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This study examines journalists’ personal values, the 
values they prioritize in their professional lives, and 
their perceptions of the values of the institutions they 
work for within a holistic framework in the Turkish 
media context. Journalism is traditionally built upon 
normative principles such as public service, accuracy, 
objectivity, and responsibility. However, journalists’ 
individual value orientations may not always align 
with the priorities of the organizations they work for. 
Such alignment or tension can influence professio-
nal attitudes and decision-making processes. In this 
context, the study investigates whether journalists’ 
value orientations differ by gender and professional 
experience and explores the relationships between 
personal values and perceptions of work and organi-
zational values. The research was conducted within 
a quantitative framework, using a descriptive-relati-
onal survey model. Data were collected through a 
questionnaire administered to journalists working in 
newspapers across Türkiye. The sample consists of 
162 journalists employed by 81 newspapers across 

various regions of the country. The collected data 
were analyzed using descriptive statistics and the 
Chi-Square test of independence to identify poten-
tial differences and relationships among variables. 
The findings indicate that journalists’ value orienta-
tions vary by gender and professional experience. 
In addition, meaningful relationships were identified 
between journalists’ personal values and their per-
ceptions of professional and organizational values. 
The results suggest that both individual characteris-
tics and organizational contexts shape journalists’ 
value systems. The study contributes to journalism 
research by providing empirical insights into the re-
lationship between personal, professional, and or-
ganizational values in journalism.
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1. Introduction
The concept of value is a dynamic and multidimen-
sional phenomenon that underpins human life and 
social order, shaping individual behaviors, organiza-
tional processes, and social norms (Sağnak, 2004). 
Derived from the Latin word valare ("to be valuab-
le/strong"), value is considered a system of criteria 
that shapes individuals' judgments about what is 
important and guides their actions (Bilgin, 2003). 
The Turkish Language Association defines value th-
rough meanings such as a measure of importance, 
worth, and the totality of a society's material and 
moral elements; philosophical approaches explain 
it as a disposition emerging when the subject attri-
butes qualities to a phenomenon through their own 
goals, needs, and emotions (Cevizci, 2014: 199). In 
the academic literature, values are conceptualized 
as cognitive elements individuals desire within gui-
ding goals and principles throughout their lives, and 
as relatively stable beliefs regulating attitudes and 
behaviors (Rokeach, 1973; Demirutku & Sümer, 2010; 
Schwartz, 1992; Ak, 2022). According to Schwartz, 
values are emotionally charged, motivate action, 
are abstract, serve as criteria for evaluation, and are 
hierarchically organized by importance, while also 
changing over time depending on social structures 
and individual attitudes (Schwartz, 2016).

The guiding function of values becomes even more 
critical in professions carrying public responsibility, 
such as journalism. Journalism is not merely the 
transmission of information; it is a field in which ethi-
cal decisions are continually made through selecting, 
framing, and interpreting social reality. Comparative 
studies across countries and platforms indicate that 
journalists adopt values such as public service, obje-
ctivity, autonomy, truthfulness, honesty, and respon-
sibility as an ethical "backbone," with principles like 
factual accuracy, impartiality, and monitoring power 
receiving strong support (Deuze, 2005; Hanitzsch, 
Hanusch, Mellado, Anikina, Berganza, Cangoz et al., 
2011; Kulakova, Oleinikov, Puyu, & Gromova, 2024). 
Deuze (2005) interprets this value set as a "professi-
onal ideology" conferring authority and social role 
on journalism. However, practices are not limited to 
ideal-level adoption of normative values; how the-
se values are interpreted and implemented daily 
is often shaped by personal beliefs, organizational 
goals, and structural pressures. Interview-based stu-
dies show journalists rely on morally grounded valu-
es, such as minimizing harm, and competence-ba-
sed values, including excellence and transparency, 
in daily decision-making, though conceptual ambi-
guities arise around autonomy and harm (Plaisance 
& Deppa, 2009). Similarly, complete independence 
and absolute objectivity are often seen as difficult 
ideals, with objectivity in practice reduced to main-
taining "balance" (Syahri, 2020).

Organizational culture, meanwhile, provides a fra-
mework for learning, monitoring, and internalizing 
values. Strong newsroom cultures and professional 
institutions can support internalization of deonto-
logical ethics and ethical codes, though managerial 
goals, ownership structures, and editorial lines may 
systematically limit autonomy (Mubarok, Sarwono, & 
Angeliqa, 2024; Sjøvaag, 2013; Waldenström, Wiik, 
& Andersson, 2018). Values thus function not only 
as individual orientations or normative professional 
principles but also as critical determinants of orga-
nizational outcomes. Research shows cultures bu-
ilt on strong, shared values enhance performance, 
innovation, customer satisfaction, and competitive 
advantage (Gregory, Harris, Armenakis, & Shook, 
2009; Metz, Ilieș, & Metz, 2018), while also stren-
gthening employee motivation, satisfaction, and 
commitment, and improving talent attraction and 
retention (Bavardi, 2025). Value-oriented leadership 
further fosters organizational cultures supporting 
adaptation and sustainable transformation in chan-
ging environments (Gregory, Harris, Armenakis, & 
Shook, 2009). Within organizational management, 
values act as a guiding compass for decision-making 
and strategic direction, defining what is acceptable 
and shaping mission and vision (Grubert, Steuber, 
& Meynhardt, 2022). Consistent values contribute to 
leadership legitimacy by fostering trust and credibi-
lity (Herwanto & Hakim, 2022), while shaping emp-
loyee behavior, belonging, and professional identity 
(Habib, Aslam, Hussain, Yasmeen, & Ibrahim, 2014).

However, the impact of values largely depends on 
the alignment between personal and organizational 
values. High congruence increases motivation, inno-
vation, and adaptability to change, whereas misa-
lignment may lead to resistance, low performance, 
and reduced commitment (Wu, Inoue, Filo, & Sato, 
2022). Inconsistencies between espoused values 
and actual practices further weaken trust and enga-
gement (Gregory, Harris, Armenakis, & Shook, 2009). 
Commercialization, metricization, and time pressure 
generate tensions between professional and organi-
zational values; journalists' perceived autonomy dec-
reases when organizational economic goals conflict 
with professional goals and time pressure increases, 
and ideological mismatch or commercial tasks such 
as advertising and PR further reduce autonomy (Sko-
vsgaard, 2014; Kim & Jin, 2022). The integration of 
editorial and commercial units also redefines norms, 
seen by some as a necessary business mindset and 
by others as a threat to independence (Cornia, Sehl, 
& Nielsen, 2018). Values in journalism therefore rai-
se not only the question of what is believed in, but 
what is possible under specific conditions. Exami-
ning how certain values are weighted more heavily 
than others offers direct insight into the motivations 
behind journalists' decision-making (Plaisance & 
Deppa, 2009).
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Despite this growing body of research, three gaps 
remain insufficiently addressed. First, studies on 
journalistic values (e.g., Deuze, 2005; Hanitzsch,Ha-
nusch, Mellado, Anikina, Berganza, Cangoz et al., 
2011; Plaisance & Deppa, 2009) have predominantly 
relied on qualitative or cross-national survey desig-
ns capturing normative professional ideologies, but 
rarely examine how journalists' personal values, un-
derstood as concrete, everyday orientations such as 
honesty, family, and respect (Rokeach, 1973), relate 
systematically to their organizational environment 
within a unified empirical design. Second, research 
on value congruence and its organizational outco-
mes (Wu, Inoue, Filo, & Sato, 2022; Gregory, Harris, 
Armenakis, & Shook, 2009; Yeh & Huang, 2025) has 
largely been conducted in general management 
and business contexts, leaving the dynamics of value 
alignment within media organizations, where profes-
sional autonomy and commercial pressures coexist 
acutely (Skovsgaard, 2014; Cornia, Sehl, & Nielsen, 
2018), comparatively underexplored. Third, althou-
gh the relationship between journalists' personal va-
lues and their perceptions of organizational values 
has been theoretically discussed, it remains largely 
undocumented through systematic, quantitative 
measurement, particularly outside Western media 
systems and within the Turkish context specifically.

This study addresses these gaps by drawing on the 
broader literature on journalistic and organizatio-
nal values, including classical conceptualizations of 
values as concrete, everyday orientations such as 
honesty, family, trust, and respect (Rokeach, 1973), 
alongside professional value frameworks specific to 
journalism (Deuze, 2005; Hanitzsch,Hanusch, Mel-
lado, Anikina, Berganza, Cangoz et al., 2011) and 
organizational value perspectives (Sjøvaag, 2013; 
Waldenström, Wiik, & Andersson, 2018), to quantita-
tively examine personal values, work values, and or-
ganizational value perceptions among journalists in 
Türkiye. By testing whether these value orientations 
differ according to gender and professional expe-
rience, and by directly assessing alignment between 
personal and organizational values, this study exten-
ds prior qualitative and Western-centric accounts of 
journalistic value systems into an underexamined 
national context, offering an empirically grounded 
basis for understanding how individual and institu-
tional values interact in contemporary journalism 
practice.

2. Theoretical Framework
2.1. Value Approaches: The Micro–Macro 
Dimension
Values constitute a set of frameworks that enable 
individuals to make sense of themselves and the so-
ciety in which they live, and that guide their attitudes 

and behaviors (Güngör, 1998). For this reason, values 
are addressed at both the micro (individual preferen-
ces and behaviors) and macro (social norms, cultural 
continuity, and integration) levels (Sağnak, 2004; Şa-
hin, 2022). It is suggested that values may vary across 
societies and within the same society depending on 
temporal and demographic differences, and that 
they are shaped by cultural and psychosocial factors 
(Dönmezer, 1994; Yapıcı & Zengin, 2003; Şahin, 2022; 
Ak, 2022; Gülaç & Camgöz, 2024). This characteristic 
makes values analytically important in fields such as 
journalism, which are grounded in both institutional 
norms and individual decision-making processes. 
While journalists refer to the profession's normative 
values, they also act within the framework of their 
personal value priorities and organizational cons-
traints. Kulakova et al. (2024) state that “the value 
system of journalism is grounded in the principles 
of humanity, truthfulness, honesty, and responsibi-
lity, which constitute the ideological and ethical ba-
sis of journalistic practice. These values function as 
normative guidelines shaping journalists’ conscious-
ness and behavior, orienting the profession toward 
truth, service to society, and the affirmation of hu-
manistic ideals, thereby establishing journalism as a 
socially responsible field of media communication.”

At this point, the interaction between two levels 
becomes decisive: (i) the journalist’s individual/hu-
man values and (ii) the organizational culture and 
expectations of the institution where news produc-
tion takes place. Interview-based studies reveal that 
journalists rely on morally grounded values, such as 
“minimizing harm,” and competence-based values, 
including “excellence” and “transparency,” in their 
daily decision-making; however, conceptual ambi-
guities may arise regarding issues such as autonomy 
and harm (Plaisance & Deppa, 2009).

Building on this perspective, value theory provides 
a critical analytical lens for understanding journalis-
tic ethics. Values are not merely abstract ideals but 
function as cognitive and normative frameworks that 
guide decision-making processes and help resolve 
ethical dilemmas. In this sense, values act as crite-
ria for judgment and action, shaping how journalists 
interpret ethical situations and prioritize competing 
principles. Accordingly, journalism ethics can be 
understood not as a fixed set of universal rules but 
as a dynamic process in which multiple values are 
continuously negotiated, prioritized, and applied in 
context-specific situations.

This perspective highlights that ethical decision-ma-
king in journalism emerges from the interaction of 
value systems rather than from adherence to rigid 
normative codes. Therefore, examining journalists’ 
personal values alongside professional norms and 
organizational expectations enables a more comp-
rehensive understanding of how ethical judgments 
are formed and enacted in practice.
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2.2. Conceptualizing Personal Values: 
From Abstract Typologies to Concrete 
Value Orientations
Although the multidimensional nature of the value 
concept has produced various classifications, one of 
the most widely cited frameworks with cross-cultu-
ral validity is Schwartz's Theory of Values. Schwartz 
(1992, 1994) defines values as desirable transsitua-
tional goals, varying in importance, that serve as 
guiding principles in the life of a person or social 
entity, and identifies ten basic motivational value 
types, power, achievement, hedonism, stimulation, 
self-direction, universalism, benevolence, tradition, 
conformity, and security, organized along two bro-
ader dimensions: openness to change versus con-
servation, and self-transcendence versus self-enhan-
cement (Schwartz 1992; 1994; 2006). This model has 
been particularly influential because it conceptuali-
zes values not as isolated categories but as a circular 
structure of compatibility and conflict, allowing rese-
archers to examine how abstract motivational priori-
ties relate to one another within a coherent system.

While Schwartz's typology offers a powerful fra-
mework for cross-cultural comparison at a high level 
of abstraction, several scholars have noted that oc-
cupational and organizational value research often 
benefits from a complementary, more concrete ap-
proach, one that captures values as spontaneously 
articulated by individuals in everyday and professio-
nal life, rather than as predefined abstract types (Su-
per, 1970; Ros, Schwartz, & Surkiss, 1999). Notably, 
Ros, Schwartz, and Surkiss (1999) themselves argue, 
within the Schwartzian tradition, that work-related 
values are more appropriately operationalized th-
rough concrete, occupation-specific items than th-
rough direct application of the ten basic value ty-
pes. Rokeach's (1973) classical distinction between 
terminal values, desirable end-states such as family 
security, self-respect, and true friendship, and instru-
mental values, preferable modes of conduct such as 
honesty, responsibility, and respect, provides such a 
framework. This tradition has been particularly inf-
luential in occupational contexts because it allows 
personal values to be assessed in the concrete, of-
ten relational and ethical terms individuals them-
selves use to describe what matters to them, rather 
than requiring prior categorization into abstract mo-
tivational dimensions (Rokeach, 1973; Demirutku & 
Sümer, 2010).

The present study adopts this concrete orientation 
across all three value dimensions examined. Jour-
nalists' personal values are assessed as they emer-
ge directly from participants' own priority rankings 
(e.g., honesty, family, respect, trust), rather than be-
ing mapped onto Schwartz's ten predefined types. 
Work values are similarly assessed through parti-
cipants' own articulations of what they prioritize in 
professional practice (e.g., discipline, quality, sel-

f-development), consistent with classical work values 
measurement traditions (Super, 1970; Ros, Schwartz, 
& Surkiss, 1999). Organizational value perceptions 
are likewise assessed through concrete, person-or-
ganization fit categories rather than abstract cultu-
ral-dimension scores, in line with established appro-
aches to measuring organizational values in applied 
settings (O'Reilly, Chatman, & Caldwell, 1991; Ca-
meron & Quinn, 1999). This approach is considered 
more appropriate for the exploratory aims of the 
present research, which seeks to capture how jour-
nalists themselves articulate what they value, per-
sonally, professionally, and organizationally, before 
relating these orientations to one another. Nonet-
heless, Schwartz's broader insight that values are 
hierarchically organized, motivationally grounded, 
and prone to tension between competing priorities 
remains a useful interpretive lens for understanding 
why certain value categories, such as ethical/relatio-
nal versus performance-oriented values, may stand 
in tension in the findings that follow.

2.3. Professional Values and Organizatio-
nal Constraints in Journalism
The journalism literature emphasizes that the profes-
sion possesses a universalized set of ethical values 
and that this set functions as a professional ideology 
that provides occupational legitimacy (Deuze 2005; 
Hanitzsch, Hanusch, Mellado, Anikina, Berganza, 
Cangoz et. al., 2011; Cam, Pereira, & Ruellan, 2019; 
Blokhin, 2023; Kulakova, Oleinikov, Puyu & Gromo-
va, 2024). In the contemporary landscape of global 
communication, journalism plays a pivotal role in 
shaping public perception, influencing societal valu-
es, and fostering informed discourse (Serik, Tatyana, 
Kazmukhanov, Maya & Byerdimurat, 2023).

However, in practice, the application of values may 
occur within a field of “conditioned” autonomy due 
to institutional managerial structures, ownership re-
lations, editorial lines, and market pressures (Sjøva-
ag, 2013; Waldenström, Wiik, & Andersson 2019). It 
has been shown that organizational goals and ma-
nagement structures systematically limit journalists’ 
scope of action from news selection to framing, and 
that managerialism and business ideals can narrow 
the space for professional judgment (Waldenström, 
Wiik, & Andersson, 2019; Porcu, Hermans, & Bro-
ersma, 2025). This situation raises not only the qu-
estion of “which values journalists hold,” but also 
“under what conditions they are able to put these 
values into practice.” In this context, the pursuit of 
professionalism, an important value for journalists in 
a competitive media industry, can be burdensome 
(Kim & Buzzelli, 2026).

In terms of autonomy, it has been reported that 
conflicts between organizational economic goals 
and professional goals, as well as time pressure, 
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can reduce perceptions of autonomy (Skovsgaard, 
2014); ideological mismatch and commercial/PR-ty-
pe work decrease autonomy (Kim & Jin, 2022); and 
the convergence of editorial and commercial units 
leads to the redefinition of norms (Cornia, Sehl & 
Nielsen, 2018). Furthermore, it is argued that tensi-
ons between normative values and actual practices 
recur across contexts, and that political-economic 
crises may erode journalistic communities and pro-
fessional values (Lauk & Harro-Loi, 2017; Reich & Ha-
nitzsch, 2013). This body of literature indicates that 
a mismatch between personal and organizational 
values may affect ethical decision-making and the 
experience of professional identity in journalism.

By bringing this theoretical discussion into the Tur-
kish context, this study aims to quantitatively reveal 
the relationships between journalists’ personal va-
lue orientations (Schwartz, 2006), their work value 
priorities, and their perceptions of organizational 
values. In doing so, it becomes possible to discuss 
how journalists perceive the relationship between 
the normative value set of journalism (public service, 
truthfulness, objectivity, autonomy, etc.) and organi-
zations’ value and performance expectations (metri-
cs, speed, commercial pressures, etc.), and how the-
se perceptions vary according to demographic and 
professional variables.

3. Objectives
The primary objective of this study is to examine 
journalists' personal values, the values they prioritize 
in their professional practices, and their perceptions 
of organizational values within media institutions in 
Türkiye. By descriptively analyzing these three di-
mensions of values, the study aims to explore how 
journalists' personal ethics, professional norms, and 
perceived organizational priorities are distributed 
and how they align or diverge in the contemporary 
media environment. In addition, the research seeks 
to determine whether journalists' value orientations 
differ according to demographic and professional 
characteristics, particularly gender and professional 
experience. Understanding these differences may 
provide insight into how value systems are shaped 
by individual and institutional factors within journa-
lism.

Based on these objectives, the study addresses the 
following research questions:

RQ1: What are the most prominent personal values 
among journalists working in Türkiye?

RQ2: What values do journalists prioritize in their 
professional practices, and how do the relative dist-
ributions of these values descriptively compare with 
the organizational values they perceive within their 
institutions?

RQ3: Do journalists' personal and perceived organi-
zational values differ according to gender and pro-
fessional experience?

4. Methodology 
4.1. Research Model
This study is a descriptive, relational survey research 
study designed within a quantitative research fra-
mework to examine journalists' perceptions of their 
personal, work, and organizational values in Türki-
ye. The survey model is a widely used method for 
describing population characteristics and analyzing 
relationships between variables (Neuman, 2020). In 
this study, the questionnaire method was used to 
collect data. Through this method, journalists’ value 
orientations were systematically and comparatively 
analyzed.

The research model was designed to examine whet-
her journalists’ value orientations differ across de-
mographic and professional characteristics. In this 
context, journalists’ gender and professional expe-
rience were considered as independent variables, 
while journalists’ personal values, the values they 
consider important in their professional lives, and 
their perceptions of the values of the institutions 
they work for were treated as dependent variables. 
The model assumes that individuals' personal values 
may influence their professional attitudes and per-
ceptions of their institutions. At the same time, it is 
assumed that journalists’ professional experiences 
and demographic characteristics may play a deter-
mining role in shaping their value priorities.

Accordingly, the research model aims to reveal the 
differences and relationships between journalists’ 
value orientations and variables such as gender and 
professional experience. The model also allows for 
the analysis of the alignment and differences betwe-
en journalists’ individual values and the values they 
perceive in their institutions. In this respect, the rese-
arch model offers the opportunity to evaluate both 
journalists' individual and organizational value sys-
tems holistically.

4.2. Population, Sample, and Data Collec-
tion Process
The population of this research comprises journa-
lists working in national and local media organiza-
tions in Türkiye. According to information obtained 
by the Presidency of Communications (İletişim Baş-
kanlığı) through a CİMER application, as reported by 
media ombudsman Faruk Bildirici (2026), the total 
number of press card holders in Türkiye was 25,384 
as of February 13, 2026, of whom 8,408 held a per-
manent-press card. Since a permanent-press card is 
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granted specifically to individuals continuously and 
actively practicing journalism as their profession, 
this figure (N = 8,408) was taken as the accessible 
population for the present study, consistent with the 
research's criterion that participants be actively pra-
cticing journalists.

Due to the large number of journalists in Türkiye and 
the difficulties of reaching the entire population in 
terms of time, cost, and accessibility, achieving statis-
tical representativeness was not feasible. Therefore, 
this study employed a purposive sampling method 
guided by a maximum variation strategy, allowing 
access to participants with characteristics relevant 
to the research's purpose while capturing diversity 
across key dimensions of the profession (Büyüköz-
türk, Çakmak, Akgün, Karadeniz, & Demirel, 2020). 
The study sample consists of 162 journalists working 
at 81 newspapers across various regions of Türkiye. 
The main sampling criterion was active practice of 
the profession; efforts were made to reach journa-
lists in various organizational roles (managers, edi-
tors, reporters, technical staff, etc.) so the sample 
would reflect the hierarchical and functional diversity 
of newsroom structures rather than a single occupa-
tional perspective.

The participating journalists were distributed across 
24 provinces spanning all seven geographic regi-
ons of Türkiye, including major metropolitan cen-
ters (İstanbul, n=62; Ankara, n=6; İzmir, n=8; Bursa, 
n=4; Kocaeli, n=28) as well as smaller provincial ci-
ties (Sakarya, n=12; Sivas, n=4; Konya, n=4; Mersin, 
n=4; Manisa, n=2; Kayseri, n=2; Malatya, n=2; Ada-
na, n=2; Çorum, n=2; Edirne, n=2; Kahramanmaraş, 
n=2; Erzurum, n=2; Batman, n=2; Balıkesir, n=2; 
Yalova, n=2; Yozgat, n=2; Çanakkale, n=2; Ordu, 
n=2; Samsun, n=2). This broad regional spread was 
deliberately pursued to avoid the İstanbul/Anka-
ra-centric bias common in Turkish media research 
and to ensure the sample reflects journalism prac-
ticed both in major media hubs and in peripheral, 
regional press organizations. The participants' work 
across different media fields (print, audiovisual, di-
gital) further contributes to representing different 
areas of the media sector, while their varying levels 
of experience and professional positions allow for a 
more comprehensive examination of journalists' va-
lue perceptions.

To evaluate the adequacy of the sample size rela-
tive to the accessible population, Yamane's (1967) 
formula for finite populations, n = N / (1 + Ne²), was 
applied using N = 8,408 (permanent press card hol-
ders). A sample of 162 corresponds to a margin of 
error of approximately 7.8% at the 95% confidence 
level. While this exceeds the conventional 5% mar-
gin typically sought in probability-based designs, 
it falls within an acceptable range for exploratory, 
purposive-sampling research of this kind, where the 
principal aim is not statistical generalization but an 

in-depth, diversity-informed account of value per-
ceptions across a deliberately heterogeneous sub-
set of the profession, varied in geographic origin, 
organizational role, and media field. It should the-
refore be acknowledged that, consistent with the 
nature of purposive sampling, the findings are not 
statistically generalizable to the entire population of 
journalists in Türkiye; rather, they offer a structurally 
informed and diversity-sensitive understanding of 
how value perceptions are configured among prac-
ticing journalists in the country.

4.3. Data Collection Instruments and Mea-
surement
In the research, a questionnaire technique was used 
as the data collection instrument. The questionnaire 
aimed to determine journalists' personal values, the 
values they consider important in their professional 
lives, and their perceptions of the values of the ins-
titutions they work for. The data collection process 
used an online survey. The questionnaire, consisting 
of 15 questions across four sections, was delivered 
electronically to participants and completed volun-
tarily.

Personal Values: Participants' personal value orienta-
tions were assessed through an open-ended questi-
on ("What do you value most in your life?"), in which 
respondents freely listed, in their own words, their 
first-, second-, and third-priority values. Responses 
were subsequently grouped into categories throu-
gh inductive content coding (e.g., honesty, family, 
respect, trust), consistent with classical approaches 
to value assessment that capture values as they are 
spontaneously articulated by individuals rather than 
through predefined abstract typologies (Rokeach, 
1973).

Work Values: To determine the values journalists 
prioritize in work-related matters, participants were 
asked, "What do you value in work-related mat-
ters?" and instructed to select up to four items from 
a list of 18 researcher-compiled categories: sincerity, 
discipline and order, punctuality, keeping up with 
current events and self-development through le-
arning, effort/dedication, good planning, knowing 
the process in detail, learning different ideas, doing 
work well and with quality, economic benefit, good 
relationships with coworkers, being appreciated, 
competitiveness, belonging, mutual respect, inde-
pendence, creativity, achievement, and security. This 
item pool was compiled by the researchers based 
on the work values literature, which has long distin-
guished between intrinsic work values (e.g., self-de-
velopment, creativity, quality of work; Super, 1970), 
extrinsic/instrumental work values (e.g., economic 
benefit, security, punctuality; Elizur, 1984), and so-
cial/relational work values (e.g., good relationships 
with coworkers, belonging, mutual respect; Ros, 
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Schwartz, & Surkiss, 1999). This closed-list, multip-
le-selection format was chosen over Schwartz's ten 
abstract value types because it allows work-related 
priorities to be captured in concrete, occupation-re-
levant terms more directly applicable to journalists' 
daily professional practice.

Organizational Value Perceptions: To measure par-
ticipants' perceptions of the value priorities of the 
institutions they work for, participants were asked, 
"What does your organization value most?" and ins-
tructed to identify up to five items from a list of 13 
researcher-compiled categories: belonging, respe-
ct, discipline, performance, sincerity, reliability, col-
laboration, honesty, ethics/morality, justice, order, 
punctuality, and achievement. This item pool draws 
on the organizational values and culture literature, 
which similarly identifies ethical/relational values 
(e.g., honesty, justice, respect; O'Reilly, Chatman, & 
Caldwell, 1991), performance-oriented values (e.g., 
performance, achievement, discipline; Cameron 
& Quinn, 1999), and collaborative/structural values 
(e.g., collaboration, order, punctuality) as recurring 
dimensions of perceived organizational culture.

It should be noted that, unlike the personal values 
question, the work values and organizational values 
items were not derived from an existing, previously 
validated psychometric scale; rather, they were com-
piled by the researchers based on a review of the 
relevant work values and organizational culture lite-
rature cited above, and presented to participants as 
closed-list, multiple-selection items rather than Li-
kert-type rating scales. This distinction is addressed 
further as a methodological limitation in Section 4.5.

4.4. Data Analysis
The data obtained within the scope of the research 
were analyzed using SPSS 26.0. During the analysis, 
the dataset was first examined and missing and erro-
neous data were identified and corrected to be sui-
table for analysis. In this context, incomplete or inva-
lid questionnaire forms were excluded, and analyses 
were conducted using data from 162 participants.

Responses to the open-ended personal values qu-
estion were independently coded into categories 
(e.g., honesty, family, respect) by two members of 
the research team through an inductive content 
analysis procedure; discrepancies in coding were 
resolved through discussion until full agreement 
was reached. For the work values and organizatio-
nal values items, each item selected from the closed 
lists (see Section 4.3) was treated as a binary variable 
(selected/not selected), enabling frequency-based 
analysis and subsequent comparisons across de-
mographic groups.

In the first stage of the study, descriptive statisti-
cs, frequency and percentage analyses, were used 
to determine the participants' demographic cha-

racteristics and to identify the personal, work, and 
organizational values most frequently prioritized 
by journalists. In the second stage of the research, 
the Chi-Square test of independence was applied 
to these binary and categorical variables to deter-
mine whether journalists' value orientations differed 
according to gender and professional experience. 
The Chi-Square test is a non-parametric statistical 
method appropriate for examining relationships and 
differences between categorical variables. Through 
this analysis, the relationships between journalists' 
personal values, work values, and perceptions of or-
ganizational values, on the one hand, and gender 
and professional experience, on the other, were tes-
ted.

4.5. Limitations of the Research
Although this study aims to reveal journalists' per-
ceptions of their personal, work, and organizational 
values, it has certain limitations. First, the research is 
limited to 162 journalists working in 81 newspapers, 
selected purposively from those operating in Türki-
ye. Because this is a non-probability sampling met-
hod, the sample was not selected to be statistically 
representative of the broader population of journa-
lists in Türkiye; rather, it was designed to capture di-
versity in professional role, regional distribution, and 
media field. 

A further methodological limitation concerns the 
measurement instruments used in the study. The 
structural validity and dimensional reliability of the 
Personal Values, Work Values, and Organizational 
Value Perception scales were tested solely within 
this study's sample (N = 162). Although the reliability 
coefficients obtained were within acceptable ranges 
for this sample, these psychometric properties have 
not been confirmed across other samples or con-
texts; accordingly, the generalizability of the scales' 
factor structure and reliability to different journalist 
populations or cultural settings remains to be estab-
lished through future validation studies.

In the study, journalists' value perceptions were exa-
mined in relation to gender and professional expe-
rience. In future studies, including additional vari-
ables such as age, education level, type of media 
organization, institutional size, and organizational 
structure may enable a broader evaluation of journa-
lists' value orientations. Future research could also 
adopt probability-based sampling designs and re-
test the scales used here across larger, more diverse 
samples to strengthen both the generalizability of 
the findings and the robustness of the measurement 
instruments.

A related limitation concerns the distribution of par-
ticipants across professional positions. Although the 
revised classification indicates that reporters consti-
tute 30.9% of the sample -addressing earlier concer-
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ns about reporter underrepresentation- manageri-
al-level participants (56.2%) still constitute more than 
half of the sample, while editors account for only 
13.0%. Accordingly, caution should still be exerci-
sed when generalizing the findings to "Turkish jour-
nalists" as a whole; the results are more accurately 
interpreted as reflecting value orientations within a 
sample in which senior editorial decision-makers are 
more strongly represented than field-level reporting 
staff. Future research employing quota-based or 
stratified sampling by professional position would 
allow for a more balanced comparison across hierar-
chical levels within the newsroom.

5. Findings
This section presents the findings from the analy-
sis of data collected for the study. First, descriptive 
statistics on the participants' demographic charac-
teristics are presented. Subsequently, journalists’ 
personal value priorities, the values they consider 
important in their professional practices, and their 
perceptions of organizational values are analyzed. 
Finally, the results of the Chi-square tests examining 
whether journalists’ value orientations differ by gen-
der and professional experience are presented in 
the following tables.

Table 1. Demographic Characteristics of the Participants (N = 162)

Source: Own processing.

Variable Category n %

Age

19–25 26 16.0

26–35 42 25.9

36–45 31 19.1

46–55 44 27.2

56 and above 19 11.7

Gender
Female 73 45.1

Male 89 54.9

Education Level

High school 30 18.5

Associate degree 6 3.7

Bachelor’s degree 95 58.6

Master’s degree 27 16.7

Doctorate 2 1.2

Other 2 1.2

Position

Editor 21 13.0

Reporter 50 30.9

Manager (Editor-in-Chief, 
Managing Editor, Owner/Publisher)

91 56.2

Media Sector

Internet / social media 46 28.4

Multiple media sectors 35 21.6

Print + Internet media 30 18.5

Audiovisual media 27 16.7

Audiovisual + print media 11 6.8

Print media 10 6.2

Other combinations 3 1.9

As shown in Table 1, the age distribution of the 162 
participating journalists is concentrated in the 46–55 
age group (27.2%), followed by the 26–35 age group 
(25.9%). The fact that many participants (72%) are 
aged 26 or older suggests that the sample largely 

consists of experienced, professionally established 
journalists, which may indicate that their value per-
ceptions are shaped by accumulated professional 
experience rather than early-career impressions. 
Regarding gender, male participants (54.9%) slight-
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ly outnumber female participants (45.1%), a ratio 
broadly consistent with the general employment 
structure of the Turkish media sector, suggesting 
a reasonably balanced sample in this respect. The 
education level findings are noteworthy: 58.6% of 
participants hold a bachelor's degree, and 16.7% 
hold a master's degree, meaning that 76.5% have 
at least an undergraduate degree. This reflects the 
increasingly higher-education-oriented profile of 
journalism as a profession in Türkiye and indicates 
that the sample's educational composition aligns 
with current sectoral trends. In terms of position, 
the fact that managerial-level participants (56.2%) 

constitute more than half of the sample may initially 
appear disproportionate. This pattern, however, is 
consistent with the study's purposive sampling stra-
tegy, which deliberately sought to capture value per-
ceptions not only from field-level staff but also from 
individuals shaping editorial and institutional decisi-
on-making. Nonetheless, this concentration should 
be acknowledged as a limitation: the comparatively 
lower representation of field reporting experience 
(30.9% reporters, 13% editors) suggests that the fin-
dings may be weighted toward a more managerial/
institutional perspective on professional values.

Table 2. Journalists’ Personal Value Priorities (Top Three Ranked Values)

What I value most
Priority values in %

Total
1.priority 2.priority 3.priority

1 My family, my loved ones 19,9% 13,7% 8,1% 41,6%

2 Honesty and truthfulness; acting honestly, being 
sincere in relationships and speech

20,5% 12,4% 5,6% 38,5%

3 Respect; being respectful, showing respect and 
courtesy to one another

12,4% 8,7% 5,6% 26,7%

4 Myself 6,2% 4,3% 4,3% 14,9%

5 My job, my profession 2,5% 7,5% 5,0% 14,9%

6 Trust, reliability 5,0% 5,0% 3,7% 13,7%

7 Morals and values; having moral values and living 
by them, being moral, being ethical

4,3% 3,7% 3,1% 11,2%

8 Justice 5,0% 2,5% 3,1% 10,6%

9 Health 3,7% 3,1% 3,7% 10,6%

10 Economic income, a good salary, money 2,5% 1,2% 3,1% 6,8%

11 My hobbies; reading, writing, traveling, sleep, 
my quality of life

0,6% 1,9% 4,3% 6,8%

12 My country, my homeland 1,2% 3,1% 2,5% 6,8%

13 Efficiency, productivity 0,0% 3,1% 3,7% 6,8%

14 Peace 1,9% 1,9% 2,5% 6,2%

15 Discipline 1,9% 1,9% 1,9% 5,6%

16 Freedom 0,6% 1,2% 3,7% 5,6%

17 Love 0,6% 0,0% 3,7% 4,3%

18 Success 0,0% 1,9% 1,9% 3,7%

19 Nature and animals, protecting nature 0,0% 2,5% 0,6% 3,1%

20 Impartiality, objectivity 0,0% 3,1% 0,0% 3,1%

21 Responsibility 1,2% 1,2% 0,0% 2,5%

22 Loyalty 0,0% 0,0% 1,9% 1,9%

23 My religious life 0,6% 0,0% 1,2% 1,9%

24 Stability 1,2% 0,0% 0,0% 1,2%

25 Knowledge 0,0% 1,2% 0,0% 1,2%
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26 Style 0,0% 1,2% 0,0% 1,2%

27 Working in a planned manner 0,0% 1,2% 0,0% 1,2%

28 Merit 0,0% 0,0% 1,2% 1,2%

29 Self-sacrifice 0,0% 0,0% 1,2% 1,2%

30 Transparency 0,0% 0,0% 1,2% 1,2%

31 Goodwill 0,0% 0,0% 1,2% 1,2%

32 Humility, modesty 0,0% 0,0% 1,2% 1,2%

33 Other values 8,1% 12,4% 20,5% 8,1%

Source: Own processing.

Table 2 presents journalists' priority personal valu-
es based on their first-, second-, and third-choice 
responses. The findings reveal that ethical and rela-
tional values were the most prominent among par-
ticipants, while values tied to journalism's normative 
professional ideology were comparatively rare. Fa-
mily and loved ones emerged as the value with the 
highest overall priority rate (41.6%), although it was 
not the most frequently selected first-priority value; 
rather, it maintained a consistently strong presence 
across the second (13.7%) and third (8.1%) priority 
ranks, suggesting that family functions as a stable, 
recurring reference point in journalists' value sys-
tems rather than the single most immediate associa-
tion. Honesty and truthfulness, by contrast, were the 
most frequently selected first-priority value (20.5%) 
and ranked second overall (38.5%), indicating that it 
is the value most immediately associated with jour-
nalists' sense of self. Respect ranked third overall 
(26.7%) but became relatively more prominent at 
the third-priority level (5.6%, equal to family and ho-
nesty), suggesting it may be a more relationally de-
rived value, one that becomes salient upon further 
reflection rather than an immediate first association. 
At a more moderate level, self-oriented and profes-
sional identity values, namely myself (14.9%) and my 
job/profession (14.9%), appeared with identical ove-
rall totals but inverse patterns: self-related respon-
ses were more frequently a priority (6.2%), while job/
profession-related responses were more frequently 
a second priority (7.5%). This suggests journalists 
tend to anchor their value identity first in personal 
selfhood, with professional identity emerging as a 

closely related but secondary layer. Trust and relia-
bility (13.7%) and moral/ethical values (11.2%) also 
featured prominently and are conceptually related 
to honesty; combined with honesty and truthfulness, 
this broader "ethical cluster" accounts for a subs-
tantial share of journalists' overall value priorities, 
reinforcing the centrality of integrity-related values 
in this profession. A notable finding concerns the 
limited presence of values tied to journalism's nor-
mative professional ideology. Impartiality/objectivity 
(3.1%), responsibility (2.5%), and transparency (1.2%) 
were rarely identified as personal priorities, and im-
partiality/objectivity was never selected as a priority. 
This points to a potential gap between journalism's 
normative discourse, which foregrounds objectivity, 
responsibility, and transparency as defining occupa-
tional values (Deuze, 2005; Hanitzsch et al., 2011), 
and journalists' internalized personal value systems, 
in which relational and character-based values such 
as family, honesty, and respect appear considerably 
more salient than role-specific professional norms. 
Material- and achievement-oriented values such as 
economic income (6.8%), success (3.7%), and effi-
ciency/productivity (6.8%) were also ranked com-
paratively low, indicating that journalists' personal 
values are shaped neither primarily by professio-
nal-normative ideals nor by material or performan-
ce-based concerns, but by relational and ethical 
orientations centered on family, honesty, and respe-
ct. The "other values" category displayed a distinct 
pattern: relatively infrequent as a priority (8.1%) but 
among the most frequently selected categories at 
the third-priority level (20.5%).

Table 3. Journalists’ Work Value Priorities

What do you value in work-related matters? (Business Value””) Number %

Discipline and order 100 62%

Sincerity 80 50%

Doing work well and with quality 65 40%

Keeping up with current events 63 39%

Developing oneself through learning 63 39%



11

Personal, Professional, and Organizational Values in Media Institutions: An Empirical Study of Media 
Professionals

Source: Own processing.

Mutual respect 52 32%

Effort 49 30%

Dedication 42 26%

Money and material things - Economic benefit 38 24%

Punctuality 33 20%

Success 32 20%

Good planning 31 19%

Good relationships with coworkers and people in general 30 19%

Learning different ideas 30 19%

Belonging 28 17%

Knowing the process details completely 26 16%

Being fully informed 26 16%

Being appreciated 18 11%

Table 3 presents journalists' work-related value prio-
rities. The findings indicate that professional discipli-
ne, ethical conduct, and self-development were the 
most highly valued aspects of work, while material 
and externally validated rewards occupied a com-
paratively peripheral position. Discipline and order 
emerged as the most frequently reported work-re-
lated value (62%), a finding that, while unexpected 
at first glance, is consistent with the time-pressured, 
fast-paced nature of news production described in 
the literature (Skovsgaard, 2014); under such conditi-
ons, disciplined and orderly working habits may fun-
ction as a practical necessity rather than an abstract 
ideal. Sincerity ranked second (50%), aligning closely 
with the prominence of honesty and truthfulness ob-
served among personal values (Table 2), suggesting 
that integrity-related values extend consistently into 
journalists' professional identity and daily conduct. 
A cluster of intrinsic, knowledge-oriented values 
also featured prominently: doing work well and with 
quality (40%), keeping up with current events (39%), 
and developing oneself through learning (39%), fol-
lowed by learning different ideas (19%) and knowing 
the process details completely (16%). Together, 
these findings indicate that journalists' work values 
are strongly oriented toward continuous learning, 
professional competence, and information-seeking, 
consistent with journalism's identity as a knowled-
ge-intensive profession (Super, 1970). Social and 
relational values, including mutual respect (32%), 
good relationships with coworkers (19%), and be-
longing (17%), occupied a more moderate position, 

mirroring the comparatively stable but secondary 
role of respect among personal values (Table 2). In 
contrast, material and extrinsic values were consis-
tently ranked lower. Money and material benefits 
(24%), punctuality (20%), success (20%), and being 
appreciated (11%) appeared toward the bottom of 
the hierarchy, paralleling the relatively low empha-
sis placed on economic income and success among 
personal values (Table 2). Notably, success (20%) was 
reported more frequently than being appreciated 
(11%), suggesting that journalists may derive pro-
fessional accomplishment from the intrinsic value of 
their work rather than from external recognition, an 
interpretation consistent with journalism's frequent 
characterization as a profession in which the visible 
product typically overshadows the individual cont-
ributor. Overall, the hierarchy observed in Table 3, 
with discipline and ethical/relational values at the 
top, knowledge-oriented values in the middle, and 
material or recognition-based values at the bot-
tom, closely parallels the value structure identified 
among journalists' personal values (Table 2). This 
convergence reinforces the internal consistency of 
the findings and suggests that journalists' profes-
sional value orientations are, to a considerable ex-
tent, an extension of their broader personal value 
systems. To provide a synthesized overview of the 
three value dimensions examined in this study, Figu-
re 1 presents the six value categories common to the 
personal, work, and organizational value measures, 
allowing for a direct visual comparison of their relati-
ve emphasis across contexts.
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Table 4. Differences in Personal Values by Gender

Figure 1. Descriptive Distribution of Perceived Organizational Values by Gender

Source: Own processing.

Note. χ² = Chi-Square test. p < .05 indicates statistical significance. N = 161 (89 male, 72 female). Although the gender item was 
mandatory and binary for all 162 participants, one female participant's response to the open-ended personal values question could 
not be reliably classified into the categories examined below. Because the chi-square procedure requires non-missing data on both 
variables, this participant was excluded from this specific analysis through listwise deletion; she remains included in the overall 
demographic count reported in Table 1 (N = 162).

Source: Own processing.

Personal Value Male (%) Female (%) Total (%) χ² df P Result

Family and loved ones 44.9 37.5 41.6 0.91 1 .341 Not significant

Honesty and decency 39.3 37.5 38.5 0.06 1 .813 Not significant

Respect and courtesy 20.2 34.7 26.7 4.27 1 .039 Significant

Self and hobbies 18.0 26.4 21.7 2.79 1 .095 Not significant

Job, profession, productivity 16.9 27.8 21.7 2.79 1 .095 Not significant

A chi-square test of independence was conducted 
to examine whether intrinsic personal values diffe-
red by gender. Among the five value categories exa-
mined, respect and courtesy were the only perso-
nal values showing a statistically significant gender 
difference, χ²(1, N = 161) = 4.27, p = .039. Female 
journalists were considerably more likely than male 
journalists to identify respect as a core personal va-
lue (34.7% vs. 20.2%) -a gap of nearly 15 percentage 
points, the largest observed in this table. This fin-
ding is consistent with the broader pattern noted 
in Table 2, where respect emerged as a relationally 
derived value that becomes more salient upon furt-
her reflection; the present result suggests that this 
relational salience may be particularly pronounced 
among female journalists. In addition to the statisti-
cally significant finding, two further patterns approa-
ched significance and merit cautious attention. Self 
and hobbies (18.0% male vs. 26.4% female) and job, 
profession, and productivity (16.9% male vs. 27.8% 
female) both yielded identical chi-square values, 
χ²(1, N = 161) = 2.79, p = .095, with female journalists 
reporting consistently higher percentages on both. 
Although these differences did not reach conventi-
onal significance thresholds, their consistent direc-
tion -female journalists more frequently prioritizing 

self-oriented and professional-identity values- sug-
gests a borderline pattern that may warrant further 
investigation with a larger sample, rather than being 
dismissed outright as a null finding. By contrast, fa-
mily and loved ones (44.9% male vs. 37.5% female; 
χ² = 0.91, p = .341) and honesty and decency (39.3% 
male vs. 37.5% female; χ² = 0.06, p = .813) showed 
minimal gender variation, indicating that these two 
values function as shared, gender-invariant priori-
ties among journalists regardless of gender. This 
is a notable finding in its own right: while respect 
appears to be a gendered relational value, honesty 
-the value most central to journalists' personal iden-
tity overall (see Table 2)- is evidently embraced with 
equal strength by male and female journalists alike, 
reinforcing its status as a near-universal professional 
and personal anchor within this sample. The findings 
indicate that gender differences in intrinsic personal 
values were limited in number but meaningful in di-
rection: where differences did emerge (respect and 
the borderline patterns for self/hobbies and job/
profession), they consistently favored stronger en-
dorsement among female journalists, while the two 
most universally endorsed values (family, honesty) 
showed no meaningful gender variation.
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Figure 2 presents the complete descriptive distribu-
tion of responses to the organizational values qu-
estion, broken down by gender, providing the full 
response pattern underlying the statistically signifi-
cant differences reported in Table 5. The most stri-
king finding is that nearly half of female journalists 
(44%) reported being unable to identify any orga-
nizational value, compared to one-quarter of male 
journalists (25%) -the largest gender gap observed 
across all categories. This pattern, consistent with 
the significant chi-square result reported in Table 
5, suggests a considerable disparity in how clearly 
male and female journalists perceive or articulate 
their organizations' value priorities, potentially poin-
ting to differences in organizational communication, 
inclusion, or cultural integration that women expe-
rience in Turkish newsrooms. Among journalists who 
did identify organizational values, male respondents 
reported respect (43%) and reliability (42%) as the 
most prominent perceived values, followed by dis-
cipline (37%), sincerity (34%), and belonging (30%). 
Female respondents, by contrast, most frequently 
identified performance (31%), respect (26%), and 
reliability (25%) as defining organizational priorities. 
Notably, sincerity showed the largest gender gap 
among substantively endorsed values, identified by 
34% of male journalists but only 8% of female journa-
lists -a 26-point difference that stands out even more 

sharply than the gap observed for respect (43% vs. 
26%) or reliability (42% vs. 25%). This suggests that 
male and female journalists may be having qualita-
tively different experiences of their organizations' 
relational and ethical climate, with male journalists 
considerably more likely to perceive their organizati-
ons as emphasizing interpersonal sincerity. A reverse 
pattern emerges for a small number of categories: 
order was reported more frequently by female jour-
nalists (17%) than male journalists (11%), and punctu-
ality showed a similarly modest female-leaning gap 
(14% vs. 12%). While these differences are smaller in 
magnitude, they may suggest that female journalists 
are somewhat more likely to associate their organi-
zations with procedural or administrative values rat-
her than relational ones. The distribution suggests 
that male journalists more frequently perceive their 
organizations through a relational and ethical lens 
(respect, reliability, sincerity, belonging), whereas 
female journalists' perceptions are comparatively 
more fragmented marked by a high rate of non-i-
dentification, a stronger orientation toward perfor-
mance, and lower endorsement of relational values 
such as sincerity and belonging. This pattern reinfor-
ces the gender-based disparities identified in Table 
5 and suggests that the perceived organizational va-
lue climate in Turkish media institutions may not be 
experienced uniformly across genders.

Table 5. Differences in Perceived Organizational Values by Gender (Chi-Square Results)

Note. χ² = Pearson Chi-Square test. df = degrees of freedom. p < .05 indicates statistical significance. Reliability was significant according 
to Pearson Chi-Square; Fisher’s Exact Test showed marginal significance. N = 161 (89 male, 72 female). "Reliability and truthfulness" 
combines responses identifying either "reliability" or "honesty" (see Figure 2 for individual item breakdowns); "performance and 
success" similarly combines "performance" and "success." As composite categories, these percentages reflect the proportion of 
respondents selecting at least one of the constituent items and are therefore not directly comparable to the single-item percentages 
reported in Figure 2.

Source: Own processing.

Organizational Value Male (%) Female (%) Total (%) χ² df p Result

Could not define any value 24.7 44.4 33.5 6.95 1 .008 Significant

Respect 42.7 26.4 35.4 4.63 1 .031 Significant

Reliability and truthfulness 50.6 34.7 43.5 4.06 1 .044 Significant*

Performance and success 37.1 36.1 36.6 0.02 1 .899 Not significant

A chi-square test of independence was conducted to 
examine whether journalists' perceptions of organi-
zational values differed by gender. Three of the four 
categories examined showed statistically significant 
gender differences, indicating that men and women 
experience the organizational value climate quite 
differently. The most pronounced finding concerns 
the inability to define any organizational value, χ²(1, 
N = 161) = 6.95, p = .008, the strongest effect ob-
served in this table. Nearly half of female journalists 
(44.4%) reported being unable to identify any value 
their organization prioritizes, compared to roughly a 
quarter of male journalists (24.7%), a gap of nearly 20 
percentage points. As this category captures a failu-

re of value communication or internalization rather 
than the endorsement of a specific value, this finding 
carries more weight than the comparisons that follow 
and is addressed further in the Discussion. Among 
journalists who did identify organizational values, 
respect showed a significant gender difference in 
a direction that runs counter to the personal-value 
pattern observed in Table 4: male journalists were 
more likely to perceive respect as an organizational 
value than female journalists (42.7% vs. 26.4%), χ²(1, 
N = 161) = 4.63, p = .031. Given that female journa-
lists were significantly more likely to hold respect as 
a personal value (Table 4), this divergence points to 
a potential "respect gap": female journalists appear 
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to value respect more strongly themselves yet are 
less likely to perceive their organizations as embod-
ying it. Reliability and truthfulness, a composite ca-
tegory combining respondents who identified either 
reliability or honesty as an organizational value, also 
showed a significant gender difference, χ²(1, N = 
161) = 4.06, p = .044, again favoring male journalists 
(50.6% vs. 34.7%). Because this category aggregates 
two related items, its higher percentages (relative 
to the individual "reliability" and "honesty" figures 
in Figure 2) are expected; the gender gap remains 
meaningful and consistent with the finding above. It 
should be noted that while the Pearson chi-square 
reached significance, Fisher's Exact Test, more ap-
propriate given the cell sizes, yielded only marginal 
significance, so this result should be interpreted with 
some caution. By contrast, performance and suc-
cess, a composite category combining performance 

and success responses, showed virtually no gender 
difference (37.1% male vs. 36.1% female), χ²(1, N = 
161) = 0.02, p = .899. This null result suggests that, 
despite gender disparities in respect and reliability/
truthfulness, male and female journalists perceive 
their organizations as similarly performance-orien-
ted. Taken together, these findings suggest that 
gender differences in perceived organizational va-
lues are considerably more pronounced than those 
observed in personal values (Table 4). Female journa-
lists are markedly more likely to report being unable 
to define their organization's values at all, and less 
likely than male journalists to perceive respect and 
reliability as organizational priorities, even though 
respect, specifically, is a value they personally hold 
in higher regard. Performance-related perceptions, 
however, appear to be experienced uniformly across 
genders.

Table 6. Differences in Personal Values by Professional Experience

Note. χ² = Pearson Chi-Square. p < .05 indicates statistical significance.

Source: Own processing.

Personal Value
1–5 
years 
(%)

6–10 
years 
(%)

11–15 
years 
(%)

15+ 
years 
(%)

Total 
(%) χ² df p Result

Family and loved ones 37.3 56.0 52.6 36.4 41.6 4.23 3 .238
Not 
significant

Honesty and decency 19.6 32.0 42.1 54.5 38.5 15.41 3 .001 Significant

Respect and courtesy 33.3 28.0 10.5 25.8 26.7 3.74 3 .291
Not 
significant

Self and hobbies 35.3 32.0 10.5 10.6 21.7 13.27 3 .004 Significant

Job, profession, productivity 19.6 16.0 21.1 25.8 21.7 1.25 3 .741
Not 
significant

A chi-square test of independence was conducted 
to examine whether journalists' intrinsic personal 
values differed by professional experience level. 
Two of the five value categories showed statistical-
ly significant differences across experience groups, 
revealing a clear developmental pattern in how 
journalists' personal values shift over the course of 
their careers. The most striking finding concerns ho-
nesty and decency, χ²(3, N = 161) = 15.41, p = .001, 
which represents the strongest effect observed in 
this table. The proportion of journalists identifying 
honesty as a core personal value rises steadily with 
experience, increasing from 19.6% among those 
with 1-5 years of experience to 32.0% among those 
with 6-10 years, 42.1% among those with 11-15 ye-
ars, and 54.5% among journalists with more than 15 
years of experience. This nearly threefold increase 
suggests that honesty is not simply a value journa-
lists hold from the beginning of their careers. Rat-
her, it appears to become progressively internalized 
through accumulated professional experience. This 
pattern may reflect repeated exposure to ethical 

challenges, greater awareness of the consequences 
of dishonesty, or the gradual development of a pro-
fessional identity grounded in credibility. A comple-
mentary pattern emerges for self and hobbies, χ²(3, 
N = 161) = 13.27, p = .004, although in the opposite 
direction. This value is most prevalent among ear-
ly-career journalists, accounting for 35.3% of those 
with 1-5 years of experience and 32.0% of those with 
6-10 years. Its prevalence then declines sharply to 
10.5% among journalists with 11-15 years of expe-
rience and 10.6% among those with more than 15 
years of experience. This represents an approxima-
tely threefold decrease. Considered together with 
the findings for honesty, these results indicate a bro-
ader developmental trajectory in which self-orien-
ted personal values gradually give way to ethically 
grounded professional values as journalists advance 
in their careers. Early-career journalists may place 
greater emphasis on personal time, hobbies, and in-
dividual interests, reflecting either a less developed 
professional identity or a stronger separation betwe-
en work and personal life. With increasing profes-
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sional experience, this orientation appears to be 
replaced by a stronger ethical commitment to the 
profession itself. By contrast, three value categories 
did not differ significantly according to professio-
nal experience. These were family and loved ones, 
χ²(3, N = 161) = 4.23, p = .238; respect and courtesy, 
χ²(3, N = 161) = 3.74, p = .291; and job, profession, 
and productivity, χ²(3, N = 161) = 1.25, p = .741. Fa-
mily and loved ones remained relatively stable and 
highly endorsed across all experience groups, with 
percentages ranging from 36.4% to 56.0%. This fin-
ding reinforces the results presented in Table 2 by 
suggesting that family functions as a stable perso-
nal value regardless of career stage. Unlike honesty, 

which appears to strengthen through professional 
experience, family remains a consistent anchor in 
journalists' personal value systems throughout the-
ir careers. These findings indicate that professional 
experience plays a selective but meaningful role in 
shaping journalists' value orientations. Rather than 
influencing all personal values equally, professional 
experience appears to encourage a shift away from 
self-oriented priorities toward an ethically grounded 
professional identity centered on honesty, while va-
lues such as family, respect, and professional produ-
ctivity remain comparatively stable across different 
career stages.

Table 7. Differences in Perceived Organizational Values by Professional Experience

Note. χ² = Pearson Chi-Square test. p < .05 indicates statistical significance.

Source: Own processing.

Organizational Value
1–5 
years 
(%)

6–10 
years 
(%)

11–15 
years 
(%)

15+ 
years 
(%)

Total 
(%) χ² df p Result

Could not define any value 35.3 44.0 31.6 28.8 33.5 2.00 3 .573
Not 
significant

Respect 31.4 36.0 42.1 36.4 35.4 0.77 3 .858
Not 
significant

Reliability and truthfulness 37.3 40.0 42.1 50.0 43.5 2.08 3 .555
Not 
significant

Performance and success 43.1 32.0 10.5 40.9 36.6 7.26 3 .064 Marginal

A chi-square test of independence was conducted 
to examine whether journalists' perceptions of orga-
nizational values differed by professional experience 
level. In contrast to the pattern observed for per-
sonal values (Table 6), where experience was asso-
ciated with clear and significant shifts in two value 
categories, none of the four organizational value 
categories reached conventional statistical signifi-
cance across experience groups, although one ca-
tegory approached significance. Performance and 
success showed the strongest, albeit only marginally 
significant, association with professional experience, 
χ²(3, N = 161) = 7.26, p = .064. The observed pat-
tern is notably non-linear. Journalists with 1-5 years 
of experience (43.1%) and those with more than 15 
years of experience (40.9%) identified performance 
and success as an organizational value at similarly 
high rates, whereas journalists with 11-15 years of 
experience reported this value much less frequently 
(10.5%). This U-shaped distribution differs from the 
steady increase or decrease observed for some per-
sonal values. Although statistically tentative, this fin-
ding is substantively meaningful. It may indicate that 
perceptions of organizational performance pressu-
re are particularly salient during the initial stages 
of a journalist's career, when adaptation demands 
and professional expectations are high, and again 

during later career stages, when seniority, accoun-
tability, and organizational responsibilities beco-
me more prominent. By contrast, journalists in the 
mid-career stage may experience a comparatively 
more stable period in which performance concer-
ns are less salient. Because this association falls just 
short of the conventional significance threshold, the-
se interpretations should be considered suggestive 
rather than conclusive and warrant further examina-
tion using larger samples. The remaining three or-
ganizational value categories showed no significant 
variation across professional experience groups. 
The proportion of journalists who could not define 
any organizational value remained relatively stable, 
ranging from 28.8% to 44.0%, χ²(3, N = 161) = 2.00, 
p = .573. This finding indicates that difficulties in 
identifying organizational values are not confined to 
early-career journalists, as might be expected if they 
primarily reflected limited organizational tenure or 
insufficient onboarding. Instead, the inability to ar-
ticulate organizational values appears to be a more 
widespread issue affecting journalists throughout 
different stages of their careers. Similarly, respect 
did not vary significantly across experience groups, 
with percentages ranging from 31.4% to 42.1%, χ²(3, 
N = 161) = 0.77, p = .858. Reliability and truthfulness 
also showed no statistically significant association 
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with professional experience, χ²(3, N = 161) = 2.08, p 
= .555, despite a modest numerical increase across 
experience groups. Although this upward trend may 
suggest that more experienced journalists perceive 
reliability and truthfulness somewhat more frequent-
ly as organizational values, the observed differen-
ces are insufficient to support a statistically reliable 
conclusion. The findings presented in Table 7 differ 
markedly from those reported in Table 6. Whereas 
journalists' personal values change meaningfully 
with professional experience, particularly through 
the increasing importance of honesty and the decli-
ning emphasis on self-oriented values, perceptions 
of organizational values remain comparatively stable 
across career stages. Only performance and success 
displayed a tentative, non-linear pattern that appro-
ached statistical significance. This asymmetry sug-
gests that the development of journalists' personal 
ethical orientations may occur relatively indepen-
dently of their perceptions of organizational values. 
Rather than being shaped primarily by career prog-
ression, organizational value perceptions appear to 
be influenced more strongly by characteristics of the 
organization itself and, as demonstrated in Table 5, 
by gender.

6. Results and Discussions 
The alignment among personal, work, and organi-
zational values is important for journalists' overall 
satisfaction and sectoral commitment. In this study, 
values were examined across three dimensions 
(personal, work, and perceived organizational va-
lues), and their relative distributions were descrip-
tively compared; the chi-square test was then used 
to examine whether these orientations differed by 
gender and professional experience. Because no 
formal statistical test of association (e.g., correlation 
or profile-matching analysis) was conducted betwe-
en personal and organizational value perceptions at 
the individual level, the patterns discussed below 
should be understood as descriptive discrepancies 
in emphasis rather than as evidence of a formally 
tested value incongruence (see Section 4.5).

RQ1 asked which personal values Turkish journalists 
prioritize most. The most important personal valu-
es were the ethical cluster combining honesty and 
truthfulness with trust and reliability (52.2%), family 
and loved ones (41.6%), and respect and courtesy 
(38.5%), indicating that relational and emotional va-
lues are highly significant and reinforcing the view 
that journalism remains deeply connected to mo-
ral responsibility and social trust. The most predo-
minant work value was discipline and order (62%), 
followed closely by sincerity (50%), reinforcing the 
same ethical orientation at the work-related level. 
These patterns broadly support Schwartz's value 
theory: honesty, trust, and respect correspond to 
self-transcendence, whereas the comparatively 

weak emphasis on success and economic benefit 
reflects self-enhancement, indicating that journa-
lists primarily prioritize socially oriented rather than 
self-serving values. The values most strongly endor-
sed, honesty, family, and respect, are conceptually 
closest to self-transcendence, while the least emp-
hasized categories, such as success and economic 
benefit, align more closely with self-enhancement, a 
pattern consistent with Schwartz's (1992, 2006) pre-
diction that these two poles are generally incompa-
tible within an individual's value priorities. A related 
tension appears in the experience-based findings: 
early-career journalists' stronger orientation toward 
self and hobbies, conceptually closer to openness 
to change, gives way, with increasing experience, 
to a stronger emphasis on honesty, associated with 
self-transcendence. These should be understood as 
theoretical readings of concrete, researcher-compi-
led categories rather than direct empirical tests of 
Schwartz's ten-type structure, but they suggest that 
Schwartz's broader dimensional framework retains 
explanatory value even when values are operationa-
lized in occupation-specific terms.

RQ2 compared journalists' work values with their 
perceptions of organizational values. Perceived or-
ganizational values presented a somewhat distinct 
pattern: the most predominant were the reliability/
honesty cluster (43.5%), respect (35.4%), and per-
formance and success (36.6%). Although journalists 
themselves place strong emphasis on discipline, qu-
ality, and self-development as work values, perfor-
mance and success were perceived as an organizati-
onal priority by little more than a third of participants, 
suggesting that journalists' own professional stan-
dards may exceed what they perceive their organi-
zations to formally prioritize. This discrepancy is visu-
ally evident in Figure 1, where the work-value curve 
rises sharply to 62.0%, far exceeding the correspon-
ding personal (21.7%) and organizational (32.3%) va-
lues, indicating that journalists hold themselves to a 
considerably higher standard of work-related discip-
line than they perceive either as a personal priority 
or an organizational expectation. Because no formal 
person-organization fit analysis was conducted, this 
pattern should be read as a descriptive rather than 
statistically verified gap; nevertheless, it supports re-
search suggesting that journalists distinguish betwe-
en their own professional values and those embed-
ded in organizational culture.

RQ3 examined whether personal and perceived or-
ganizational values differ by gender and professional 
experience. Value perceptions differed more strong-
ly by gender than by experience. The chi-square re-
sults revealed a "respect gap": female journalists 
were significantly more likely to identify respect as 
a personal value (34.7% vs. 20.2% for men), yet male 
journalists were significantly more likely to perceive 
respect (42.7% vs. 26.4%) and reliability/truthfulness 
(50.6% vs. 34.7%) as organizational values, sugges-
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ting a disconnect between female journalists' own 
relational expectations and what they perceive their 
organizations to provide. Most notably, 44.4% of fe-
male journalists could not identify any organizational 
value at all, compared to 24.7% of male journalists, 
the largest gender gap observed in this study, poin-
ting to a possible internal communication or cultural 
integration issue in which women feel comparatively 
more disconnected from their organization's insti-
tutional identity. This pattern is consistent with re-
search describing journalism as historically shaped 
by male-dominated newsroom structures, in which 
women continually negotiate their position within 
an androcentric institutional culture (Alankuş, 2024), 
and with the reality that women occupy relatively 
few senior editorial positions in Turkish media despi-
te constituting nearly half of the workforce (Sahinka-
ya  & Yorur, 2024). The present finding, that women 
value respect more strongly themselves yet are less 
likely to perceive their organizations as embodying 
it, may thus reflect a structurally conditioned gap 
between women's expectations and their lived or-
ganizational experience rather than a difference in 
personal values.

Professional experience showed a different pattern. 
More experienced journalists placed significantly 
greater importance on honesty as a personal value, 
rising from 19.6% among those with 1 to 5 years of 
experience to 54.5% among those with more than 15 
years, while less experienced journalists were signi-
ficantly more likely to prioritize self-oriented values 
such as personal time and hobbies. Perceived orga-
nizational values, by contrast, showed no significant 
variation by experience level, except for a marginally 
significant, non-linear pattern for performance and 
success, suggesting that ethical development may 
proceed somewhat independently of how journalists 
perceive their organizations' priorities, with organi-
zational value perceptions shaped more strongly by 
gender than by career stage. This strengthening of 
honesty with experience is consistent with the bro-
ader literature on journalistic professional socializa-
tion, which characterizes journalism as an occupa-
tion whose ethical sensibility is cultivated through 
sustained practice rather than acquired at career 
entry (Sanders, 2003; Deuze & Witschge, 2018), su-
ggesting a gradual process of professional identity 
formation in which repeated exposure to ethical 
dilemmas progressively reinforces commitment to 
truthfulness as a core value.

Taken together, these findings highlight a complex 
relationship between journalists' personal values, 
work-related priorities, and perceived organizatio-
nal structures in contemporary Turkish media. While 
journalists strongly emphasize ethical and relational 
values at the personal and work-related levels, the-
se values do not always correspond, in descriptive 
terms, with the priorities they perceive within their 
organizations. Theoretically, the study contributes 

by integrating personal, work, and organizational 
values within a single framework grounded in a 
concrete, Rokeach-derived approach (see Section 
2.2) rather than direct application of Schwartz's ten 
predefined types, while showing that Schwartz's 
broader dimensional framework retains explanatory 
value in this more concrete operationalization. The 
results also reinforce research suggesting that jour-
nalistic practice is shaped not only by normative pro-
fessional values but also by organizational structures 
and institutional priorities (Sjøvaag, 2013; Waldens-
tröm, Wiik, & Andersson, 2019; Mubarok, Sarwono, 
& Angeliqa, 2024).

Practically, media organizations should communi-
cate organizational values more clearly and work 
to reduce perceived value gaps, particularly given 
that gender-based differences in this study indi-
cate that value perceptions within newsrooms are 
not experienced equally by all journalists; creating 
more inclusive environments, especially for women 
journalists, and strengthening mentoring and ethics 
training for early-career journalists may help support 
the transition from individual-oriented to ethically 
grounded professional values over time. Future re-
search may build on these findings by employing 
person-organization fit methodologies (e.g., O'Reil-
ly, Chatman, & Caldwell, 1991) to formally test value 
congruence at the individual level and to examine 
how such alignment influences journalists' professi-
onal identity and long-term commitment to the pro-
fession. Complementing the present quantitative, 
categorical approach with qualitative or mixed-met-
hods designs could further illuminate how journa-
lists actively negotiate tensions among personal, 
work, and organizational values in daily practice, 
for instance through strategies such as deep acting, 
surface acting, reformulation, and the formulation 
of conditions, as identified in interview-based rese-
arch on Austrian journalists (Leonhardt, 2025). Such 
designs could help clarify not only which values are 
prioritized, but how the descriptive discrepancies 
documented here across personal, work, and orga-
nizational levels (Tables 2–5) are reconciled, contes-
ted, or rationalized by journalists themselves.
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