media organization 

(2) Journalism professionals were particularly keen to 

improve and develop their own work, for instance by 

innovating new ways of content production 

(Manssour, 2003) (1) Communication at work’s atmosphere; necessity of 

conviviality (necessary way to exchange ideas and to 

reveal emotions, to discuss subjects of work or daily 

life) 

(2) Evaluation includes behaviors, via the importance 

of interpersonal communication, it helps achieve 

communication and creativity 

(Markham, 2012) (1) Relevance of creativity in journalistic practice is to 

be seen in context of a broader cultural shift in 
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dominant forms of authority from expertise to authentic

(2) Creativity is valued because it represents an agent 

 

 In summary, there have been different interpretations of journalistic 

creativity in the field of research. However, despite the flourishing phenomenon 

of journalistic creativity in the industry, there still are apparently more 

constraints for the development of journalistic creativity. 

People working for this industry hardly gain the space for journalistic 

creativity.  It is said that “newswriting performance might be improved by 

employing individuals with high creative aptitudes and providing sufficient time 

intervals for them to rest between writing tasks” (Lynch & Kays, 1967, p.512). In 

this manner, Malmelin & Virta (2015) also contended that the duality and 

resulting time pressures made it difficult for the workers to focus on the work of 

the development team and on developing novel ideas. Hence, due to the 

abovementioned constraints, creativity has only a rather stifling environment to 

take its place. However, on the flip side, this study would like to argue that it is 

the constraints that help muster the creativity within the domain because reporter 

try their best to get around the ban and produce the “good work”. 

 

2.4 Journalistic environment: conforming and conflictual journalistic 

environment with relation to journalistic creativity 

While this study is interested in looking at how the journalistic environment 

helps and discourage journalistic creativity, here they are divided into four major 

parts, namely consistent media professionalism, consistent political ideology, 

conflictual media professionalism, and conflictualpolitical ideology, in order to 
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offer a complete picture of creativity that is highly related to the journalistic 

environment at this day and age.  

 

2.4.1 Conforming environment: consistent media professionalism and 

consistent political ideology with the relation to journalistic creativity 

Journalists enjoy working in a conforming environment. To have a 

conforming environment, there are always two criterions, namely consistent 

media professionalism and consistent political ideology. Journalists’ values and 

beliefs are shaped by the media professionalism they in effect learnt from the 

journalism school, from their colleagues, and from their role models in the 

industry. When they step into the newsroom, they find themselves surrounded by 

people with the same set of values, and more often, they know the reputation of 

the media organizations, and via anticipatory socialization or organization 

socialization; thus they are mostly likely to work in an expected professional 

environment that does not clash with their beliefs in journalism. Political 

ideology works in the same way for journalists via organizational anticipatory 

socialization in that many workers before commiting to the work must first have 

a sheer or deep understanding of the company’s culture (Jablin, 1987). This helps 

them incorporate themselves into the working environment.  

Media professionalism helps bring about creativity. New Confucians, Tu 

(1985), put forward the idea that creativity comes from the human heart and 

mind, and even from the reflection of individual’s values and beliefs. By 

highlighting values and beliefs, in this study, it has been argued that conforming 

environment rests heavily upon the values of journalists, and also their 

responsibility driven by their media professionalism.  

Soloski (1989) stated that the news professionalism is an efficient and 
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effective way for controlling the professional behavior of journalists. Tuchman 

(1973) touched upon the major work of reporters in that routinizing the work by 

controlling the flow of work and the amount of work that are to be completed by 

dividing the work into categories; the typification is considered as a 

professionalism in journalism industry.  

In terms of reporting the news, Fishman (1997) believed that it is good for 

journalists to determine what constitutes an event and how the event could be 

narrated, and more importantly able to distinguish what are meant by news and 

nonevents, by digging the newsworthiness out of every story. In the same manner, 

Zelizer (1993) propounded that journalists are considered as interpretive 

communities, and further suggested that in the discourse community, reporters 

always use their conversations to generate meanings about their work; at the 

same time, they set standards of evaluation to generate more journalistic 

coverage. In line with these said, some scholars also mentioned the concept of 

gatekeeping, in which keeping the gate is related to media professionalism. For 

Berkowitz (1997) and Donahue et al (1989) reporters attach the utmost 

importance to news values and a process made by a group of people, regardless 

of news selection. Highlighted by Breed (1997), there are six major reasons for 

people to conform to the policy of the news organizations, first, the publisher has 

expected a certain degree of obedience from their employees; second, the staffs 

are generally obliged to the paper/ news organizations; third, aspiration for 

promotion; fourth, there is not many conflicting group allegiance in newsroom 

culture; fifth, in-groupness culture among the staff with the common goal of 

getting the news; lastly, news reporters’ energies are channeled into getting more 

news. Apart from the cultural perspective, technological perspective in news 

gathering, writing and editing play another important role in the conforming 
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behavior. Lastly, ethical perspective is considererd, for example, responsibility, 

accuracy, impartiality and objectivity. Breed even suggested that “top leaders in 

formal organizations are makers of policy, but they must also secure and 

maintain conformity to that policy at lower levels” (p. 107).  

 

Table 2.4 Summary of the conforming environment 

Studies Phenomenon and causes of conforming environment 

(Breed, 1997) (1) Publisher has expected certain degree of obedience 

from their employees 

(2) Staffs are generally obliged to the paper/ news 

organizations 

(3) Aspiration for promotion 

(4)There is not many conflicting group allegiance in 

newsroom culture 

(5) In-groupness culture among the staff with the 

common goal of getting the news 

(6)News reporters’ energies are channeled into getting 

more news 

(7) Ethical perspective, for example, responsibility, 

accuracy, impartiality and objectivity associated with  

(Berkowitz, 1997; 

Donahue et al, 1989) 

Reporters attach the utmost importance to news values 

and the process made by a group of people. 

(Fishman, 1997) Journalists have to determine what constitutes an event 

and how the event could be narrated, and more 

importantly, to be able to distinguish what are meant by 



‐ 49 ‐ 
 

news and nonevents, by digging the newsworthiness out 

of every story. 

(Soloski, 1989) The news professionalism is an efficient and effective 

way for controlling the professional behvaiour of 

journalists 

(Tuchman, 1973) Media Professionalism upheld by journalists in the 

working environment: 

(1) routinize the work by controlling the flow of work and 

the amount of work that are to be completed  

(2) dividing the work into categories 

(3) and do the typification  

(Zelizer, 1993) Media professionalism: 

(1) Reporters always use their conversations to generate 

meanings about their work 

(2) Set standards of evaluation to agitate more 

journalistic coverage. 

 

 In summary, the above studies can confirm that there is a strong association 

between the conforming environment and consistent media professionalism. 

Simply put, the conforming environment, refers to the fact that media 

practitioners are willing to conform to the working environment by complying 

with the rules, regulations, culture, ethical values and long rooted traditions of 

the working area. 

However, the conforming environment does not necessarily deter journalists 

from writing a stunning piece of story. Passionate as they are, they always try 
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every means to dig deep into the news stories, investigate from different 

perspectives, dissect the stories and package the story into various forms of 

presentations (e.g., graphics and animations), and even adopting big data to draw 

a global picture to the audiences and potential readers. This actually echoes what 

Bailin (1988) supports the idea that there is a distinctive creative process or a 

mode of thinking that is different from ordinary and logical thinking. With the 

media professionalism that reporters want to uphold, they produce good work 

within this intangible boundary. Thereby, a journalist could be called a journalist 

when they have gone through the painful research process, and more crucially, 

invent a new and creative way to present the ideas to the general public, but at 

the same time, stick to the code of ethics and uphold the principles of media 

professionalism. 

On the other hand, they always find themselves working in a professional 

environment that is not politically conflictual to their own stance. For many 

reporters, they anticipate the political atmosphere of the news organization 

before they apply for the job. In the working environment, they also consider 

about their promotion, their career path, and the interactions with the hierarchies 

within the newsroom structures. These become the crucial part of their 

compliance within the environment. Thereby, they may be more conformed to 

the environment.  

 

2.4.2 Conflictual environment: conflictual media professionalism and 

conflictual political ideology with the relation to journalistic creativity 

On the flip side, conflictual environment refers to the incompatible 

environment that is created by conflictual media professionalism and 

conflictualpolitical ideology. This phenomenon is completely the opposite of a 
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conforming environment. Through anticipatory socialization, one may easily find 

media organizations that have relatively more or less the same kind of values 

with what they learnt from their peers, parents and school. However, this does 

not necessarily mean that conflictual moments could not be found as such. They 

often found themselves going through a process of learning, re-learning, and 

unlearning. Within the conflictual environment, they need to re-learn skills and 

techniques so as to fit the environment. Somehow, they even need to un-learn so 

as to please the boss for climbing up the ladder in the hierarchies of the 

newsroom. There are seemingly a lot of reasons for contributing to the 

conflictual environment. However, as an individual reporter, when it comes to 

maintaining their judgments and values, they have to get around the ban, and 

relies on other ways to play the edge ball, this is what Scott (2008) calls it “the 

weapons of the weak”.  

Conflict, in general, is defined as “behavior expectation related to one social 

position they occupy conflict with expectations related to another. The conflict is 

most intense when contradictory expectations are experienced in the same social 

setting” (Zurcher, 1983, p. 77). By applying this definition in the newsroom, 

conflicts found in the newsroom are related to all sorts of reasons, including 

political pressure from the parties or government, or office politics, etc.  

Journalists consider themselves responsible to their audience but not their 

company. Journalists refuse to argue with the positions taken by news companies 

that may go against the public interests. According to Breed (1997), conflicts in 

the newsroom are in various ways, such as “featuring a pro-policy item, burying 

an anti-policy story in an inside page. More than that, Bantz (1997) says, in 

terms of the development of organizational cultures in newswork, there are five 

major factors leading to the conflicts, for example, newsworker distrust and 
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dispute; set of professional and business norms; entertainment and professional 

norms; controlled competitions arise from pressures both toward competition and 

toward cooperation in newswork; and the nature of news products. However, 

researchers note that competition, contest and possible conflicts would help fight 

for excellence (Shields & Bredemeier, 2010). It is highlighted by prior studies 

that there are potential advantages of conflict in the interaction between problem 

solving groups. Under such an environment, idea quantity is not only enhanced, 

but useful and unique insights into group brainstorming could also be provided 

(Goldenberg & Wiley, 2011).  

 

Table 2.5 Summary of the conflictual environment 

Studies Phenomenon and causes of conflictual environment 

(Bantz, 1997) (1) News worker distrust and dispute 

(2) Set of professional and business norms 

(3) Entertainment and professional norms 

(4) Controlled competitions arise from pressures both 

toward competition and toward cooperation in newswork

(5) the nature of news products. 

 

(Breed, 1997)  Conflicts in the newsroom are in various ways: 

(1) Featuring a pro-policy item 

(2) Burying an anti-policy story in an inside page 

(Goldenberg & Wiley, 

2011) 

Benefits from conflicts: 

idea quantity is not only enhanced, but useful and unique 

insights into group brainstorming could also be provided 
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(Scott, 2008) Creativity in conflictual environment: “the weapons of 

the weak”.  

(Shields & Bredemeier, 

2010) 

Competition, contest and possible conflicts would help 

fight for excellence  

(Zurcher, 1983) The conflict is most intense when contradictory 

expectations are experienced in the same social setting 

 

 To sum this all up, journalistic creativity sprung up as soon as conflicts take 

place. In journalistic environment, one could easily find conflicts with 

journalistic values, here we put it as media professionalism as a journalist, there 

are also incompatibility when it comes to political values. These are all 

unavoidable to the people working for the industry. However, researchers have 

found a tight relationship between conflicts and excellence. Journalists, who are 

passionate in their work, in day to day journalism, in search of the best way to 

present their work. This is what we want to discuss in this study, the journalistic 

creativity, not only be seen as a creative skill, but a way to get around the ban.  

 

2.4.3 Empirical studies related to the concept of conforming journalistic 

environment and conflictual journalistic environment 

As mentioned above, conforming media environment in fact refers to 

consistent media professionalism and also consistent political ideology with the 

news organizations. The opposite goes to conflictual media environment, in 

which it is about two constructs, which are conflictual media professionalism 

and conflictualpolitical ideology with the news organizations.  

Leung & Lee (2015) suggested that there is an apparent relationship 
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between three variables:professional beliefs, market considerations, and political 

attitudes. In Leung and Lee’s study, it was said that professional beliefs about the 

roles of media, political attitudes, and market considerations are causually related 

to the perceived value of positive news. As such, the study put forward five 

dimensions for the professional roles: dissemination, interpretive, advocacy, 

adversarial and cultural, among them, dissemination scores the highest. At the 

same time, reporters could be aware of the influence from the politics when the 

respondents are asked to answer items such as whether they face high pressure, 

the pressure from low salary and lack of promotion opportunities. The valuation 

of positive news is, in general, affected by the abovementioned three constructs. 

On the other hand, Lo et al (2005) examined ethical attitudes and perceived 

practice by carrying out a comparative study of journalists in China, Hong Kong 

and Taiwan. The study displayed a result of very different attitudes among these 

three places. The results showed that a number of journalists among the three 

localities believe that freebies such as free gifts and trips are acceptable, and 

believe it is a common practice to accept the freebies. The same applies to 

moonlighting practices, for example, soliciting advertisements or getting 

sponsorships for own news organizations, or even carrying out self-censorship to 

avoid offending key advertisers. The study asserted that throughout the history of 

journalism, the conscience and integrity of the individual journalist are always 

the major guarantee of journalistic standards.   

Singer (2003) wrote about the notion of journalistic professionalism. She 

divided the notion into three major dimensions: cognitive dimension, normative 

dimension, and evaluative dimension. There are three main components, 

including the body of knowledge, techniques used by professionals, and the 

training required to master such concept and skills. For the normative dimension, 
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she included ethics and a commitment to public service. But she saw that 

advertising is a threat to journalistic autonomy, thus raising a red flag for the 

industry. Also, the organizational structure of many online news organizational 

structure, in which reporters sometimes rely much on the expert’s advice, turns 

out to be sponsored by providers in the field. In online journalism, another 

important issue is the commercial pressures from the newness of the medium 

itself.  Along the same line, So and Chan (2007) found that professionalism 

forms the core values of journalism in the democratic environment. As a result, 

journalists still regard facts as the most crucial criteria while carrying out the 

news reports. Moreover, speedily providing new information to the public ranks 

the second most important factor when looking from the perspective on media 

functions. Reliable information ranks the third, as they draw a conclusion that 

the weight of the surveillance function of the news media is more significant 

than their adversarial role—the respondents accepted they should monitor the 

performance of the government.  

Therefore, in light of the aforementioned studies, this study will draw upon 

three dimensions of media professionalism, which includes ethical standards; 

knowledge and skills and media functions. On the other hand, in order to look at 

the political ideology of the journalistic environment, this study draws on three 

major dimensions: the reporters’ political awareness; political conflicts within 

the news organizations; conflicts with the outside environment, thus providing 

chances for journalistic creativity.   

 

Table 2.6 Summary of the concept of conforming and conflictual journalistic 

environment and corresponding findings 
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Concept of 

conforming and 

conflict 

journalistic 

environment 

Political 

ideology/ media 

professionalism 

Constructs 

(Leung & Lee, 

2015) 

Political ideology

and  

media 

professionalism  

Hong Kong journalists’ beliefs in 

professional roles: 

(1) Dissemination 

(2) Interpretive 

(3) Advocacy 

(4) Adversarial 

(5) Cultural  

Awareness of political influence: 

(1) High pressure 

(2) Low salary 

(3) Lack of promotion opportunities 

(Lo et al., 2005) Media 

professionalism 

Journalists Attitudes toward freebies, 

moonlighting and self-censorship: 

(1) Freebies: accept gifts, free trips, free 

meals, cash 

(2) Moonlighting: solicit ads, sponsors, 

hold part time jobs, do public relations, 

and do commercials 

(3) Self-censorship: soften negative 

coverage of government agencies and key 
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advertisers 

(Singer, 2003) Media 

professionalism 

(1) Cognitive dimension: knowledge, 

techniques and training 

(2) Normative dimension: ethics and a 

commitment to public service 

(3) Evaluative dimension: autonomy and 

prestige 

(So & Chan, 

2007) 

Media 

professionalism 

Hong Kong journalists’ views on media 

functions: 

Report according to the facts; speedily 

provide new information to public; report 

reliable information to stop rumors; 

analyze and explain complex problems; 

help citizens to understand government 

policies; educate the public and increase 

their knowledge and raise culture, et 

cetera 

 

In light of the above literature, here we find a research gap, in that the two 

main factors that affect the decision of reporters—media professionalism and 

political ideology, and how they play a role in journalistic creativity—are not 

extensively accounted for in the domain of journalism. 

 

Table 2.7 Summary of research questions  

Research Questions 

RQ1. What is meant by journalistic creativity? 
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1a. What is the definition of journalistic creativity in relation to media environments? 

1b. What are the different dimensions of journalistic creativity? 

RQ2. What are the factors that facilitate journalistic creativity in journalistic 

environment?  

2a. Is consistent media professionalism causally related to journalistic creativity in 

media environments?  

2b. Is conflictualmedia professionalism causally related to journalistic creativity in 

media environments? 

3a. Is consistent political ideology causally related to journalistic creativity in media 

environments? 

3b. Is conflictual political ideology causally related to journalistic creativity in media 

environments? 

RQ3 What are the relationships between these factors? 

4a. Is consistent media professionalism causally related to consistent political stance in 

media environments? 

4b. Is conflictual media professionalism causally related to conflictualpolitical stance in 

media environments? 
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CHAPTER III: HYPOTHESES  

3.1 Introduction 

 Based on the foregoing literature review, it can be argued that there are two 

crucial blocks that contribute to journalistic creativity: media professionalism 

and political ideology. While prior literature suggests that there is significance in 

media professionalism and political ideology in contributing directly or 

indirectly to journalistic excellence (Scheuer, 2008; Clarke & Fredin, 1978; 

Singer, 2003), the circumstances of media professionalism and political stance 

that influence creativity are arguably not yet fully explained. Previous studies 

have failed to point out how these two crucial factors are connected to 

journalistic creativity. In order to explore the formation of journalistic creativity, 

this present study develops and tests a new journalistic creativity model.  

 

3.2 Core model framework 

  This study proposes its own journalistic creativity model (see Figure 3.1 

below). On the left-hand side of the figure are four factors that this study 

proposes as what determines journalistic creativity: consistent media 

professionalism, consistent political ideology, conflictual media professionalism, 

and conflictual political ideology. On the right-hand side is the dependent 

variable, journalistic creativity. Causal relationships between variables are 

indicated by (1) the arrow from consistent media professionalism to journalistic 

creativity; (2) the arrow from conflictual media professionalism to journalistic 

creativity; (3) the arrow from consistent political ideology to journalistic 

creativity; (4) the arrow from conflictual political ideology to journalistic 

creativity; (5) the arrow from consistent media professionalism to consistent 
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political ideology; and (6) the arrow from conflictual media professionalism to 

conflictual political ideology.  

 

Figure 3.1 Theoretical framework for the present study 

 

3.2.1 Journalistic creativity 

 Journalistic creativity could be defined as “learning the rules and procedures 

of the organization; a print journalist can produce work that is both novel and 

appropriate: “a creative text” (Fulton, 2009). A review of creativity theories 

supports the fact that creativity takes place at both the conforming environment 
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(Breed, 1997; Donahue et al, 1989; Tuchman, 1973; Zelizer, 1993) and the 

conflictual environment (Bantz, 1997; Scott, 2008; Zurcher, 1983). Hence, 

journalistic creativity has never been absent from the journalistic environment. In 

a study of creativity, Sternberg (1988) noted that that creative individuals have 

always been the focus. However, creativity does not occur without a context or a 

background, hence it brings up one very important and broadly helpful theme  

already mentioned: how media professionalism and political ideology give room 

for both consensual and conflictual creativity in conforming and conflictual 

environments, respectively. On top of this, creativity has long been under the 

spotlight of the academia, thus the existence of validated scales for the purpose 

of testing whether or not the products could be called “creative”. This has been 

mentioned in one previous studies, as in Kharkhurin (2014) identifying the four 

criteria for creativity: novelty, utility, aesthetics, and authenticity. However, the 

question that this study intends to approach is whether just one specific aspect or 

criteria, as the abovementioned, can be applied into journalistic creativity or all 

of them. 

 Kharkhurin’s (2014) four major criteria of creativity, which include novelty, 

utility, aesthetics and authenticity (p. 347), goes very well with the field of 

journalism, among other fields, especially when the journalistic work modifies or 

rejects an existing paradigm. In Chapter Five of Sunstein’s Infotopia (2006), she 

mentioned that the success of online media, blogs and other forms of social 

media for example, could be positively correlated with creativity, and she rounds 

it up by stating that “open source projects typically combine deliberation with 

access to widely dispersed information and creativity” (p.195). The same 

argument was also made by Adair (1990) earlier: 

You do not have to conjure up new ideas from the air. Your task 
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as a creative thinker is to combine ideas or elements which 

already exist (p.5).  

 

Your depth or unconscious mind may be a meeting place 

between human thought and divine inspiration, issuing in 

genuinely creative ideas and new creations (p.65).  

 

 Though creative ideas may come from various inspirations and stimuli—or 

even out of thin air—there is undoubtedly limitation to what it can do. This is 

especially true for journalism as it is not purely aesthetic or artistic endeavor, in 

that a journalistic piece of writing, for example, is not comparable to a piece of 

fiction writing or a visual artwork. It is, therefore, important to determine the 

factors that may stimulate individuals to pursue journalistic creativity by 

enhancing the “good work” (Gardner et al, 2001) they produce for whichever set 

of people they intend to communicate with. The following proposed factors helps 

explain why journalists take initiative to develop journalistic creativity in the 

media environment even if it is not deemed an important criterion in the field.  

 

3.2.2 Media professionalism 

 The claim that creativity has long been tied with journalism (Gardner et al., 

2001; Csikszentmihalyi, 1996) is something that a number of scholars have 

contended especially when discussing the survival of the journalism industry 

(Fulton, 2009; Gardner et al, 2001) especially in the advent of new media where 

virtually anything is possible. However, creativity is merely regarded as one of 

the “sources of strength in journalism” (Gardner et al, 2001, p.175-178) and not 

necessarily something that changes the nature of the practice itself. This is 

precisely where media professionalism comes in. It assumes the idea that 

journalists are equipped with technical skills who serve the public by following a 
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set of shared values, norms, and ethical codes in their work. These shared values 

and norms include objectivity, accuracy, neutrality, fairness, and timeliness (Lo 

et al., 2005; So & Chan, 2007). In the review of prior studies on journalistic 

environments, media professionalism has always been a key concept, in that the 

notion or practice of professionalism is considered as something that helps 

differentiate a journalistic work from an artwork. No matter how creative a piece 

of news is, it should nevertheless present facts and veer away from fabricating 

realities that do not actually take place; this is essentially what differentiates a 

piece of news from creative fiction or visual artwork. More importantly, no 

matter how creative a reporter or an editorial team is, they never lose the basic 

understanding that journalistic creativity has a tighter limit than an artwork.  

Previous studies highlight the need and the dilemma for creativity to take its 

root in the industry. And this is possible by striking a balance between 

“professionalism”, “profit”, and “creativity”: 

Success in the business of journalism, unlike other fields, 

often means intentionally alienating those who pay for your 

services. A responsible journalist might have to produce 

critical stories about advertisers or risk boring or upsetting 

readers with unwelcome but significant new information. To 

fulfill this mission requires skill, creativity, and a mastery of 

journalism’s most savvy strategies’ (Gardner et al, 2001, 

p.179). 

 

Thus, how to maintain a balance is an important contributing factor to achieve 

creativity in a conforming environment, especially in the face of daunting 

pressure from the new media landscape: 

Some of these strategies are deeply personal and moral. 

Others are brilliantly innovative. Still others consist of 

dogged applications of tired and true tricks of the trade. All 
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these strategies are solutions that keep hope alive for the 

future of the domain and have some relevance for many 

other domains as well (Gardner et al, 2001, p.180).  

 

In reviewing several empirical studies, one might notice that media 

professionalism is always related to excellence in reporting; one key example is  

the study of Lo et al. (2005), which asserted that throughout the history of 

journalism, the conscience and integrity of the individual journalist always serve 

as the major guarantee of journalistic standards. In the same manner, Singer 

(2003) also wrote about the notion of journalistic professionalism. She identified 

three major dimensions, including the body of knowledge, techniques used by 

professionals, the training required to master such concept and skills, and also 

ethics and a commitment to public service. The strive for excellence then rests on 

manifesting a certain sense of  journalistic character, which most likely leads to 

journalistic creativity. In addition, So and Chan (2007) found that 

professionalism forms the core values of journalism in the democratic 

environment, in that journalists see themselves playing a crucial part in news 

reporting such as serving as watchdogs in monitoring the performance of the 

government and not only presenting the facts for what they are. What is 

interesting is how they adopt creative ways in playing these roles to arouse their 

audiences’ attention. 

Hence, in this study, I argue that consensual creativity (creativity found in a 

conforming environment), when put into today’s concept, is defined as an 

innovative means of present the information to the audiences; from 

accommodating the fast changing Internet development by advancing the 

formats to, more importantly, using the available big data on the market, which 

can possibly heighten the importance of news stories. As consensual creativity is 
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in effect presenting news materials in a way to help advance the journalism 

industry, it does not find itself clashing with media professionalism—aptly put as 

consistent media professionalism.  

On the flip side, based on the above discussions, I argue that conflictual 

creativity, in fact, is causally related to conflictual media professionalism. 

Sometimes, practitioners have to get around the ban and the red lines imposed by 

the editorial desk or outside forces, so that they could present the facts as 

journalists. Therefore, the following hypotheses are drawn:  

 

H1a: Consistent media professionalism will have a positive effect on 

journalistic creativity.  

 

H1b: Conflictual media professionalism will have a positive effect on 

journalistic creativity.  

  

3.2.3 Political ideology 

 Political ideology is defined as “the perception of political influence on the 

media” (Leung and Lee, 2015, p. 297). Inferring from Leung and Lee’s 

interpretations, journalists are often worried about certain things that are highly 

related to the political ideology of the media environment, for instance, high 

pressure, low salary, lack of promotion opportunities, political interventions in 

news work, and growing threats towards press freedom, et cetera. This study 

accounts for the said concerns as considerable factors leading to conflictual 

political ideology. 

On the other hand, consistent political ideology refers to a situation when 

one does not feel incompatible with the existing political environment. This 

study proposes that consensual journalistic creativity could be found when media 

practitioners find themselves compatible with the organization’s political 
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ideology. Yet, of course, there is no absolute compatibility. Thus, when talking 

about compatibility, this study merely accounts for how media practitioners do 

not often find difficulty or obstacles in delivering their stories. For instance, 

more radical news organizations, such as those that are pro-democracy, will be 

more likely to work for and promote human interests and develop their own 

stories; after all, serving the human instinct to satisfy their curiosity has 

apparently been the norm for most of the past century (Hughes, 1940). In 

addition, in emphasizing “hard” news topics, elite news mainly regards domestic 

and foreign policy, politics, economics, and national security (Nir, 1984), hence 

attracting those that could certainly get to understand the norm of this particular 

working environment, and accommodate it according to their deep rooted 

ideology. In short, as it is present in any situation, political ideology tops the 

agenda of journalists while they carry out the process of reporting. With the 

interplay of media professionalism among journalists, their colleagues, and 

organizations, comes a more complex political environment. Interestingly 

enough, this is where the dynamism of creativity can be found. Whether there is 

a consistent political ideology in the journalistic environment or not is related to 

how political conflicts form within and outside the news organization (Leung & 

Lee, 2015).  

 Prior (2003) once mentioned that although soft news attracts more attention, 

readers do not necessarily learn anything from them. However, if reporters are 

given a leeway to exercise their creativity and package hard news in the same 

manner as soft news, then there is an obvious advantage. Owing to the political 

environment, journalists exercise creative practices in response to how the 

general public prefer news products that are more creatively presented. Thus, the 

following hypothesis is drawn:  
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H2a: Consistent political ideology will have positive effect on journalistic 

creativity.  

 

Conflictual creativity, however, is the complete opposite of consensual 

creativity. With respect to the domain of journalism, conflictual creativity arises 

when media practitioners find themselves unable to compromise with the 

existing political ideology. Thus, we give a name to it—conflictualpolitical 

ideology.  

In reality, reporters find themselves often caught in the said dilemma. The 

political pressure from the “inside” and the “outside” prevent reporters from 

fully presenting the “fact” at hand. A case like “The Whistleblower Snowden” 

illustrates this scenario—a situation where a US paper suddenly appears to have 

a diverse range of stances, in the political sense. As in the said case, conflictual 

creativity serves multiple functions; according to Breed (1997) it can even be 

called “weapons of the weak” (p. 107). These so-called “weapons” are used by 

journalists to uncover grim social realities as well as expose societal problems 

without losing their jobs. As it is not only a strategy, conflictual creativity can 

therefore be considered an artistic expression to a certain extent (i.e., by 

presenting the facts in a creative way). Under the context of existing media 

culture and political environment, reporters adopt make-up strategies, for 

example, expressing sarcasms, using the past to narrate the present, or any other 

figure of speech to express accusations and expose unfairness, as in the works of 

the 2015 SOPA awardees (who shared their thoughts during the HKBU Award 

Winners Forum, 2015). Comparable to graffiti on the wall, their works 

demonstrate ways of playing the edge ball or portraying complex social 

conditions by way of fashionable terms. Apart from demonstrating the ability of 
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the journalists, the award-winning works also show how journalistic pieces can 

be regarded as artistic works. In this manner, conflictualpolitical ideology creates 

a need for the reporters to play the edge ball, and bring the information to their 

audiences, even if there seems to be a limitation of spaces. Thus the following 

hypothesis is formulated: 

 

H2b: Conflictual political ideology will have a positive effect on journalistic 

creativity. 

 

  “Consistent” media professionalism itself could be a complicated concept, 

but as defined in the previous paragraphs, it depends largely on the skills of 

journalists, their judgments, and their ethical standards. Considering that media 

has changed a lot, journalists are now given more opportunities or spaces where 

they can exercise their journalistic prowess. As Platon and Deuze (2003) stated, 

there is no single thing in public journalism that can eliminate power from the 

journalists or the corporation, as “the ‘us’ are professional journalists while the 

‘them’ are the concerned citizens telling their stories to these reporters and 

editors” (p.340). Thereby, we could say that journalists have a tendency to find 

the power and spaces where they can maintain media professionalism, and where 

they can tell what they want to despite encountering various political dilemma, 

thus leading to consistent political ideology in the working environment.  

 

H3a: Consistent media professionalism will have a positive effect on 

consistent political ideology.  

 

 However, not everything in journalism could be as “perfect’ as such, 

Leung & Lee (2015) suggested that there is an apparent relationship between 

three variables, including professional beliefs, market considerations, and 



‐ 69 ‐ 
 

political attitudes. In Leung and Lee’s study, it was said that professional beliefs 

about the roles of media, political attitudes, and market considerations are 

causually related to the perceived value of positive news. The market 

considerations have been an act of swaying from media professionalism instead 

of safeguarding the media professionalism. Therefore, what we learned about 

media professionalism is to stay neutral and stick to the truth, and present the 

facts according to the importance (Po¨ ttker, 2003). This can be seen as the 

golden rule in terms of working in the media environment. Yet, in the sociology 

of news production, Schudson (1989) argued that the news product is not simple, 

and reporters are prone to have bias in presenting the news. He drew on the 

perspective of the political economy of news in contending that “there is a ruling 

directorate of the capitalist class that dictates to editors and reporters what to run 

in the newspapers” (p.267). In this manner, editors and reporters always find 

themselves caught in a dilemma. Conflictual media professionalism is when the 

reporters wish to carry out principles that should be upheld by reporters no 

matter whether they are working for a liberal or rather contained news 

organization. Yet, on the other hand, Salter (2005) argued that “there is a quite 

explicit danger of merging public relations and journalism that can only diminish 

the effectiveness of journalism in fulfilling its normative role” (p.90), in which 

good journalists reject the use of public relations techniques in their own 

practices. However, bad journalists may not do this.  

Apart from media professionalism being challenged by the “money” and 

“relationship” they are reliant on, they are also affected by the political pressure 

that could be seen or just could be felt. Deuze (2005 a&b) and Revers (2014) 

shed light on media professionalism, and also brought up the issue of political 

constraints, where journalists provide a public service; journalists are neutral, 
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objective and fair; journalists must enjoy editorial autonomy, and must have a 

sense of immediacy, ethics and legitimacy. This is a rather optimistic description 

(Bantz, 1997) including “first, newsworkers’ distrusts of and disputing of 

individuals who propagate a point of view; second, conflicts between 

professional norms and business norms; third, conflicts between professional 

norms and entertainment norms; forth, controlled competition among 

newsworkers and among news organizations; and fifth, the structure of television 

news messages” (p.127). Yet, these constraints are not entirely accounting for 

everything when we mention conflictual media professionalism.  

Thus, news practitioners have always found themselves trapped within 

conflictual media professionalism because of the constraints and conflicts found 

in the newsroom, with the breaking ground of media professionalism, there 

found to be conflictual political ideology, news worker no longer conform to the 

media environment. Thus, we are leading to the following hypothesis: 

 

H3b: Conflictual media professionalism will have a positive effect on 

conflictual political ideology.   

3.3 Summary of the research questions and hypotheses 

  Hypotheses were developed to answer the research questions posed in 

Chapter One. The summary below details both the research questions and the 

hypotheses. 

 

Table 3.1 Summary of research questions and corresponding hypotheses 

 

Research Questions Hypotheses 

RQ1. What is meant by journalistic 

creativity? 

 

1a. What is the definition of journalistic Will be answered by the interviews 
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creativity in relation to the media 

environments? 

 

1b. What are the different dimensions of 

journalistic creativity? 

Will be answered by the interviews 

RQ2. What are the factors that 

facilitate journalistic creativity in 

journalistic environments? 

 

2a. Is consistent media professionalism 

causally related to journalistic creativity 

in media environments?  

 

H1a: Consistent media professionalism 

will have a positive effect on journalistic 

creativity. 

2b. Is conflictual media professionalism 

causally related to journalistic creativity 

in media environments? 

 

H1b: Conflictual media professionalism 

will have a positive effect on journalistic 

creativity. 

2c. Is consistent political ideology 

causally related to journalistic creativity 

in media environments? 

 

H2a: Consistent political ideology will 

have a positive effect on journalistic 

creativity. 

2d. Is conflictual political ideology 

causally related to journalistic creativity 

in media environments? 

 

H2b: Conflictual political ideology will 

have a positive effect on journalistic 

creativity. 

RQ3. What are the relationships 

between these factors? 

 

3a. Is consistent media professionalism 

causually related to consistent political 

H3a: Consistent media professionalism 

will have a positive effect on consistent 

political ideology. 
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stance in media environments? 

3b. Is conflictual media professionalism 

causally related to conflictual political 

stance in media environments? 

H3b: Conflictual media professionalism 

will have a positive effect on conflictual 

political ideology. 
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CHAPTER IV: METHODS 

This chapter presents the rationale and methods adopted in this current 

research to address the research questions put forward in the previous chapters.  

4.1 Introduction 

The aim of this research is to find out the underlying factors related to 

journalistic creativity in the media environment. In order to search for a more 

inclusive picture of journalistic creativity in the life of news practitioners, this 

study employed a methodological triangulation. This study adopted both 

qualitative and quantitative research approaches in giving answers to its research 

questions. By adopting a mixed methods approach, this study aims to bring a 

number of benefits—such as increasing confidence in research data, creating 

innovative ways of understanding a phenomenon, revealing unique findings, 

integrating theories and providing a clear understanding of the problem (Jick , 

1979; Thurmond, 2001). While qualitative data helps explain the success of 

probing and intervention, quantitative data helps enhance the understanding of the 

problems by revealing outliers. According to Thurmond (2001), “methodologic 

triangulation has the potential of exposing unique differences or meaning 

information that may have remained undiscovered with the use of only one 

approach or data collection technique in the study” (p.255).  

The conduct of the research was divided into two phases, both of which were 

expected to help explain the complex nature of the issue, journalistic creativity. 

First, this study used qualitative in-depth interview with two groups of reporters, 

including experienced journalists and elite journalists. Interviews were undertaken 
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to collect rich data to satisfy three major objectives. First is the aim to collect 

frontline journalists’ views, informed by their being practitioners in the field for a 

long time. As such, their materials are considered hard-earned and truly valid. In 

addition, their viewpoints could largely reflect the phenomenon of the issue in this 

day and age. Secondly, the interview might also help in identifying keywords, 

categories, and themes based on the interview answers. Thirdly, these can help 

develop propositions of relationships among the variables to develop hypotheses. 

For the first round of interviews, only experienced journalists that have been 

working in the field for 10 years or above were interviewed; while during the 

second round of interviews, elite journalists were interviewed, as they have been 

awarded by international prize bodies, including Putlizer Prize and The Society of 

Publishers in Asia Awards (The SOPA Awards). This subsequent step was 

conducted to better understand the concept of journalistic creativity, thus 

enhancing the way we define the concept and construct the questionnaire for the 

second phrase of this study.  

The second phase involved a survey study to explore how political ideology 

and media professionalism affects journalistic creativity. By way of the 

proposition of relationships explored by the earlier interviews, this subsequent 

phase helps test hypotheses in terms of quantitative analysis using survey 

instruments, which likewise test the relationships. As such, surveys can help in 

two ways, firstly, these validate the model by testing the hypotheses; and 

secondly, these increase the validity of the research and the understanding of this 

complex issue. Hence, survey questions are divided into two types, including 

questions that have been validated in past research conducted by researchers, and 

also questions that were distilled from the interviews. The survey attempts to 

investigate how media professionalism and political ideology relates to 
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journalistic creativity as a whole.  

 

Table 4.1 Summary of the research stages  

Phase one Stage 1 Experienced journalists (10 years or above) in 

Hong Kong were interviewed to collect their 

viewpoints related to the study for the survey study 

at a later stage.  

Stage 2 Elite journalists worldwide were interviewed to 

collect their viewpoints related to this study for the 

survey study at a later stage. 

Phase two  Stage 3 The questionnaire was developed according to 

prior literature, information and viewpoints 

gathered from interviews. 

Stage 4 Survey study was conducted to explore the 

relationship between journalistic creativity, media 

professionalism and political ideology. 

 

4.1.1 Qualitative approach 

The goal of this research is to explore the potential factors that contribute to 

journalistic creativity in an actual newsroom environment; as journalistic 

creativity is abstract in the sense that it is difficult to offer a line to describe this 

concept. Qualitative research means research that produce findings not arrived at 

by statistical procedures or other means of quantification; it can refer to research 

about a “person’s lives, lived experiences, behaviors, emotions, and feelings as 

well as about organizational functioning, social movements, cultural phenomena, 

and interaction between nations” (Strauss & Corbin, 1990, p.11). Therefore, in 
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this study, how media practitioners react to the environment, and produce 

journalistic creativity serves as a consequence.  

As one of the objectives of this study is to explore the relationships between 

factors and journalistic creativity, by adopting a qualitative approach, such as 

interview or textual analysis, we can arrive at some useful question or relevant 

items that could be used in the survey study—as scholars pointed out, 

“interviewing has become of greater importance in contemporary research 

because of the reassessment of the qualitative interview […] this could be a 

powerful instrument for obtaining information” (Goode & Hatt, 1952, p. 185). 

To ensure the interviewee’s thorough understanding of the concept of journalistic 

creativity and the factors that lead to this, interviews with experienced journalists 

and elite journalists were invited to participate in the study.   

It has been argued that face-to-face interview is widely adopted in research 

because it allows direct interaction and observation, as there is no significant 

time delay between question and answer, and the interviewer and interviewee 

can directly react on what the other says or does (Opdenakker, 2006). Meanwhile, 

in conducting qualitative research, it is crucial to adopt the sampling procedure, 

and data collection techniques to ensuring the reliability and validity of the 

results. On top of these, the proper interview steps involve “using smaller 

samples, provid[ing] detailed information, elaborat[ing] data concerning 

respondents’ opinions values, allow[ing] for lengthy observation, customiz[ing] 

to individual respondent and to a greater extent to personal interviews and 

possible intensive interviews” (Wimmer & Dominick, 2013, p. 149) in order to 

yield a good interview. However, the weaknesses of the interview questions 

include the following; the amount of data is tremendous and analysis may take 

several weeks to several months, and more importantly, it is hard to attain a 
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generalization, therefore, this study, while already finished with the interview 

data collection, will carry out a survey study. Interviews must be scheduled 

several hours apart, which makes data collection take much longer—it is very 

difficult to arrange intensive interviews because of the time required. This is 

especially true with respondents who are professionals. 

 

4.1.2 In-depth interview research 

In light of this, the best way to explore the concept of journalistic creativity 

is via face-to-face interview because the researcher could directly ask 

participants to share their views. On top of this, the use of this method in this 

study is consistent with the practice of in-depth interviews for journalists (Breed, 

1997) and semi-structured interview questions will be employed as in previous 

research related to the topic of journalistic creativity (Fulton & McIntyre, 2009) 

in which 36 interviews have been conducted with members of the field of print 

journalism from Australian newspapers, magazines and freelance journalists.  

Previous studies indicated that intensive interviews may entail juicy, fruitful, 

mind provoking, and possibly ad hoc questions (Wimmer & Dominick, 2013; 

Denzin & Lincoln, 2005). Thus, this study adopts a qualitative survey method, 

based on interviews with experienced journalists who have related media work 

experience for at least 10 years or more and elitist journalists, in order to aim at 

yielding the most fruitful results. 

As mentioned earlier, this is an explanatory but also an exploratory study 

that aims look at what factors contribute to journalistic creativity and how it is 

formulated in the end. As the study will employ the in-depth interview approach 

to conduct the research, it can also be argued that a face-to-face interview 

approach can generally make do with a smaller sample to provide detailed 
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information. It allows room for lengthy observation and in depth discussion on 

an issue. Unlike personal interviews used in survey research that may last only a 

few minutes, an intensive interview may last for hours. More than that, it can be 

influenced by the interview climate, personal views and wealth of details that it 

provides (Wimmer & Dominick, 2013), and it is considered a “conversation with 

a purpose” (Burgess, 1984, p.84). A longstanding research method, interviewing 

is deemed appropriate for this study.  

This study will use the face-to-face interview to examine what factors 

contribute to journalistic creativity in the actual newsroom environment. A 

non-random sample of interviewees will be selected from their profession and 

their experience in the journalism industry. The background information, 

including the organizations they work for and the duration of working in the 

organization will be gathered from the chosen respondents, and used to illustrate 

the characteristics of their working conditions in Hong Kong, and also foreign 

places outside of Hong Kong. The interview method will be suitable for use in 

this study as it enables the gathering of information on practitioner’s views, 

attitudes, beliefs, values, and their experience, et cetera. In order to attain their 

innermost thoughts on journalistic practice and creativity, it is believed that 

in-depth and face-to-face interview is the only means to obtain a representative, 

fruitful and juicy feedback. Accurate information and fruitful content from the 

practitioners can be obtained directly by asking them questions in the interview.  

 

4.1.3 Sampling method and subjects 

The objective of the qualitative interview is to learn about things that cannot 

be observed by other means and understand a social actor’s viewpoints. In 

addition, as argued by previous scholars, all forms of interviewing entail 
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preparatory work and a formal preparation of questioning is highly 

recommended and probes would be an excellent method for helping the 

interviewee introspect effectively about his or her communication practices 

(Lindlof & Taylor, 2010). It is argued that even in the scheduled interview with 

structured questions, there would still be a number of questions directed toward 

deeper and more difficult issues of motivation, attitude and personal history, 

therefore, further questioning, seen as an attempt to probe more deeply into the 

meaning of the response given (Goode & Hatt, 1952). In light of this, 

semi-structured interview questions will be adopted in this research.  

On the other hand, in order to find suitable interviewees, a snowball 

sampling method were adopted in the qualitative interview study. At the 

beginning stage, telephone calls and emails should be made to related media 

practitioners working in or currently living in Hong Kong. Via referrals from the 

interviewees whom were interviewed by myself, more additional interviewees 

were agreed to participate in the first round of interviews. In the second round of 

interview, more international media practitioners were recruited by invitations. 

After two rounds of interviews, around 20 media practitioners in Hong Kong and 

outside of Hong Kong would have been successfully interviewed. All of the 

interviewees will be well contacted before the interview, and inquired about the 

issue of their journalistic practice in the industry to ensure they meet the criteria 

as the interviewees for this study.  

All of the interviews were voice-recorded with the respondents’ permission. 

The sampling of this research would include chosen experienced journalists, 

whereas “experience” is defined in a way that they have been exposed and 

immersed in their field of practice, and have at least 10 years or above 

journalism industry experience; whereas “elite” journalists refer to role model 
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journalists who are holders and recipients of awards in international journalism 

and equally reputable prize ceremonies. Each interviewees’ profile would be 

explained in the following sections.  

 

4.1.4 Ethical issues  

Like all social research, interviews should be carried out in ways designed 

to ensure respondents are free from any risks, thus this study adheres to ethical 

standards as one of the eight criteria of quality in qualitative research practice 

(Tracy, 2010). Hence, this study adopted the following strategies, first, the 

purpose and orientation of the survey research were briefly provided to 

participants before the start of the interview There are a number of questions that 

have been given to the interviewees so as to let them understand the situation and 

context (Berg et al., 2004). Second, all information obtained will only be used 

for research purposes, and participants will not be identified by name in any 

report of the completed study; third, participants are assured of their voluntary 

cooperation, and that they could opt to stop at any time without penalty—this 

means that no negative consequences will affect their choice to drop out of the 

study. Respondents were also not given a small gift or any subsidies for their 

participation. In addition, there is protection from harm, whether physical, 

emotional, or any other kind (Denzin & Lincoln, 2005; Fowler, 2002).  

 

4.2 Data collection- First phase of interview 

4.2.1 Face-to-face interview (First phase) 

In light of answering the research questions, this study employed the 

qualitative method in the first place. As previously mentioned, the research was 

divided into two phases which could help address the complex nature of this 
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topic. The first phase was done by in-depth interviews with journalists with 10 

years or above media experience. Face-to-face in depth interviews were 

conducted in the first two phases to explore: firstly, what factors may have 

affected the way these journalists write creatively (here the study is aiming at 

seeing how these motivational factors influence journalistic creativity); secondly, 

how these helps to define what journalistic creativity is. 

 

 Table 4.2 Phase one of the interview 

Phase one  Stage 1  News professionals working and staying in Hong 

Kong were interviewed to collect information and 

gather the gist of creativity in various media 

organizations, including newspaper, magazines, TV 

production and news platforms online, not just within 

the local context; also an interviewee from the US 

for the study was included; all interviewees have 10 

years or above experience.  

 

 

The primary criteria for the interviewees’ selection was that the sample 

should be relevant in the field for 10 years or above as they can get hold of the 

rich information of this field. Therefore, all the interviewees who took part in 

this research were all experienced journalists in the local and worldwide 

newspaper industry. In the first round of the interviews, a total of 15 frontline 

media practitioners were interviewed, both from Hong Kong, Sweden and the 

US. This preliminary study was conducted to fetch a better understanding of 

what is considered to be journalistic creativity from the viewpoint of experienced 
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journalists. The study employed a semi-structured face-to-face interview 

technique. Face-to-face in-depth interviews were subsequently interviewed from 

April 2015 to August 2015.  

Before each interview, all the interviewees were informed on the research 

topic related to journalistic creativity. Interviews were structured around a series 

of open-ended semi structured questions and probes were prepared beforehand 

(Appendix 1). 

 

4.2.2 Procedures 

In order to search for suitable interviewees, at the beginning, emails were 

sent and phone calls were made to those practitioners who work in media 

organizations or associations, including the following organizations, Time (Asia), 

i-Cable Television, Asian Television, Television Broadcast Limited, Thomson 

Reuters, as well as local newspaper organizations, for example, Apple Daily and 

Ming Pao, Hong Kong Journalists Association, State owned news agency in 

China, et cetera. Through invitations and referrals, 12 interviewees accepted to 

proceed with the interviews; and 3 more interviewees were accepted through 

referrals to share their definition on creativity and are encouraged to introduce 

their best practiced works which show creativity as such.  

 

4.2.3 Profile of interviewees 

At the time when the interviews were conducted, seven of the interviewees 

were media practitioners-turned full time and part time lecturers and assistant 

professors at local tertiary institutions; although one of them quit her job to 

pursue PhD study in a local institution. All of the subjects should have had 

excellent experience in the field of media, ranging from 10 to more than 20 years, 
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not limited in their roles in reporting, but more than media practitioners who take 

up different posts in media related jobs.  

 

Table 4.3 Profile of interviewees in the first round of the interview 

Number/ 

ID 

Gender  Interview date Interview time 

M1 Male 07/04/2015 1 hour and 14 minutes 

F1 Female 11/04/2015 32 minutes 

M2 Male 20/04/2015 34 minutes 

F2 Female 21/04/2015 24 minutes 

M3 Male 22/04/2015 1 hour and 2 minutes 

F3 Female 23/04/2015 47 minutes 

M4 Male 24/04/2015 43 minutes 

F4 Female 28/04/2015 41 minutes 

M5 Male 30/04/2015 32 minutes 

M6 Male 12/05/2015 32 minutes 

M7 Male 14/06/2015 1 hour and 12 minutes 

M8 Male 07/07/2015 1 hour and 15minutes 

M9 Male 03/08/2015 45 minutes 

M10 Male 05/08/2015 1 hour 

M11 Male 12/08/2015 1 hour and 10 minutes 

 

4.2.4 Interview questions 

The in-depth interviews included semi structured questions addressing the 

issue of journalistic practice and the discussion on journalistic creativity. The 

interview questions serve as a guideline for the interviewer. The sequence of 
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questioning was flexible so as to follow the interviewees’ responses and thoughts. 

The interviewer asked follow-up questions in order to dig deeper into the 

interviewees’ thoughts and seek clarification if confusing answers were found. In 

addition, interviewees were highly recommended to further elaborate their view 

by offering actual best practiced work related closely to journalistic creativity 

(prototypes).  

 

4.2.5 Data analysis strategies 

 Interview transcripts were typed and read in full, and the coding scheme 

was employed to analyze the data as DeCuir-Gunby et al (2011) argued 

“analyzing interview data is a multiple “sensemaking” endeavor […] and to use a 

codebook as a means of analyzing interview data” (p.137). Therefore, manual 

coding was used to analyze the data. At the first stage of data analysis, human 

coding was adopted so as to analyze the interview line by line to label some 

keywords and categorize phenomenon, so as to find the pattern (Glaser & Strauss, 

1967; Corbin & Strauss, 2008). In the end, the result of qualitative interviewed 

were interpreted and further discussed in combination with the quantitative 

survey result in order to fetch a meaningful and insightful understanding of 

journalistic creativity in the context of journalism, especially the factors 

mentioned in the interviews, which were further validated into a journalistic 

creativity model.  

 

4.3 Data collection- Second phase of interview  

The first phase of interviews was transcribed word by word. This helped 

build theoretical sensitivity to the “evolving and unfolding nature of events” 

(Strauss & Corbin, 1990, p.9), more significantly, it helps bring the researcher 
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more in touch with the data—as data is considered the major component of a 

qualitative research. Thus, coding of the transcript is needed, as it is the process 

of examining the raw qualitative data, which will in the form of words, phrases, 

sentences or paragraphs and assigning code or labels. That is, to identify initial 

categories based on reading the transcripts, writing codes alongside the 

transcripts, reviewing the list of codes, revising the list of categories and 

deciding which codes should appear in which category. Finally, the process of 

looking for themes and findings in each category is done.  

 

4.3.1 Face-to-face interview (Second phase) 

At the second stage—in my attempt to achieve a specific focus in my 

research—only journalists who are holders or recipients of awards were chosen 

(Breed, 1997; Amster, 2006) to answer the interview questions related to 

journalistic work and creativity. The primary criteria for the interviewees’ 

selection was that they were all international journalism awardees. In the second 

round of the interviews, 6 frontline media practitioners were interviewed. It was 

conducted to fetch a better understanding of what is considered to be journalistic 

creativity from the viewpoint of journalists. Again, the study used a 

semi-structured face-to-face interview technique. 

Face-to-face in-depth interviews were subsequently conducted from 

October 2015 to March 2016. In this study, only media practitioners who earned 

awards from the Pulitzer Prize and the Society of Publishers in Asia (The SOPA) 

were invited. To ensure proficient understanding of interviewees towards the 

term journalistic creativity, only those practitioners who have this qualification 

were invited to participate in the study.  

The 6 subjects interviewed for this study were approached primarily from 
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the seminar held in Hong Kong Baptist University as well as the Public Forum 

that were supported by the Society of Publishers in Asia. No payment was given 

for them to participate in the study. The six interviews conducted ranged from 18 

minutes to 54 minutes in length. Interviews were carried out at the place of the 

subject’s choosing (within Hong Kong Baptist University). Before each interview, 

each interviewee were given information on the research topic. Interviews were 

structured around a series of open-ended semi-structured questions and probes 

were prepared beforehand (Appendix 1). 

 

Table 4.4 Phase two of the interview 

Phase two  Stage 2 News professionals working in different parts of the 

world, including Taiwan, Mainland China, Hong 

Kong, the Philippines and the US were interviewed 

to collect information and gather the gist of 

creativity; they are award winners from Pulitzer 

Prize and The Society of Publishers in Asia.  

 

 

4.3.2 Procedures 

In order to find suitable interviewees, at the beginning emails were already 

sent to the practitioners who have previously accepted to participate in the public 

seminar and the public forum held in Hong Kong Baptist University. Through 

invitations and help from the organizer (Hong Kong Baptist University), six 

interviewees were requested to share their definition on creativity and are 

encouraged to introduce their best practiced work related to journalistic creativity 

(prototypes). 
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4.3.3 Profile of interviewees 

Of the six journalists interviewed, all of them have excellent experience in 

the field of media, and their experiences ranged from 15 to more than 20 years or 

above. They worked in publications found in Beijing, Hong Kong, the 

Philippines, Taiwan, and the US. With such range of profiles, this study can 

further validate the concept of journalistic creativity. 

 

 Table 4.5 Profile of interviewees in the second round of the interview 

Number/ 

ID 

Gender  Interview date Interview time 

F5 Female 12/10/2015 30 minutes 

M12 Male 14/10/2015 26 minutes 

F6 Female 15/10/2015 40 minutes 

F7 Female 16/10/2015 54 minutes 

M13 Male 20/04/2015 24 minutes 

M14 Male 19/03/2016 18 minutes 

 

4.3.4 Interview questions 

The in-depth interviews included the semi-structured questions addressing 

the issue of journalistic practice and the discussion on journalistic creativity. The 

interview questions served as some guidelines for the interviewer. The sequence 

of questioning was flexible so as to follow the interviewees’ responses and 

thoughts. The interviewer would ask follow-up questions in order to dig deeper 

into the interviewees’ thoughts and seek clarification if confusing answers were 

found. In addition, interviewees were highly recommended to further elaborate 
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their view by offering actual best practiced work (prototypes), a set of questions 

could be found in the appendix (See Appendix 1).  

 

4.3.5 Data analysis strategies 

The interviews were analyzed using a code book, carrying out thematic 

analysis, and thereby identifying patterns and categories. For this study’s 

analysis the procedure is to set up a spreadsheet to keep track of the themes 

(Meyer & Avery, 2009; St. Pierre & Jackson, 2014). By reading the interviews 

notes and identified common themes, quotes from the interviews were slotted 

into the theme headings on the spreadsheet. This study then wove the themes 

together with the quotes and notes.  

4.4 Quantitative approach	 	
4.4.1 Survey research 

 This study adopted the survey method to examine what could be the major 

factors leading to journalistic creativity in the media environment. A sample of 

respondents was selected from local universities in Hong Kong, and each 

completed a questionnaire that collected their opinions on the variables that 

described in the study framework in Chapter Three. The survey was conducted 

from April to June 2016 with the aim of exploring the link among these five 

variables, namely consistent media professionalism, consistent political ideology, 

conflictual media professionalism, conflictual political ideology and journalistic 

creativity.  

 The data that were gathered from the sample respondents were used to 

demonstrate the characteristics of tertiary students towards the views on 

journalistic creativity in universities in Hong Kong. The survey method was thus 

deemed appropriate since it could compensate the weakness of interviews in 
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which it offered a more representative result of the complex issue. According to 

Merrigan & Huston (2009), the advantages of surveys are that: (1) they provide 

more representative sample; (2) eliminate many privacy and safety concerns; (3) 

respondents maybe more honest if they are not confronted personally by an 

interviewer; (4) interviewer’s appearance cannot influence the way in which 

questions are answered (p.112). 

 To sum up, as the objective of this study is to explore the relationships 

between the factors leading to journalistic creativity, it adopted survey data, with 

the relevant tackling methods of data analysis, in order to reveal the relationship 

between the variables.  

4.4.2 Sample size  

 The sample size is hard to determine in research related to social science. 

Kotrlik & Higgins (2001) state that sample size of 200 to 300 is enough to entail 

a satisfactory result and the marginal error is within the acceptable range, for a 

survey study. Marshall (1996) also mentions in many social research studies, 

people use convenient samples as “it is the least rigorous technique” (p. 523), 

and it is less costly to the researcher, yet there is a risk of collecting poor quality 

data.  

However, many prior studies exploring the creativity in journalism is about 

doing qualitative study, using quantitative survey study is not very common in 

the field, and this study carried out survey study and tried to determine a 

satisfactory sample size base on some prior research that were done through 

interviews. Relevant empirical studies related to journalistic creativity use 

samples range from 30 to 60 respondents. For instance, Manssour (2003), while 

exploring the phenomenon of interpersonal communication and creativity in 

journalistic telework, used semi-structured survey to record the interview, and 
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the initial survey population has 28 people, and at last 7 journalists were selected. 

Another study, Fulton (2011) used data collected from thirty-six interviews with 

members of print journalism’s field, in order to see the creative process in the 

journalism industry, and examine the interplay between journalists and the social 

organization of journalism. In a similar study, Fulton and McIntyre (2013) talked 

about similar issues about the creative process from the print journalists’ 

discussion, and the major pool they interviewed were from Australian 

newspapers, there are 24 together, and 10 from Australian magazines, and 2 are 

freelance journalists. Most of them were news editors. Also, from the study, they 

also interviewed the journalism-level interviewees consisted journalists, cadet 

journalists and a student journalist, and altogether there are 22 interviewees. 14 

people from management positions (editor, deputy editor or owner), there is a 

total of 60 people interviewed.  

Interview sample is harder to be reach, and interviewing always require less 

samples but a more thorough and in-depth discussion. Therefore, if average 

qualitative study needs around 50 interviewees, then survey study should have at 

least more than this number, and this study deemed that 200 or more as the 

sample size (Hair et al., 2010, p.77) will help generalize the problem, and aid in 

providing enough statistical power to analyze the data.  

 

4.4.3 Sampling method 

  This study adopted convenient sampling, recruiting subjects who are with 

the abovementioned backgrounds, including communication, journalism, 

advertising and public relations in the university in Hong Kong. The universities 

are all local universities in Hong Kong—these include Hong Kong Baptist 

University, Hong Kong Shue Yan University, The Open University of Hong 
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Kong, and The City University of Hong Kong. Stratified sampling is adopted in 

this study, in which different groups within a population is used (Henderson & 

Sundaresan, 1982). The advantages of this sampling methods are as follows: (1) 

economical as it reduces the possible cost and time; (2) combine the merits of 

random sampling and stratified sampling; (3) allow researchers to accumulate 

larger samples.  

Therefore, this study adopted several strategies in the sampling procedure: 

(1) it identified which institutes provide courses related to communication, 

journalism, advertising and public relations; (2) it identified the class times and 

inform this study with the instructors; (3) it sought for their help distributing the 

questionnaire (sample questionnaires were attached in appendix 3) during the 

class, so as to find the specific groups of students with the required background 

to discuss the issues concenring journalistic creativity as such.  

  

4.4.4 Ethical issues 

   According to Broom (2006, p. 152), the researcher should gain formal 

approval from the ethics committee; (1) research should be designed, reviewed 

and undertaken to ensure integrity and quality; (2) research staff and subjects 

must be informed fully about the purpose, methods and intended possible use of 

the research, what their participation in the research entails, and what risks, if any, 

are involved; (3) the confidentiality of information supplied by research subjects 

and the anonymity of respondents must be respected; (4) research participants 

must participate in a voluntary way, free from any coercion; (5) harm to research 

participants must be avoided; and (6) the independence of research must be clear, 

and any conflicts of interest or partiality must be explicit.  

  Measures were taken to make sure the lives of the respondents would not 
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be affected by whether they agree to take part or not. First, participants’ answers 

would be kept confidential and would not be shared with others outside of the 

team. Second, no identifiers were made to identify the respondents. Respondents 

were not given any rewards; their participation is voluntary.  

 

4.4.5 Limitations 

  Sample frame. There are differences across university instructors and 

courses. The generalizability of the study could be determined by applying 

similar frameworks in other contexts and further study could try to accommodate 

apparent differences by adjusting these differences in conducting another study 

in a relatively similar context.   

Sample size. The sample size is deemed important. Statistical power could 

be enhanced by increasing the sample size if possible, and 300 is the minimum 

number.  

 

4.4.6 Instruments 

 There have been myriad of studies that shed light on the scale of media 

professionalism, political ideology, and creativity. Though there are validated 

scales in different studies, however, there is no tailor-made scale for journalistic 

creativity. In this study, there are in total five constructs, namely consistent 

media professionalism, conflictual media professionalism, consistent political 

ideology, conflictual political ideology, and journalistic creativity. This study 

employed previous validated or initiated items, and the items’ reliability and 

validity were examined in prior studies. This study also developed the new items 

to meet the goal of the current study because the validated scale this study 

employed was different from the context of what this study is trying to tell. This 



‐ 93 ‐ 
 

adjustment aims to generate a more accurate depiction of the current 

phenomenon.  

This study used multi-item measures, as according to Bowling (2005) when 

single item is compared with multi-item measures, a difference becomes 

apparent as this study aims to point out: “while the single item question can 

provide valuable information, it has the advantage of simplicity, and can be 

reliable and valid, it is at the expense of detail […] for multi-item measures, 

more items produce replies that are more consistent and less prone to distortion 

from sociopsychological biases, and this enables the random error of the measure 

to be cancelled out” (p.343), thus providing a more stable, reliable, and precise 

study. 

 

4.4.6.1 Journalistic creativity 

  Journalistic creativity is the dependent variable in this study. Creativity is 

found when people need a solution to something and finds a “novel” idea. There 

seems to be many dimensions explored by previous scholars in sociology, 

education and psychology. Journalistic dimensions, Plucker et al. (2004) put 

forward that there are nine explicit definitions of creativity, such as, unique, 

artistic, psychometric, usefulness, stakeholder defined, accessibility, divergent 

thinking, problem solving and others. Sternberg (2001), on the other hand, said 

that there are differences between intelligence, creativity and wisdom, “but they 

have in common their emphasis on people's ability to produce products that are 

not only high in quality but also novel. Products fashioned by intelligent people 

are high in quality but not necessarily novel. Creativity thus seems in some way 

to go beyond intelligence” (p.360), and the ideas of intelligence that found today 

will be challenged by the ideas of tomorrow’s creativity. Still, it is deemed 
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distant to describe the creativity that we found in the domain of journalism.  

However, Kharkhurin (2014) brought into discussion a more relevant 

description of creativity that is compatible to describe media work. The measure 

of journalistic creativity includes 12 items with 4 major dimensions, namely 

novelty, utility, aesthetics, and authenticity. Novelty can be attributed to when the 

creative work brings about new elements into a work and attempts to modify 

what the work that is already existing. Utility is found when producer and 

recipients agree that the creative work is having creative elements, and 

“represent[ing] an important landmark in spiritual, cultural, social, and/ or 

political environment, and what addresses moral issues (p.347). Aesthetics 

attribute means that a creative work is able to present the fundamental essence of 

nature and reflects the phenomenal reality, and thus considered a “satisfactorily 

complex”, and lastly, authenticity refers to creative work that expresses 

everyone’s inner self and their belief to the world (p.347). All items were adapted 

for this current study; only certain words are modified for the journalistic 

environment.  

Table 4.6 The dimensions and items employed to measure journalistic creativity 

Journalistic Creativity (Kharkhurin, 2014, p.347) 

Dimensions Items 

Novelty  Creative work is new. 

Creative work modifies existing paradigm. 

Creative work rejects existing paradigm. 

Utility  Creative work is perceived as such by a producer. 

Creative work is perceived as such by a recipient. 

Creative work represents an important landmark in spiritual, 

cultural, social, and/or political environment. 

Creative work influences worldviews by addressing moral 

issues. 
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Aesthetics  Creative work presents the fundamental truth of nature. 

Creative work strives to arrange expressive elements in a 

perfect order. 

Creative work expresses the essence of the phenomenal 

reality in efficient manner. 

Creative work is satisfactorily complex expressing both 

tension and intrinsic contradiction. 

Authenticity  Creative work expresses a creative person’s inner self 

 

4.4.6.2 Consistent media professionalism 

  According to previous studies, media professionalism can be seen into two 

major dimensions, namely cognitive dimensions and normative dimensions. For 

cognitive dimensions, the knowledge, techniques and training of the media 

practitioners are referred to; for normative dimension, the ethics and the 

commitment to the public are pointed at. This study adopts a 5-item instrument 

to measure consistent media professionalism used in the study of So & Chan 

(2007), although 7 items were initiated by the previous literature (Singer, 2003) 

and statements mentioned by the interviewees.  

 

Table 4.7 The dimensions and items employed to measure consistent media 

professionalism 

Consistent Media Professionalism (Singer, 2003; So & Chan, 2007) 

Dimensions Items 

Cognitive 

dimension: 

knowledge, 

techniques and 

training (Singer, 

2003) 

 

Reporters should know how to use equipment such as 

cameras and recorders. 

Reporters should include different sources into day-to-day 

journalism reporting. 

Normative 

dimension: ethics 

Media with different political stances should stick to common 

code of ethics.  
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and a commitment 

to public service 

(Singer, 2003) 

 

 

Media should stand alongside vulnerable social groups 

instead of government. 

Reporters should not take the privacy of public figures into 

consideration when reporting news.  

Some people think using nicknames of public figures in news 

is unprofessional.  

Reporters need not always do face to face interviews; they 

could seek out an easier way, for example, exchange 

information with other reporters.  

Normative 

dimension: ethics 

and a commitment 

to public service 

(So & Chan, 2007) 

 

Reporters should speedily provide new information to public.

Reporters should report reliable information to stop rumors 

Reporters should help citizens to understand government 

policies. 

Reporters should help citizens to monitor authorities. 

Reporters should question and criticize commercial sector. 

 

4.4.6.3 Conflictual media professionalism 

According to the previous study of Lo et al. (2005), conflictual media 

professionalism can be seen into three major dimensions: freebies, moonlighting, 

and self-censorship. This study adopts 10 items instrument to measure 

conflictual media professionalism used in by Lo et al. (2005) in their previous 

study.  

 

Table 4.8 The dimensions and items employed to measure conflictual media 

professionalism 

Conflictual Media Professionalism 

Dimensions Items 

Ethical Attitudes and Perceived Practice (Lo et al., 2005) 

Freebies  Reporters could accept gifts from news sources. 

  Reporters could accept free trips from news sources. 

  Reporters could accept free meals from sources. 

  Reporters could accept cash from sources. 

Moonlighting  Reporters could solicit ads for own organization. 

  Reporters could solicit sponsors for own organization. 

  Reporters could do public relations for business. 
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  Reporters could engage in commercial activities for business.

Self-censorship  Reporters could soften negative coverage of government. 

  Reporters could soften negative coverage of advertisers. 

 

4.4.6.4 Consistent political ideology 

Consistent political ideology can be interpreted into two dimensions in this 

study, one is awareness of political influence in the newsroom, and second, the 

reporters’ autonomy against the political influence. For the awareness of political 

influence, this study adopted 2 items from the study of Leung and Lee’s study 

(2015) for testing the awareness of the media practitioners with the issue of 

politics; for the autonomy of reporters against political influence, this study 

developed 4 items to measure consistent political ideology based on the prior 

literature and statements mentioned by the interviewees. 

 

Table 4.9 The dimensions and items employed to measure consistent political 

ideology 

Consistent Political Ideology  

Dimensions Items 

Awareness of 

political influence 

(Leung & Lee, 

2015) 

Reporters often face high pressure from the political 

environment.  

Reporters could sense threats to press freedom. 

Autonomy of 

reporters against 

political influence 

When writing a news report, reporters do not always need to 

follow their superior’s comments.  

Reporters should have their own political stance towards 

controversial social issues.  

Reporters working in Apple Daily should supervise the 

government.  

During interviews, reporters should not carry any politically 

sensitive decorations such as yellow umbrellas when 

covering the Umbrella Revolution.  
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4.4.6.5 Conflictual political ideology 

Conflictual political ideology can be interpreted into two dimensions in this 

study, one is that political environment risks the interests of the news 

organizations and the news practitioners, and second, political environment 

forbids balanced reporting. In order to measure conflictual political ideology, this 

study developed items based on the prior literature and statements mentioned by 

the interviewees. 

 

Table 4.10 The dimensions and items employed to measure conflictual political 

ideology 

Conflictual Political Ideology 

Dimensions Items 

Political 

environment risks 

the interests of the 

news organizations 

and the news 

practitioners 

Reporters should stand aligned with the news company’s 

political stance in order to get promoted. 

  To obtain a higher salary, reporters should write according to 

the editor’s advice.  

  When reporting news, reporters should avoid writing about 

negative political news.  

  When reporters find themselves in conflict with the news 

organization they are working for, they should go with the 

ideology of the news organization.  

Political 

environment 

forbids balanced 

reporting 

Reporters should focus on the bad consequences brought 

about by social movements to safeguard social stability.  

  Reporters working in Ta Kung Pao should support all 

government agendas.  

  When reporting social movements, reporters should give 

impetus to the public to go on the street and express their 

opinions.  

  Reporters need not inform their news organization about gifts 
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they receive from political parties. 

  Reporters should avoid publishing information that is 

politically conflictual with their news organization.  

  Reporters should do positive reporting about the political 

parties they support, and negatively report for those they do 

not agree with.  

 

4.4.7 Data collection 

 Near the end of the spring semester (2016), the investigator contacted the 

related instructors in the local institutes in Hong Kong. Four local institutes’ 

instructors (Hong Kong Baptist University, The City University of Hong Kong, 

Hong Kong Shue Yan University and The Open University of Hong Kong) with 

related courses including communication, journalism, advertising and public 

relations accepted investigator’s requests and helped distribute the paper 

questionnaire surveys with their students. The students were presented with the 

letter of intent and the purpose of the survey was explained to them prior to the 

distribution of the questionnaires. The respondents were reminded that 

cooperation was purely voluntary and that they could stop at any time without 

penalty. They were also told that their participation would be appreciated as their 

contributions would provide valuable information for journalism research. On 

average, the participants took about 15 minutes to finish the survey 

questionnaire.  

 

4.4.7.1 Subjects 

 Students who were enrolled in Mass Communication Theory (n=135), 

Social Media and Networked Communication (n=19), Financial Journalism 

(n=30), Media Production Skills (n=74), English for Professional 

Communication (n=97), Communication and Public Relations (n=23), Creative 
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and Interactive Media Production (n=65) completed a self-administered 

questionnaire. However, among 443 surveys we collected, 38 of them are invalid 

due to incompletion. Therefore, participants included 405 undergraduates (114 

males, 284 females, 7 did not report gender). This study found that among the 

respondents, there are around 24 % of them have journalism experience (0.5% 

full time, 10.1 % part time, 13.8 % intern, 73.1 % no experience, 10 did not 

report). The response rate of this study is 80.35%.  

 

Table 4.11 Year and course distribution of the respondents 

 

Table 4.12 Total numbers and course distribution of the respondents 

 

Table 4.13 Gender distribution of the respondents 

Courses Year of respondents 

Mass Communication Theory Year 2 

Social Media and Networked Communication Year 3-4 

Financial Journalism  Year 3-4 

Media Production Skills Year 1 

English for Professional Communication Associate Degree  

Communication and Public Relations Associate Degree 

Creative and Interactive Media Production Associate Degree  

Courses Total numbers 

Mass Communication Theory 135 

Social Media and Networked Communication 19 

Financial Journalism  30 

Media Production Skills 74 

English for Professional Communication 97 

Communication and Public Relations 23 

Creative and Interactive Media Production 65 

Not valid survey questionnaires received 38 

Total 405 

Male Female Not reported Total 
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Table 4.14 Respondents’ working experience in journalism  

 

4.4.8 Data analysis 

  In this study, model fit testing is carried out by partial least squares 

structural equation modeling using statistical software for structural equation 

modeling, SmartPLS (Chin,1998). There are two components of a structural 

equation model, they are measurement model of the latent exogenous variables 

and measurement model of the latent endogenous variables. A detailed 

discussion of the theoretical discussion and application steps are going to be 

presented below.  

 

4.4.8.1 Introduction to structural equation modeling 

Henseler et al. (2009) mentioned that partial least squares (PLS) structural 

equation modeling has been used by a drastic growing number of researchers 

from different disciplines, for instance, strategic management, e-business, 

organizational behavior, and consumer behavior. From 1987- 2007, more than 20 

studies using PLS have been published in five top-tier marketing journals. 

Henseler & Ringle (2015) put forward the rationale why people should adopt 

structural equation modeling in their research, here is their explanation: (1) 

modeling causal relationships are found within their nomological net, where 

there is representation and testing of entire theories, context- sensitive 

114 (28.1 %) 284 (70.1%) 7 405 (38 are 

invalid survey 

questionnaires) 

Full time Part time Intern No Not reported 

2 (0.5%) 41 (10.1%) 56 (13.8%) 296 

(73.1%) 

10 (2.5%) 
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approximation of latent variables, and inclusion of partial and total effects of 

factors; (2) taking measurement error into account where there is assessment of 

measurement about reliability and validity, and also correcting for measurement 

error; (3) having intuitive graphical representation of theory.  

 

4.4.8.2 General purpose and purpose of partial least squares structural 

equations modeling (PLS-SEM) 

 A numbers of reasons have been stated by prior studies why partial least 

squares structural equations modeling are used in research, for example, (1) 

non-normal data can be supported; (2) small sample size could be supported; (3) 

formative measures are provided; (4) help predict research objective; and (5) 

help depict complex models, etc. (Chin, 1998; Hair et al., 2012; Hulland, 1999). 

However, according to Henseler & Ringle (2015), seemingly, there are 

specification restrictions in PLS-SEM, for instance, (1) the path model must be 

recursive and should not be any causual loop within the model; (2) each latent 

variable must have at least one arrow connection with another latent variable; (3) 

every latent variable needs at least one assigned indicator; (4) per formative 

latent variable, each indicator may only be assigned one; (5) the model must 

consist of one piece and there cannot be several unrelated sub models. As 

Henseler & Ringle (2015) pointed out, model assessment should be conducted 

separately for the sake of reflexivity (in terms of the measurement model, 

formative measurement model, and the structural model). Mentioned earlier, 

both measurement model and structural model are put forward, whereas the 

previous is used to test the reliability and validity; while the latter is used to 

assess the effects and predict the quality. The error terms and the effects on 

measurement: 
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Xm= Xt+ε 

Xm= Xt+εr+εs 

Xm: values as measured 

Xt: true value 

ε: error term 

εr: random error 

εs: systematic error 

 

Table 4.15 Stages and steps in calculating the basic PLS-SEM algorithm (Hair at 

al.,2011, p.142) 

Stage One Iterative estimation of latent construct scores 

Stage 1 Outer approximation of latent construct scores  

Step 2 Estimation of proxies for structural model relationships 

between latent constructs  

Step 3 Inner approximation of latent construct scores 

Step 4 Estimation of proxies for coefficients in the measurement 

models 

Stage Two Final estimates of coefficients (outer weights and loadings, 

structural model relationships) are determined using the 

ordinary least squares model relationships) are determined 

using the ordinary least squares method for each partial 

regression in the PLS-SEM model.    

 

4.4.8.3 Assessment of partial least squares structural equations modeling 
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(PLS-SEM) 

Assessment of reflective measurement models  

Five major assessments include construct reliability (Cronbach’s alpha; 

Dillpm-Goldstein’s rho, Dijkstra-Henseler’s rho); indicator reliability; 

convergence validity; discriminant (Heterotrait-monotrait ratio of correlations, 

Fornell-Lacker-criterion); checks (cross-loadings, root means square residual 

correlation) (Henseler & Ringle, 2015).   

 

The symbols associated with partial least squares structural equation models 

are presented below (Sanchez, 2013, p.22-23).  

1. manifest variables are represented in a rectangular form 

2. latent variables are represented in an elliptical form 

3. relationships between variables are represented with straight arrows 

 

 Manifest variables 

 Latent variables 

 Relationships between varaibles 

 

“A full path model is comprised by two submodels: the structural model 

also known as inner model and the measurement model also known as outer 

model”. (Sanchez, 2013, p.23).  

“The inner model is the part of the model that has to do with the relationships 

between latent variables” (p.23): 
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Figure 4.1 Inner model of PLS-SEM 

“The outer model is the part of the model that has to do with the relationships 

between each latent variable and its block of indicators” (p.23)” 

 

 

Figure 4.2 Outer model of PLS-SEM 

4.4.8.4 Structural model 

The inner relationships refer to 3 major specifications, namely linear 

relationships, recursive models, and regression specification (Sanchez, 2013, 
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p.36).  

1) Linear relationships: first aspect of an inner model is that we treat all the 

structural relationships as linear relationships.  

2) Recursive models: what this means is that the paths formed by the 

arrows of the inner model cannot form a loop. 

3) Regression specification: the inner relationship is something called 

predictor specification which is just a fancy term to express a linear 

regression idea.  

 

4.4.8.5 Measurement model 

 The outer relationships refer to the relationship between the latent variable 

and the block of manifest variables, and there are two main measurement options, 

namely reflective and formative blocks (Sanchez, 2013). There are three major 

points to note (p.37): 

 

1) Reflective way: the most common type of measurement is the reflective 

mode. In this case the latent variable is considered as the cause of the 

manifest variables. It is called reflective because the manifest variables 

are “reflecting” the latent variable.  

2) Formative way: the other type of measurement is the formative mode. In 

this case the manifest variables are considered to be the cause of the 

latent variable. It is called formative because the manifest variables are 

“forming” the latent variable.  

3) Linear relationships: just like in the inner model, the outer model 

relationships are also considered to be linear.  
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Figure 4.3 Auxiliary model of PLS-SEM 

 

4.4.8.6 Summary 

 The partial least squares structural equation model of this study is presented 

below (See next page).  
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Figure 4.4 The partial least squares structural equation model of this study 
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CHAPTER V: JOURNALISTIC CREATIVITY IN THE EYES OF MEDIA 

PRACTITIONERS THROUGH IN-DEPTH INTERVIEW 

This chapter presents the findings and analyses which address the first 

research question. It outlines and explores the definitions and dimensions of 

journalistic creativity; identifies the creative process and the creative work within 

the media industry; and examines the relationship between political ideology, 

media professionalism and journalistic creativity.  

For data analysis, this chapter utilizes the thematic analysis approach 

mentioned in Chapter Four. A spreadsheet was set up to keep track of themes 

and to organize the data from the qualitative interviews with experienced and 

elite media practitioners. Common and recurring themes were identified after 

meticulously reading the interviews and participant observation notes. These 

themes are then reflected as headings on the spreadsheet, and below each 

heading are the relevant quotes from the interviews and observation notes. 

To maintain the anonymity of the respondents, they were each assigned an 

ID: M1 – M14 represent male respondents and F1 – F7 represent female 

respondents.  

 

5.1 Journalistic routines and creativity 

Every breakthrough requires creativity. There exists a wide range of 

definitions of “creativity” across various fields.  

In general, creativity is something that facilitates the construction of 

something that hasn’t existed before. While at times there are intersections with 

past and existing ideas, creativity allows for a new facet to be introduced to these 

existing things.  

In the domain of journalism, creativity has a prominent role for pundits’ 
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survival because of the competitive media environment. As such, the thrust of 

the narratives about journalistic creativity begins to take shape. This study 

examines the debate on whether creativity exists within industry of journalism, 

and the antecedents that contribute to it.  

21 in-depth interviews were conducted with experienced journalists and 

editors working in the frontline media environment. All of the respondents agree 

that creativity has become an integral part of working in the industry. Moreover, 

the interviews were able to show that political ideology and media 

professionalism have played an inevitable role in the formation of journalistic 

creativity. 

 In Chapter Two and Chapter Three—literature review and model 

framework—prior scholars have pointed out some key steps in journalistic 

routines. These steps include: carrying out research, understanding the context of 

the stories, checking if the subject, topic, or angle has already been covered by 

other journalists, and planning the interview and the relevant people. In the 

qualitative interviews, respondents were asked what their processes and 

workflows were when carrying out their journalism. Respondents were also 

allowed to discuss more than one routine, or flow that they use. 

 

Developing news sense 

 Among all routines, to develop “news sense” is the most common answer 

among respondents. While some respondents point out the significant benefit of 

prior research on a given topic, all respondents shared that, at times, they need 

not or are not able to do research on a topic before they dash out of the 

newsroom and do the reporting.   
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Developing “news sense” is about looking for valuable sources. For 

instance, (M8) mentioned that his “news sense” must have developed from his 

boss’ habit of reading the newspaper daily with the office door shut. (M8) also 

said that he relies much on his social network and has developed a “social sense.” 

On the other hand, (F4), who has been a financial journalist for more than 20 

years, said that when she carries out her journalism practice, it is imperative that 

she researches on past events and data. If they are not doing the spot news but 

scheduled news, meaning that they know early on what the topic is and who they 

need to interview, then doing research prior to actual reporting is preferred. If 

they are doing initiative news, then they may carry out detailed research and 

preparation.  

The same sentiment is shared by a newspaper cartoonist. As such, he 

lengthily explained this in detail:  

When I first drew the Occupy Central Cartoon for the South 

China Morning Post, it was very difficult because I did not 

know what was going on. I had to get my hands at the right 

place to do the effective cartoons, even drew cartoons for 

feature stories. For news cartoons and political cartoons, you 

need to generate your own things. You are not there to 

illustrate the story, but you also need to add your own views on 

that. By the time Occupy Central comes around, I have been 

doing so many research that hedge around the subject because 

all forms of stories came out. The rumors of Occupy Central 

and pre-Occupy Central under HSBC came up before the 

Occupy Central. By the time Occupy Central took place, I 

have already had the bank of knowledge about the protest. I 

have been doing cartoons six days a week. It is hard not to 

know the background. If at some point I do not know, I would 

just go online and go for archive and look for the relevant 

points. (M12) 
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(M12) contributed in developing news sense by reading through the news 

stories, and digging the gist out of the stories. This is necessary as in the case of 

the Occupy Central Movement, as it is extensively covered by a myriad of 

reporters from a wide range of media organizations. (M12) took the role of 

digesting the content, and ultimately turned the content into cartoons. According 

to him, the process entailed filling a so-called “bank of knowledge”, which is a 

certain point when one has already gathered enough knowledge and 

understanding of the complex issue—in effect, reaching the saturation level. For 

him, this might involve searching the information online, apart from digging into 

archives, for relevant points. He stressed how crucial it is for media work to start 

with research and build on it to develop a news sense that is different from the 

general public’s point of view. In (M12)’s case, he deemed it necessary to 

transform the content into drawings, to reshape the presentation of the incident. 

One has to hold a fair point of view to be a cartoonist that dabbles in politics; 

however in his drawings, the cartoonist may find it not very easy to maintain an 

objective view. Cartoonists do not carry out reporting everyday; instead, they 

often read others’ works and create illustrations according to their understanding 

of the news articles that they read. Thus, the “sense of drawing” is, in effect, 

developed when a cartoonist such as (M12) reads through a myriad of news, 

instead of simply dashing out of the newsroom and carrying out the news 

investigation on their own.  

In addition, a newspaper journalist and documentary director complemented 

the already mentioned respondents’ statements in that: 

 

Carrying out the documentary requires a lot of research, so 

in what way we can do so? The process nowadays is much 



‐ 113 ‐ 
 

simpler than before. Back to ten years before, going to the 

Internet is not as easy and convenient as currently. We have 

to go to the library to in search of the information, for 

example, just for a map as a source shown in the film. (M6)  

 

(M6) demonstrated the techniques of doing a documentary. A few decades 

back, people could not easily search for the information; they might consult a 

library but normally this involves going out of their way and looking for the 

information on their own by developing their own unique news senses. The 

library might provide plenty of resources but it is still unlike the Internet, hence, 

back in the old days, reporters must know how to find materials that are relevant 

to the issues they want to write as news articles. In other words, it is like finding 

the “needle in the haystack”.  

Producing a documentary can be linked to telling a news story, although it 

is also quite different because it involves an in-depth storytelling to account for 

the things that are happening (at the moment) and to trace back to what have 

been taking place. Thus, this can be considered a crucial step because it entails 

building a timeline, which is something that the documentary provides its 

audiences. Developing the news sense is the first step in this process, and in 

(M6)’s case, it entails finding the “map” which would prove necessary to put the 

story together with historical sources. This kind of news sense is tricky, 

especially when it only transpires in the reporter’s mind. Often, the information 

is provided “from source to source”. 

 

Moreover, (M9) mentioned he reads the newspaper when he 

gets back to the newsroom. He also encourages his 

newsroom colleagues do the same. This is considered good 

practice, because when one reads about how others report the 
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news, one is able to reflect on your own shortcomings in 

reporting. Developing your news sense is a learning process. 

A good journalist continues to persevere to hone his or her 

craft, constantly critical of their own writing and journalism, 

and always on the look out for areas they can improve on to 

better themselves. (M9) 

 

The above respondents have drawn on two major dimensions of finding out 

sources: on one hand, journalists must take initiative to look for sources by 

reading the newspaper, going on to the Internet, or even attempting to search 

through other historical sources (from the library); while on the other hand, in 

the newsroom there are often assigned topics and news angles cascaded from the 

top, and their bank of knowledge and experience can guide journalists to achieve 

a good piece of work (Reese & Ballinger, 2001). In this regard, journalistic 

creativity seems to be associated with the early stages of journalistic routines 

about developing news sense. Without this stage, creative journalistic practice 

highly ties with culture while journalists work in a changing information 

workplace (Killebrew, 2003), and journalists try to in search of information 

through technology and new media. Developing news sense often comes from 

digging out sources, talking to people, and exchanging ideas. Some reporters do 

not choose to talk to people or reporters because of various reasons—say, they 

are in a competitive news industry and they are not allowed to talk to people 

about their ideas. So, they often turn to newspapers to catch up with the current 

events, and see how other reporters write about specific news, as well as check 

for certain gaps that they have not yet covered. News senses could come from 

various ways, and it is not based on random chances, but from experience and 

accumulation of knowledge towards the news issues and the industry.  
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Carrying out the reporting and interview 

 Respondents also mention the process of carrying out interviews as part of 

their routines. Four respondents give significant insight on this. There are two 

levels for interviews, namely: (1) maintain relationships with the related people, 

and (2) prepare questions: 

 

  First, by maintaining relationships with the related people, 

journalists are able to build a network to find sources and 

future opportunities for interviews and data gathering. (M10) 

said, “As we are reporters doing financial news, I was 

always base in Central, and ‘doing a job’ which is 

socializing with the property agent. I often went to their 

company, just like their friends, we are close to each other. 

Only that we are close to the interviewees, that would be 

able to achieve an in-depth interaction. After the interview, 

I will try to ‘disturb’ him a bit. After some time, we will 

meet more frequently and become friends, and I could 

freely find them out if I need help in reporting.” Second, on 

preparing questions, one respondent said, “When I received 

the topic, I started to think about the questions and what 

could be the follow-up questions, and what are the parts that 

attract audiences and readers’ attention. By preparing these 

questions, I will try to carry out the interviews with the 

related people. Of course, if we have time before interview, 

I will talk to them first.” (M3) 

 

 During the reporting, there is often a question why it is difficult for the 

green reporters to conduct interviews. One underlying problem is that a 

journalism student’s or graduate’s degree does not guarantee access to a network 

or networking outside of school. Networking is often hinged on the fact that 

reporters must attend press conferences and obtain business cards from relevant 

people or stakeholders—public relations staff, for example. More often, reporters 

exchange business cards with other reporters, and if they follow the same beat of 

the reporting—for instance the health beat—they can exchange thoughts on 
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certain topics with their “friends” or “circle”, and even call and help each other 

out when the need of interviewing arises. As (M10) pointed out in the interview, 

he established a working relationship by spending time socializing with these 

circles. (M10) deemed this an important part of the process when he wrote 

financial news and picked Central (arguably one of the most affluent financial 

hubs in the world) to interact with these people. With this “friendship”, he and 

the other reporters could carry out the reporting more efficiently and could 

possibly obtain first hand information. Experienced reporters or experts that 

work for a particular industry for a long time often prove to be good sources for 

reporters to lay out a good foundation to their news stories. Although there are 

critical moments when a reporter’s contact may refuse to talk or give details 

about the information simply because the contact remains a stranger who has “no 

relationship” with the reporter. Therefore, apart from gathering a lot of contacts 

and accumulating a good social network a reporter must nurture relationships. 

The process entails the snowball method, in other words, “from people to 

people”.  

 

 Apart from the gathering of contacts, a reporter might find asking the right 

questions more difficult—even if an interviewee already knows a lot.    When 

the reporter is so green that he or she does not know how to ask a good question, 

the whole interview might end up being tarnished. Thus, to make a news article 

interesting or even “creative”, a reporter must be able to ask the right 

questions—and, on top of that, ask the questions that are different from what the 

public wants—to trigger the unfolding of details, truth or lies. Reporting is 

especially crucial for reporters because it entails asking and challenging their 

interviewees.  
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 Doing interviews is considered a professional act by media practitioners. 

When journalists carry out their data gathering, they must talk and reach out to 

people. It is deemed crucial because journalists are considered to be the ones 

“doing the farm-work,” as stated by most of the awardees from the HKBU SOPA 

AWARD FORUM 2015. It is also tightly tied with creativity (Berglez, 2011; 

Anderson. 2011) when people go out of the newsroom to reach out potential 

people. In doing so, journalists are able to expand their stories’ breadth and depth. 

Creativity, then comes when reporters put together their interviews and the 

insiders’ thoughts. 

 

Looking for reliable sources to support the articles 

Looking for sources is an integral step in journalism, because sources are a 

crucial element in writing news articles. Journalists must also find ways to 

validate and verify relevant information and facts; even online news is no 

exception to this practice (Carpenter, 2008). The search for sources comes in two 

parts: first, checking out the information from the newspapers or online 

platforms; and second, talking to the related people or stakeholders (Gillmor, 

2006). As mentioned by Boczkowski (2004), reporters “get on the phone and 

talk to the people, or they meet them in person” (p.207). From the interviews, it 

was found that reporters often check out newspapers and online platforms for 

sources.  

 

(F5) is an experienced journalist working for an 

international newspaper and media outfit. She said, “You 

have to talk to people and observe. In China or in Germany, 

it is the same. In Germany, you read the German press; in 

China, you read the Chinese media. Since I live in Beijing, 

one newspaper I read quite a lot is Xin Jing Bao. I also read 
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Beijing Wan Bao (Beijing Evening News). News sources are 

increasingly not coming from newspaper or media but 

social media, like people communicate on Weixin (WeChat) 

and it is an important source of information. Dianbao (old 

device for communication: telegram) is considered safer 

than WeChat, as WeChat is watched by the government 

apparently […] You try to check as much as possible. It is 

very difficult sometimes, particularly in China. What you 

are trying to do (as a reporter) is to confirm things. Do some 

research on the published materials, and try to figure out 

things in that way? The problem with China is that it is a 

closed society politically. It is almost impossible to verify 

the materials with the government.”  

 

(M11) shared the same sentiment: he checks out the sources, 

for example, from The Government of Hong Kong Special 

Administrative Region. HKSAR releases the news 

information from time to time through the Information 

Services Department inside the government.  

 

 To backup the argument put forward by journalists, sources are necessary. 

For journalists who are tasked to report for China, first they search the 

information from China itself and then they refer to newspapers or press from the 

country they are working for. Newspapers are the sources that supply the most 

relevant information of related issues, for instance, the most updated trend of a 

specific issue, or even the hidden agenda of a particular incident. Newspaper 

organizations often have political stance, and their related sources can offer them 

specific and more sources that other newspapers may not be able to obtain.  

For reporters, however, traditional media is not the only source of 

information that will help them catch up with the latest information. Social 

media, for example, provide instant information, such as WeChat. Although 

WeChat as a source proves too risky in certain events, as it is watched by the 
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government, it is still considered a useful means of getting information when 

there is no other way.  

In a politically sensitive environment, traditional media often report the 

news in one direction as they are under the political influence of the government; 

thus, it is harder to find any clues for any follow up stories. Hence, in a 

politically constrained environment, an instant messenger can serve as an 

information transmitter besides traditional media. In this manner, social media is 

a step forward, especially when it opens up opportunities for journalists to 

confirm information and sides to official sources that they have obtained from 

the government, institutions, and other media organizations and stakeholders, et 

cetera. For some sources (interviewees) who do not want to expose themselves in 

the interviews, or even some who are under the watch of the government and 

cannot get rid of those so-called “big brothers” (under surveillance), they could 

use social media to communicate with others. Thus, social media does not only 

serve the purpose of allowing people to contact each other, it can also offer clues 

to gauge the current status of the general public. This is valuable to reporters 

because they can use this to understand how people communicate a topic, such 

as an newsworthy event, with other members of the public. Although, reporters 

would still have to go through the process of verifying information they gather 

from social media. Often, they will have to check if their source is reliable—just 

because the source comes from the government does not necessarily mean it is 

reliable. Official sources often come from established institutes and government, 

but experienced reporters may still periodically cross-check the information he or 

she received. 

 In light of this, journalists must talk to people to find reliable sources. In 

doing so they are then able to make their stories or news articles more substantial. 
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The substantiality is the creativity of the work. If journalists can find the sources 

that have not yet been tapped by other media, it becomes creative to a certain 

extent because it offers readers a new lens to look at the issue with. Respondents 

pointed out that multiples sources are crucial because it allows them to build the 

full picture.  

 

Writing the story 

One respondents’ experience also shed light on how the process of writing 

the story itself is key to producing creativity: 

“My responsibility is to prepare ingredients. Reporters’ responsibility 

is to buy the ingredients and food, for instance, we need to buy the 

vegetables, chicken, etc, and how to make them a nice dish, will be the 

editor’s job. The way the editor decides on the topic will be entirely 

resting on how they bring into the full play of the main body of the 

work. The main text is how the doctor carried out the liver 

transplanting, and our job is to describe the process, and the side body 

of the text is going to be something soft, telling the audiences the 

importance of love, in what way the two girls donated their livers to 

their father.” (M9)  

 

Writing a story is deemed a finishing step for wrapping up a story. However, 

from all the sources the reporter obtains, he need to undergo a selection 

procedure, and first thing first, is to pick the right ingredients beforehand. From 

this first step the reporter proceeds to the second step, which entails the 

collection of a myriad of materials such as interviews, online sources, and photos. 

Reporters have to select the right materials that fit well with the story that he or 

she wants to write. They may also eventually give up or set aside certain 

materials they collected; this process of selection weighs highly because it can be 

likened to preparing a nice dish. Often, reporters would eventually hand the 
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“finished” article to their editors for further modifications and final approval. In 

other words, the ingredients are at the reporters’ hands; it is the reporter’s 

responsibility to do the creative work. Meanwhile, the editor is mainly cautious 

about certain aspects of the reporter’s submission: first, if the if the sources are 

clear and sufficient enough to support the points raised; second, if the choice of 

words and sentence structures used are appropriate for the news organization; 

third, if the political stance put forward is against the stance of the news 

organization thus potentially affecting the organization. The “nice dish” takes 

shape only when it is modified and adjusted by the editors. Reporting on a liver 

transplant procedure as a layman, (M9) merely depends on framing the story and 

making it descriptive enough for the public to appreciate. Per Ekvall & 

Tangeberg-andersson (1986), reporters therefore achieve the aim of “topicality” 

by following subject areas that can be likened to the local beat reporting that they 

think the public will be interested in.  

 

 

Fact-checking 

Most of the respondents, being seasoned journalists, indicate that it is 

standard practice to cross-check any and all information about whatever topic or 

angle they are tackling, in the process of their research and writing. While they 

profess the significance of cross-checking their data, they often complain they do 

not have time for a thorough checking (Witschge & Nygren, 2009). The 

respondents explained this as follows. 

 

She said, “Whenever we consider doing the reporting on a 

particular topic, we should have done 40-50% preparation, so 

that we have enough confidence to do the topic […]I will 

follow up by asking where does the information come from, 
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and I will go and check them out. If what he or she said does 

not fit the information I found, I will not use the information 

provided by him.” (F7)  

 

Most of the reporters interviewed agree on the importance of dealing with 

the process of cross-checking carefully. (F7), in particular, is a magazine writer 

who is not working on daily news, yet she still thinks that doing research and 

making sure that there is adequate preparation is a must—this involves the 

verification of stories and data. The same process if followed by (F6) in doing 

research on her stories, together with her colleagues. She deemed research very 

important in doing a story because this gives context to the stories through 

research.  Fact-checking, in both cases, suggests three stages: first, to confirm 

where the sources come from or who gave the information; second, to confirm 

what the sources are suggesting and cross-check the information provided by the 

interviewees or sources with what the reporters collected previously. These 

three-fold strategy is deemed inevitable as when the information goes wrong, it 

hurts the reputation of a news organization. The first step is necessary to clarify 

not only who came up with the sources but also whether or not his/her standpoint 

speaks for the community he/she belongs to. Very often, reporters turn to fact 

check with the reporters through phone calls and emails, and ask if the materials 

they write down on the news articles are correct—this is usually done by the 

reporter who is responsible for writing it. Second, reporters have to ponder what 

the materials are suggesting, and judge from the fact that they are only “speaking 

for themselves”, and protect their interest through the interview. Last but not 

least, is how the materials mingle with other sources that the reporters have on 

their hands. Sometimes, the materials they collected from various sources can 

speak for themselves, and some can be more or less the same. Some reporters 
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would even put together the contradictions, and let the public judge; and some 

reporters would try to arrange the “facts” in a timeline so as to put the whole 

pictures to the public. It all depends on how journalists “manipulate” the “facts”; 

however, the facts should all be entirely come from the sources, but not altered 

or modified by the reporters. This “back-and-forth” step is there to achieve a 

balanced reporting by cramming at least three to four sources into one news 

article.  

The same case holds true for (F6): she will try to 

contextualize these sources, she said, “Like connecting the 

dots, they will come out with one big story. We have to 

verify and validate what have been said.” (F6)  

 

On the other hand, (M3), who is a seasoned journalist and 

who has extensive experience in traditional media said that, 

“if I need to obtain information about animals, for example, 

reptiles, I will go to pet shops to ask for professional opinions 

and related knowledge. But now we have computer, most of 

the information could be obtained from the Internet, if one 

needs to know more about the matter, they could make a call 

to the professionals.” (M3)  

 

The “dots” according to (F6) are the sources that she collected from the 

interviewees. From discussions above on the process of fact-checking, one 

important highlight that connects well with journalistic creativity is be how 

journalists connect the “dots,” and put together the facts to present them to the 

public. The sources are considered “evidence” from various stakeholders or 

parties, their “says” have been a slice of “facts” that they firmly believe in. The 

reporters are there to take a further step to dissect the case, and connect the dots 

with their professionalism—which entails journalists analytical power. The news 

article is shaped by the analysis of its reporter as different reporters would 
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provide various interpretations despite referring to the same sources. The more 

stakeholders are involved, the more sources will the reporters collect. The issue’s 

complicity can thus easily be uncovered.   

Another point to note from what they have said about verifying facts is that 

most of them rely on experts or professionals and official sources. In this regard, 

the public is able to trust the story presented to them. Furthermore, one of the 

dimensions of creativity is originality. The story or news article is considered 

“original” if journalists are able to find the “right person”, in their search for the 

facts, because the public will, in turn, endorse the facts, as these become crucial 

in making the news article more trustworthy. Thus, fact checking is also a crucial 

step that journalist should not skip because by skipping it, once mistakes are 

made, reputation and credibility will be weakened.  

 

5.2 Journalistic values in today’s environment  

 Journalists urged for creativity and the reasons  

Shin et al. (2016) explained that the perception of having “innovation” as a 

job requirement increases an employee’s innovative behaviour. Journalists, being 

creative individuals, strive to do creative work (Berglez, 2011). According to the 

interviewees, the need for creativity can be classified into three categories: (1) to 

boost the audience’s attention; (2) to meet a company’s expectations on the 

media work; and (3) to cope with the ever-changing media landscape. 

(1) To boost audience’s attention   

Simply put, today’s audiences or readers do not have long attention spans, 

especially when reading news articles or similar news articles. In this regard, 

journalists have to find ways to maintain a reader’s interest and attention so as 
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not to lose their audience, here the interviewees share their thoughts in a similar 

manner: 

 

If the article that is written in a dull way, we will think it is 

without journalistic creativity. The audiences will only 

spend five minutes on the newspapers, if they do not get 

what you mean, they will not pay attention to your materials 

anymore. (M6) 

 

 If we cannot catch up with the trend, we will lose the 

readers. The changes in these years are quite dramatic and 

drastic. When you look back the newspapers in the old days, 

you cannot recognize it is the same newspaper from the 

news companies. (M10) 

 

Everything is moving faster now. People do not have all the 

time to read all the information, so pieces are becoming 

shorter and shorter. Even with those changes one can still be 

creative. This could be telling a story by a video, a photo or 

making a movie. Digital tools allow rooms for creativity too. 

(F1) 

 

Respondents have pointed out that the news industry has undergone myriad 

of dramatic changes recently. The public would not recognize the same 

newspaper when compared to a decades-old copy. Journalists recognize the need 

to make changes so as to catch up with the taste of the current readers. They see 

it as a must. Journalists can try to use digital tools to creatively support their 

stories. News articles are no longer only limited to words, but videos and photos 

are included, in order to hold audiences’ attention. After all, news industry has to 

focus on itself on running the business (Demers, 1998; Schudson, 1997). 

Through her comments, (M6) pointed out the urgent need to boost the audiences’ 
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attention. With the shortening attention span of the younger generation, the 

reading habit has also been altered to a large extent. Although this scenario is 

becoming harder for reporters, they must still try to keep up with the trend that 

even news needs to look creative and interesting. Thus, reporters do not only 

serve the purpose of reporting news, but also entertain the audiences so as to 

keep the news “business” growing. “Dull” presentation is not recommended by 

the industry as it could potentially hurt the news business. At the same time, the 

news industry is urged to revolutionize creativity—hence the stark difference 

when comparing today’s newspaper designs, logos and news presentation, with 

the old days. So, (F1) suggested various ways that news organizations tend to 

adopt in contemporary times, for instance shortening the pieces of writing 

(whereas news articles used to be longer). This can break the traditional way of 

writing a news article, and prove to be creative. Other creative ways include 

making a supplementary video that can also be used over various social media 

platforms.  

 

(2) To meet a company’s expectations on the media work 

(M1) is a seasoned producer working in a TV station in 

Hong Kong. He said, “in search of a creative way to obtain 

survival […] there are some successful examples […] 

However, the audiences rely much on the soap opera and 

when we tried to do documentaries or cookery program, the 

audiences do not find it too attractive […] we often faced 

different challenges, for example, from the market; from 

boss’s demands; how to sell the concept to the boss; let 

them know in what way I will make the program successful, 

this is what we considered an investment.” (M1) 
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Frontline journalists face a myriad of problems, not only do they have to 

hold the significantly shorter attention span of their audiences, but also adhere to 

the standards inside the media environment. A wide range of expectations also 

confront journalists. Hence, it was found that journalists need to consider the 

ways they can make a successful new program or news article. In achieving this, 

they must convince their superiors, and study the market trend, to make 

everything come into play. Working in a TV station in Hong Kong, or countries 

with a rather democratic system, reporters would find more freedom in deciding 

what materials can be adopted into their journalistic work, such producing a TV 

program. Journalists, directors, and so on, have consider various things that are 

not necessarily connected to the quality of their programs; these include 

advertisements and sales, among other things. However, these have to be taken 

in account when journalists face the challenge of working in a highly 

competitive news industry. Therefore, creativity seems an effective means as 

mentioned by (M1), as it offers a leeway for potential profitable investment. 

This is, nevertheless, considered a hierarchical pressure, and is not quite 

expected by green media practitioners.  

 

(3) to cope with the ever-changing media landscape  

 I believe news work has to be creative, of course, for the 

hard news, you can hardly make it creative. But if you write 

a feature story, I think the news writing style needs 

creativity as well. (M3) 

 

 Creativity is very important, and the news title has to be 

very creative. For example, we have to connect the news 

topic to the buzzwords, for example, the performance of the 

recent stock market, and the (IT) products could link to that 
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[…] We have to do something that is totally new to the 

public so as to retain their attention. (M5) 

 

 New media landscape is a big challenge to journalists nowadays. Back in 

the 1980s-1990s, newspapers consider their kinds of readers when looking for 

advertisers, and this is often a finance-related decision that is evident print media. 

People read newspapers anywhere from their homes to their workplace or 

anytime from day to night, as if it were part of their lives as necessary as 

entertainment and leisure. Reading could even be likened to a daily ritual, 

metaphorically speaking, much like a prayer for the day. On the other hand, 

television mainly served as a platform for people to watch shows together.  

People did not rely on television to watch 24-hour news updates; they only tune 

in at a particular timeslot, for example, 6.30 p.m. in the evening. At that time, 

there was not much overlapping of audiences and different kind of media (print 

and TV) mainly deal with different tasks. Even radio served a different audience 

and purpose. However, as one can see in this day and age, traditional media have 

gone online, television stations have set up their online websites, and print media 

have made available online formats (that is why readers of today are less inclined 

to flipping the pages of newspapers because first they need pay to buy the 

newspaper; second, they need carry it with them). Thus, (M3) supports the fact 

that even news writing has to be creative as well, which is especially true today. 

News work has its limitations, such that it could not be too creative, but if news 

writers are given freedom, spaces and chances to write creatively, they would 

normally choose to be creative. (M5) said buzzwords are one of the creative 

ways that prove useful nowadays, since people could instantly catch what one 

means, and they are almost compelled to take a glance at what one writes, if it is 

interesting enough. As some would say, back in the old days, it is the audience 
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that crave for the information they could get from (reputable) newspapers or TV 

stations, however, now it is the media that waits for (or even aspire for) winning 

the hearts of their audiences. 

 

Without creativity, we would die, but it has to be relevant. I 

know someone who work for social documentary work. 

Seriously, he/she needs to balance the way she told the story. 

If we only tell the story about the social problems, people 

would turn away. Yet, the opposite is happening, many 

journalists or news organizations is “profits first” and social 

responsibility second. There are so many sensationalism, 

celebrity worship and the problem is getting far worse. In the 

social network and cultural product, there is a real danger of 

free flow of information. Creativity is great and it has to be 

shared, but it does not mean to dump down the information 

for our viewers and readers. I believe there is a crisis for our 

journalism. (M13) 

 

There is a battle of whether profit should go first when reporters put their 

hands on their works. Creativity, however, goes in between the two. Social 

responsibility is crucial; journalists’ professionalism includes the way journalists 

should perform. Journalists are concerned about the worry of dumbing down the 

facts and simply maximizing the profits.  As seen above, experienced 

journalists feel strongly about the need for creativity; as if to give hope to the 

industry. For example, the creation of buzzwords that are relevant to social 

issues to keep the public’s interest in the story; or the use of technology to add 

images or video to an article. While the study was able to see the need of 

creativity, journalists also pinpoint a significant issue tangent to the use of 

creativity—that is, whether or not creativity encourages sensationalism. How the 

journalists should balance their viewpoints depends on their value judgments. It 



‐ 130 ‐ 
 

is not related to their quality but their work ethics, how they could use their wit 

to arouse the attention of the audience, and at the same time, how to safeguard 

the professionalism that they as journalists share.  

 

5.3 Antecedents contribute to journalistic creativity 

 In this study, the interviews that are conducted are based on the approach of 

thematic interview, and here in this study attempts to keep it within the focal 

concepts of the research. This research is to explore the answers of the 

interviewees that they connected to the themes of the research. In the interview 

analysis, it became vivid to us that the journalistic creativity manifests itself in 

the forms of three important concepts. By analyzing the interview data, this 

section examines how consistent media professionalism, conflictual media 

professionalism, consistent political ideology and conflictual political ideology 

impact journalistic creativity. Each factor will take its definition from what the 

respondents have said. Further, associations will be discussed thoroughly based 

on the following points brought up by the respondents. 

 

5.3.1 Consistent media professionalism’s influence on journalistic creativity  

 Consistent media professionalism, as covered in Chapter Three, is generally 

defined as the idea that journalists are independent professionals with technical 

skills who serve the public by following a set of shared values, norms and ethical 

codes in their work. The shared values and norms include objectivity, accuracy, 

neutrality, fairness, timeliness (Lo et al., 2004; So & Chan, 2007). Based on the 

interview data obtained, media professionalism can be roughly divided into two 

dimensions, namely (1) the cognitive dimension (knowledge, techniques and 

training) and (2) the normative dimension (ethics and a commitment to public 



‐ 131 ‐ 
 

service), something prior scholars have also covered (Singer, 2003). Evidently, 

this kind of division is well embodied by the data collected. Among 21 

respondents, 15 interviewees link media professionalism with journalistic 

creativity. Their responses are as follows, and we found that the following 

themes are found related to the relationship between consistent media 

professionalism and journalistic creativity: (1) facilitating professionalism; (2) 

doing what it is right; (3) promoting the news organization: 

 

(1) Facilitating professionalism 

The cognitive dimension involves mainly knowledge and techniques, which 

is why training becomes the crucial part of the journalists’ life. Journalism 

education highlights that students of this field are well equipped before they go 

out to the market (Hanna & Sanders, 2007; Basow & Byrne, 1993). One 

respondent describes how he carried out a reporting job by adopting creativity. 

He explains that by preparing related and relevant material for the interviews for 

a news story, he is able to add interest and be more engaging: 

 

Behind the story, it must be creative. I hope to bring 

the history to the audiences, and through this, wish to bring 

the audiences back to the history […] and I do not want to 

let the visual effect override the content and the meaning 

that portrayed. When we are carrying out the interview, the 

visual effect and the camera work (camera skills) are 

important but they are not everything, the focal point of the 

interview is whom you interviewed and what did they talk 

to you ([M8] raised an example of Chinese investigative 

story talking about the unfair politics in mainland China). 

(M8) 
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Knowledge, is well defined by the journalists, as it is more or less the 

related to techniques they have; for instance, the skills of taking photos, writing 

up news articles, and carrying out the research, and so on. However, it is not only 

about how to complete the task, but also about conducting a good report. 

Journalists, thus, are motivated to write news articles or finish the news products 

in a perfect manner—perfect here, I define, in terms of polishing the work and 

also pushing the work a little further so that they can gain satisfaction out of it 

(being a reporter). In (M8)’s case, he wanted to enrich the story by providing 

details; such details include the history of the event—by history journalists do 

not only offer the present information obtained but also presents the timeline. 

Media education does not tell a student to do this, but once one becomes a 

journalist, this becomes a must. Producing a good work is not only a passion of 

the journalist, but it also means a responsibility (like while a mother has to feed 

the baby her milk, some mothers might choose milk powder, as it is not entirely 

a must because a mother, even without any illness and with enough breastmilk, 

can still choose how to feed the baby). A journalist is not necessarily honed to 

write an excellent news article all the time, but being a professional one makes 

the journalist more inclined to understand the responsibility and even “obligation” 

to perfect his work. This is true for (M8), who also raised a very crucial point 

about journalistic professionalism, which he said technique is not the most 

important part of the work, it is how one arranges the materials one has, and tries 

to understand the context, the interviewees, and focus on the content.  

Along the same line, (M9) thinks that media professionalism is to pay 

attention to accurate information and to be able to ask challenging questions. All 

these are considered to be part of a journalists’ must-do items: 
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Say, the Consumer Council of Hong Kong has carried 

out investigations and we have to dug out the social 

problems from their reports […] if a reporter never asks a 

question, then they are not actually doing the reporting 

because the way people reply you help dug out the truth. 

(M9) 

 

We have words limitations for every headline, and the 

format of the front page is conformed to a standard format, 

as it requires you to conform to that, even though if you 

want to use more words to describe the situation, 

sometimes you have use 6 (fewer) words to round it up […] 

The Internet’s titles are also aiming at this standard, if your 

news title is not good (attractive), basically, no one would 

spend time on this, and I consider it as a waste. (M11)  

 

In this regard, reporters have to do what they learned from school, and try to 

exercise the knowledge they had learned. This knowledge is considered as the 

criteria for their profession. Referring to the answers from the respondents, one 

can see that journalists often go beyond what they learn from school, for 

example, according to De Burgh (2003), he says that, “The knowledge 

journalists need is divisible into two categories: the generally academic and the 

professional. The academic is the equivalent of the body of agreed knowledge 

around which a traditional discipline coheres” (p.96). De Burgh pointed out that 

reporters have to be equipped with critical thinking, and even know about how 

theory informs practice, and vice versa. Considering this, one can see that 

journalists are required to think out of the box. While talking about the cognitive 

dimension of journalism, journalists are expected to demonstrate their 

knowledge in day-to-day journalism. For instance, referring back to what the 

journalists have put forward in the above—they need to ask the right questions, 

and make sure the information they present on the newspapers are factual. Skill 
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is crucial, but they are not everything. Journalists have to decide on how best to 

use materials, and wittily exercising the power of journalism. (M9) raised that 

apparently reporters of today are more hesitant in asking questions—a 

phenomenon of today that challenges the profession itself. Whether a journalist 

would ask a question or not depends not from what they learn from their 

journalism education in university; instead, it is more related to their personality, 

as well as whether they would receive incentives for doing so or not. Media 

professionalism cannot be taught, but can be observed, and also depends on how 

devoted one wants to be, and ultimately how they pour their passion into their 

work. Journalistic creativity is in fact a by-product of media professionalism 

since if one wants to be professional, he or she would search for the ways to 

uncover the incidents—such as asking questions or relying on other methods to 

tackle issues.  

 

(2) Doing what it is right 

Second, the normative dimension is tightly associated with journalists’ 

ethics and commitment to the public. Ryan (2001) and Berkowitz & Limor (2003) 

stressed that placing the facts forward is the most basic performance of a 

journalist role. According to Ryan (2001), “[o]bjective journalists gather facts 

and opinions that conflict, verify information carefully, [and] seek to determine 

why conflict accounts” (p.5). By safeguarding the profession of journalism, 

journalists are attempting to demonstrate commitment to their readers. This 

commitment expects readers would read their work, and if no one reads their 

work, journalists consider it as “a waste” (M11). This is considered an 

interaction between journalists and the readers. The commitment will mount 



‐ 135 ‐ 
 

when the journalists’ work impress the editors, supported by a steady amount of 

readers, or even arouse the public’s attention.  

One interviewee emphasized the role of being part of a team. His 

commitment and the satisfaction, coming from the profession: 

 

(M6) is one of the producers for a TV leisure program, and 

he led a very hectic and demanding trip across different 

countries. He said, “from the moment I started to take up 

this project, I have to think about the operation, how to 

arrange the people, handle the press release, et cetera. After 

six months, we were all very exhausted, however we all 

gained satisfaction out of it. Till today, I still think that the 

program has brought me the most satisfaction among all the 

work that I did. (M6) 

 

Consistent media professionalism can be exemplified by the fact that 

reporters are compelled to be self-motivated. Professionalism is also about 

thinking of the ways to achieve the best, as journalists (producer at [M6]’s case). 

From the first day (M6) took up the job, he has to think about the two 

dimensions, literally the cognitive and normative dimension. “Thinking about 

the operation and arranging the people, and also handling the press release” are 

more on the side of cognitive dimension, and that these tasks can be completed 

out of the knowledge and skills that the journalists eventually obtain. And, if the 

knowledge and skills are fully demonstrated in their work, they gain satisfaction 

out of it; one can see it as a by-product from the captioned term “consistent 

media professionalism” that does not go against the subject, but still can achieve 

excellence from the news work.  
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In the same vein, journalists serve the role of the watchdog (Waisbord, 

2013). Simply put, one of the responsibilities of a journalist is to protect society. 

The following respondent wrote about corruption in her government: 

 

When I stumbled upon this story […] It awakened many 

people in which people demanded justice. People who have 

been involving in the scam should go to jail and should be 

accountable for the incident. This is important to me, it is a 

kind of policy changes, and it also means a change in our 

country. We are hoping that will become better in the 

upcoming election, the candidates would represent them in 

using the pork barrel. (F6) 

 

Verifying the facts and the data means to be ethical, as required by industry. 

One respondent considered this as almost an innate quality of a journalist, and she 

even added creativity in between to bring the full picture to the public and to 

ensure a good presentation: 

 

I remember my teacher said to me once, as a violinist, you 

have to have your techniques. When you go onto the stage 

perform, you do not even need to think about the techniques. 

What you focus on is the artistic and creative aspect of the 

show. In journalism, you have to get the facts right. Finding 

things out and confirming them. But then when you come to 

tell your story, you have to add something extra because I 

think the audiences deserve it. And I try to do that. And that 

is why I am more interested in feature writing than straight 

news. To be honest, even in straight news, there is space for 

good presentation. (F5) 

 

From the snippets above, one can surmise that journalists have to maintain 

professionalism (at the normative dimension) in their work. They need to be 
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objective when comparing and verifying various facts. At the same time, they 

must be cautious about the use of words to present the data, rather than to present 

their opinions. Ethically, they almost act like a detective, and serve as the 

watchdog for the general public. In journalism, journalists serve the role of the 

fourth estate (Schultz, 1998). Uncovering the darkness of society may help 

facilitate the checks and balances of the society, more about the government. On 

the other hand, media professionalism is also about running the media business. 

Having to consider the profits, one’s work has to be outstanding and reliable. 

According to one of the respondents, “Put yourself into others’ shoes”, and try to 

match the taste of the audiences. Journalists do their best to produce good work 

so as to retain their audiences’ attention. It is no longer about technique or skill 

(cognitive dimension), but, within the set bounds, how journalists can remain 

ethical and excel their craft at the same time. This is where creativity is truly 

required.  

 

(3) Promoting the news organizations 

 As such, media professionals are consciously looking for creative avenues 

in their work. Media professionalism appears to be very distant from creativity, 

and yet, creativity is found when journalists adopt innovative or creative writing 

styles to present mere fact. For example, innovative presentation styles have 

been one of the means by which they are able to achieve journalistic creativity:  

 

(M11) is holding a high position in the editorial team, 

making him a habit to look at people’s work, he quoted an 

example when he is asked about the subject of “creativity”. 

He said, “the reporter working in our company described 

two pandas, and his (the reporter’s) writing style can catch 
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our eyesight on, he wrote that the pandas rolled on the land 

and eat happily […] these incidents can be presented in a 

very uninteresting way, but some reporters from the 

newsroom can make it very desirable and eye catching. 

This is the foundation and potential for the reporters […] 

when you asked me about the creativity, it depends a great 

deal on the incident itself, the news industry still sticks to 

the fair judgment and objectivity. (M11)  

 

We wish to attain creativity, but at the same time, we have 

to be conscientious and careful because there is standard of 

the column. We have been awarded (SOPA awards) by two 

major factors, first, we have explanation, the other thing is 

we have information going very well with the picture […] 

we need to make sure the pictures (graphics) we drew can 

well explain the meaning to the audiences in 3 minutes; by 

just glancing at the pictures, they can get over 60 % of the 

story. (F7) 

 

I think creativity is the way we see the world or how one sees 

the story. […] Creativity is like the beauty in eyes of 

beholders. A lot of time I write stories about other people do 

not see and do not want to write. I think these are the stories 

that appeal to me most. (M14) 

 

 Creativity within consistent media professionalism is highly related to the 

support one gets from the news organizations—as most interviewees considered 

that there is support instead of oppositions. (M11), who is an experienced 

journalist, encouraged subordinates to write interestingly; as he clearly felt 

happier with the fact that their articles are enjoyable for the readers. He further 

pointed out that this is not easily attained because it depends on the nature of the 

article, not merely the skills the reporter has. In achieving creativity, news 

reporters still need to stick to the fact, and factual information should not be 

dismissed from a creative news piece. From what he said, there seems to be no 
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conflicts between attaining creativity and also writing a good journalism piece. 

Further explained by (F7), the fact that news articles must not be fabricated is 

their “responsibility” in this day and age to help the readers to understand the 

news subject in a snappy manner. Media professionalism learnt from a 

journalism school does not teach us to facilitate the audiences’ understanding of 

the subject matter. Therefore, journalists find ways to draw audiences such as 

the use of graphics for more serious news matters so that the meaning is 

communicated within three minutes. Given that in the 21st century people have 

relatively shorter attention spans, one must consider the internal forces (support), 

and external pushes (audiences’ expectations) of creativity. This kind of craving 

for creativity has been the driving force of today’s news industry. Media 

practitioners take a step further in media professionalism, in a way that they can 

utilize their profession (cognitive dimension) in the best way possible:  

 

(M5) works for an online platform for introducing the 

digital trend in Hong Kong. He said, “we can present the 

work in a lively manner […] we decided to do something 

that could help the readers understand the content in a few 

minutes. 

 

For example, Thomson Reuters has a strict formula on how 

to write their stories. From time to time, you can surprise the 

readers with a creative sentence or innovative choice of 

words. (F2) 

 

  On the other hand, (M5) and (F2) still find ways to be creative and use their 

creativity despite the limited avenues and freedom for creativity available to 

them. 
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(F4) is a financial reporter, she said, “I think the media 

industry has changed a great deal, they are more inclined to 

use colorful and eye catching phrases to attract people. For 

example, we do not pay efforts on doing personal profiles 

of the interviewees, not only the CEO (Chief Executive 

Officer), we seldom talk about the work that they have 

done, but focusing on the general performance and 

development of the industry. But now we will be also 

shedding light on their personal character, (but not their 

side stories), but inside the stories, there are more efforts in 

depicting the interviewees, for example by adding this 

person’s background, upbringing and interesting 

information […] but this step will not make it away from 

5W1H since if you are describing the person according to 

fact, then it will only be considered an extension and 

relatively creative expression. (F4) 

 

 (F4) pointed out a very valid point of how consistent media 

professionalism environment can go very well with journalistic creativity. When 

creativity is expected from the news organizations, they will help the news workers 

to attain this (or practice creativity) without any reluctance. Media 

professionalism—when talking about cognitive dimensions (skills and 

knowledge)—is what journalists want to achieve when they pursue excellence out 

of their work. Inferring from the interviews, one can see that most journalists 

consider adding details to an article as an innovative way of presenting the facts. 

Journalists also challenge the traditional mode of reporting, in which they introduce 

other stories into the main news article, so as to add “flavor” into it. Journalists, 

moreover, approach the stories from another perspective. They also train 

themselves to be able to “see some things that other cannot see clearly.” Media 

professionalism, on the other hand, also refers to normative dimension (ethics and a 

commitment to public service). In relation to this, respondents mentioned things 
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with regard to making judgments within the boundary of being creative. For 

example, helping readers understand the content within a few minutes falls under 

the commitment to public service. People buy newspapers, and journalists are 

committed to delivering fair facts. Moreover, journalists have to “conscientiously” 

consider the quality of their column, as (F7) explains. Glasser (1984, p.13) makes 

a remark on journalists’ responsibility: “Objectivity in journalism effectively 

erodes the very foundation on which rests a responsible press.” While they are 

aware of the fact that they are journalists, they become cautious about creative 

expression, and within that boundary, they nevertheless try to be creative to write 

a good piece which they hope audiences will consider as worth their time.  

 

Of course, there are what appear to be conflicts between media 

professionalism and media creativity: 

 

When we are trying to carry out investigative journalism, 

we are actually looking for something that is in-depth, that 

is why investigative journalism could hardly achieve 

creativity. I believe investigative journalism is the most 

stringent journalistic format, there is little space for us to 

achieve creativity, we could only highlight the key points 

[…] Professionally speaking, if we need to be objective, 

and try to do the work closely align to that, then we should 

not do it (make it too exaggerative) […] (M7) 

   

 Despite the limitations, that is to say, one may see media creativity as 

something that is needed by realizing media professionalism. Professionalism, 

creativity and responsibility go hand-in-hand. However, media professionalism 

also serves as boundary for journalists to be creative within a limitation.  
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5.3.2 Consistent political ideology’s influence on journalistic creativity 

 

It is also important to consider consistent political ideology as one of the 

most noticeable forces highlighted by the respondents. Political ideology is 

something fluid, that is to say it changes based on a number of factors, for example, 

Rosenberg (1956) explained that an “individual's political ideology may be 

influenced by a number of different factors—his interpersonal relationships, group 

affiliations, conditions of existence, personality characteristics, etc” (p.690). In the 

same narrative, there are factors shaping the political ideology of the journalists. 

Based on the interviews, it was found that people see the political influence in the 

media landscape, and ultimately the consistent political influence helps boost the 

journalistic creativity. Creativity is a technique to get around the political hurdles, 

and helps allow the journalists to demonstrate their journalistic roles. Political 

ideology does not only have an effect on political communication but also on all 

other aspects of communication. One can categorize certain themes out of the 

relationship between consistent political ideology and journalistic creativity as 

follows: (1) promoting the implied political ideology; (2) does not face pressure 

from the advertisers; (3) striving for eye catching headlines and materials.   

 

(1) Promoting the implied political ideology 

Based on the working definition this thesis proposes, if the political ideology 

of a company agrees with one’s perception of serving journalist’s role and one’s 

own political stance, then, here, a consistent political stance is evident. Several 

respondents share their thoughts on this: 

 

I am lucky that I have a rational company and I have really 

good editors, very supportive of what I am doing. I have 
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supportive colleagues to help […] I do not feel the political 

pressure, the current administration and the president did not 

do anything to stop us. (F6)  

 

Another interviewee shared similar thought, where he said, 

“I have been very fortunate to work for various publication 

that have relatively the same political viewpoints. They 

would publish stories editorially without materials missing.” 

(M13) 

 

We have been writing negative thing about our president, 

and he and his allies boycotted us by not advertising on our 

newspaper. This is the economic influence on our newspaper. 

The advertisers are very demanding. We are not depending 

on our subscriptions; we depend much on revenues from 

advertising. This really hurts us for six months. (F6) 

 

(F6) and (M13) both feel good about the fact that they are not forbidden by 

the editors to write something that they want to write. As a journalist, one feels 

lucky because (F6)’s journalistic judgment is not affected by the superior but she 

is not feeling any pressure from the political branch. In doing news articles 

dealing with political events, it is especially “dangerous” for journalists because 

news organizations may need to face political pressure and even advertisers may 

consider whether they should place advertisements on the newspaper so as not to 

draw in the confusion of linking the business with the political stance of the 

news organization itself. 

Another interviewee, (M13), said he avoided the internal and external 

pressure by finding a suitable news organization that does not have opposing 

views in terms of political stance. By taking this approach, he avoids the 

dilemma of conflict and he prepares himself with back-ups when he needs to 

carry out some political sensitive issues. Consistent media environment for them 
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has an advantage: that they can publish the news stories without materials 

missing in between. This is not only related to the thoughts and will of the 

journalist, but it is related highly to the journalist’s dignity and autonomy of 

carrying their tasks. If what they are thinking is right, they should let the public 

know, but then again, they are held back by the editorial boards because of the 

internal and external political pressures, as it is deemed to be something that 

could hurt the confidence of a journalist.   

 

(2) Does not face pressure from the advertisers 

However, there are also another scenario that may happen in the newsroom 

nowadays. (F6) recounted that during difficult times of not attracting sufficient 

advertisers, their news organization’s business would feel tremendous pressure 

from the eventual boycott of more advertisers. This is realistic especially when 

the advertisers feel strongly against the persistence of the news organization in 

pursuing and writing political sensitive matters. However, it is also notable to 

point out that the support of (F6)’s news organization never failed despite them 

going through that difficult time. 

The thrust of narratives also goes into some sensitive stories, whether the 

media practitioners face “political” pressure because of the dropping of 

advertisements. This is especially vital to see journalists’ work for a more 

politically free media. Journalists have to shed light on the darkness of the society, 

in order to tell people the truth about the society. As the newsroom is hierarchical, 

the stories have to go from the journalists to the editorial board. Sometimes they 

must also face the politics within the organization, and prior literature, Karam 

(2009) & Vu (2014) shed light on the role of journalists, in which they serve as the 

gatekeepers of the industry. Political ideology also comes from within the 



‐ 145 ‐ 
 

newsroom, which could be stemming from the government. Political influence 

could be invisible, or indirect, for instance, pro-government businesses may avoid 

placing advertisements on certain newspapers. Journalists often find it more 

comfortable working with media that is neutral or that is consistent with their own 

political ideologies. However, if they are lucky enough to work in a media 

environment that is politically consistent with them, then, according to the 

respondents, it is easier to adopt creativity. 

 

(3) Striving for eye-catching headlines and materials 

Some respondents tend to use attractive headlines to gain the attention of the 

public. This is sometimes done by utilizing contemporary buzzwords to raise 

social concerns: 

 For this year (2015)’s presidential election held in the UK, 

there was a headline published by Mirror Daily, “Five More 

Damned Years”. The headlines are in white and with a 

black background, very clearly explained their political 

stance. I am not against the way they did. As I believe the 

world has numerous media have put forward their political 

stance, say US media will also show their attitude towards 

supporting either democratic or republican camp […] I 

think we could also put forward our political viewpoints. 

(M7) 

 

If the media needs to attract readers, you have to include 

unique information […] Back in 1983, UK has colonized 

Hong Kong for a period of time, and Hong Kong’s “future” 

has not yet been decided. A year before 1983, Margaret 

Thatcher fell over after her negotiation with Chinese 

government […] This has been captured by reporters and 

became the headline. (M10) 
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 Based on their responses, (M7) and (M10) shared something in common 

when they were asked to describe how creativity might be employed or espoused 

in a consistent political environment. Apparently, when political controversies 

arise, highly sensitive political news would often easily fail to get published, 

especially if these would hurt the organization’s business. This is more often true 

unless the news organization itself takes a stand—and is not afraid of exposing 

their political stance explicitly. This is true for (M7)’s case, wherein he works in 

a rather more democratic country and under a politically open news environment 

that even encourages journalists to write politically charged news stories. (M7)’s 

news organization even highlighted their news title with very catchy designs (in 

contrasting color: black and white). Thus, in a consistent political news 

environment, journalists have no worries in pouring their political views into the 

news articles. Even (M7) mentioned that the media would often show their 

attitude in supporting a particular camp or faction within the government. 

Nevertheless, for a responsible news organization, simply dancing to the tune of 

the general public is not enough; they must also arrive at publishing unique 

information. In (M10)’s interview, he highlighted that a special shot may mean a 

lot to the news articles because it makes the news stand out. Creativity is not 

something that is entirely dependent on matters of design, but more importantly, 

how one can manipulate the materials, and also the skills of capturing the most 

crucial moments.  

 

If I am a partisan and I am liberal, and I am working for a 

news organization that is real liberal. My view is to represent 

to liberal point of view. I am going to be critical of the 

conservative. I still need to be fair, I should treat the person I 

would like to be treated, I should be giving an opportunity to 
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the person I have been criticizing to respond. If I am going to 

write animal character to the CEO, I think I should get the 

men to respond, and explain his side of views. I am talking 

about creativity more than taking side, partisan, politics, as 

much as how you express and how you tell the story. I think 

you can be fair and so to be creative. I think what makes my 

stories better than his stories is to create a way. Even a lot of 

people may not have the interest in the subjects I choose, 

nobody is interested in that but I personally think it is a great 

story. (M14) 

 

 Based on the above responses, respondents pointed out the role of 

journalists in politics-related issues. In a more open newspaper, for example, 

journalists can be more explicit in utilizing creativity to portray the news, while, 

some media organizations may have stricter rules. Even without a political 

reason behind it, journalists who are working in a politically consistent 

environment may end up displeasing the so-called “stakeholders’ appetites”. 

Journalists’ wills are safeguarded if they are in a politically consistent 

environment, and this means a lot to them because their profession is not 

thwarted. In the journalistic process, journalists and interviewees should play fair, 

and more importantly, journalists may not fabricate the information or make 

edits (as this is considered a distortion). Having a fair platform, for (M14), is one 

way to achieve creativity. Even the reporter wants to use an innovative way to 

address some issues, and in line with that, people, according to (M14), should be 

given a chance to respond to the said issues, so that creativity is played out on 

the basis of fairness. 

 

5.3.3 Conflictual media professionalism’s influence on journalistic creativity  

 

  Conflictual media professionalism goes against consistent media 
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professionalism, and it refers to journalists who are not serving the role of 

journalists. This can extend as far as going against the journalistic ethical 

standard. While this may, at first, imply that conflictual media professionalism 

has no connection with journalistic creativity, this is simply not the case. Some 

respondents have pointed out that they have to break journalistic rules in order to 

attain media creativity. Interviewees have mentioned quite a number of reasons 

in how conflictual media professionalism gives rise to journalistic creativity, 

from that, we can see the following themes: (1) going beyond the traditional 

mode of reporting; (2) safeguarding the public’s right to know; and (3) striving 

for the excellence of newswork.  

 

(1) Going beyond the traditional mode of reporting 

When people touch upon the thrust of media professionalism, a lot of debate 

seems to open concerning the definition of the term. Media practitioners learn 

this through their experience, apart from their passion for the industry. This has 

laid a strong foundation for their pursuit of consistent media professionalism. 

However, the media environment could never be as perfect as it is in one’s 

imagination, where conflicts are often found (Usher, 2012). Having said that, 

most of the respondents regard highly the journalistic rules: 

 

“Good journalism is not just about the inverse pyramid; you 

have to go beyond that model.” (F1) 

 

(M8) has asked for the boss’s approval to buy the shots (the 

documentary has been kept by mainland investors) only 

takes around 40 seconds; however, the boss thought this 

(only a few second shots) is too expensive, yet he (M8) still 

wanted to buy the shots, in his point of view, “if I did not 
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have the shots in my video, the video loses its soul” […] an 

excellent story should pay close attention to (small) area 

like this. In his narration, media professionalism is about 

setting the bottom line for the things that he could accept.   

  

(M11) said, “she (Diana, Princess of Wales) visited Hong 

Kong, reporter of our newspaper has carried out a lot of 

research, and he knew that Princess Diana had a habit of 

swimming every day. Thereby, he took a lot of pictures 

when Princess Diana was swimming, which becomes the 

first hand information of royal member’s daily life […] The 

reporter is able to capture “the creativity”, of course, he has 

carried out research work […] and this ‘skills” cannot be 

taught in the class. (M11) 

 

 (F1) mentioned that good journalism has to go beyond the so-called 

“traditional” model, and what is deemed as mere traditional “mode” of reporting. 

For this matter, media professionalism is divided into two parts in this study: on 

one hand is the cognitive dimension, and on the other hand is the normative 

dimension. In (F1)’s case, going beyond the traditional model entails enhancing 

the cognitive dimension, which influences the presentation of news (ideally, for 

the better). For (M8), buying expensive shots are his responsibility, and that is 

why he insists on buying the shots. Yet, for his boss, it is his obligation to 

safeguard the interests of the news organizations regardless of what kind of 

shots he is able to produce or obtain.  The bottom line is, however, (M8) still 

safeguards his own “media professionalism” so as to present what he considers 

important to the people. In such case, he is trapped in an conflictual media 

working environment, wherein he has to make a decision out of it.  

 

(2) Safeguarding the public’s right to know 
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Apart from the news working environment, journalists have to consider the 

public’s judgment on certain issues, for example, the matter of paparazzis. 

(M11)’s news articles written about Princess Diana helps him gained praises 

from his boss, however, ethically, he chose creative ways to somewhat “intrude” 

people’s private lives. Of course, the journalists can justify himself by saying as 

a public figure, one has to bear this. Yet, at the time, some of the general publics 

are strongly concerned with this matter—even criticizing that it is the media 

who brought Princess Diana to her death. As such, there is a struggle between 

the public’s right to know and the freedom of press. This goes without saying 

that there is also the weighty issue of the human rights violations. 

 

When carrying out the news reporting, one should not add 

personal opinions to it, but I would say adding the music is 

something different. It involves emotions (the radio 

program), a question poses to us whether the news report 

should stick to objectivity (without adding music to it)? I 

would argue this is entirely a pure journalistic report, when 

it comes to current affairs progarmme, then the introduction 

comes with music will be absolutely not problematic. (F3) 

 

(3) Striving for the excellence of newswork 

A journalist’s conflictual media professionalism does not deal only to 

conforming to policy blindly. Media professionalism is also contradictory in 

some real life situations, for example, when rules forbid you to get a hold of 

some critical information. Following the same logic, adding some entertaining 

features into the radio news program may be contradictory at times. 

 (M11) offers a number of examples concerning the issue of journalistic 

creativity. Creativity in journalism is a complex concept, and sometimes 

journalists have consciously or unconsciously cross the boundary of media 
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professionalism so as to obtain first-hand information. Sometimes, journalists 

would prefer to protect their stories rather than put their media organization’s 

interest first. They risk disappointing the advertisers and the traditional operation 

or mode of reporting, so as to attain media creativity. Sometimes, as a 

respondent pointed out, that they override the decision of the “boss”, just to 

make the work the best it can be. Thus, whether on the cognitive or on the 

normative level, conflictual media professionalism intersects with journalistic 

creativity. 

Of course, there is failure of creativity due to conflictual media 

professionalism, as mentioned by the respondents: 

 

They need me to follow strict formats. It is like cooking a 

dish, every dish is like this. Sometimes I want to add a little 

bit more color, more descriptions. One publication I work 

for told me that I cannot use adjectives. I was very 

disappointed. (F1) 

 

For example, Ming Pao (a Hong Kong prominent and 

moderate newspaper), the term “Wolf-Ying” (a term to 

insinuate the cunning character of Hong Kong Chief 

Executive) should not be placed in the titles […] If 

newspaper has to walk a more moderate path or more elite 

path, then they should not write the news title in this way. 

(M7) 

 

Taking the above responses into account, media professionalism acts as an 

ethics police for journalists not to cross the line. As a scholar has pointed out 

before, media professionalism is well understood and negotiated among 

journalists (Deuze, 2001; Meyers et al, 2011). Most of the media practitioners go 
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beyond “the traditional mode of reporting”, which literally means the knowledge 

learnt at school and the norms of the industry, so as to produce unique and 

creative news pieces. In (F1)’s and (M7)’s cases, there are often restrictions that 

forbid the journalists to go further for “creativity”. Some of the controls can be 

more lenient, some of the controls are more severe; for instance, (F1) 

encountered problems of not being allowed to use adjectives or colourful 

language. While she just wants to do her job in the best possible way she knows 

how, she must also respect and defer to her news organization’s manner of 

protecting its “professional” image. Thus, there is a clear struggle between their 

perspectives. (M7), on the other hand, has had difficulties in coming up with 

news titles for his newspaper—this has constrained him despite his ability to 

write fresh, attention-grabbing news titles. Thus, the consequences of conflictual 

media professionalism includes not only about how individuals handle the 

situation but also about how their judgement is affected by others.  

 

5.3.4 Conflictual political ideology’s influence on journalistic creativity 

 

Deuze (2005) and Eide (2007) talk about the relationship between popular 

journalism and professional ideology. Media culture and popular culture can be 

closely linked to conflictual political ideology because creativity is also found on 

the political side of news information. The way media practitioners present their 

ideas are usually reflected in their day-to-day journalism. In light of this scope of 

discussion, one can see that there are three major points that they try to bring 

with regard to the unfavorable political environment (i. e., conflicting values 

between the outside environment and the organizations journalists work for; also 

between their own values with their organizations and the outside environment). 
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Certain themes are generated from the interviews, they are as follows: (1) 

sticking to the authentic political facts; (2) getting around the bans; (3) feeling 

pressured from the advertisers; (4) feeling pressured from the public; (5) feeling 

pressured from inside out; (6) findings creative solutions to unearth the incidents.  

 

(1) Sticking to the authentic political facts 

“Sticking to the authentic political facts” means that one has to be fair when 

discussing the subjects inside the stories. One respondent recounts his 

experience: 

 

I submitted different ideas and they pick one. They would 

pick what they want without any reasons. I usually sent them 

4 to 6 ideas. I do not ask for the reason but sometimes I can 

guess. I have come across a court case and the editors told me 

not to draw the cartoon in that way because there is a 

potential that would influence the court case’s outcome. It 

may be unfair to the defendant. Right at the start of the 

Occupy Central Movement, our editor, he went on the 

holiday for two weeks. His family is in Beijing, He must do it 

on purpose, he is on holiday for two weeks, and did not really 

check the cartoons during the first two weeks of Occupy 

Central. He came back very angry and asked, “what is this?” 

because our newspaper ran a live blog during the Occupy 

process. As a newspaper, I think they face pressure from 

advertisers who do not like certain stories, the direction of 

the stories, they wanted to be more mainland friendly. (M12) 

 

More often, before the news have been published on the newspapers, 

internal political pressure about the fear of getting into possible legal problems 

arises. (M12), as a cartoonist, needed to stick to some hard news reports to draw 

the cartoons. He believed that he was motivated to take initiative because their 
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editor are also under tremendous pressure. While editors may not expressly 

instruct the journalist, they may occasionally give hints so that “they can make 

the right judgment”. In other words, they do not explicitly say: you should not do 

and that. As subordinates, journalists must be able to feel that “there is 

something that is not right” and “correct” themselves according to the situation 

at hand. In a hierarchical news working environment, individuals understand that 

they have to compromise with the interests of their news organization.  

 

(2) Getting around the bans 

However, one respondent explained that even if the political environment is 

heavily restricted, or, perhaps, unsafe, her journalist instincts kick in automatically, 

trying to make sense of the information while creatively trying to verify and find 

out more: 

 

I once did a story in format of letter. I needed to do “a letter 

from China” every two week. It is actually something that 

came out of my life. I have been to an art exhibition near 

Tianmen Square because it was Oct 2nd, the second day of 

the Golden Holiday Week. Beijing is full of domestic tourists 

and the whole area around Tianmen Square is already and 

very tightly controlled. The crowd is enormously huge. 

Suddenly, I heard about the shouting. Luckily, I have my 

camera ready. It was the police. There was a person and I 

could see what looks like a writing (on a sheet of paper) in 

his hands. By instinct, I think he was a protestor but the 

problem was I could not prove it. So, as a journalist, I have to 

stop and ask myself what evidence I have. All I could do is to 

take that information and present it as eyewitness report. I 

tried to find out more but could not. It leaves us a big blank. I 

rang someone who had some experience and knew similar 

situations. He said you cannot hold up any banner in China 
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and Tianmen is the worst of the worst in terms of public 

protest. What is happening underneath the surface? I was 

really trying to get this story. The police were moving 

through the crowd and said “ID card! ID card!” I just quietly 

left. (F5) 

 

 Creativity arrives at a point when the journalists could find a way out to 

overcome their difficulties in reporting. This is especially true in (F5)’s case, 

when she was conducting a report in China, a communist country where there 

are rules and regulations that makes it difficult for reporters to get around. (F5) 

was creative enough to resort to “eyewitness report”—which is still considered 

as a very creative means of journalistic practice—because the situation prohibits 

the taking of photos. Her eyewitness account proved to be a resourceful way of 

backing up her report, as it is often expected of newspapers to refer to and 

provide multiple sources for every news article to ensure balanced and objective 

reporting. She put herself into the scene, thus making her as a witness and a 

crucial component or source of the news stories. Again, this kind of 

resourcefulness cannot simply be taught in school, and could only be done 

through experience and quick thinking. In a politically constrained society, 

journalist has to find a way to write a creative piece, despite of the limited 

sources.  

Similarly, another respondent shared a similar experience while 

interviewing a lawyer working in China. One respondent is experienced in 

dealing with a lot of political issues in Mainland China: 

 

Cheung (M8’s interviewee) is a very good old man, and he 

is good at expressing himself […] We have talked to each 

other for 2 hours, and after lunch, another non-stop talking 

for 2 hours. So, we have a talk for four hours. He told me 
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do not belittle the power of the communist party, but not to 

overly estimate the power of it. He asked me, “whether you 

get what I mean?” I replied him, “yes”.  

 

 

I do experience political pressure. And it does change how I 

write. At Hong Kong Standard, I once wrote something 

about how the Chinese government has organized National 

Day. In Tibet, they organized the yaks to march in the 

military formation, like soldiers. The yaks are like the big 

hairy cows. I wondered why they made a group of animals 

behave like human soldiers. I wrote about that and I probably 

made the report kind of ridiculous. I was criticized by my 

editor who said it is a very bad story. He refused to give me 

the reason. And I assumed that it is because I made fun of the 

march that was taken very seriously by the Chinese 

government. After a couple of days, I caught a phone call 

from another newspaper saying they actually liked that story. 

(F5) 

 

 Sometimes, it is not only the journalist who gets suppressed by the 

political environment; their interviewees would also face the same. In fact, some 

interviewees wouldn’t want their names mentioned in news articles. However, 

some “open-up” more despite the constraints. This has become evident in the 

case of (M8) when he interviewed a lawyer dealing with issues of politics. Even 

at the interview stage, censorship is already present thus journalists would often 

struggle in painting a full picture for the general public to appreciate. They may 

adopt other means to write the news stories so as to protect the interviewees from 

possible political detention and punishments. Sharing the same opinion, for (F5) 

it is “political” in the sense that there is possible political sensitivity embedded 

into it, such as how the Chinese government would take an issue politically when 
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(F5), being the outsider she is, made a seemingly ridiculous analogy in reporting 

the story—despite the readers perceiving it as creative. 

 

(3) Feeling pressured from the advertisers 

The restrictive political environment in Hong Kong’s journalism scene is 

strongly felt. One can see this from some respondents’ feedback: 

 

They are a lot harsher. Hong Kong has a more conservative 

environment that we have relatively less space in doing the 

cartoons. There is more creative work go around the world. 

(M12) 

 

Hong Kong market is very small, how they can afford so 

many newspapers, undoubtedly, there is a tremendously 

huge impact from the politics and commercial concerns, 

how can the media practitioners define freedom of press? It 

is very hard for them. I do not think there is a single news 

organization enjoy what is meant by freedom of press. (F3) 

 

You cannot refuse involvement in the fact of the incident 

since it is the fundamental element. However, our news 

organization has the limit, as we are headed by Central 

Government of China, then we apparently have political 

limitation. With this political stance, for some issues, we are 

not allowed to make criticism. Although newspapers 

initially are allowed to make criticism. (M11) 

  

From the above responses, one can see Hong Kong being under a “big 

brother”—unlike in the colonial past when it still enjoyed the freedom of speech 

that is in no way controlled by the Chinese government. Aside from the political 

pressure from mainland China, they are also badly affected by the stifling and 

competitive commercial environment. If the advertisers think that a news 
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organization is against their political stance, it might have to bear with the loss in 

the revenue from the advertisements.  

 

(4) Feeling pressured from the public  

 

Interestingly, there are times when the political pressure comes not from the 

government nor the commercial side, but from the public. One respondent, (M5), 

commented on the difficulty of doing editorial work when there appears to be 

some political ideology involved: 

 

Reporting political movement is possibly one of the 

difficulties, and we seldom have experience handle such 

situation. During Occupy Central, I am the first one who 

took the camera to Nathan Road to take pictures so as to test 

the functions of new cameras, and I did not comment about 

the social movement.  […] However, when I took the 

picture of the road, the road was full of demonstrators, 

people might want to catch the motives, and even made a 

guess on the intention of the media taking this picture. If the 

picture does not include any demonstrators, they may think 

that we intentionally exclude them. (M5) 

 

 As the public is the receiver of media content, often, they react the most as 

compared to other sectors of society. Given their large numbers, not to mention 

the diverse views on certain issues, the range of their reactions can be mild, 

strong, or even trigger a movement. When the media is writing about a sensitive 

political issue, even the journalist is expected not to take any political stance 

about the issue, as there would still be unexpected reactions from the public. 

Sometimes, it is not easy to control such a scenario; (M5) said he unintentionally 

did something “wrong” but they have to take the risk of providing information 
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targeting a political issue. What actually proved convincing for the general 

public is the richness of the information they were able to collect. 

 

(5) Feeling pressured from inside out 

 An conflictual political environment arises from three major aspects: 

political pressure from government; political parties; media organizations and 

general public. All of these contribute to creating an unfavorable political 

environment for journalists. In this respect, respondents pointed out that they 

face tremendous pressure form the political environment especially dealing with 

political issues or stories. This not only happens after delivering the stories, for 

instance, political stories, documentaries or TV reports, but also during the actual 

investigative process that they are conducting. In their research or investigations, 

for example, they face political pressure from the government when they are 

barred from actually looking into the topic further, or when they are blatantly 

kept from finding first-hand information. Apart from the difficulties in 

investigating, journalists also face unbearable pressure from their editorial 

boards in a variety of ways. For example, they are not allowed to report on some 

things that are deemed “too sensitive,” so as not to get their media organization 

into trouble and to avoid possibly hurt the business. Last, but not the least, the 

public also exerts pressure on the press, especially for online media platforms, 

such as when the public is able to immediately give feedback on particular news 

reports. Tangent to this, of course, is how journalists are able to find ways to 

circumvent the bans imposed on them, or skirt the edges of what is “acceptable” 

or “allowable” if only to be able to report the truth. 

 

(6) Findings creative solutions to unearth the incidents 



‐ 160 ‐ 
 

Making an effort on the narrative structure is a must for bringing about 

journalistic creativity. In the case of uncovering corruption in the government, 

journalists put themselves at risk—exposing themselves to political accusations, 

for example. One respondent explains how they are able to deal with such 

situations: 

 

First, the big story is the corruption. And from that 

corruption story, I would find the story from the big story, 

like the big story was the corruption. The next story would be 

who the participants of the corruptions are. How was it 

carried out? How the money flows? What laws were violated? 

What are the punishments? The major players were stories 

from the big stories […]In this way, the story would be more 

believable and would interest the public, definitely would 

impress the people by presenting what is really happening. 

The little clues would offer the audiences a big picture. (F6) 

 

(F6) emphasized the technique of putting small stories into one big story. In 

light of this, (F6) managed to put the details into the story by asking very 

thoughtful and logical questions. In the case of corruption, when it is found 

implicating the government, more often than not, it would attempt covering it up 

and/or immediately raising public awareness on the issue They may use their 

“power” to control the flow of information so as to avoid any possible leakage of 

further information. With such limited and restricted sources, how can one do a 

good news story? They have to start with asking challenging questions, or simple 

questions that help shape the logic of the issue. Ultimately, the audiences would 

be amazed by the “little clues” when put together. Investigative journalism has 

time and again adopted such skills to unfold the truth in telling people the ugly 

side of the government.  
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(M7) explained how he is able to highlight the misdeeds of the subject or 

“the character” of his stories by “arranging the facts” properly: 

 

For example, journalists seldom adopt creativity to wrap the 

story up, it is through arranging facts, what do you want to 

put it under the lens. For instance, Chief Executive Leung 

Chun-ying’s home was found to build unethically. By 

presenting the basic fact, it has been very impactful […] but 

you will not write a story about the illegal building work of 

a common family’s house. It depends much on our 

perspective, who should we supervise, we are not here to 

supervise general public, our responsibility is to supervise 

those who are in power and rich. (M7) 

 

I wish to talk about the Control of Obscene and Indecent 

Articles Ordinance, as when I tried to discuss with others on 

this ordinance, I spotted out some fundamental problems of 

this. I believe those materials that are considered obscene 

could not be reviewed before it is out on the market as the 

society enjoys the freedom of press. How can one define the 

term “indecent”? The government did not clearly state 

which material should be under control […] Thereby, I 

mentioned this concern in one of my editorials, highlighting 

that if this law is passed, government has the right to control 

over publication. (M2) 

 

Utilizing sarcasm is also a common way for journalists to get around the 

ban; thus, attaining journalistic creativity: 

 

One thing is very clear, for the past 20 years, if we (media) 

discuss the theme “June-fourth”, then mainland China will 

want to suppress, or the magazine cannot survive […] 

During 1980s, the third plenary session mentioned about 
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revolution. The media in mainland China must play the 

edge balls, when there is green light on, people keep 

running; when the red light is on, then they have get around 

the ban, the way we put it would be running detour. (M2) 

 

 Therefore, one can see that adopting sarcasm and re-arranging the facts 

could be a means to achieve creativity. On the other hand, (M11) recounts how 

some underlying political forces are able to “bury” the news, and how creativity 

played a significant role—another reporter he was with put a film roll into her 

bra which made it inaccessible to the government agents who wanted to destroy 

the roll. (M11) recounts: 

 

In 1986, there was a plane crash took place in Guilin (one 

of the provinces in Mainland China), me and my colleagues 

arrived at the place. It was said that around 20 passengers 

were lost. At that time, digital camera was not yet invented, 

and we all used film camera. By chance, we had an 

excellent and very talented reporter, he was assigned to 

Guangxi (one of the provinces in Mainland China) for 

internship […] he went to report this plane crash, and it was 

found that there was “governance” (control) over what 

could be reported. Those pictures that taken by reporters 

have to be destroyed (films). Only our reporter brought one 

roll of film, you know where did she put the film? She put it 

in the bra, therefore, no one would dare to touch her […] 

and thereby it becomes the exclusive news. If you do not 

have this talent, then how can you bring the pictures out? 

Then, the news vanished in the world, and no basic fact can 

be retained. (M11) 

 

In an conflictual political environment, often, it is the journalist’s 

responsibility to obtain the facts. However, when carrying out the task of 

reporting, they often encounter the difficulty of collecting information. (M11)’s 
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case demonstrated this, as it is commonly an outcome of politically constrained 

environments; the news work is affected by the political pressure from the 

outside, which inadvertently or potentially hurts the autonomy and independence 

of carrying out the news work. Creativity, in such situations, requires the 

journalists’ quick wit in dealing with the roadblocks; thus, it can be defined as a 

technique to make sure that the facts end up in the hands of the general public.  

To wrap up, one can see that journalists have tried, and have been trying, a 

number of ways to utilize creativity in the face of an conflictual political 

environment. As the interviews have put forward, there are two major ways to 

attain creativity within this limited area. First, journalists have to make an effort 

to rearrange the narrative structure; second, they need to adopt sarcasm as a 

means of circumventing the ban placed on the story. By tucking away smaller 

stories inside bigger stories, journalists are able to rearrange the narrative 

structure of their reports. In doing so they are able to help the public understand 

the context and see the details of their news stories. For politically charged 

stories, a respondent explained that that by merely presenting facts, just the facts, 

they become less exposed to the possibility of trouble. Furthermore, they also 

employed the technique of “playing edge ball” by adopting sarcasm. Also, by 

creatively carrying out their investigations they are, often, able to unearth the 

truth which has been kept from the public. Interestingly, as concluded by one of 

the respondents, these things are not taught at journalism school, but are learned 

through experience, passion, and quick-wit of the journalists.  

  

5.4 Dimensions of creativity 

5.4.1 Consensual creativity arises from consistent media professionalism and 
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political ideology 

  Consensual creativity is defined, not so much the abandonment of 

traditional journalism, but more of the smart insertions of creative ideas. But in 

what way can these ideas be inserted subtly, as if by magic, leaving readers 

wanting more? One of the respondents explains: “What I learned all the way in my 

career, getting assignments form the newspapers and assignments, the kind of 

stories you have to follow every year, they tend to repeat themselves. But the 

people rarely do. Even I encountered some routine assignments, that I done 

something similar many times before, I would talk to myself, what do I learn from 

this story? What is something special that I can find from this person? That is what 

always keep me happy, hungry, and driven to do more stories. That is a beautiful 

gift to be a journalist. How humble it can help us continue to be.” (M13) From this, 

one can see that journalism lives through the energy and creativity of those who 

practice it—innovative ideas, creative points of view, different ways of looking at 

the issues, et cetera. As the case appears to be, creativity can propel the journalism 

industry forward, as well as reinvigorate or revitalize it. Other respondents have 

similarly given their thoughts about this concept, and here one can categorize the 

concept of consensual creativity into 4 types: (1) raising unique news angle; (2) 

adding flavors to the stories; (3) raising a hypothesis; and (4) adopting innovative 

writing style/ presentation. 

 

(1) Raising unique news angle 

(F2) believes that the pursuit of creativity should never be achieved at the 

expense of facts and the writer’s sense of social responsibility. For her, journalistic 

creativity thrives along the path toward getting the story, not in the actual telling of 

it; and (F3) invented a way to attract audiences’ attention: 
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If I go back to the last couple of articles, there is a story about 

working as a foreigner in Hong Kong. I was told that readers 

of that story found it very funny. It was about what it feels 

like in the workplace when you are not behaving correctly, 

not knowing the cultural norms. I was playing on that theme. 

I guess you can say it was quite creative. (F2) 

 

 I will write the news in the form of advertisements (news 

related to state-owned enterprises’ changes in policy and 

staff’s welfares), […] then the readers will find it very 

interesting, and they will ask such job will be done by who if 

the policy is too unfair. In this way, it helps to attract the 

readers. In this day and age, the information over-flowing, 

and how you make people to read, then you need creativity. 

Next question, what is meant by creativity? This refers to the 

way you write and the organization of thoughts. (F3) 

 

 Unique news angle is a must for a lot of news stories, as it is special for the 

feature stories as well. News angles have to be new; if they are old, journalists 

should choose to adopt a unique perspective to further analyze the incidents. 

While news stories include both hard news and soft news, it is harder for 

journalists to dig out a new perspective in delivering hard news—from mere 

traffic or suicidal incidents to political news coming from high profile press 

conferences. To find her news angle, (F2) took her being a foreigner as a 

perspective in writing her story as if, in her own words, “playing on that theme”. 

This enabled her to show her intention to write the story in a particular way 

which is more creative and interesting, so it can attract the audiences.  

 As producing a good journalistic work is the most challenging job of being 

a journalist, placing an importance on the differences of cultural norms as a 

theme may prove to creative, albeit subjective. (F2) was eventually told by 
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readers that her news article is funny, a result of the new perspective she offered. 

In other words, instead of taking her being an outsider as an obstacle, she 

considered it more of a creative angle; thus, she was left with the challenge of 

writing the piece in the best way possible. This is considered as consensual 

creativity in the newsroom.  

On the other hand, (F3) almost “invented” an innovative way to write the 

news. She adopted the format of advertisements, albeit in terms of presentation 

only. She further pointed out that the way a journalist organizes one’s thoughts 

when writing the story proves to be most crucial—as previously pointed out by 

the other interviewees—because it is what the readers rely on when they want to 

get information. The way the news story is organized and presented can help 

readers learn the highlight of the event from the journalist’s perspective or as an 

objective timeline (how the event flows), as well as from the very perspective or 

stance of the news organization. 

 

This creativity is about how to narrate the story, especially 

those parts that were lost (lost in memory; lost in collection). 

Therefore, from my perspective, creativity is needed to 

handle the difficulty, it is not about, “I want to be very 

creative, (so) I tell you a very creative story, (and) this is 

very creative.” Documentaries and news are always laid on 

the fact, but somehow the fact that placed in front of you 

may not be comprehensive enough, it has its flaws, and it is 

distant from you pictured in your mind. For instance, the 

documentary “Bai Nian Yi Yu”, I did not know whether we 

have those materials back to 100 years [..] I was determined 

to find the materials to complete the story. (M10) 

 

 From this, one can see that raising unique news angles is vital to re-energize 

the news stories without leaving the bounds set by the political environment and 
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media professionalism. According to Harcup & O'neill (2001), in a way one can 

tell that a journalist is approaching a story from an unexpected angle. The 

interviews suggest journalists approach the stories from different perspectives, 

for example, one of them includes historical source to illustrate the “past”; the 

other tried to put themselves into others’ shoes, illustrating what he or she would 

do if she received such news; some wrote about the features by presenting their 

feelings in the articles. Creativity, in (M10)’s narrations, is all about the 

techniques of filling out the gaps of history. This is also a way of developing a 

new news angle with the available materials or resources. Despite the varying 

presentations of the information, journalists try their best to complete their 

stories. Thus, persistence is key in producing creative and excellent work that 

provides a full picture.  

 

(2) Adding flavors (features) to the stories 

Journalistic creativity to her is that “little something extra” the reporter adds 

to the story on the basis of facts. (F5) 

 

I do not know whether it is deemed creative […] I 

personally like to draw some figures and small stories into 

the big stories. I would like to also use some lively subjects 

to express the atmosphere of the situation, in this way, it 

can be stronger in expression. If this reported incident 

involves the casualty, then the numbers of dead people 

could be strong in its sense. (M7) 

 

For the standard of news, you cannot get rid of the fact put 

forward by the news […] but you can recall the collective 

memory, or employ some classical stories in order to hold 

readers’ attention. I remembered during the old days, I 
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always employ such method to do feature. I always put the 

most memorable interview moments at the first paragraph 

of the article. (M7) 

 

(F4) thought that the fundamental training of journalism is very crucial, and 

creativity can be practiced through this foundation. From her perspective, a good 

story originates from creativity. A good story will make readers’ eyes gleam. 

Also, adopting new elements in traditional journalism is a kind of creativity as 

well. As an experienced journalist reporting on financial matters, interviewing 

chief executive officers of large companies are integral in her work. When she 

writes her articles, she is not limited to what is considered “traditions of 

journalism”. It is normal for her to add people’s character in the content. These 

little skills seem to be very simple, but definitely add color to the article.  

 

I try to build the stories that are more humanized and build 

the empathy through the viewers and the readers, and 

understand the stories and the challenges. I think it is a very 

smart way to raise the problem in time. Those kinds of 

stories we could build empathy for the people. Such stories 

have been done now for the Syria’s refugees in Europe, these 

could help stop a big problem. Also, I just tried to think of 

ways to do stories, for example from the sociological 

approach that other people might not think of. (M13) 

 

Our success is not related to the speed of dissemination of 

content but our content is more related to people’s life, in a 

way, we put it “more people-based”. (M5).  

  

That is to say, by adding “features” to the stories journalists are able to 

stimulate their readers more. The features are mostly readers-oriented. One 

respondent connected the issues he was reporting on by linking it with classical 
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stories, so that the public would resonate with it better. Often, they stand from 

the perspective of the audiences, hence they reflect consensus. 

The way a journalist approaches and writes a story can be considered a 

unique feature of the news story. From the interviews, one can see that a 

journalist can even pick a sociological approach to look at the domestic issue, 

which inspired those who read the news reports.  

 

(3) Raising a hypothesis 

From (M2)’s perspective, he believed that the editorials that he has been 

working for have to give a room for imagination, often much larger than when he 

writes for the news. Writers or journalists can, in search of new narrative angles 

with facts as the base, create a new narrative structure, raise a question or a 

hypothesis, make a new suggestion, or in a simpler way, to re-arrange the facts. 

(M2) 

 

(4) Adopting innovative writing skills/presentation 

My standard of a good article is to make the readers 

continue to read even after the first five minutes. It needs 

not to be courting people's favor by saying something, it is 

like literature, can be direct or relatively more indirect, it all 

depends on the packaging. To me, packaging is creativity. 

(M7) 

 

The magazine that (F7) worked for has a very unique feature 

because the news that are hard to be understood could go 

well with the pictures. In this day and age, readers’ attention 

span is getting shorter. From (F7)’s perspective, media 

creativity is a “lazy package”, meaning that it is to break the 

framework of traditional reporting, explain profound 

theories/ knowledge in simple language. This is to enhance 
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the understanding of readers and in hope to let the readers 

grasp information in a snap manner. (F7) 

 

For F1, journalistic creativity is almost always implicit, 

easing its way into stories without causing too much 

attention to it […] Non-textual formats such as photos and 

videos also open up numerous possibilities for witty 

insertion of creative ideas. The point, she insists, is not so 

much about the abandonment of the traditional emphasis on 

the 5Ws and 1H as the unending desire and effort to breathe 

life into the arcane body of the inverted pyramid.  

 

I think you do not need to define creativity. Creativity, to 

me, means creating something new. News is not to create 

facts because facts are facts, you cannot fabricate them. 

However, you can use entire different ways to present the 

news, and it is what we call innovative presentations. But 

news is news, we cannot step out of this framework and 

create somethings which are completely beyond facts. (F4) 

 

 

 Packaging and presentation are equally deemed important as highlighted in 

the interviews with the respondents, in response to how one might attain 

journalistic creativity. Most of them agree that there is no conflict between the 

traditional mode of reporting and creative news writing. By sticking to the facts, 

they are still able to put the most interesting part of the news they are reporting 

on in the front. This then invites the readers to read along and between the lines 

of the news articles. For many online media journalists, including photos, videos, 

and texts into the news articles bring excitement to the news articles, not to 

mention their helpfulness in keeping a reader’s interest. A completely new 

presentation is thus considered a good technique for attaining journalistic 

creativity, and it is equally essential when the news environment allows the 
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journalists to practice the creativity to a great extent.  

  

5.4.2 Conflictual creativity resulting from conflictual media professionalism 

and political ideology  

Conflictual creativity cannot be explained simply. To define it requires a 

context for creativity to take place. (M12) summarizes the creativity found in a 

conflictual environment as follows: creativity happens when a good writer is able 

to convince readers, and not in a boring way. But convincing readers is not an easy 

task; one has to tell them the facts, and present to them the facts. However, the 

difficulties of doing so arise when the environment may not allow for journalists to 

do more that. From the interviews this study had carried out, they explain some 

“ways” by which they “play edge ball”. It can be divided into three parts: (1) 

Posing a challenging question; (2) Re-arranging the facts in the news stories; and 

(3) Adopting an innovative news presentation to avoid being banned.  

(1) Posing a challenging question 

When you write about a piece of news, you have to think 

about how to so the follow-up (stories). These also require 

journalistic creativity to help think of a new angle. For 

example, at one time, the news report found on TV channel 

was talking about “why beef ball does not contain any beef?” 

and “fish ball does not have any fish?”, this is a hypothesis. 

You have to jump from the normality, question about 

traditional matters, so you have to make hypotheses, so as 

to carry out verification. (M3)  

 

  A good journalist is also defined by the fact that they could ask a good 

question, that help shape the story. Creativity is met when a journalist could pose 

a question that is completely different from other journalist. In (M3)’s case, a 

good example is asking why beef balls in particular do not actually taste like 
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beef. What if the beef ball does not have any beef in its ingredients? These 

questions may seem mundane but, depending on the ability of the journalist, 

even common-sensical questions may lead to finding out what lies behind 

something—especially when individuals, even journalists themselves, lose their 

instincts and become habituated. The interviewee suggested that posing a 

challenging question or raising a logical hypothesis, and the like, may help bring 

out creativity.  

 

 (2) Re-arranging the fact in the news stories 

If you need to dig out a “true” Chinese news stories in Chan, 

as a local born Hong Kong person, you have to try hard to 

dig out and you can find valuable evidence. (M3) 

 

To pursue the ideas further, one respondent said she brings small stories 

into a bigger context so as to arouse the public’s attention: 

 

In her definition of journalistic creativity, it is all about 

digging out the truth for the society, let them know the whole 

picture. She said the most insightful part is there are always 

small stories into the big story. (F6) 

 

 Apart from posing challenging questions, to avoid any difficulties in a 

conflictual environment, rearranging the facts in the news stories is also an 

approach. As one may see, a lot of newspapers have their own political stance, 

and it is not easy to ask for permission to try to break the political boundary of a 

newspaper. For journalists who do not want to dance to the tune of political 

pressure, they could rearrange the facts in a tricky manner to helps unfold the 

very nature of the news. (F6) mentioned that the details have to be the most 
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creative parts of the written piece as it is the “small parts that makes the big 

story”. Most journalists share the same opinion when carrying out investigative 

stories; researching for materials could be the most crucial step because it is the 

details that gives them the clues to follow through with the manner, decide 

whether to put the materials in the articles, tell the people what they should know, 

and most importantly formulate the logics of the story. Ultimately, creativity 

turns out to be the technique that arouse audiences’ attention even beforenews 

organizations rake the profits. 

 

 (3) Adopting innovative news presentation to avoid being banned 

Though journalists face the pressure of how to retain the view rate of the 

newspapers, TV channels, and other forms of media, journalist still do not leave 

the bounds of what is factual. (F6) said: 

Creativity lie in how do you get the story, and how you 

would make the source, and I think it is creativity in 

journalism but not fabricating the truth. Creativity is also 

about how to get the story and how the story gets the thing 

right. It is also journalists’ skills. (F6) 

 

 In a conflictual environment, adopting innovative new presentation is 

considered creative and also a tricky way to obtain a true story. Creativity serves 

as “freedom” for the journalist to extend the stories and reach out, despite the 

fact that journalistic environments would have boundaries like conflicts in terms 

of politics, hierarchical pressure, editorial pressure, and other concerns from the 

advertisers. In this manner, journalists can still make innovative presentations to 

produce works, in which their attitudes and thoughts are embedded. In other 

words, creativity here acts like a weed growing in between the cracks of stones; 

despite minimal resources or tilling it survives. 
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5.5 Chapter summary 

 

  To summarize this chapter, several key findings are identified: 

(1) Consistent media professionalism has made a significant impact in 

provoking the creativity in the media industry in two dimensions: namely the 

cognitive dimension (knowledge, techniques and training) and the normative 

dimension (ethics and a commitment to public service) that have been mentioned 

in prior literature (Singer, 2003).  

The results of qualitative interviews in the present study reveal that the most 

important criterion of journalistic work is “the work cannot be far from truth” no 

matter how the work is presented. This fundamental feature of journalistic work 

is highly related to the training at school and the values that embedded in the 

newsroom culture. Some reporters even consider this as the innate feature of a 

“true journalist”.  

Creativity can be expressed through consistent media professionalism in 

several ways, including highlighting the details in the story; utilizing innovative 

presentation skills, and more importantly, learning from experience. These skills 

have been adopted journalists into their day-to-day journalism.  

 

(2) Journalistic creativity can be found in a conforming environment.  

Globally, journalists from different parts of the world also encounter 

political pressure from both external and internal forces. Very few journalists are 

lucky enough to never truly experience political pressure in their career.  

In the conforming environment, respondents have pointed out that there 

appears to be no direct or indirect political intervention against their work. This 
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does not translate to the news organizations having no political stance or 

perspectives, but are brought about by several reasons. First, the media 

practitioners find their own political stance go well with their news organizations. 

Second, for the global issues, they paid special attention to avoid any global 

issues, for example racial discrimination, which can be political in the sense that 

it can be a trigger of global conflicts. Third, reporters are experienced enough to 

navigate through the political intervention present internally and externally.  

 

(3) Conflictual media professionalism, however, as pointed out by the 

respondents, has contributed to the failure and the success of creativity.  

 

While some journalists are barred from making their work “a little bit more 

creative,” there are always two sides to a coin. Though sometimes journalists 

encounter restrictions in publishing their work, some of them believe that 

conforming to media professionalism is not the only way to achieve excellent 

work in journalism. Journalists want to hold the readers’ attention, and mere 

media professionalism cannot help them achieve this. They need to adopt quick 

wit and skills to package the story well.  

The media environment, or sometimes, even society, does not always offer a 

simple route to facilitate journalism. Hence, there are groups of journalists who 

attain “creativity”, through their years of experience, They break through the 

boundaries, and are able to obtain “first-hand information” that protect the 

society’s interests and uncover the dark side of society.  

 

(4) Internal and external political pressure contribute to journalistic 

creativity 
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 Quite simply, in the both traditional and social media, journalists find 

themselves constantly facing political pressure from the news organizations they 

work for and from external forces—for instance, commercial pressure from 

advertisers; or through political interventions from the government or related 

political parties. “Playing edge ball” is a safer approach for journalists to “get 

things done”. This means that they can safeguard the role of being a journalist, 

but at the same time, minimize the possible loss that the news organization they 

work for has to bear. Journalists consider a number of ways to achieve and apply 

their skills in order to get around bans and limitations. For example, adopting 

sarcasm in their writing and, more commonly, changing the narrative structure to 

bring the focal point under into the spotlight. Creativity, is reflected in the ways 

journalists find to solve the problems caused by the political hurdles in their 

day-to-day journalism.  
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CHAPTER VI:  STATISTICAL ANALYSIS: JOURNALISTIC 

CREATIVITY, CONFORMING AND CONFLICTUAL ENVIRONMENT 

6.1 Introduction 

The aim of this chapter is to empirically test the hypothesized causual 

structure of the proposed journalistic creativity using survey data. This chapter 

employs the partial least squares structural equations modelling (PLS-SEM), as 

the advantages of adopting PLS-SEM allow this study to include multiple items 

in one construct. This study also applies one of the key features of PLS-SEM 

(nonparametric bootstrapping). This is especially important in order to contribute 

to the findings for the hypotheses already put forward, as this model: 

involves repeated random sampling with replacement from 

the original sample to create a bootstrap sample, to obtain 

standard errors for hypothesis testing. The process assumes 

that the sample distribution is a reasonable representation of 

the intended population distribution. The bootstrap sample 

enables the estimated coefficients in PLS-SEM to be tested 

for their significance. (Henseler et al., 2009) 

 

In light of this, here a bootstrap helps explain the covariation between all 

the indicators; the PLS-SEM could maximize the explained variance of the 

dependent construct, and it is deemed the most appropriate the methods to test 

the subject of this study, which is journalistic creativity. 

 

6.2 Rationale of adopting the approach 

The rationale of adopting structural equation modelling is to test the 

reliability and validity of each of the five measurement models, and to make sure 

the items or the indicators truly measure the construct. According to Hair et al. 

(2009), the SEM: 
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should never be attempted without a strong theoretical basis 

for specification of both the measurement and structural 

models. The following sections address some fundamental 

roles played by theory in SEM: (1) specifying relationships 

that define the model; (2) establishing the causation, 

particularly when using cross-sectional data; and (3) the 

development of a modelling strategy. Hair et al (2009) further 

explicates that it is especially important for SEM since it is 

well considered a confirmatory analysis. It is said, “the 

depiction of a set of relationships in a path diagram typically 

involves a combination of dependence and correlational 

relationships among exogeneous and endogenous constructs. 

The researcher can specify any combination of relationships 

that have theoretical support for the research questions at 

hand” (p. 617). 

 

In addition, Hair et al. (2009) summarized the six stages in structural 

equation modelling (p.628-629) as such: 

 

Stage 1: Defining individual constructs (What items are to be used as 

measured variable?) 

 

Stage 2: Developing the overall measurement model (Make measured 

variables with constructs; draw a path diagram for the measurement 

model) 

 

Stage 3: Designing a study to produce empirical results (Assess the 

adequacy of the sample size; select the estimation method and missing 

data approach) 
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Stage 4: Assessing the measurement model validity (Assess line GOF 

and construct validity of measurement model) 

 

Stage 5: Specifying the structural model (Convert measurement model 

to structural model) 

 

Stage 6: Assessing structural model validity (Assess the GOF and 

significance, direction, and size of structural parameter estimates) 

 

In this study, all these six stages were included to test the measurement 

model and the structural model. The following sessions will explain the stages in 

extensive detail.  

 

6.3 Descriptive statistics of respondents in the study of journalistic creativity 

There were 405 completed questionnaires. The details were summarized in 

Table 6.1. According to Table 1 shown below, over 70 % of the respondents are 

females; and only about 30 % of them are males. For the experience in the 

journalism industry, over 70 % of the respondents show no journalistic 

experience. Meanwhile, 13. 8 % of them have worked as intern during their 

studies, and about 10 % of them work as part time reporter before. Among all the 

respondents, only 2 of them have been a full-time reporter. Table 6.2 below 

shows the year and course distribution of the respondents; in which their levels 

as students range from associate degree to year four from the four universities in 

Hong Kong. The students took various courses related to media and journalism, 

such as mass communication theory, social media and networked communication, 

financial journalism, media production skills, English for professional 
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communication, communication and public relations, and creative and interactive 

media production. Their various backgrounds offer a more related and profound 

knowledge of the field and generate a better understanding of the phenomenon.  

 

Table 6.1 Descriptive statistics of the respondents 

Subjects Descriptions Percentage

Gender Male 114 (28.1 %)

 Female 284 (70.1%)

 Not reported 7 (1.8 %)

Journalistic experience No 296 (73.1%)

 Intern 56 (13.8%)

 Part time 41 (10.1%)

 Full time 2 (0.5%)

 Not reported 10 (2.5%)

 

Table 6.2 Year and course distribution of the respondents 

 

6.4 Confirmatory factor analysis 

According to Hair et al. (2009), the confirmatory factor analysis (CFA) 

enables us to test how well the measured variables represent the constructs. The 

Courses Year of respondents Numbers

Mass Communication Theory Year 2 135

Social Media and Networked 

Communication 

Year 3-4 19

Financial Journalism  Year 3-4 30

Media Production Skills Year 1 74

English for Professional Communication Associate Degree 97

Communication and Public Relations Associate Degree 23

Creative and Interactive Media Production Associate Degree 65

Invalid survey questionnaires  38

Total Numbers  405
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key advantage here is that the researcher can analytically test a conceptually 

grounded theory by explaining how different measured items represent important 

psychological, sociological, or business measures. When CFA results are 

combined with construct validity tests, researchers can obtain a better 

understanding of the quality of the measures. He further explicated the role of 

CFA, in that the CFA: 

 

must specify five elements: the latent constructs, the 

measured variables, the item loadings on specific constructs, 

the relationships among constructs, and the error terms for 

each indicator. First, latent constructs are drawn as ellipses 

and the measured variables are represented by rectangles. 

Because there are only correlational relationships (depicted 

by two-headed curved arrows) among constructs in a CFA, 

all constructs are considered exogenous…. The relationship 

between the latent constructs and the respective measured 

variables (called factor loadings, as in EFA) are represented 

by arrows from the construct to the measured variable. 

Finally, each measured indicator variable has an error term, 

which is the extent to which the latent factor does not 

explain the measured variable (p.665).  

 

Thus, it is important to check the construct validity, and from this, 

standardized loading estimates should be .5 or higher, and ideally .7 or higher. 

Average variance extracted (AVE) should be .5 or greater to suggest adequate 

convergent validity. Also, AVE estimates for two factors also should be greater 

than the square of the correlation between the two factors to provide evidence of 

discriminant validity. In addition, construct reliability should be .7 or higher to 

indicate adequate convergence or internal consistency. Furthermore, all 

constructs must display adequate construct validity. In standard CFA 
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applications testing a measurement theory, all measured variables should be free 

to load only one construct. Latent constructs should be indicated by at least three 

measured variables, preferably four or more; in other words, latent factors should 

be statistically identified (Hair et al., 2006).   

 

6.5 Model testing procedure and rationale 

Survey data were used to test the hypotheses related to the causal 

relationship between four independent variables: consistent media 

professionalism, consistent political ideology, conflictual media professionalism, 

conflictual political ideology, and ultimate dependent variable, journalistic 

creativity (see Figure 6.1) 

 



‐ 183 ‐ 
 

 

Figure 6.1 Core journalistic creativity model. 

 

The postulated structural model leads to six hypotheses, as raised in Chapter 

Three. Partial Least Squares Structural Equations modelling (PLS-SEM) is used 

in this study because it is a statistical technique for testing and estimating causal 

relations using a combination of statistical data and qualitative causal 

assumptions (Wikipedia, 2014; Lowry & Gaskin, 2014). PLS-SEM helps find 

out the hypothesized relationships, as well as the magnitudes of the causal 

parameters. The analysis takes five stages: model specification, model 

identification, model estimation, model testing, and model modification. The 

constructs of the model testing were further described in Chapter Four. The 
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subjects, measures, and procedures for data collection are then explained in more 

detail. 

 

6.6 Measurement model 

6.6.1 Instrument Validation 

 This study employs multiple methods to reach the reliability and validity of 

the measures. To validate the measurement model, this study tested Cronbach’s 

alpha, average variance extracted (AVE), composite reliability, and factor 

loadings.  

 

6.6.2 Model specification 

 Model specification was the first step in examining multiple relationships in 

the paths of a model. Different relationships among the sets of variables were 

postulated and the estimated parameters were tested. The journalistic creativity 

model includes 23 indicators, with five different variables (factors) hypothesized. 

This model can be decomposed into two sub-models, a measurement model of 

the latent exogenous variables, and a measurement model of the latent 

endogenous variables.  

 In the proposed model, the latent variables—consistent media 

professionalism, conflictual media professionalism, consistent political ideology, 

conflictual political ideology, and journalistic creativity—are each represented 

by six indicators, six indicators, two indicators, four indicators, and five 

indicators, respectively. The factors are assumed to be correlated. Multiple 

indicators are recommended for each construct. It has been said that reflective 

indicators are seen as the functions of the latent construct, and the latent 

constructs are reflected in the changes in the manifest variables (indicator) (Hair 
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et al., 2011). The measurement model described above is shown in Figure 6.2, as 

follows.  

 

Figure 6.2 Reflective measurement model.  

 

 The figure shows that the measurement model contains twenty-three 

measurement equations. These equations are as follows (as pointed out that in 

the reflective measurement models): (1) direction of causality is from construct 
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to measure; (2) indicators are expected to be correlated; (3) dropping an indicator 

from the measurement model does not alter the meaning of the construct; (4) 

takes measurement error into account at the item level; (5) similar to common 

factor analysis; (60 typical for consumer research constructs (Churchill 1979; 

Jarvis, Mackenzie & Podsakoff, 2003), 

 

 In general, for the reflective measurement models: 

 X1= λ1•ξ+ε1 

 

 Specifically, for the reflective measurement models: 

measurement model for the six indicators of Consistent Media 

Professionalism (CMP): 

CMP1= λ1•CMP+ε1 

CMP2= λ2•CMP+ε2 

CMP3= λ3•CMP+ε3 

CMP4= λ4•CMP+ε4 

CMP5= λ5•CMP+ε5 

CMP6= λ6•CMP+ε6 

 

measurement model for six indicators of Conflictual Media Professionalism 

(CMP): 

CMP1= λ1•CMP+ε1 

CMP2= λ2•CMP+ε2 

CMP3= λ3•CMP+ε3 

CMP4= λ4•CMP+ε4 
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CMP5= λ5•CMP+ε5 

CMP6= λ6•CMP+ε6 

 

measurement for two indicators of Consistent Political Ideology (CPI): 

CPI1= λ1•CPI+ε1 

CPI2= λ2•CPI+ε2 

 

measurement for four indicators of Conflictual Political Ideology (CPI): 

CPI1= λ1•CPI+ε1 

CPI2= λ2•CPI+ε2 

CPI3= λ3•CPI+ε3 

CPI4= λ4•CPI+ε4 

 

measurement for five indicators of Journalistic Creativity (JC): 

JC1= λ1•JC+ε1 

JC2= λ2•JC+ε2 

JC3= λ3•JC+ε3 

JC4= λ4•JC+ε4 

JC5= λ5•JC+ε5 

  

 Where the functions of λ, the factor loading of λ1 (take for example) is 

included in the specific model. The model includes 23 factor loadings and 23 

measurement error variances, and six correlations between the factors, consistent 

media professionalism, consistent political ideology, conflictual media 

professionalism, conflictual political ideology, and journalistic creativity. 
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 The structural equations model specified the predictive relationships among 

the latent variables. Based on the hypotheses: (1) consistent media 

professionalism predicts journalistic creativity, (2) conflictual media 

professionalism predicts journalistic creativity, (3) consistent political ideology 

predicts journalistic creativity, (4) conflictual political ideology predicts 

journalistic creativity, (5) consistent media professionalism predicts consistent 

political ideology, and (6) conflictual media professionalism predicts conflictual 

media professionalism.  

 

6.6.3 Model testing and modification 

 This study carried out the screening of the survey data. Before the analysis 

were carried out, the survey data, for example, the data accuracy, normality 

assumptions, and miss values were all checked. They were imported in 

SmartPLS 3.0. Missing values were computed, and the total sample size is 405.  

 

Descriptive analysis of variables 

 The descriptive statistics of the measurement items, consistent media 

professionalism, conflictual media professionalism, consistent political ideology, 

conflictual political ideology, and journalistic creativity. All of these items were 

clustered in the middle, the mean ranged from 1.97 to 4.43, and the standard 

deviations ranged from 0.719 to 1.234 (See Table 6.3).  

 

Table 6.3 Descriptive statistics of the measurement items 

 Min Max M SD

Consistent Media 

Professionalism (CMP) 
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CMP1 1 5 4.15 .803

CMP2 1 5 4.32 .724

CMP3 1 5 4.20 .810

CMP4 1 5 4.18 .798

CMP5 2 5 4.28 .761

CMP6 2 5 4.43 .748

Conflictual Media 

Professionalism (CMP) 

 

CMP1 1 5 1.97 .876

CMP2 1 5 2.04 .924

CMP3 1 5 2.54 1.061

CMP4 1 5 2.33 .990

CMP5 1 5 2.27 1.222

CMP6 1 5 2.33 1.234

Consistent Political 

Ideology (CPI) 

 

CPI1 1 5 3.73 .830

CPI2 1 5 4.11 .719

Conflictual Political 

Ideology (CPI) 

 

CPI1 1 5 1.99 .886

CPI2 1 5 2.32 .928

CPI3 1 5 2.35 .914

CPI4 1 5 1.98 .888

Journalistic Creativity 

(JC) 

 

JC1 1 5 3.57 .736

JC2 2 5 3.74 .728

JC3 1 5 3.68 .747

JC4 1 5 3.47 .722

JC5 1 5 3.61 .768

 

In this study, the PLS model is used to test the journalistic creativity as the 

dependent, and how it is correlated to consistent and conflictual media 
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professionalism and political ideology respectively. According to Ringle et al. 

(2012) and Hair et al. (2011), they tried to link the research goal with the 

PLS-SEM model, “if the goal is predicting key target constructs or identifying 

key “driver” constructs, select PLS-SEM” (Hair at al, 2011, p.144). Cronbach’s 

alphas (α), composite reliabilities (CR), and average variances (AVE) should be 

reported into the findings.  

 

Reliability 

Reliability refers to the extent to which a variable or set of variables is 

consistent in what it is intended to measure. If multiple measurements are taken, 

reliable measures will all be consistent in their values. Hence, it differs from 

validity in that it does not relate to what should be measured, but instead to how 

it is measured (Hair et al., 2009, p. 93). And according to Hulland (1999), 

Cronbach’s alphas exceeds 0.7 will be considered having a satisfactory internal 

validity. The Cronbach’s alphas of the variables exceed 0.7, except 2 variables, 

consistent political ideology and conflictual political ideology (see Table 6.4).  

 

Table 6.4 Cronbach’s Alphas 

Construct Cronbach’s 

alphas

Composite reliability

Consistent media 

professionalism (CMP) 

0.811 0.863

Conflictual media 

professionalism (CMP) 

0.815 0.861

Consistent political 

ideology (CPI) 

0.588 0.822

Conflictual political 

ideology (CPI) 

0.692 0.812
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Journalistic creativity (JC) 0.761 0.837

 

Composite reliability 

 Composite reliability is also a benchmark for testing the model. Composite 

score is defined through the respondent's scores on these measures, and generally 

calculated as an unweighted sum, and finally offers an estimate of the 

corresponding construct (Gerbing & Anderson, 1988). In this study, the five 

constructs resulted in a high composite reliability, all of them exceeding 0.8 (see 

Table 6.4). Cronbach’s alpha, Composite reliability; “the generally agreed upon 

lower limit for Cronbach’s alpha is .70 (Robinson et al., 1991a, 1991b) though it 

may decrease to .60 in exploratory research (ibid). Yet, it may still pose a 

potential problem though this study has attained a satisfactory result on 

composite reliability and not a unsatisfactory result on reliability.  

. 

Convergent Validity 

 Convergent validity refers to “extent to which a measure or set of 

measure correctly represents the concept of study—the degree to which it is free 

from any systematic nonrandom error. Validity is concerned with how well the 

concept is defined by the measure, whereas reliability relates to the consistency 

of the measure” (Hair et al., 2009, p.3). The discriminant and convergent validity 

should all close to 0.7, and the composite reliabilities of the variables should 

exceed 0.7, which reveal that the measurement model possessed a satisfactory 

internal inconsistency reliability (Nunnally, 1978). All variables should have an 

AVE greater than 0.50 which is a standard measure for convergent validity 

(Hulland & Richard Ivey School of Business, 1999).  
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The result showed that all constructs exhibited both convergent and 

discriminant validity after removal of items that do not reach over 0.5. AVE is 

also presented as follows (see Table 6.5 & 6.6). There are five constructs testing 

consistent media professionalism, consistent political ideology, conflictual media 

professionalism, conflictual political ideology, and journalistic creativity. For 

consistent media professionalism, six items were removed because the factor 

loadings do not exceed 0.5; for conflictual media professionalism, four items 

were removed due to the same reason; for consistent political ideology, four 

items were removed; for conflictual political ideology, six items were removed, 

and for journalistic creativity, seven items were removed. A revised item pool for 

the measurement model is attached in Appendix (See Appendix). Therefore, 

factor loadings of all constructs are larger than 0.5 (see Table 6.5).  

 

Table 6.5 Discriminant and convergent validity: factor loadings 

Construct Factor loadings AVE

Consistent media 

professionalism 

(CMP) 

0.513

CMP1 0.702

CMP2 0.744

CMP3 0.718

CMP4 0.686

CMP5 0.726

CMP6 0.721

Conflictual media 

professionalism 

(CMP) 

0.509

CMP1 0.757

CMP2 0.704

CMP3 0.674

CMP4 0.675
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CMP5 0.714

CMP6 0.751

Consistent political 

ideology (CPI) 

0.7

CPI1 0.755

CPI2 0.911

Conflictual political 

ideology (CPI) 

 

0.52

CPI1 0.687

CPI2 0.716

CPI3 0.724

CPI4 0.756

Journalistic creativity 

(JC) 

0.509

JC1 0.676

JC2 0.759

JC3 0.803

JC4 0.667

JC5 0.650

 

Table 6.6 Discriminant matrix  

 Consistent 

media 

professionali

sm 

Consist-e

nt 

political 

ideology

Conflictual 

media 

professionali

sm

Conflict-

ual 

political 

ideology 

Journali-s

tic 

creativity

Consistent 

media 

professionali

sm 

0.716  

Consistent 

political 

ideology 

0.408 0.836  

Conflictual 

media 

professionali

sm 

-0.095 -0.122 0.713  

Conflictual -0.304 -0.186 0.399 0.721 
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political 

ideology 

Journalistic 

creativity 

0.304 0.263 -0.027 -0.204 0.713

 

In summary, the measurement model is valid after going through the testing 

of reliability, discriminant and convergent validity, and composite reliability. 

The above measurement model typically represents all constructs with noncausal 

or correlational relationships among them. However, according to Hair et al. 

(2009), a structural model based on the structural theory by specifying which 

constructs are related to each other.  

 

6.7 Structural model testing  

Structural model represents a set of structural equations and is usually 

depicted with a visual diagram. The structural relationship between any two 

constructs is represented empirically by the structural parameter estimate (path 

estimate). Structural models are referred to by several terms, including a 

theoretical model or occasionally a causual model. A causual model infers that 

the relationships meet the conditions necessary for causation. The researcher 

should be careful not to depict the model as having causual inferences unless all 

of the conditions are met (Hair et al., 2009). This study has to test the strength of 

path to predict the phenomenon (dependent variable).  Thus, this study employs 

bootstrapping that could help test the path strength. 

 

Bootstrapping  

Bootstrapping refers to, “an approach to validate a multivariate model by 

drawing a large number of sub-samples and estimate model for each sub-sample. 
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It estimates form all the sub-samples, are then combined, providing not all the 

best coefficients, but their expected variability and thus their likelihood of 

differing from zero; that is, are the estimated coefficients statistically different 

from zero or not” (Hair et al., 2009, p.2). The last step of the study is to run 

bootstrapping, as shown in the model (Figure 6.3), direct, indirect and total effect 

are shown between the independent variables, including consistent media 

professionalism, conflictual media professionalism, consistent political ideology 

and journalistic creativity.  

 

SRMR 

 The SRMR is necessary to test the path in which to see if the predicted 

correlations adequately explain the observed correlations between variables 

(Sarstedt et al., 2014). A value less than 0.08 indicated a good fit (Begle at al., 

2011), and the result shows that it is 0.055. To test the model’s explanatory 

power, this study examined the correlation of determination (R2). The adjusted 

R2 values obtained for journalistic creativity, consistent political ideology and 

conflictual political ideology were 0.131, 0.159, and 0.167, respectively.  

In confirming hypothesis 1a, consistent media professionalism will have 

positive effect on journalistic creativity (β= 0.201, p<.01). (β= -0.068, ns) fails 

to prove hypothesis 1b: conflictual media professionalism will have positive 

effect on journalistic creativity. (β=0.163, p<.01) confirming hypothesis 2a: 

consistent political ideology will have positive effect on journalistic creativity. 

(β=-0.140, p<.05) confirming hypothesis 2b: conflictual political ideology will 

have negative effect on journalistic creativity (see Table 6.7).  

H3a and H3b are to see whether consistent media professionalism and 

conflictual media professionalism will have positive effect on consistent political 
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ideology and conflictual political ideology respectively. (β= 0.408, p<.001) 

confirming hypothesis 3a: consistent media professionalism will have positive  

effect on consistent political ideology. (β=0.399, p<.001) confirming hypothesis 

3b: conflictual media professionalism will have positive  effect on conflictual 

political ideology (see Table 6.7). 

 

Table 6.7 Summary of model testing results and path coefficients 

Hypotheses Path coefficients

 

t-value p-value 

 

Hypotheses

H1a: Consistent Media 

Professionalism 

Journalistic Creativity 

0.201** 3.304 <.01 Supported

H1b: Conflictual media 

professionalism  

Journalistic creativity 

0.068 (n.s.) 1.133 NS Not supported

H2a: Consistent Political 

Ideology Journalistic 

Creativity 

0.163** 3.183 <.01 Supported

H2b: Conflictual political 

ideology Journalistic 

creativity 

-0.14* 2.257 <.05 Supported

H3a: Consistent Media 

ProfessionalismConsistent 

Political Ideology 

0.408*** 8.789 <.001 Supported

H3b: Conflictual Media 

Professionalism 

Conflictual Political 

Ideology 

0.399*** 9.3 <.001 Supported
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Figure 6.3 Journalistic creativity model 

 

6.8 Model testing result 

There is no significant effect of conflictual media professionalism on 

journalistic creativity. However, consistent media professionalism, consistent 

political ideology and conflictual political ideology have significant effect on 

journalistic creativity. Consistent media professionalism and consistent political 

ideology have a positive relationship with journalistic creativity; whereas, 
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conflictual political ideology has negative relationship with journalistic creativity, 

which can be explained that creativity commonly takes place at the conforming 

environment, and people hesitate to demonstrate to demonstrate creativity if the 

political environment is unfavorable.  

 

6.9 Chapter summary 

 This chapter summarized the survey results for 405 from Year 1 to Year 4 

undergraduate students who all have a communication background from four 

local universities in Hong Kong. The questionnaire survey was adopted from two 

major parts of this study: (1) the validated scale from previous literatures, which 

have been presented in the previous chapter; (2) items that sprung up from the 

in-depth interviews with elitist and experienced journalists. In this chapter, the 

causual relationships of consistent political ideology, consistent media 

professionalism, conflictual political ideology and conflictual media 

professionalism to journalistic creativity were estimated in Partial Least 

Structural Equations Modelling (PLS-SEM), in order to test the model structure 

of the journalistic creativity model (JCM). Both consistent media 

professionalism and consistent political ideology have significant relationships 

with journalistic creativity, supporting hypothesized relationships in the model 

framework. Conflictual political ideology was also found to significantly affect 

journalistic creativity, with a negative relationship. However, conflictual media 

professionalism was found to be having no relationship with journalistic 

creativity. On the other hand, consistent media professionalism was positively 

correlated with consistent political ideology; and conflictual media 

professionalism was positively correlated with conflictual political ideology.  

The result shows that media professionalism and political ideology play a 
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significant role in constituting journalistic creativity. In light of the findings 

shown from the conduct of the survey, the respondents helped identify that the 

conflictual and conforming news environment, from the perspective of media 

professionalism and political ideology could make a significant difference in 

creativity. 

Young journalism students, cadet journalists or some journalists-to-be 

acknowledged that there is creativity in the newsroom routine. This is much 

related to general newsroom environment. The conflictual environment, when 

one’s writing is obstructed by the political ideology and “rules” imposed by 

media professionalism, journalistic creativity is not enhanced by being affected. 

Significant result is found in the relationship between conflictual political 

ideology to journalistic creativity. It is found that the more conflictual the 

political situation that potentially affects the benefits of the newsroom, reporters’ 

creativity will decline accordingly, it makes a negative relationship between 

them. Along the same line, conflictual media professionalism and journalistic 

creativity forms a non-significant relationship with journalistic creativity. It 

points out that reporters would not risk media professionalism to achieve 

journalistic creativity, and even there is a clear obstacles imposed by 

professionalism, they will not adopt creativity to smash the “boundary of media 

professionalism”.  

  However, with the conforming environment, consistent media 

professionalism and political ideology create a room for creativity, as a stable 

environment allows them to put the energy and passion into advancing their 

work. Overall speaking, consistent media professionalism had a higher ability to 

explain for the levels of journalistic creativity than consistent political ideology 

in explaining journalistic creativity found. Along the same line, consistent media 
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professionalism is positively correlated with consistent political ideology; and 

conflictual media professionalism, on the other hand, positively correlated with 

conflictual political ideology. The empirical support for this heuristics findings 

have suggested that journalists have been facilitating journalistic creativity 

greatly when the environment allows them to, and they will not sacrifice 

breaking the “limit” of the newsroom, for instance, media professionalism which 

is highly regarded by the reporters when they enter journalisms school. Political 

pressure, pertinent as it is, which brings potential hurts in the capital of the news 

publications, will in turn deter people from being creative in their news routines.  
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CHAPTER VII: DISCUSSIONS 

7.1 Introduction 

 This chapter presents a summary on the research questions, hypotheses and 

findings of the study. A discussion of the in-depth interview process with select 

frontline media practitioners follows, as well as further discussion of the survey 

study which suggests the relationships among the independent variables: 

consistent media professionalism, consistent political ideology, conflictual media 

professionalism and conflictual political ideology, and dependent variable, 

journalistic creativity. This chapter discusses the ways of achieving journalistic 

creativity within conflictual and conforming environments as well as the possible 

hurdles and challenges that reporters have to face and overcome in the coming 

epoch of more developments in communication, media, and technology. This 

chapter finally concludes with the theoretical and practical contributions and 

limitations of the study.  

 

7.2 Objectives and research questions 

 Here, the objectives of this study are iterated: (1) to understand the 

definition of journalistic creativity, including the four variables hypothesized to 

be determinants of journalistic creativity; (2) to empirically test the causual 

relationships between the said four variables and journalistic creativity, and 

estimates the parameters of the causual relationships. The objectives are to be 

attained by answering the following guiding research questions.  

 

RQ1. What is meant by journalistic creativity? 

1a. What is the definition of journalistic creativity in relation to media 

environments? 
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1b. What are the different dimensions of journalistic creativity? 

 

RQ2. What are the factors that facilitate journalistic creativity in 

journalistic environments? 

2a. Is consistent media professionalism causally related to journalistic 

creativity in media environments?  

2b. Is conflictual media professionalism causally related to journalistic 

creativity in media environments? 

2c. Is consistent political ideology causally related to journalistic creativity 

in media environments? 

2d. Is conflictual political ideology causally related to journalistic creativity 

in media environments? 

 

RQ3. What are the relationships between these factors? 

3a. Is consistent media professionalism causally related to consistent 

political stance in media environments? 

 

3b. Is conflictual media professionalism causally related to conflictual 

political stance in media environments? 

 

 Earlier, six hypotheses were developed to test the relationships in answering 

the research questions stated above. Each of the hypotheses as well as the results 

of hypothesis testing are discussed below. The subsequent discussions will also 

provide details on how the statistical results explained that the hypothesized 

relationship between consistent media professionalism and political ideology 

with journalistic creativity were significant, as pointed out in the results; in 

addition, details will show that conflictual political ideology is negatively 

correlated with journalistic creativity, and that only conflictual media 

professionalism is found having no relationship to journalistic creativity. This 
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result, therefore, suggests that journalists tend to be creative when the 

environment allows them to; they also tend not to go beyond the boundary of 

journalism in their attempts to catch their readers’ eyes. Moreover, consistent 

political ideology seem to offer a favorable environment for the reporters to work 

creatively, without much political interference. Meanwhile, when a hurdle is 

seemingly imposed by the political environment, reporters tend to be less 

creative. In general, the conforming environment (consistent political ideology 

and consistent media professionalism) and the conflictual environment 

(conflictual political ideology and conflictual media professionalism) are found 

to be correlated to journalistic creativity because reporters see a need for 

creativity when they are allowed, for the survival of the industry.  

 

7.3 Hypotheses testing results 

7.3.1 Consistent media professionalism (CMP) 

H1a: Consistent media professionalism will have a positive effect on 

journalistic creativity.  

 This hypothesis posits that there is a positive and significant relationship 

between consistent media professionalism (CMP) and journalistic creativity (JC). 

The data analysis suggests that such a relationship exists, thereby, Hypothesis 1a 

was supported.  

In Chapter Three, we defined media professionalism and journalistic 

creativity. Media professionalism refers to “the idea that journalists are 

independent professionals with technical skills who serve the public by 

following a set of shared values, norms and ethical codes in their work. The 

shared values and norms include objectivity, accuracy, neutrality, fairness, 

timeliness” (So & Chan, 2007, p. 150). On the other hand, journalistic creativity 

is defined as a journalist’s process or skill of following the rules and procedures 
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of the organization, for example producing work that is both novel and 

appropriate, that si to say a creative text (Fulton, 2009). Along the same lines 

with the abovementioned definitions, media professionalism is generally upheld 

by reporters, and in this study, it is divided into two major dimensions, namely 

normative and cognitive dimensions. Creativity, especially in journalism, relies 

heavily on the cognitive dimension of media professionalism, wherein we can 

find that reporters are not only curious individuals but also creative practitioners 

who utilize their brains to produce “novel work”. It is even said that, “a 

responsible journalist might have to produce critical stories about advertisers or 

risk boring or upsetting readers with unwelcome but significant new information. 

To fulfill this mission requires skills, creativity, and a mastery of journalism’s 

most savvy strategies” (Gardner et al., 2002, p.179). The brains of the savvy 

journalists help develop the best stories, as we can see from every year’s prizing 

ceremony from Pulitzer Prize and also the Society of Publishers in Asia (SOPA). 

In 2015, one of the awardees, Harry Harrison, shared his experience in drawing 

cartoons for the Occupy Central, and he has to stick to facts even if his work is a 

cartoon (HKBU-SOPA Award Winners Forum, 2015). They can opt to create, 

however, they must also find out solutions based only on the facts of a story. 

Journalistic creativity, which goes well with the meaning of novelty is, thus, “a 

creative idea or work [that] must be novel. Yet novelty is not enough, because a 

novel idea may be ridiculous or nonsensical; many dreams are novel but rarely 

have any impact on the world after breakfast. In addition to novelty, to be 

creative an idea must be appropriate, recognized as socially valuable in some 

way to some community” (Sawyer at al., 2003, p.20). Creative journalistic work 

must, therefore, make an impact to the world.  

Apart from the cognitive dimension, the normative dimension equally plays 
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a significant role. The normative dimension sticks to the “very nature of 

journalism”, in that people have to conform to the ethics and standards of the 

industry. Donahue et al. (1997) mentioned the different levels of ethical 

constraints, for instance, “the conflict among power groups is more likely to 

result in the public reporting of individual deviances as well as group differences” 

(p. 97). In other words, objectivity and fairness are generally considered the 

golden rules for journalists to maintain, no matter which side a journalist stands. 

Although acting as gatekeepers of accurate information and fair 

presentation of news facts in day to day journalism, journalists also see newness 

as a must as the “new” is a highly perishable commodity (Fishman, 1997). Thus, 

the monotony of simply stating the facts are given a new sound, and made more 

presentable. This is no different from how experienced journalists make use of 

media professionalism by presenting information that the audience might not be 

aware of or might have neglected. Journalistic creativity is almost like seeing 

important facts that the audience cannot yet see—thus echoing the idea of 

creativity as presenting something new or what others have not yet reported. This 

is what journalists consider a huge responsibility, in line with the professionalism 

that they uphold.  

 

H3a: Consistent media professionalism will have a positive effect on consistent 

political ideology.  

 This hypothesis posits that there is a positive and significant relationship 

between consistent media professionalism (CMP) and consistent political 

ideology (CPI). The data analysis suggests that such a relationship exists, thereby, 

Hypothesis 3a was supported.  

 Consistent political ideology refers to the situation when one does not feel 

incompatible with the existing political environment. Consistent media 
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professionalism has a tight relation to consistent political ideology because of 

one’s compliance to the interests and the culture of the news organizations. 

Concerning “the ideology of professionalism”, Soloski (1997) asserted that 

professionals’ allegiances to the norms of their profession will bring them into 

conflict when they (as reporters or news workers) tend to consider the profit 

motive of the business organization. Media practitioners, however, have to 

conform to the media environment and, consciously, this makes them even more 

obedient to the political environment so as not to affect the interests of their 

news organization in an unfavorable way as they understand that their means for 

living is supported by their jobs. Based on the interviews, most of the journalists 

likewise pointed out that they do not find themselves in a conflictual situation 

despite the political pressure on them—as they are the ones who understand the 

culture of news organization considered in terms of anticipatory socialization. 

Studies by Russo (1998) & Singer (2003) shed light on identification, or 

belonging into a particular human group, whereas news organizations are of no 

exception. As such, organization identification is a symbolic and psychological 

association with regard to the values of the reporters. Thus, most of the reporters, 

even before entering the newsroom, would have found their compatibility with 

the environment. In this study, conforming environment can well include the two 

variables, consistent media professionalism and consistent political ideology.  

 

7.3.2 Consistent political ideology (CPI) 

H2a: Consistent political ideology will have positive effect on journalistic 

creativity.  

 This hypothesis posits that there is a positive and significant relationship 

between consistent political ideology (CPI) and journalistic creativity (JC). The 

data analysis suggested that such a relationship exists, hence, Hypothesis 2a was 
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supported.  

Political ideology is defined as “the perception of political influence on the 

media” (Leung and Lee, 2015, p. 297). By this definition, political ideology 

though intangible, however, makes an effect on creativity. This can be 

interpreted that if reporters do not need to go over major hurdles about politics, 

they could exercise creativity more freely. It is said that communication, 

knowledge, and creativity are interlinked, as IT and public sphere serve 

idealistically for creativity to take place (Sales & Fournier, 2007). Political 

ideology may otherwise be regarded as an ugly word, but when reporters refer to 

this, they think of it as a set of values, specifically applied in the working 

environment. Thus, Gardner et al. (2001) drew their concept of political ideology 

from the field of journalism: “as sets of symbols, domains exist only as ideas and 

values” (p.24), and these are what people in the field exercise (referring to the 

political values reflected in the field).  

In light of this, the conforming environment is there to help provide 

practitioners (individuals referred to by Gardner) a good “condition” to produce 

novel work. Consistent political ideology has been argued to exist in the media 

system, following the observation of Engesser & Franzetti (2011) and Lambe 

(2002) that there is a dependent relationship between media and politics (for 

example, political communication, media democracy, and media censorship). 

The aforementioned factors seem to contribute to understanding why reporters 

working under different political ideologies will nevertheless be willing to do 

more creative work than those who work within a relatively conflictual political 

ideology scenario. If such individuals work in a relatively more liberal 

newsroom, they tend to be less conservative and willing to write anti-policy 

stories. This view is also well supported by Breed (1997) in asserting that “a 
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liberal paper (e.g., PM1) can be biased too, but it is clear that few liberal papers 

exist among the many conservative ones. It should also be stressed that much 

news is not concerned with policy and is therefore probably unbiased” (p. 327). 

The focus of the work thus shifts from doing censorship work or carrying out 

preventive measures to protect the newspapers’ profits. In addition, empirical 

findings from the interviews also show that individuals seldom face political 

pressure, and even so, reporters could nevertheless talk to their editors and 

negotiations could be made. In some even more critical situations, or if the 

incidents are related to the government (e.g., involving corruption cases or 

whistleblowers that implicate political party members or government officials), 

newspaper organizations would take the risk uncovering the stories by 

greenlighting these stories to be published on the newspapers.  

 

7.3.3 Conflictual media professionalism (CMP) 

H1b: Conflictual media professionalism will have no effect on journalistic 

creativity.  

 This hypothesis posits that there is a non-significant relationship between 

conflictual media professionalism (CMP) and journalistic creativity (JC). The 

data analysis suggests that such a relationship exists, thereby, Hypothesis 1b was 

supported. 

This result is in line with the conclusion that we can obtain from the prior 

interviews with elite and experienced journalists. They have emphasized in their 

interviews that there should not be an “giving up” of media professionalism in 

their work (Tuchman, 1973; Molotch & Lester, 1974; Eliasoph, 1988); along the 

same lines, all journalists in the interviews have asserted that creativity should 

live within the boundary of media professionalism, and nothing should go 
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beyond media professionalism. Following strict headlines, the formats of the 

newspapers, the stance of the news organizations, and understanding the rules 

and ethical standard of the media industry serve as golden rules of being 

journalists. They take this as their obligation to consciously comply with, as if 

following a law that every individual should understand and practice accordingly. 

Whether consciously or not, being a reporter entails being fair and just, 

otherwise, the profession of journalism might be tarnished, especially at 

situations where hegemony takes place; thus, as Reese (1997) observed: “the 

editing process was asserted to have worked to perfection. Three strategies of 

repair were employed: (a) disengaging the reporters’ values from the news; (b) 

reaffirming journalistic routines, especially the editing process; and (c) 

marginalizing and minimizing the man and the effectiveness of his message” 

(p.435).  

While it can be surmised that journalists can strictly observe media 

professionalism, this does not equate to blindly conforming to the news 

organizations’ policies. More than that, it entails upholding the professionalism 

of the journalism industry as a whole. Thus, the professionalism of journalists 

rests heavily on their own judgment, and their autonomy to handle whatever 

news stories they pursue. As pointed out in Ideology and News written by 

Berkowitz (1997), this exercise of professionalism is “a subconscious set of 

values and interpretations that stem from the dominant power base in a culture. 

Journalists are still at the core of this focus because they are the ones who evoke 

ideological interpretations of situations during the act of observing and reporting 

the news, journalism appears as a shared culture among those who practice it—a 

professional ideology. Journalists look to each other to learn the news is 

“supposed to go” and they unconsciously police the instances where news and 
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newswork practices stray from the ideological mold of the profession” (p.397). 

In other words, it can be suggested that journalists actually guard their 

professions, and the use of creativity is only a means to an end, which does not 

override the very nature of journalism. Journalists agree to creativity only 

because it helps advance the industry, and keeps the business running. But should 

anything contrary to media professionalism arise, regardless if it is creative or 

related to creativity, reporters would rather not risk going beyond this limit. 

Deuze (2005b) shared similar thoughts by revealing three major points: (1) 

journalists provide a public service; (2) journalists are neutral, objective, fair and 

(thus) credible; (3) journalists must enjoy editorial autonomy, freedom, and 

independence. Should anything go astray, it would then be considered conflictual 

media professionalism, thus discouraging further creative thoughts within the 

industry. Given that the respondents from the surveys are journalism students, 

they may be less courageous to override the rules, and that is why in the 

interviews, some of the experienced media practitioners stand firmly that at some 

points, they have to give it up and go for a creative piece of news work.  

 

H3b: Conflictual media professionalism will have positive effect on conflictual 

political ideology.   

This hypothesis posits that there is a positive and significant relationship 

between conflictual media professionalism (CMP) and conflictual political 

ideology (CPI). The data analysis suggests that such a relationship exists, thereby, 

Hypothesis 3b was supported. 

Conflictual media professionalism, in this study, refers to two important 

dimensions previously mentioned: normative and cognitive. As such, we can see 

that conflictual media professionalism brought about by the cognitive aspect 

seems to have a not so tight connection with conflictual political ideology 
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because the political ideology of the news organization, as well as outside factors, 

are not substantially affecting the skills of media practitioners. However, there is 

a different scenario when it comes to the normative aspect, which largely reveals 

the commitment and ethics upheld by media practitioners. 

In effect, the political ideology of the news organization, not to mention 

other external factors, can act as invisible hands that nudge media practitioners.  

Take for example a situation where a media practitioner works for a 

relatively conservative news organizations or agency; one tends to comply with 

his or her role as reporter while, at the same time, conforming to the policy as 

part of his or her employee responsibility. As Breed (1997) contended, these 

individuals perform not only under institutional authority and sanctions but also 

in response to their esteem for superiors and their feelings regarding their 

obligations. In light of these factors, if individuals tend to be conflictual to the 

abovementioned situations, they feel more likely trapped in the conflictual 

political ideology. More importantly, when they deem the political environment 

conflictual to their personal political values, they are more likely to go against 

their organization’s policy, and risk hurting their company’s interests in pursuit 

of (reporting) what they think is right. Thereby, conflictual media 

professionalism leads to conflictual political ideology.  

 

7.3.4 Conflictual political ideology (CPI) 

H2b: Conflictual political ideology will have negative effect on journalistic 

creativity. 

This hypothesis posits that there is a negative and significant relationship 

between conflictual political ideology (CPI) and journalistic creativity (JC). The 

data analysis suggests that such a relationship exists, thereby, Hypothesis 2b was 

supported. 
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Conflictual creativity, however, is completely opposite to consensual 

creativity. Having said that, with respect to the domain of journalism, conflictual 

creativity arises when media practitioners find themselves unable to compromise 

with the existing political ideology; in that regard, conflictual political ideology 

acts as a deterrent for journalistic creativity to thrive in the journalism industry. 

This can be exemplified by how novice practitioners such as interns or student 

reporters cautiously act in the face of political pressure; thus, suggesting that 

there is a negative relationship between journalistic creativity and conflictual 

political ideology. As they often have the least negotiation power—say, whether 

or not to keep a “politically correct” article—these novice journalists may 

succumb to the power struggle between the editors and reporters. Knowing that 

they could not yet ably judge how much their news organizations are susceptible 

to public opinion, novice journalists tend to be more reluctant in adopting 

methods of journalistic creativity in pursuing and presenting ideas that may have 

critical political implications as it would be tantamount to risking their budding 

careers. For more seasoned reporters, knowing how to turn their 

politically-charged stories involves a subtler use of creativity—these range from 

tactfulness in their style of writing to the use of different figurative speech to 

simply insinuate ideas—a skill that almost always requires extensive experience 

that beginning journalists do not yet possess. 

As demonstrated by the conducted interviews with experienced and elite 

reporters, it can be observed and surmised that when reporters encounter a 

conflictual situation, there is always an option of consulting with their editor/s, 

whose advice tend to be valuable in these situations, and then modifying the 

content of the news itself to avoid the loss of potential customers. Besides, 

because these are experienced journalists, they have more mingling power to 
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make their stories heard by others. Therefore, some newspapers may take sides 

in covering or responding political events more explicitly than others; take, for 

instance, Apple Daily of Hong Kong in its avid promotion of democracy and 

autonomy of Hong Kong, or The Mirror of the UK in its strong view regarding 

the choice of a future leader. Although more often, the major decision making is 

carried out by the more seasoned group of reporters, who are emboldened by 

their proven experience—although their political point of view may be no 

different from the opinions of mere interns or student reporters. 

 

7.4 Theoretical contributions 

  This study, hence, contributes to two major aspects; the first aspect accounts 

for the dimensions of journalistic creativity. The results suggest that consensual 

creativity is found in a conforming environment, whereas, conflictual creativity 

is found in a conflictual environment. Furthermore, the said outcome suggest that 

two driven factors, media professionalism and political ideology come into play 

in contributing to journalistic creativity—something that prior studies have not 

yet focused on. 

 

7.4.1 Two dimensions of journalistic creativity 

Following the above discussions, this study can ably conclude that a 

conforming environment, including the conditions of consistent media 

professionalism and consistent political ideology, could constitute the formation 

of journalistic creativity. Whether the situation is skin deep or marrow deep, it 

can be said that practitioners tend to “follow customs almost unconsciously or 

with only a surface interest” (Allport, 1954, p.271), although more often than not, 

the conforming environment has a functional significance in all kinds of 
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circumstances. In this study, a consistency of media professionalism can help 

sharpen the journalistic work while, at the same time, meeting the conventional 

standards in terms of ethics and skills; likewise, a consistency in political 

ideology can serve as a factor in improving the confidence of media practitioners 

in a way that they prioritize their journalistic work instead of merely fighting 

against the political pressure brought into their working environment (which 

could affect their careers in the long run). On the other hand, an inconsistency in 

political ideology can deter media practitioners because, apart from their interest 

in preserving their careers, they generally understand that their editors certainly 

turn down their creative pieces, citing how, for instance, these can affect their 

advertising revenue vis-avis the intangible yet devastating political pressure 

inside and out. In addition, conflictual media professionalism is not in the 

consideration of journalistic creativity, meaning that the reporters will not risk 

their profession while prioritizing their exercise of creativity.  

 

7.4.2 An Add-on to Csikszentmihalyi’s creativity model  

This study also helps add details into Csikszentmihalyi’s creativity model.  

Csikszentmihalyi (1996) once suggested that there is a field, a structured body of 

knowledge, and an individual working within the system—a model that 

represents three crucial elements, the first of which is culture, or the learned rules 

that control human behavior, for example, thoughts, emotions and beliefs, as 

mentioned in Chapter Two. It is important to remember that within these 

structures, a journalist exercises agency and can use expectations to enable their 

action and generate work that is both novel and appropriate, thus producing a 

creative text. This model tells us that creativity takes place in the domain of 

journalism, and more than that, it highlights the relationship between the other 
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two important elements: the individual, and the field in relation to the culture 

(see Figure 7.1). This journalistic creativity model adds thoughts and details into 

the two major elements as shown in Csikszentmihalyi’s creativity model, 

including field and individual. This study pinpoints how individuals react to the 

field and domain through the two key factors: media professionalism and 

political ideology. It also proves how individuals produce novelty to society, and 

how the field and the society are likely to be affected by the political pressure 

and the pursuit of professionalism, for example, following the rules and 

regulations of the industry and related news organizations. With respect to these 

factors, we validate the creativity model by specifying the roles of 

professionalism and political influences. Creativity is not at the personal level, 

but also a reaction to the inside-out environment, and media practitioners may 

not consciously notice this. 

 

 

Figure 7.1 Csikszentmihalyi’s creativity model. 
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Figure 7.2 Journalistic creativity model. 

7.5 Social implications 

  Journalistic creativity can be considered a way to get around the ban. When 



‐ 217 ‐ 
 

used wisely, it can serve as “weapons of the weak” in speaking for the powerless 

or on behalf of society, not to mention how media practitioners can effectively 

use it to voice out their concerns and serve as the fourth estate to supervise the 

society. However, the methods of achieving journalistic creativity—the so called 

“tricks of the trade” which reporters accumulate only by way of hands-on and 

long term experience—are equally important as they prove very useful in dealing 

with either a conflictual environment (i.e., as “weapons of the weak”) or 

conforming environment (i.e., creative techniques that capture audiences).  

 

7.5.1 Methods to achieve journalistic creativity 

As mentioned earlier, the two major dimensions of creativity are the focal 

points of this study, namely consensual creativity and conflictual creativity. To 

conclude this chapter, a discussion of the different ways the two can be tackled 

as suggested by this study’s group of media practitioners follows. 

For consensual creativity, optimally, when there are no conflicts between 

media professionalism and political ideology, both inside-out, then we can 

conclude that five ways could be carried out to enhance the attractiveness of the 

news article itself. The presentation skill is the key. First and foremost, most of 

the reporters agree that raising a unique news angle is of utmost importance. 

Harcup & O'neill (2001) accounted for “unexpectedness” and put forward the 

idea that the news angle is most salient, hence its considerable prominence. 

Second, reporters emphasize the need to add “flavors” to the stories. These, in 

fact, point to the delicate features of the stories, or what reporters always 

mention: details. The meaningfulness and the depth of the stories often depend 

on the details of the stories. Third, raising a hypothesis is also a way to achieve 

journalistic creativity as it also involves the process of thinking, and eventually 
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arriving at an excellent story (by virtue of the hypothesis). This is perhaps why, 

as McQueen & Roley (1993) stated, the daily financial news response of stock 

prices to news about inflation creates impact to society despite it being merely 

hinged on a volatile speculative angle. Fourth, reporters adopt innovative writing 

and presentation skills. This innovativeness comes when reporters think about 

how to write the stories in a different manner, for example, when they use 

Question-and-Answer (Q & A) format to present ideas. Lastly, reporters catch up 

with new media trends while understanding that old media could no longer 

survive alone; hence, the use of online media (i.e., news websites) in sharing the 

short version of the stories to let the audiences obtain the most up to date 

information from their digital devices. In this manner, old media has actually 

turned into social media, especially when these present real time (live) reporting 

with the detailed narrations at the back. This shift to new media may also explain 

how reporters are becoming more cautious about the length of their stories’ titles; 

given the relatively shorter “air time” and the manner by which readers swiftly 

move from one article to another, titles shown on websites are longer (i.e., to 

give more clues about an article in a snap) than those published via traditional 

media, which require readers more time to peruse.  

For conflictual creativity, it has been found that when conflicts arise—when 

an individual’s journalistic work clashes with conflictual media professionalism 

and conflictual political ideology—journalists will have to find and perform 

various ways of ensuring that their articles get published. In light of this, 

reporters, firstly, pose a challenging question which they expect to be answered 

accordingly. Typically, when pursuing political stories, reporters who have a 

good grasp of the issue ask appropriate and very tactful questions so as to elicit 

hidden messages. This process requires good observations, a keen understanding 
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of the context, and an extensive experience in the field. Often, political stories or 

social issues generally take longer than expected. While these news events take a 

long time to unfold, some may only take one day—such as accidents or other 

so-called “breaking news”. Hence, the longer a news event takes place, the more 

it entails in-depth and insider information. This brings us to the second point; 

when reporters delve into the news stories, they also consider re-arranging the 

facts to allow an unfolding of the stories’ truth. This is typically done by 

spreading out the timeline of the event, and attempting to uncover what is 

concealed by the political parties involved. This is actually a wise move because 

the reporters and the news organizations could keep their jobs and business while, 

at the same time, realizing their journalistic roles. Thirdly, reporters adopt 

innovative news presentations to avoid banned stories—a technique that is both 

applicable to the conforming and conflictual environment. This creative process 

involves highlighting the key elements of the news stories, so as to keep the 

stories surviving despite media practitioners encountering unfavorable and rough 

political scenarios.  
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CHAPTER VIII: CONCLUSION 

8.1 Problem and summary of the findings 

  As revealed in previous chapters of this study, relatively few scholars 

carried out research that could bridge the three isolated terms: “media 

professionalism”, “political ideology” and “journalistic creativity”. Likewise, 

few also made connections between journalistic creativity and the media 

environment. Thus, this study brought together two important aspects, 

conforming and conflictual environment, wherein media professionalism and 

political ideology are divided into two major categories, consistent and 

conflictual. In this concluding chapter, I recount the research problem and a 

summary of the findings, the significance of the study, the contribution of the 

thesis, and further include the study’s implication and directions for future 

research, as well as its known limitations.  

  The present study put forward the following guiding research questions. 

 

RQ1. What is meant by journalistic creativity? 

1a. What is the definition of journalistic creativity in relation to the media 

environments? 

 1b. What are the different dimensions of journalistic creativity? 

 

RQ2. What are the factors that facilitate journalistic creativity in 

journalistic environments? 

2a. Is consistent media professionalism causally related to journalistic 

creativity in media environments?  

2b. Is conflictual media professionalism causally related to journalistic 
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creativity in media environments? 

2c. Is consistent political ideology causally related to journalistic creativity 

in media environments? 

2d. Is conflictual political ideology causally related to journalistic creativity 

in media environments? 

 

RQ3. What are the relationships between these factors? 

3a. Is consistent media professionalism causally related to consistent 

political stance in media environments? 

3b. Is conflictual media professionalism causally related to conflictual 

political stance in media environments? 

 

 In response to the above research questions, the following conclusions are 

drawn from the previous chapters, all of which have shed light on the matter of 

journalistic creativity. First, the findings suggested the need for journalistic 

creativity in the hustle and bustle of today’s world. To date, people continue to 

demand information that is instant and snappy. This brings us to the second point, 

in that journalistic creativity plays a necessary role to keep the journalism 

business running. It is not merely a slogan but an actual trend for both traditional 

media and new media. As traditional media is increasingly becoming digital and 

social, the line between old and new media is blurred; yet the very nature of 

media remains, and it is to present the facts, disseminate information, and arouse 

public attention. This furthers our findings to conclude that, thirdly, journalistic 

creativity proves useful in finding new techniques to hold the audiences’ 

attention.  

 My thesis relied on several interviews with experienced reporters and 
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editors, in order to build upon their definitions of journalistic creativity. This is a 

relatively narrow subject matter, although it also ties to a larger arena. From the 

micro-perspective, this study looks closely at the ways journalistic creativity 

might be achieved, typically exemplified by the way journalists tried getting 

around the ban to achieve creativity in their news work. At the same time, this 

study has also taken a more macro-perspective to look at how might media 

practitioners interact with the social environment (politics and profession), where 

running the news organization is also driven by profit. This a must in this day 

and age as “journalism is facing changes that confront traditional practices of 

news dissemination [while] The Internet is reconfiguring previous practices of 

journalism, and the traditional gatekeeping approach of news production is 

continuously evolving” (Chung, 2007, p.44), thus affecting profit. Hence, any 

political pressure that would further add burden on the revenue is deemed fatal to 

the business.  

At the same time, this thesis also presented how the audiences are expecting 

the news industry to stand firm and uphold media professionalism, by trying to 

be as fair as possible in reporting the truth. This research has covered a number 

of award winners in journalistic work, including news reporting, feature writing, 

financial reporting, and also documentary, et cetera. Based on Csikszentmihalyi’s 

model of creativity (1996), this study developed a contemporary “journalistic 

creativity model” in order to take a closer examination over the two major 

elements that Csikszentmihalyi put forward: “people” and “field”. This updated 

model also enabled us, to see media professionalism and political ideology, the 

key factors that affect both people and the field to pursue creativity as freely as 

possible. Based on this, this study further theorized the relationships of 

journalistic creativity (conflictual and conforming), consistent media 
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professionalism and political ideology, and conflictual media professionalism 

and political ideology, alongside the findings in Chapter Five and Chapter Six. 

 In summary, this thesis concerned itself with how creativity in journalism is 

connected with the environment (field), and how creativity could be well used in 

the journalists’ work. All in all, this study revolved around “journalistic creativity” 

(the ways to get around the ban), the “field” (the conforming and conflictual 

environment), and the “intangible driving factors” (media professionalism and 

political ideology).  

 

8.2 Significance of the study 

This part presents a concluding summary of findings.  

(1) A supplement to Csikszentmihalyi’s model of creativity  

This study addressed the problem of journalistic creativity as somewhat 

neglected in Csikszentmihalyi’s model of creativity (1996), thus contributing to 

it practically and theoretically. First, the major practical contribution was to nail 

down journalistic creativity in the journalism industry, and define what might be 

called journalistic creativity. Journalistic creativity can be considered a “trick of 

the trade”, and this trick manifests within media professionalism, but is also 

affected by conflictual political ideology. Yet, previous empirical studies of 

creativity were not highly linked to journalism studies. In this day and age, 

however, creativity becomes a technique to revive the supposedly dying industry. 

While traditional media boasts of having the advantage of its long and 

established history (the first newspaper in Europe appeared in 1605 according to 

Weber, 2006), journalistic creativity proves a crucial factor in its constant 

revitalization and, consequently, the shift to new media—in terms of creative 

presentation, innovative news writing, mutable layout designs, different news 
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patterns, and a wide range of figure of speech, among others. In light of this, 

journalists see the need to keep advancing their professionalism, and at the same 

time, face the reality that all media practitioners deal and interact with the 

ever-changing and highly competitive news environment, a scenario observed as 

early as Graham’s (1997) Personal History, which recollected her hardship about 

her profession in Washington Post. These narratives echoed Csikszentmihalyi 

(1996) in putting forward the interaction between the field, person and domain, 

although the same did not point out the end product and the possible societal 

impact, particularly the changes in terms of how the field shifted to merely 

featuring the facts to placing more emphasis on the overall presentation of these 

facts. Based on the interactions between people, field, and domain, this study 

suggested that the two major factors, media professionalism and political 

ideology, are correlated with journalistic creativity. These two major factors 

serve as the boundaries that media practitioners have to comply with. 

Futhermore, as political ideology cannot simply be taught by the journalism 

school or by one’s superiority in the field, it takes a great deal of experience for a 

journalist to feel and understand it, and in the end, comply with it. A main reason 

behind this goes down to a business decision: to avoid losses in advertising. This 

study’s findings showed that reporters can sometimes overcome this by 

employing journalistic creativity in their work; although several, especially 

novice journalists refrain from taking a risk that may harm the news business, 

thus creativity is negatively correlated to this phenomenon.  

 

(2) Different ways of achieving creativity 

 The findings of this research were able to offer more knowledge on this 

phenomenon by pointing out the social implications of journalistic creativity. 
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More than that, the findings suggested various ways for media practitioners to 

achieve better work by employing different methods as suggested by this study’s 

interviewees. 

Most importantly, two dimensions of the news dimensions emerged: 

consensual and conflictual. Findings unraveled the fact that creativity could only 

manifest in a conforming environment. In a rough time, for instance, under 

conflictual political environment, media practitioners tend to refrain from 

practicing journalistic creativity. This specific finding has never been pointed out 

by previous literature; thus, we can surmise that creativity is more often found in 

more comfortable news working environments.  

 

(3) Nail down the dimensions of journalistic creativity 

 In essence, form a practical point of view, this study is able to revisit the 

concept of creativity in general. On one hand, according to Rhodes (1961), 

creativity requires four major elements, which include person, process, press and 

products. On the other hand, Kharkhurin (2014) contended that novelty, utility, 

aesthetics, and authenticity serve as the major four dimensions in measuring 

journalistic creativity. Meanwhile, this study advanced that journalistic creativity 

only covers two major aspects, namely the aesthetic and the utility, both focusing 

highly on the audiences’ perception and the nature of truth. In light of this, this 

study brought forward the idea that journalists should consider practicing 

creativity, in a manner that places utmost importance on the journalistic work’s 

aesthetics and utility. 

 

8.3 Contribution of the thesis 

This study formed a thread that tied up the three isolated terms: “creativity”, 



‐ 226 ‐ 
 

“media professionalism”, and “political ideology”, hence a new model for 

journalistic creativity emerged. It created a new construct for measuring 

conflictual political ideology, a concept that is not very commonly linked to 

creativity given its often lack of context. By citing the two dimensions of the 

news environment: conforming and conflictual, this study made obvious the 

context by which the concept of conflictual political ideology can now be linked 

to creativity, this new concept could be ground breaking for people who might be 

interested in exploring the concept of creativity in other environments. Pertinent 

as it is, this study’s journalistic creativity model could serve as a new arena for 

potential researchers to look at. This thesis not only provides a new model for 

future researchers to look at journalistic creativity but also offers a new height of 

looking at each relationship of the constructs in a conflictual and conforming 

environment. Focal concepts, for instance facilitating journalism and promoting 

organizations become the reasons for journalistic creativity to exist are provided 

so as to allow rooms for future development of research.  

 

8.4 Research implication and directions for future research 

  In this day and age, traditional media is having a tough time—tough in the 

sense that online media is attracting most of the audiences—thus more time and 

resources are being spent on its shift to new media to retain its audiences. As 

there is no clear defining line between traditional media and new media, the shift 

also entails creativity as key to the media industry’s survival. 

In putting forward the notion of a constantly changing and developing 

journalistic creativity in the field, this research uncovered two important 

variables which have been empirically tested in the previous chapters: media 

professionalism and political ideology.  
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Holistic theories have never failed to discuss issues regarding media 

professionalism and political ideology, for example, in research studies, political 

communication has always been included in major conferences like the 

International Communication Association (ICA), the International Association 

for Media and Communication Research (IAMCR), and the Association for 

Education in Journalism and Mass Communication (AEJMC). Nevertheless, the 

area still does not offer strong and tight links to the issue of creativity; often, 

major themes rest on how social media boost the participation of social 

movements, and how traditional and new media disseminate the most up-to-date 

information. However, journalistic creativity should not stand alone, as there are 

factors driving its formation in a highly competitive media industry, most 

important of which is the political factor and how it contributes to the rise of 

creative ideas under a tough environment. Researchers pursuing further studies 

should, therefore, try to focus on the political environment, and try to see if more 

dimensions could be dug out. Likewise, other variables theoretically correlated 

to journalistic creativity, media professionalism, and political ideology should 

also be considered in future studies. This is not restricted to journalistic 

environments, as prior literature similarly pointed out; a similar concept of 

creativity can be gathered, from other environments such as children learning, 

e-learning, and creative art (art-jamming) (Tizard & Hughes, 2008; Walberg & 

Stariha, 1992; Kao, 1997).  

As a conforming environment per se serves as a good catalyst for 

journalistic creativity, a conflictual environment yet remains to be proven to act 

in a diametrically opposite way. Nevertheless, considering the results of this 

study, what is strongly revealed is that journalistic creativity has always been in 

the hands of the journalists—this affirms the former Chief Editor of Ming Pao 
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(2012-2014) in saying that the “Truth is inside our heart and the pen is on our 

hands”. Although journalists do not loosen their tight grip of professionalism, 

their exercise of journalistic creativity is never limited. In fact, what may be 

considered a crucial factor to help develop journalistic creativity is political 

ideology. Undoubtedly, an unfavorable political environment proves a hurdle for 

a precious gem as creativity to grow; yet it does not necessarily follow that 

creativity is impossible under such conditions. The journalistic creativity model 

proposed by this study could definitely add insights regarding how news 

organizations could create a better environment for individuals to exercise their 

creativity to a maximum. In other words, crucial to include the subject of 

journalistic creativity in future discussions—whether in academia or commercial 

realpolitik—thus, enough attention should be given to this issue as it is the key to 

keep the journalism industry running. In concluding this research, I leave the 

door open for future studies’ further developments in the construction of 

journalistic creativity  

 

8.5 Limitations 

The present study acknowledges a number of limitations, as follows. 

 

(1) Weak construct for a few variables 

First, in methodological terms, there were five constructs measured and 

tested in the aforementioned journalistic creativity model. However, as pointed 

out in the findings section, the Cronbach’s alpha was deemed low for the 

construct of consistent political ideology and conflictual political ideology; 

hence it may be attributed to the problem of arriving at a relatively weak finding. 

Future studies which rely on this may need to consider modifications on 

particular aspect of the methodoloy, so as to ensure a better result. 
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In addition, this study mainly focused on journalistic creativity instead of 

media creativity. Most of the respondents from this study’s interview pool were 

selected from the level of experienced journalists working in news reporting. A 

majority of them have been reporting hard news instead of soft news. At the 

same time, most of the interviewees have been working in an Asian context, 

while only a few came from overseas news companies or agencies. Therefore, 

this composition may tend to fail offering a generalized or overall universal 

scenario, something that is potentially considered an inadequacy in generalizing 

the media trend of this day and age.  

 

(2) Should explore other dimensions of journalistic creativity 

A more precise and global definition of journalistic creativity has been 

found wanting in this study, hence considered as another limitation. However, 

pursuing a broad definition may also likely result in over-generalization, another 

shortcoming. In addition, the term journalistic creativity is considered an 

umbrella term, which fails to distinguish the difference between traditional and 

new media’s more specific forms of creativity. In essence, via this study, we can 

see that journalistic creativity practiced in different media platforms actually 

entails various forms of creativity. It can thus be surmised, for the lack of a 

conclusive argument, that the spectrum of creativity has a tight relationship with 

the features of particular media platforms. Further studies could shed light on 

this.  

 

 (3) Widen the scope of exploring the concept of journalistic creativity 

Further studies could also advance this topic by bringing the hierarchies of 

newsrooms into the subject matter. While media professionalism could be a term 
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that every reporter is familiar with, it can be questioned whether giving up this 

so-called professionalism could mean that a reporter could no longer be 

considered a reporter (by duty, function, or profession). However, political 

ideology is also equally important and even strongly related to the positions one 

holds; hence, the conventional hierarchical argument that more senior reporters 

tend to have more bargaining power (i.e., in publishing news articles) than junior 

or novice reporters. The same applies to the editor or even chief editor, who 

arguably have more leverage in getting around the ban as compared to those 

below their ranks provided that they hold more power in the hierarchical system 

of news organizations. In other words, this hierarchy can prove a key component 

when explaining the journalistic creativity model developed throughout this 

study. In the future, it is a must to offer a more precise and accurate definition 

and conceptual explication of journalistic creativity. 

Meanwhile, this study also acknowledges that there were a few problems 

and risks encountered during the process of data collection and analysis: 

 

(4) Risk of social desirable answers 

First is the risk of eliciting social desirable answers. As all the face-to-face 

interviews were done between myself and the reporters, they might have had to 

uphold the principles of media professionalism, simply knowing that they are 

being recorded; hence, the outcomes might have been influenced by their giving 

a more desirable response. Future studies are encouraged to conduct the same 

method with young reporters when they are more green to the environment. 

 

(5) Subjective coding 

Second, subjective coding is a potential risk for this study. Coding involves 
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personal judgment and inductive coding. The coding process is often affected by 

own views and their values. However, this coding is later validated by the survey 

result, which could possibly address the said problem. 

 

(6) Larger and more representable samples for analysis 

Third, this study employs convenient samples to validate the model of 

journalistic creativity, and most of the respondents come from local universities 

in Hong Kong. Though the sample size is considered enough, it may fail to 

generalize into a universal condition, and may not entail the same results if the 

same survey items were used to measure the opinion of news workers already 

employed under news organizations for a long period of time.  

In this study, the journalistic creativity model is based on the creativity 

model which Csikszentmihalyi (1996) proposed to argue that creativity is linked 

to the novelty within a system of field, domain and person, by producing 

innovations. In the future, studies could delve into examining the creativity 

output among the news workers. That would definitely provide further insights 

into what positive impacts might be brought by journalistic creativity into the 

news work. More variables could be brought into the journalistic creativity 

model—for example, gender, news workers’ ability, their education level, and 

their interests—that would likely affect the present framework of journalistic 

creativity.  
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APPENDICES 

Appendix 1   Phase one instruments for face to face interviews 

 

Journalistic Creativity (Berglez, 2011) and Question-items initiated by 

researcher) 

1. Will you do any research before you approach the news? 

2. Will you try to understand the context behind? 

3. How do you appropriate the news, or in what way you collect the sources? 

4. In what way will you do the fact checking? 

5. How do you frame the story? 

6. How do you organize the story? 

7. Do you think journalism industry needs creativity? 

8. What do you consider creativity in journalism? 

9. What are the themes of the stories you find it creative (e.g. TV/ Radio/ 

Newspaper)? 

10. Please tell us one of best pieces you deem creative and tell us how 

distinctive/ creative the story is? 

11. In what ways you will suggest in order to attain creativity? How do you write 

a creative piece? You can answer from the below four perspectives: 

- Words and Languages  

- Lead and Angle  

- Story Ideas  

-Techniques  

12. You and others’ reporting/ editing: how did it start, has it changed, and if so, 
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in what ways? 

13. Covering the new issue: similarities/ differences in comparison with other 

types of reporting 

14. What are the obstacles in the editorial spaces (e.g. political stance/ editorial 

pressure)? 

15. Any struggle from yourself (your knowledge/ your professionalism) when 

writing the piece? 
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Appendix 2   Finalized questionnaire items for journalistic creativity 

 

Journalistic Creativity (Kharkhurin, 2014, p.347) 

Question numbers Items 

Q42 Creative work is perceived as such by a recipient.  

Q43 Creative work represents an important landmark in 

spiritual, cultural, social, and /or political environment.  

Q44 Creative work in journalism influences worldviews by 

addressing moral issues.  

Q45 Creative work in journalism presents the fundamental truth 

of nature.  

Q46 Creative work expresses the essence of the phenomenal 

reality in journalism in an efficient manner.  

  

 

Consistent Media Professionalism (Singer, 2003; So & Chan, 2007) 

Question numbers Items 

Q12 Reporters should include different sources into day-today 

journalism reporting.  

Q13 Reporters should speedily provide new information to 

public.  

Q14 Reporters should report reliable information to stop rumors. 

Q15 Reporters should help citizens to understand government 

policies. 

Q16 Reporters should help citizens to monitor authorities. 

Q18 Media with different political stances should stick to 

common code of ethics. 

 

 

Conflictual Media Professionalism (Lo et al., 2005) 

Dimensions Items 

Q5 Reporters could solicit ads for own organization.  

Q6 Reporters could solicit sponsors for own organization.  

Q7 Reporters could do public relations for business. 

Q8 Reporters could engage in commercial activities for 

business.  

Q9 Reporters could soften negative coverage of government.  
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Q10 Reporters could soften negative coverage of advertisers.  

Consistent Political Ideology (Leung & Lee, 2015) 

Dimensions Items 

Q23 Reporters often face high pressure from the political 

environment.  

Q24 Reporters could sense threats to press freedom.  

 

Conflictual Political Ideology 

Dimensions Items 

Q29 When reporting news, reporters should avoid writing about 

negative political news.  

Q31 Reporters should focus on the bad consequences brought 

about by social movements to safeguard social stability.   

Q37 Reporters should avoid publishing information that is 

politically conflictual with their news organization. 

Q38 Reporters should do positive reporting about the political 

parties they support, and negatively report for those they do 

not agree with.  
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Appendix 3    Sample Questionnaire 

Interviewer  No._____    Case  No:  _______     

 

Survey on Journalistic Creativity 

媒體創意問卷調查 

 

 

 

 

 

 

 

 

 

 

 

 

1. Have you ever worked as a journalist? 

你有沒有當過記者? 

0. ❏ No    1. ❏ Intern   2. ❏ Part time    3. ❏ Full time 

 

2. Below are some statements people have made about journalism practice. Please rate each 

on a scale of 1 to 5, where 1 means “strongly disagree” and 5 means “strongly agree.” 

以下是一些關於新聞操守的看法，請以 1表示『非常不認同』，5 表示『非常認同』圈

出你的答案。 

                                        Strongly Disagree                             

Strongly Agree 

                                                                                        非常不認同                    

非常認同 

1  Reporters could accept gifts from news sources. 

記者可以接受被採訪人贈送的禮物 

1  2  3  4  5 

2  Reporters could accept free trips from news 

sources. 

記者可以接受被採訪人提供的免費機票 

1 2  3  4  5 

3  Reporters could accept free meals from sources. 

記者可以接受被採訪人提供的免費餐飲 

1  2  3  4  5 

4  Reporters could accept cash from sources. 

記者可以接受被採訪人提供的現金 

1  2  3  4  5 

Hello!  I am a PhD student at  the School of Communication, Hong Kong Baptist University.  I am 

now conducting a survey on journalistic creativity. I would really appreciate it if you could take a 

few minutes to complete the following questionnaire. There is no right or wrong answer and your 

participation  is voluntary. The  information obtained will be used  for my PhD thesis only and no 

identifying information will be gathered or revealed. If you have any questions, please contact the 

researcher Ms Wendy Chan at: chanwinglamwendy@gmail.com. Thank you! 

 

你好，本人是香港浸會大學傳理學院博士生，現正進行一項有關新聞創意的調查，希望你能

花上幾分鐘時間完成下面這份問卷。答案沒有對或錯，所有資料只會用在本人的博士論文

中，不會有任何閣下的個人信息。如有任何問題，請與本人 ( 陳小姐 ) 聯繫 

(chanwinglamwendy@gmail.com)。再次感謝你的參與！ 
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5  Reporters could solicit ads for own organization. 

記者應該為所屬機構招攬廣告 

1  2  3  4  5 

6  Reporters could solicit sponsors for own 

organization. 

記者應該為所屬機構招攬贊助 

1  2  3  4  5 

                                              Strongly Disagree                             

Strongly Agree 

                                                                                              非常不認同                  

非常認同 

7  Reporters could do public relations for business. 

記者可以為所在機構做公關宣傳 

1  2  3  4  5 

8 Reporters could engage in commercial activities for 

business. 

記者可以為所在機構進行商業活動 

1  2  3  4  5 

9  Reporters could soften negative coverage of 

government. 

記者可以弱化對政府機構的負面報道 

1  2  3  4  5 

10  Reporters could soften negative coverage of 

advertisers. 

記者可以弱化/軟化對廣告商的負面報道 

1  2  3  4  5 

11  Reporters should know how to use equipment such 

as cameras and recorders. 

文字記者也應該會使用相機、錄像機等採訪器材

1  2  3  4  5 

12  Reporters should include different sources into 

day‐to‐day journalism reporting. 

新聞報導中應包涵不同的消息來源 

1  2  3  4  5 

13  Reporters should speedily provide new information 

to public. 

記者應及時對公眾提供最新資訊 

1  2  3  4  5 

14  Reporters should report reliable information to 

stop rumors 

記者可以通過可靠資訊來停止謠言 

1  2  3  4  5 

15  Reporters should help citizens to understand 

government policies. 

記者應幫助市民理解政府政策 

1  2  3  4  5 

16  Reporters should help citizens to monitor 

authorities. 

記者可以幫助市民監察權勢 

1  2  3  4  5 
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17  Reporters should question and criticize commercial 

sector. 

記者應質疑和批評商業機構 

1  2  3  4  5 

18  Media with different political stances should stick 

to common code of ethics.   

不同政治背景的媒體也須依從同樣的行業操守 

1  2  3  4  5 

19  Media should stand alongside vulnerable social 

groups instead of government. 

媒體應該站在弱勢群體一方，而不是政府一方 

1  2  3  4  5 

20  Reporters should not take the privacy of public 

figures into consideration when reporting news.   

新聞報導不應顧及公眾人物的隱私 

1  2  3  4  5 

 

 

           

                                              Strongly Disagree                             

Strongly Agree 

                                                                                            非常不認同                   

非常認同 

21  Some people think using nicknames of public 

figures in news is unprofessional.   

有些人認為報導中使用公眾人物的外號或暱稱

是不專業的 

1 

 

 

2 

 

 

3 

 

 

4 

 

 

        5 

 

 

22  Reporters need not always do face to face 

interviews; they could seek out an easier way, for 

example, exchange information with other 

reporters.   

記者不一定做採訪，可以通過更簡易的方法如與

同行交換消息來獲取信息 

1  2  3  4  5 

23  Reporters often face high pressure from the 

political environment.   

記者會經常感受到強大的政治壓力 

1  2  3  4  5 

24  Reporters could sense threats to press freedom. 

當言論自由受到威脅的時候，記者是會察覺到的

1  2  3  4  5 

25  Reporters should stand aligned with the news 

company’s political stance in order to get 

promoted. 

為了取得晉升機會，記者應該與所屬機構的政治

立場保持一致 

1  2  3  4  5 
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26  To obtain a higher salary, reporters should write 

according to the editor’s advice.   

為了取得更好的待遇，記者在報道新聞時應該聽

從編輯的建議 

1  2  3  4  5 

27  When writing a news report, reporters do not 

always need to follow their superior’s comments. 

記者在採寫新聞時，不一定總是聽從上司的意見

1  2  3  4  5 

28  Reporters should have their own political stance 

towards controversial social issues.   

記者在一些具爭議性的議題上應該有自己的立

場 

1  2  3  4  5 

29  When reporting news, reporters should avoid 

writing about negative political news.   

在報導新聞時，記者應盡量避免負面的政治內容

1  2  3  4  5 

30  When reporters find themselves in conflict with 

the news organization they are working for, they 

should go with the ideology of the news 

organization.   

當記者個人與機構的理念發生衝突時，應該服從

機構的理念 

 

1  2  3  4  5 

Strongly Disagree                             

Strongly Agree 

                                                                                            非常不認同                   

非常認同 

31  Reporters should focus on the bad consequences 

brought about by social movements to safeguard 

social stability.   

報導社會運動時，記者應強調負面後果以穩定政

局 

1  2  3  4  5 

32  Reporters working in Ta Kung Pao should support 

all government agendas.   

大公報記者應該在所有議題上支持政府 

1  2  3  4  5 

33  Reporters working in Apple Daily should supervise 

the government.   

蘋果日報記者應以監督政府為己任 

1  2  3  4  5 

34  When reporting social movements, reporters 

should give impetus to the public to go on the 

1  2  3  4  5 
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street and express their opinions.   

記者報導社會運動時，應鼓動群眾上街發表意見

35  During interviews, reporters should not carry any 

politically sensitive decorations such as yellow 

umbrellas when covering the Umbrella Revolution. 

記者在採訪期間不應攜帶任何帶有政治意味的

飾物，如在報導佔中時攜帶黃傘 

1  2  3  4  5 

36  Reporters need not inform their news organization 

about gifts they receive from political parties. 

政黨不需要向公司申報政黨給予的禮物 

1  2  3  4  5 

37  Reporters should avoid publishing information that 

is politically conflictual with their news 

organization.   

在報導敏感新聞時，記者應主動避免採寫與公司

政治立場不符的內容 

1  2  3  4  5 

38  Reporters should do positive reporting about the 

political parties they support, and negatively report

for those they do not agree with.   

記者應正面報導與他們理念相同的政黨，負面報

導他們認為理念相違的政黨 

1  2  3  4  5 

 

Journalistic creativity is defined as journalists adopt ways that have not been employed by 

others to write about news stories, below are views about journalistic creativity. Please rate 

the below views.   

新聞創意通常是指記者嘗試使用前人沒有用過的方法來編寫新聞，下面是有關新聞創意的

看法，請圈出你的答案 

                                                Strongly Disagree                           

Strongly Agree 

                                                                                                非常不認同                 

非常認同 

39  Creative work modifies existing journalistic 

paradigm. 

新聞創意改變現行新聞模式 

1  2  3  4  5 

40  Creative work rejects existing paradigm. 

新聞創意會推翻現有的新聞模式 

1  2  3  4  5 

41  Creative work is perceived as such by a reporter. 

新聞創意就是新聞工作者能夠從作品感覺出來

的 

1  2  3  4  5 
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42  Creative work is perceived as such by a recipient. 

對接受者來說，他們認為作品具創意，那就是一

件擁有創意的作品 

1  2  3  4  5 

43  Creative work represents an important landmark in 

spiritual, cultural, social, and/or political 

environment. 

新聞創意是表現心靈的、文化的、社會的、與/

或政治環境的重要里程碑 

1  2  3  4  5 

44  Creative work in journalism influences worldviews 

by addressing moral issues. 

新聞創意指出道德議題，從而影響世界的觀念 

1  2  3  4  5 

45  Creative work in journalism presents the 

fundamental truth of nature. 

新聞創意表現自然的基本真理 

1  2  3  4  5 

46  Creative work expresses the essence of the 

phenomenal reality in journalism in an efficient 

manner. 

新聞創意可以有效地讓我們了解新聞事件背後

觀念 

1  2  3  4  5 

47  Creative work is satisfactorily complex expressing 

both tension and intrinsic contradiction. 

新聞創意通常足夠複雜，可以表達張力和內在矛

盾 

1  2  3  4  5 

48  Creative work in journalism expresses a creative 

person’s inner self. 

新聞創意反映作者的內心 

1  2  3  4  5 

49  Reporters should adopt sarcasm to sarcastically 

point at the political figures. 

記者應用鬼馬的手法來諷刺政治時弊，如以動物

來借代政治人物 

1  2  3  4  5 

Strongly Disagree                             

Strongly Agree 

                                                                                            非常不認同                   

非常認同 

50  Reporters should use classical stories to present 

news information to arouse the consensus.   

在報導中使用借古諷今可以引起讀者的共鳴 

1  2  3  4  5 

51  Even this is a hard news, the reporters should use  1  2  3  4  5 
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stories‐narrative structure to present the fact.   

即使是交通意外，也要用比較生動的方法報導 

 

52. Suppose a new way of reporting news takes the form of a man‐woman conversation, which 

of the following would you choose to be your regular platform? (Please choose no more 

than three) 

假設一種新的報導新聞的形式採用男女對話的方式，請問你會使用下列那個媒體作業你

經常看此類新聞的平合? (最多選 3 項) 

1.TV  電視  ____________  2.Newspaper  報紙  ___________ 

3.Radio  收音機  ____________  4.Magazine  雜誌  ____________ 

5.Internet  網絡  ____________  6.Social Networking Sites  社交媒體  _________ 

7.Others: ____________ 

 

 

53.      Gender  性別 

    1.❏Male  男 

    2.❏Female  女 

 

 

 

 

   

Thank you very much for your assistance! 
非常感謝你的參與!
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