
Abstract

The main purpose of this study is to test the proposed marketing model in news production by ap-
plying it to the contentofanon-Western news organization as well as to explore the degree to which this
proposed model predicts the type of media content patterns. Content analysis was used on the English
(AJE) and the Arabic (AJA) versions of Al Jazeera news websites from January 1, 2014 to April 30,
2014. A systematic random sample of 358 stories from AJA news stories was selected, and the same
sampling procedure yielded 234 stories constituting the AJE sample. The findings of the study revealed
that Al Jazeera reflects marketing values at a moderate level (5.93 out of 11) at the marketing model.
At individual level of each news website, AJE scores higher on marketing measures than AJA. AJA re-
flects the marketing values at the end top of the low level (3.85 out of 11), and AJE reflects the mar-
keting values in the middle of the moderate level (5.87 out of 11). The chi square test shows that there
are statistically significant differences. 
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Introduction 

The advent of new technologies and the pressing business environment have dramatical-
ly increased the intense competition between the world’s leading news organizations (Lowrey
& Gade, 2011). The competition is to reach new audiences and make news available in “dif-
ferent languages to numerous people” (Groshek, 2008, p. 52) on the basis of global regions.

Many leading world news organizations have targeted different audiences and designed
specific content that meets their outside audiences’ needs (Foote, 1995; Hart, 2008, p. 2). For
example, CNN, based in the U.S., has news websites in nine different languages; the BBC,
based in London, has news websites with 27 different languages; Voice of America broad-
casts in “40-50 languages” (Mody, 2012, p. 103), and Al Jazeera, based in Qatar, has three
news websites, one in English (AJE), the second one is in Arabic (AJA), and the third one in
Turkish (CNN news website, 2012; BBC Arabic website, 2012; Al Jazeera English website,
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2012). However, this study is not interested in examining the conditions of why or how the
content will/not be accepted by the readers. Rather, it seeks mainly to examine the extent to
which non-Western media uses marketing values in news production. 

The main logic of the professional approach in journalism is “identifying and responding
to broad social or political needs” (Beam, 1996, p. 287). In other words, this approach focus-
es on public sphere issues such as governmental affairs and aims to provide the readers with
adequate information to make informed decisions and get them involved in the political
process. However, the marketing model has prevailed among news organizations that have
an uncertain environment and inability to predict their readers’ needs. The marketing model
is not related to public affairs issues, but it rather pays greater attention to news stories relat-
ed to entertainment, sports, and celebrities (Beam. 1996). The main purpose of the market-
ing model is to increase the profits of the news organization by using private sphere content
to attract more audiences and advertisers. 

The problem of this underlines that in an era of global communication little is known,
through systematic study, about the role of marketing factors in news production when the
same news organization communicates to different audiences of different interests, religious,
and cultural backgrounds through content in multiple languages.

This study aims to identify to what extent the marketing values prevail in the content of both
AJA and AJE websites to communicate to their audiences with different cultural, language, and
interest backgrounds. There is no single study that explains which norms have been more re-
flected in the contents of both AJE and AJA when targeting its Arab and non-Arab readers. 

Also, this study seeks to test the marketing model by applying it to the content of a non-
Western news organization as well as to explore the degree to which this proposed model
predicts the type of media content patterns. 

This study came as a response to researchers’ calls to conduct more studies to explore the
main trends in news production and consumption in different regions in the world (Elareshi
& Gunter, 2012). Also, other academics have urged that more studies to be conducted in or-
der toreach a fuller understanding of multilingual news coverage in global news production
(Abudl-Mageed & Herring, 2008). Besides, the study addresses the suggestion by Zeng and
Tahat (2012) that future research “compare the trends of coverage between the Arabic ver-
sion and English version of the same news organization” (p. 445). 

Literature review: the marketing model 

The term “market journalism” has appeared in the last three decades, and it suggests that
media industry will “automatically produce entertainment-oriented information” (Lacy &
Sohn, 2011, p.159). Entman (1989) mentioned that there is a conflict between two external
forces, which impacts media content, the audience who seeks entertainment over information,
and politicians who seek to disseminate serious information. These forces have remarkably
brought uncertainty into the newsroom culture and news production. The “audience is every-
thing” in the marketing model (Mody, 2012, p. 99). The last decade was “one of great poten-
tial uncertainty” in the media industry (Beam, 1996, p. 286), where journalists cannot predict
the “wants and needs” of the audience. Today, many news organizations around the world are
“commercial entities,” and their primary function is to create profits for owners (Croteau &
Hoynes, 2006; McCann, 2009, Picard, 2005). In this new shift in the media industry where
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the traditional model is replaced by the market model, “content” is the main tool to achieve
the primary function of the news organizations: profits (Bennett, 2004; Lacy & Sohn, 2011).
Liberalization of the media market is the main cause of this tendency in media content pro-
duction (Bagdikian, 1997; McManus, 1994; Shoemaker & Reese 1996). In this approach, it
is the wants and needs of the audience that decide the news content (Beam, 2003; Hamilton,
2004; McManus, 1994). News organizations are “first and foremost businesses” (Dennis &
Merrill, 2006, p. 116), and the profit-driven model looks at news as “commodity” or an “eco-
nomic product” (Cohen, 2002). Audiences are viewed, in this model, as consumers and clients
not as citizens (Campbell, 2004). As Beam (1996) put it, the marketing model “reflects a mar-
keting concept of journalism, which emphasizes tailoring a product – the newspaper – to cus-
tomers’ informational wants and needs” (p. 285). 

Beam (1996) defines the market-driven model as “the degree to which achieving organi-
zational goals consists of determining the needs and wants of target markets and delivering
the desired satisfactions more effectively and efficiently than competitors” (p. 289). In 2003,
Beam added to the previous definition, “although audience interests have traditionally been
part of the calculus used to determine “what’s news”, market-driven news organizations pay
extraordinarily close attention to readers’ or viewers’ desires when making decisions about
content” (p. 369). Basically, under the business pressing environment, newspaper shares of
audiences and advertising spending go down. In this environment, journalists feel uncertain
about their organizations’ environment as well as the increased uncertainty on how to serve
readers’ wants and needs. Their uncertainty also indicates that they begin to feel pressure on
their professional values and their commitment to them (Lowrey & Gade, 2011). Emery and
Emery (1984) argued that news organizations, during periods of heavy competition for news
audience, use a strategy of sensationalizing news as a rating booster. Therefore, in the mar-
ket-driven approach the perspective of the individuals becomes the center of attention for
news production (Bourdieu, 1998; Campbell, 2004; Hallin & Mancini, 2004). 

The following section discusses the main assumptions of this model, and other important
concepts wants and needs. A greater number of media outlets and increased competition be-
tween them are forcing news organizations to try relentlessly to provide gratification oppor-
tunities for their audience members (Beam, 2003; Dimmick et al., 2011; Lacy & Sohn, 2011).
In other words, gratification or “wants and needs” has become the most important concept in
the market model (Beam, 2003; Dennis & Merrill, 2006; Dimmick et al., 2011). Hantizsch
(2007) emphasized that “when market orientation is high, journalism gives emphasis to what
the audience wants to know” (p. 375). The content in this model does not respond to broad
social or political needs, but it instead focuses more on the individuals’ desires (Beam, 1996,
p. 287). Under this economically-driven approach, news organizations will minimize reports
about public affairs and expand their reporting about the private sphere to satisfy the needs
of individuals (Beam, 2003; Hamilton, 2004; Hanitzsch, 2007). At this point, Hamilton (2004)
explained that the producers of news content do not intend to attract general audiences or
even the largest audiences. He emphasized that news organizations seek to attract the audi-
ence demographics that advertisers are willing to pay more to reach. The market model sug-
gests that news stories contain “less informative and less intelligible content” (McManus,
1994), and audiences do not prefer information or news stories about public affairs content
“but seek to be provided with more private sphere stories such as “lifestyle, entertainment,
recreation, news to use” (Beam, 2003, p. 373). In short, a strong market orientation implies
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giving readers the content that they want but not necessarily the content they might need to
be well-informed citizens in a democracy (Beam & Meeks, 2011, p. 236). 

In other words, the market-driven approach will produce content to match the individu-
als’ interests and their concerns (Beam, 2003, p. 372), and eventually readers “shape edito-
rial content” (Beam, 1996, p. 285). Basically, news organizations use “surveys of news
consumers,” as well as “audience ratings of actual program content” by stating their demands
and preferences about their wanted content (Bennett, 2004, p. 8). “The most popular news
subjects reflect topics that affect people and their lifestyles,” such as crime, health, entertain-
ment, celebrities, and consumer features, and “political news and international affairs rank
the lowest in news-interest surveys” (Bennett, 2004, p. 8). 

Thus, the focus of the marketing model is on the private sphere content other than the
public sphere content. The following section address public-sphere and private-sphere con-
tent in the marketing model. 

Public and private spheres: The public sphere content reflects the democratic mission of
journalism, and the private sphere reflects the commercial mission of the press. The public
sphere was defined as the arena or a place where citizens come together as equals, involve in
an open discussion of all issues such as general concerns, common problems, and public af-
fairs. Moreover, citizens in the public sphere discuss, deliberate, and eventually form a pub-
lic opinion on important issues (Habermas, 1989). So, the content of the public sphere
encompasses topics and issues that are related to the common interest of the public. Gener-
ally, these topics or issues impact the public, the society, and quality of life; however, the
content of the private sphere takes more care of the personal issues rather than to the public
(Habermas, 1989). The market-driven model in journalism pays more attention to “crime and
scandal, celebrities, and less attention to reports that may be less exciting but would be bet-
ter serve the public interests” (Beam et al., 2009, p.734). The role of news content in this
model is to attract “the right demographic audiences” (Bennett, 2004, p. 77). 

Hard news and soft news: Most scholars linked the hard news concept to the profession-
al model and soft news to the marketing model in news production. Specifically, while hard
news has a democratic mission, that is, to inform the citizens about the public affairs (Ben-
nett, 2004; Patterson, 2000), soft news has a commercial mission of attracting larger audience
through employing emotional styles (Mott, 1952; Reinemann et al., 2011). There is a gener-
al trend among scholars who argue that softening the news coverage is a consequence of a
market approach in the news production (Beam, 2008; Curran et al., 2010; McManus, 1994;
Patterson, 2000). 

Corresponding with Habermas’s definition of public sphere, this study will adopt Patter-
son’s (2000) definition of hard news and soft news. ‘Hard news’ refers to coverage of break-
ing events involving top leaders, major issues, or significant disruptions in the routines of
daily life such as an earthquake or airline disaster. Information about these events is presum-
ably important to citizens’ ability to understand and respond to the world of public affairs
(…). Soft news (…) has been described (…) as news that typically is more personality-cen-
tered, less time-bound, more practical, and more planned event based than other news (…).
Finally, soft news has been described as a change in the vocabulary of news. The news be-
comes more personal and familiar in its form of presentation and less distant and institution-
al (Patterson, 2000, pp. 3-4). 

Resource commitment: Much of the literature in the field of media organizations discuss-
es the marketing model as providing “cheap” content, or content that takes few organization-
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al resources [time, effort, and cost] to create (Bennett, 2004; McManus, 1994; Picard, 2005).
Resource commitment refers to the ability of the news organization to use its different hu-
man, technical, and financial resources to produce media content. News organizations are
forced to produce cheap content because of a lack of resources. These news organizations pro-
duce cheap content because they do not utilize a lot of resources in making these types of re-
ports, and they don’t pay much money to their staff who gather the information for the story.
Most legacy media, that works in weak economy and witness loss of revenues, have been
forced to cut their staffs, contents, and budgets (State of the News Media, 2011). This busi-
ness pressure has led to the rising of the cost of operations and heavy and complex debts. Re-
cessive economies in general have minimized many newspapers’ ability to make payments,
and they forced them to cut back the number of their journalists and throw out much of their
most valuable content at the quality of news content by paying little attention to government
coverage (Bakker, 2011a, Fiedler, 1998; Jones, 2009; Lacy, Martin & Hugh, 2004; Mutter,
2008; NOLA, 2012; State of the News Media, 2011; Rubinkam, 2006). Many studies argued
that producing cheap content has evolved as a result of economic pressures. For example,
McManus (1994) proposed the marketing model that he defined as: “Market norms call for
maximizing return to investors; Where purely economic norms prevail, coverage would cen-
ter on the least expensively gathered information likely to generate the largest audience ad-
vertisers would pay to reach” (p. 35). Furthermore, Picard (2005) argued that media contents
such as public affairs, political discussions, and social commentaries “do not attract a large
audience, are often costly, and are typically less profitable than producing other content” (p.
338). Picard (2005) and Lacy and Sohn (2011) assumed that profit maximization results in a
low-quality journalistic content. Bennett (2004) proposed three steps to achieve profit through
content. These steps include “cheapening the content, marketing directly to the audiences that
were most attractive to advertisers, and allowing the less costs” (Bennett, 2004, p. 73). Ef-
fron (1996) suggested that journalists create a rubric that guides them to when and under what
conditions they can produce stories of specific lengths and complexity based on the news or-
ganization’s resource commitment. The length, the complexity, and the number of stories that
could be produced in a week would depend on different measures that includes the amount
of hours the reporters spent on gathering or traveling to collect the data (9 hours, 18 hours,
etc.), where the data came from (e.g., press release, meeting, police case, cooperative
sources/uncooperative sources, etc.), how many phone calls the reporters made to gather the
data, and the amount of limited or extensive research that was spent on the story. Different-
ly, by adapting Effron’s (1996) rubric for capturing the manifest resources in media content,
this study will measure resource commitments by designing four measures (length of the sto-
ry, authorship of the story, interviewed people in the story, and the use of elements of multi-
media in the story). 

Sourcing usage: The decline in the use of official sources in the news stories is a sign of
employing the marketing model in news production. There are two factors that identify the
type of source used in media content that have been impacted by the marketing model. The
first factor is related to the logic of economic assumption in news production (Meyer, 1987).
The second factor is related to the main effects of postmodern forces on the traditional news-
room culture (Lowrey & Gade, 2011; Hermida et al., 2011). The basic assumption of using
sources in the marketing model is that journalists tend not to depend heavily on using offi-
cial sources in news production. They rather prefer to keep official sources away from the
news content (Meyer, 1987). This market-based system, according to Meyer (1987), tends to

Revista_comunicare_45.qxd  3/26/2019  9:38 AM  Page 79



keep the government out of news production and reduce the potential for official propagan-
dization. Besides the logic of the economic factor, the postmodern forces, using new tech-
nologies and business pressure, have pushed most news organizations to change their traditional
routines in news production. In the postmodern era, journalists rely less on official sources
in news production as a result of the change in the traditional newsroom culture (Lowrey &
Gade, 2011). Today, the digital age gives the audience unlimited choices in platform and con-
tent and enables the audience to replace traditional sources of news with those who fit their
tastes and confirm their beliefs (Gade & Lowrey, 2011, Hermida, et al., 2011; Singer, 2011;
Umphlett, 2006). In line with Habermas’s definition of public sphere, this study will adopt
Carpenter’s (2008) definition of official sources as people who speak on behalf of an organ-
ization. The official category includes only public sphere sources (or government elected or
appointed and business people – e.g., prosecuting attorneys, representatives, police, CEO,
business managers, NGOs, and others). Public sphere sources have the power to control the
information that can affect people’s lives. Meanwhile, these people who speak freely on their
own behalves and are not likely speaking on behalf of an organization will be categorized as
non-official sources or private sphere sources (Carpenter, 2008). The current study uses the
sourcing usage variable, the public sphere sources and private sphere sources in particular.
In line with media management and the change in newsroom literature, the non-official sources
are used as an indicator of employing the marketing values in news production. In other
words, the more use of non-official sources in media content, the more marketing values will
prevail, and the opposite is true. 

Slattery and Hakanen (1994) analyzed the content of ten local news programs in four me-
dia markets at Pennsylvania. They found that the percentage of the hard news has been de-
clining over the time, and the news about government, education and politics had fallen from
54% in 1976 to 15 % in 1992. However, soft news (e.g., sensationalistic or human interests)
has risen from 25 % to 48%. These findings prove that media organizations tend to use the
market model in news production by focusing on soft news [private sphere]. Furthermore, Pat-
terson (2000) analyzed 5331 news stories during 1980-1999 for three leading newspapers; two
weekly news magazines, twenty-six local dailies, in addition to stories from two TV net-
works. Patterson found that news organizations publish more soft news (e.g., personal dra-
ma, scandals and social chaos) and less hard news (e.g., stories about government and politics). 

In his content analysis study, Beam (2003) analyzed 13,000 items published in the display
pages in twelve daily newspapers. He found that both weak and strong market news organi-
zations publish more public sphere contents which dominate the main pages of the studied
publications. More specifically, newspapers with strong market orientation kept producing re-
ports with high levels of public affairs and even to provide more investigative reports than
that of the weak market-driven newspapers. This means that possibility of adopting the mar-
keting model is decreased with news organizations with large size and large resources. Such
news organizations will be able to produce high quality news content. 

Cushion and Lewis (2009) compared the news coverage of two British news organizations,
namely, the BBC, which represents a public service network, and Sky News, which repre-
sents a commercial network, between 2004 and 2007. He found that although Sky and Fox
both belonged to Murdoch channels, Sky News is still paying some attention to public serv-
ice issues like the BBC. He found that Sky News tends to pay more attention to celebrity and
entertainment news (20 percent) in 2007 compared to 9 percent in BBC in 2007. However,
the majority of the news stories in both BBC and Sky News (52 percent in BBC and 46 per-
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cent in Sky News in 2004) were about politics including International and foreign policy,
then (16 percent in BBC and 15 percent in Sky News)about social policy. After that comes
crime (11 percent in BBC and 19 percent in Sky News). In terms of their global coverage,
Cushion and Lewis found that both BBC and Sky News spend more time on news related to
the Middle East. For example, in 2004, BBC spent 34 percent of its total news coverage, and
Sky News spent about 45 percent on the Middle East. After that, the U.S came in Sky News
(28%), while Australia came next at BBC on their coverage. Asia came in the third rank with
(15%) in BBC coverage and about (16%) at Sky News. 

Most recently, Beam et al. (2009) surveyed 400 journalists about their performance in
newspapers amid the economic and technological challenges faced by the news organiza-
tions. The majority of the respondents rated their news organizations “very good” (52%) or
“outstanding” (15%), while only (7%) said their news organizations’ performance was “poor,”
and over a quarter (26%) said it was “good” in general at informing the public. Also, the re-
searchers found that public service responsibilities remain strong even in a tough time with
economic pressure on news organizations. About three quarters (76%) of the participants said
that serving public interests is “extremely important” and about 18 percent agreed that it is
“quite important,” while 5 percent said that it is “somewhat important”. In short, Beam et al.
(2009), found that serving the public interests remains a core professional value. Out of ten
journalists involved in this study, nine still believe that the importance of news media to func-
tion through journalism that will serve the interests of the public. 

Building on the literature review, this study asked the following questions:

RQ1: To what extent was the marketing model of news production apparent in AJA website? 

RQ2: To what extent was the marketing model of news production apparent in AJE website? 

RQ3: Was there a significant difference between AJA and AJE website with regard to the
extent to which the marketing model was apparent?

Methodology 

Content analysis was used to test the proposed marketing model. This study focused on
the AJE and AJA versions of the news websites: AJE (www.english.aljazeera.com) and AJA
(www.aljazeera.net) These two news sites are considered the most important news websites
in the Middle East with the highest readership among all news websites (Galal, Galander &
Auter, 2008).

The population of the study included all content that was published on the homepages of
AJA and AJE from January 1, 2014 to April 30, 2014. Only stories with links from headlines
on the homepages of both websites were selected and analyzed. The study focused on the
text of the stories and the multimedia elements accompanied stories including videos, graph-
ics, photos, and charts. However, audio, opinions, shows, schedules, and trending topics were
excluded from analysis.

Constructed week sampling was used in the study. The sample was stratified by day of
the week, and 50 percent of the content of each day was randomly pulled by using interval
systematic procedure. In the constructed week sample, all Sundays are identified, and the re-
searcher then randomly selects one Sunday, then a Monday, and a Tuesday until all seven
days of the week are represented equally. The study began on January 1, 2014 and went for
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17 weeks till it ended on April 30 of the same year. Fifty percent (50%) of the total number
of each day was pulled through interval systematic sample. A systematic random sample of
358 stories from AJA news stories was selected, and the same sampling procedure yielded
234 stories constituting the AJE sample

Measurements

The literature done in the area introduced many important concepts that defined the main
characteristics of the marketing approach to news production. The foundational marketing val-
ues (that is, public sphere content and private sphere content, hard news and soft news, re-
source commitments, and sourcing usage) had been discussed in the literature, which had
defined the conditions under which, or the situations when the news coverage adopts mar-
keting norms as well. Here is how each concept will be measured: 

Content: It refers to the news story, which is published in both AJE and AJA. Two nom-
inal categories were used here. The first variable was the public sphere content, and it was
coded as 0. The second variable was the private sphere content, which was coded as 1. 

Content for the public sphere: Public sphere content includes topics and issues that have
a common interest to the public such as information about diplomacy, government and poli-
tics, military affairs, law enforcement, health care policy, and education (Beam, 2003, p. 376). 

Content for the private sphere: This was defined as information about personal develop-
ment, family life, personal consumerism, personal technology, personal recreation, and per-
sonal health care (Beam, 2003, p. 377). News stories that were coded as 1 would be used as
indicator of employing the marketing values. To answer questions 1 and 2, the frequencies
and percentages of each variable were used. 

Soft news and hard news: Hard news refers to coverage of breaking events involving top
leaders, major issues, or significant disruptions in the routines of daily life such as an earth-
quake or a catastrophic airline incident. Information about these events is presumably impor-
tant to citizens’ ability to understand and respond to the world of public affairs. Soft news has
been described as news that typically is more personality-centered, less time-bound, more
practical, and more incident based than other news. Finally, soft news has been described as
a change in the vocabulary of news. The news is said to have become more personal and fa-
miliar in its form of presentation and less distant and institutional (Patterson, 2000, pp. 3-4).
The more a news organization is reporting soft news, the more it reflects the marketing val-
ues because it doesn’t contribute to deepening the true understanding of the citizens to their
public life.

Resource commitments refer to the particular human, technical, and financial efforts and
time the news organization puts to produce its content. Simply, this study measured resource
commitments by designing four measures by expanding Effron’s (1996) notion of media com-
mitment in producing stories. These four measures were the length of news story, the num-
ber of the news organization’s reporters in the byline, the number of interviewed people in
the news story, and the elements of multimedia in the story. The shorter the news story gen-
erally means that fewer resources were used to create it; accordingly, shorter stories reflect-
ed the marketing model. If AJ published more short stories, this means the stories reflected
the marketing values of producing cheap content and the opposite was true, and the longer
the story, it is assumed the more resources were required to produce it. The second variable
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was the authorship of the story, which refers to the name of the author/s of the published news
story. To measure authorship as a resource commitment, it is operationalized as the degree to
which the news organization puts its OWN human resources (e.g., staff/journalists/correspon-
dents) to create the news story. When a news organization commits multiple reporters to a
story, then this means that the organization deems the story important enough to dedicate ad-
ditional resources to get it. The fewer Al Jazeera’s journalists in the byline in the news story,
the more the news organization tended to produce cheap content and then employed the mar-
keting values in the production of the news. The third variable was the interviewed sources.
It refers to the people who had been exclusively given a special interview or statement in the
media content. This variable is operationalized as the degree to which the news organization
puts its OWN resources to create the news story through interviewing people in the news
content. When a news organization commits to reach more people to include different per-
spectives in the story, then this means that the stories take additional time from reporters. Re-
porters have to contact sources, and they often need to make appointments for interviews or
adjust their work to fit the schedules of the sources. Interviewing also takes time, as does try-
ing to synthesize the information gleaned from multiple sources into creating the story. Ac-
cordingly, stories with multiple interviewed sources reflect a greater investment of time on
the part of the organization in the production of the story. The fewer interviewed sources in
the news story, the more the news organization tended to produce cheap content and then em-
ployed the marketing values in the production of the news. The last variable under the resource
commitments was using elements of multimedia in the news story. Was the article combined
with a video, graphic, photo, and charts? All these elements would reflect additional resource
commitments because somebody in the news organization must spend time to produce them
and these people have to be paid. In general, the less resources the news organization puts in
news gathering, the more the news story reflects the marketing values, which means less pay
and less time was spent to produce the story. 

Sourcing usage. The decline in the use of official sources or public sphere sources in the
news stories is a sign of employing the marketing model in news production. This market-
based system tends to keep government away from the news production process, and reduces
the potential for official propagandizing (Meyer, 1987). Moreover, journalists in the post-
modern era do not rely much on official sources in news production as a result of the change
in the traditional newsroom culture (Lowrey & Gade, 2011). Today, the digital age gives the
audience unlimited choices in platform and content and enables them to replace traditional
sources of news with those that fit to their tastes and confirm their beliefs (Gade & Lowrey,
2011, Hermida, et al., 2011; Singer, 2011; Umphlett, 2006). 

This study draws on Carpenter (2008) who defines official sources as people who speak
on behalf of an organization. Meanwhile, these people who speak freely on their own be-
halves and are not likely speaking on behalf of an organization will be categorized as non-
official sources or private sphere sources (Carpenter, 2008). The unofficial source categories
include, for example, average people, museum visitors, movie goers, and witnesses. This
study used public sphere sources (e.g., officials) and private sphere sources (e.g., non-offi-
cials) to measure the marketing values. 

Using these four concepts (public and private sphere content, hard and soft news, resources
commitment, and sourcing usage) that were related to the marketing model, the researcher
developed an index to measure marketing values in media content. The index of marketing
was calculated from the values of the measured marketing variables. High scores in private
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sphere content, soft news, and non-official sourcing usage variables mean that the story re-
flects the marketing model while low scores mean that the news story did not reflect the mar-
keting value. Accordingly, the marketing index had a total score ranging from 0 point (the
total number of the lowest points in all dimensions) to 11 points (the total number of the high-
est points in all dimensions). As an example, let us assume that a news story did hypotheti-
cally receive the following codes: 1 for the private sphere content, 1 for the soft news, 1 for
unofficial sources, 2 to indicate the story is short, 1 for the authors in the byline, 1 for the in-
terviewed sources, and 0 for using multimedia elements. In this case, when all points were
summed up they count 7 points on the market index [0-11]. This total score implied that the
news story reflected some of the marketing values but was lacking on others.

Inter-coder reliability was calculated using Cohen’s kappa. The intercoder reliability for
the Arabic stories ranged from .83 to 1.0, and for the English stories from .87 to 1.0. These
numbers are acceptable to collect the data. For the validity, the researcher discussed the proj-
ect design with a group of researchers and academics from journalism, communication, and
sociology departments at mid-south university in U.S.A to make sure that validity is pre-
served at every stage of the process. All notes made by five researchers on Content Analysis
Form were adjusted according to their reviews before starting coding process. 

Findings

Research question 1

Research question 1 asked to what extent the marketing model of news production is ap-
parent in AJA. 

The marketing model was apparent at a low moderate level. The mean value for AJA sto-
ries on the marketing index was 3.85 out of 11 points (SD = 1.77), closest to the moderate
range (0.15 short of it). Over a half (n= 201, 56 percent) of the published stories in AJA re-
flected a moderate level of marketing values, about two fifths (n = 149, 42 percent) of the
sample reflected a low level of marketing values and few stories (n= 8, 2 percent) reflected
a high level of marketing values in their coverage. 

Table1. The Marketing Index Values in AJA and AJE.

X2 = 54.03, df = 4, p. = .001

By separately examining the seven variables that comprise the marketing model (public
sphere and private sphere content, hard and soft news, public sphere and private sphere sources,
story length, authorship, interviewed sources, and multimedia elements usage), these variables
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Index AJA (N=358) percent AJE (N=234) percent AJE & AJE (N=592) percent

Low values (0-3) 149 42% 58 24.8% 207 35%

Middle (4-7) 201 56% 156 66.7% 357 60%

High (8-11) 8 2% 20 8.5% 28 5%

Mean (0-11) 3.85 5.87 5.93

Total 358 100 234 100 592
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had a mixed picture in the AJA content. Frequencies and percentages for each of the seven
individual marketing values indicated that Al Jazeera Arabic reflected some of these market-
ing values to a moderate degree and at the same time showed little evidence of other values.
The AJA reflected low level of marketing values on public sphere content and private sphere
content value. AJA preferred to focus on publishing public sphere content than private sphere
content. Public sphere content focuses on public interests and responding to broader social
and political issues in the society, which does not match the logic of the marketing model that
pays attentions to private sphere issues and personal-centered topics.

The vast majority (n= 338, 94.4%) focused on public sphere topics compared to only few
stories (n = 20, 5.6 percent) in AJA presented private sphere content. Also, presenting more
hard news than soft news is another indicator that reveals how AJA reflects low level of mar-
keting values in its news production. The data about the hard news and soft news variable
showed that AJA tended to publish far more hard news (n = 318, 89 percent) than soft news sto-
ries (n = 40, 11 percent) The data suggested that AJA also reflected a low level of marketing
values by citing more public sphere sources (n = 307, 86 percent) in its published stories, and
few stories (n = 51, 14 percent) depended on private sphere sources. The story length is a vari-
able in the marketing model which was found to be reflected at a moderate level in the content
of AJA. While over two fifths (n = 153, 42. 7 percent) of the content in AJA was large stories,
the rest the stories in AJA were small and medium size. Particularly, about two fifths (n = 149,
41.6 percent) were medium size, and about a sixth (n = 56, 15.6 percent) of the published sto-
ries in AJA was small size. The result means that AJA, by producing more large size and medi-
um size stories and fewer small size stories, did not tend to produce a cheap content. This finding
also indicates that AJA committed some resources to present more detailed stories.

The authorship variable reflected marketing values at a low level in the content of AJA.
Most of the stories in AJA were produced by one or more AJA staffers, while about quarter
of these stories were not produced by AJA. In more detail, data indicated that over a half (n
= 189, 52.8 percent) of these published stories were produced by AJA’s staff or combined with
other news agencies such as AP, AFP, etc., over a fifth (n = 82, 22.9 percent) produced by
multiple authors of AJA’s staff, and about a quarter of the stories were not produced by AJA
(n = 87, 24%). These results mean that AJA is a true content creator, not a news aggregator,
because it depends on its staff to produce the news.

Interviewed sources is another variable in the marketing model. In this study, only inter-
viewed sources included in a story that produced by only AJ’s staff were coded. This vari-
able was reflected at low level in the marketing model in the AJA. While over a third (n =
130, 36.3 percent) of the published stories did not have any interview with any source, near-
ly two thirds (n = 228, 63.7 percent) of the published stories had interviewed sources either
a single source (n = 159,44.4 percent) or multiple interviews (n = 69, 19.3 percent).

The last variable in the marketing model is the multimedia elements. The analysis of da-
ta revealed that AJA reflected the marketing value moderately in its news production. While
over a third (n = 143, 39.9 percent) of the stories did not have visual or informational ele-
ments, nearly two thirds of the stories (n = 215, 60. 1 percent) presented some multimedia
elements. But, out of those with multimedia elements, about two fifths (n = 147, 41.1 per-
cent) of the stories presented either photos/video or graphic/chart, and only about a fifth (n
= 68, 19 percent) of these published stories presented both photo/video and graphic/chart that
were produced by AJA’s staff.
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Taken together, the findings suggest that AJA reflects marketing values in its news pro-
duction to a moderate degree but with some individual values being less evident. The mean
of the marketing model fell closest to the moderate level. The measures reveal more specifi-
cations on where the stories fell low in the marketing model: a large majority of the stories
were public sphere topics and hard news; the large majority of the provided sources were
public sphere sources; the large majority of the stories in AJA were produced by one or more
staffers of AJA; nearly two thirds of the published stories had interviewed sources, one source
or more. However, other measures reveal more marketing values and fell in the moderate lev-
el in the marketing model: over half of the stories were small and medium size, and two fifths
of the stories did not have visual or informational elements.

Research question 2 

Research question 2 asked to what extent the marketing model of news production is ap-
parent in AJE.

The marketing model was apparent at a moderate level. The mean for AJE stories on the
marketing index was 5.87 out of 11 points (SD = 1.77), placing it in the middle of the mod-
erate level of 4 to 7. About two thirds (n= 156, 66.7 percent) of the published stories in AJE
reflected a moderate level of marketing values, about a quarter (n = 58, 24.8 percent) of the
sample reflected a low level of marketing values and few stories (n= 20, 8.5%) reflected a
high level of marketing values in the coverage.

An individual examination of the seven variables that comprise the marketing model pres-
ents a mixed picture of the AJE content. Frequencies and percentages as displayed for each
of the seven individual marketing values indicated that AJE reflected some of these market-
ing values to a moderate degree, others to a high degree, and at the same time showed little
evidence of other values. 

The first measure in the marketing model is the public sphere and private sphere contents.
The AJE reflected a low level of marketing values on this variable. AJE as AJA preferred to
focus on publishing public sphere content than private sphere content. The vast majority (n=
187, 79.9 percent) focused on public sphere topics compared to about a fifth of the stories (n
= 47, 20.1 percent) in AJE presenting private sphere content. 

Also, presenting hard news than soft news is another indicator that AJE reflects a low lev-
el of marketing values in its news production. The data about the hard news soft news vari-
able showed that AJE tended to publish far more hard news (n = 187, 80 percent) than soft
news stories (n = 47, 20 percent). 

In addition, the data suggested that AJA also reflected a low level of marketing values by
citing more officials and public sphere sources (n = 182, 78 percent) in its published stories,
compared with a fifth of the stories (n = 52, 22 percent) that depended on private sphere sources. 

The story length is a variable in the marketing model which was found to be reflected at
a moderate level in the content of AJE. While over a third (n = 68, 36.8 percent) of the pub-
lished stories in AJE were small size, about a third (n = 73, 31.2 percent) of the content in
AJE was large stories and about two fifths (n = 75, 32.1 percent) were medium size. This re-
sult means that AJE made some resource commitment because the percentages for all three
categories were close to one another. 

Al Jazeera English reflected a moderate level of marketing value in the authorship vari-
able. Over a half (n = 130, 55.6 percent) of these published stories were not produced by
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AJE’s staff, and more than two fifths (103, 44 percent) of the stories were created by one of
AJE’s staff or combined with other news agencies such as AP, AFP, etc., and very few sto-
ries (n = 1, 0.4 percent) were produced by multiple authors of AJE. AJE tended to be an ag-
gregator news organization, not a producer news organization. It depends on news stories
that are produced by other news agencies. Interviewed sources constitute another variable in
the marketing model. In this study, only interviewed sources that were included in a story pro-
duced by only AJ’s staff were coded. This variable was reflected at a high level in the mar-
keting model in the AJE. While about a quarter (n = 58, 24.8 percent) of the published stories
had interviews with one or more sources, three quarters (n = 176, 75.2 percent) of the pub-
lished stories had no sources interviewed by AJE’s staff. 

The last variable in the marketing model is the multimedia elements. This variable was
reflected at a high level of the marketing model in AJE content. After analyzing the data, it
is revealed that the vast majority (n = 196, 83.8 percent) of the stories has no visual or infor-
mational elements, while about a sixth of the stories (n = 38, 16.2 percent) presented some
multimedia elements. Specifically, about a sixth (n = 34, 14.5 percent) of the stories present-
ed photos/video or graphic/ chart, and very few stories (n = 4, 1.7 percent) presented
photo/video and graphic/ chart that were produced by AJE’s staff. 

Data reveal that AJE is often not investing a great deal of human resources in the content,
as three fourths of the stories included are not interviewed sources, and five sixths of stories
included no visual or multimedia content; they were simply text. All in all, the findings sug-
gest that AJE reflects marketing values in its news production to a moderate degree. The mean
of the marketing model put it in the moderate level. The measures reveal more specifics on
where the stories fell low in the marketing model: a large majority of the stories were public
sphere topics and were hard news as well. Also, a large majority of the provided sources were
public sphere sources. At the same time, other measures reveal that AJE fell in the moderate
level of the marketing model: nearly two thirds of the stories were small and medium size,
and overall a half of the stories were not produced by AJE’s staff. Finally, other measures re-
veal that AJE fell in the high level of the marketing model: over three quarters of the pub-
lished stories had no interviewed sources by AJE’s staff, and the vast majority of the stories
had no visual or informational elements. 

Research question 3 

Research question 3 asked if there is a significant difference between AJA and AJE in the
extent to which the marketing model is apparent. 

At a broad level, Chi-square results show that there were significant differences between
the two sites in terms of employing marketing values in their media contents (X2=54.029, df
= 2, p = .001), with the marketing model being more apparent on AJE. While a little more
than half (56 percent) of AJA stories reflected a medium amount of marketing values, around
two thirds (66.7 percent) of the published stories in AJE did. About two fifths (42%) of sto-
ries in AJA reflected a low level of marketing values, but that was true for only about a quar-
ter (25%) of AJE stories. Finally, while only 2% reflected a high amount of marketing values
in AJA, 8.5 % of the published stories in the AJE employed a high amount of marketing val-
ues. The mean for the marketing value index was 3.85 for AJA while it was 5.87 for AJE. In
general, AJE reflects more marketing values in its news production than AJA does. 
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Another way to examine the differences in the marketing model is to look at the Chi-
square tests of each variable comparing AJA and AJE. The Chi-square test was run because
it includes and reveals the patterns by individual variables that comprise the index to give a
precise picture. The Chi square tests showed statistically significant differences for each vari-
able. For each one, AJE scores higher on marketing measures than AJA. There is a clear pat-
tern, and in some cases the differences are pronounced and stark. 

The data showed that there were significant differences in types of content between AJA
and AJE (X2=29.638., df =1, p = .001). Although the vast majority of the published stories
on both sites were public sphere content, the percentage was lower on AJE. Data show that
AJE published more private sphere content (20.1%) compared to AJA (5.6 %). In short, AJA
was responding more to the broader social and political issues in the society compared to
AJE, which paid more attention to report fewer pressing issues to the public. 

The data in this analysis indicated that there are significant differences in the hard and soft
news variable between the sites were identified (X2=14.744, df =1, p = .001). Although the
vast majority of the stories on both sites were hard news, the percentage was lower on AJE.
AJE tended to publish more soft news (20 percent) compared to AJA (11 percent). 

When it comes to the third variable in the marketing model, public sphere and private
sphere sources, the Chi-square test revealed that there was also a significant difference be-
tween AJA and AJE (X2=8.635, df =1, p. = .003). Although the vast majority of the published
stories on both sites cited more public sphere sources, the percentage was lower on AJE. AJE
tended to cite more private sphere sources (22 percent) compared to AJA (14 percent). In
short, AJA provided more official views in its content compared to AJE, which tried to vary
its news sources other than the official ones. 

The fourth marketing variable is the story length and the Chi-square test.Data indicated
that there were also significant differences between AJA and AJE (X2=34.650, df =2, p. =
.001). AJE tended to publish mixed sizes of stories ranging between short size stories (36.8
percent), medium (32.1 percent), and long (31.2 percent) while AJA tended mostly to pub-
lish large size stories (42.7 percent), and then moderate size (41.6 percent). In general, AJA
invests more in its human and financial resources to produce more detailed stories for the
public compared to AJE, which made less resource commitment. 

The data of these findings explains the authorship variable in the marketing model. The
Chi-square test indicated that there were significant differences in authorship of stories be-
tween AJA and AJE (X2= 95.421, df =2, p. = .001). The data analysis revealed that over a
half (55.6%) of news stories for English content were not reported by Al Jazeera journalists,
compared with only 24.3 percent for AJA with almost no stories from AJE had multiple au-
thors from Al Jazeera versus nearly a quarter for the Arabic website. AJA tended to publish
news stories that were reported by a single author belonging to AJA’s staff (52.8 percent). In
general, AJA produced more content by its staff than AJE, which depended heavily on pub-
lishing news stories produced by other news agencies. Thus, AJA is a true content creator for
news compared to AJE, which could be described as an aggregator news organization. Also,
the data analysis shown that there were significant differences in interviewing sources between
AJA and AJE (X2= 95.421, df =2, p. = .001). Three fourths of news stories (75.2 percent) in
AJE did not have any interviewed sources by AJE’s staff, while that was the case for only
about a third (36%) of AJA stories. This difference means that AJE is often not investing a
great deal of human resources into the content, as 3 of 4 stories included no interviewed
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sources compared to AJA, which was investing more including more interviewed sources in
its content. 

The final variable in the marketing model is using multimedia elements in the news sto-
ries. As appeared in findings, there was a significant difference in using multimedia elements
between AJA and AJE (X2=114.785, df =2, p. = .001). While the huge majority (83.8 per-
cent) of the stories in AJE had no visual or informational elements, it was a much smaller per-
centage for AJA (39.9%). Also, while AJA tended to present more multimedia elements, in
particular, using photo/video and graphic/chart used (19%), AJE paid less attention to these
elements (1.7 percent). In general, AJE is often not investing a great deal of human and tech-
nological resources in the content by providing simply a pure text without multimedia com-
pared with AJA, which provided mixed content (multimedia with text). 

All in all, Al Jazeera reflects marketing values at a moderate level (5.93) at the market-
ing model. At individual level of each news website, AJE scores higher on marketing meas-
ures than AJA. AJA reflects the marketing values at the end top of the low level (3.85 out of
11), and AJE reflects the marketing values in the middle of the moderate level (5.87 out of
11). The Chi-square test shows that there are statistically significant differences. For exam-
ple, AJA tended to be a content creator news organization by depending on its staff produc-
ing its media content compared to AJE which played the role of aggregator news organization
by depending heavily on news produced by other news organizations. Another important dif-
ference is that AJ invests far fewer resources into the production of AJE than it does in AJA.
What is important, AJE focused on reporting news that may interest its Western readers by
providing more private sphere content and soft news compared to AJA which paid high at-
tention to issues that are related to the public and the society in broader sense. 

Discussion

The analysis of the data shows that Al Jazeera’s news production reflects marketing val-
ues to a lesser extent than professional values. AJE was in the middle range of the marketing
model, and AJA was just under the middle range for the marketing model. This conclusion
shows that only a moderate level of marketing values is prevalent in Al Jazeera content sup-
ports the fact that Al Jazeera follows the professional model. 

Al Jazeera’s online products free of charge 

First, Al Jazeera offers some of its products for free online in English and operates with
vast resources, with relative independence from the market and geopolitical forces (El Nawawy
& Powers, 2008, p. 25). Al Jazeera for Android provides all the latest news and live broad-
cast of Al Jazeera English, free of charge. Al Jazeera has no strong motivation to adopt mar-
keting model because it does not sell its products online. It “provides distribution oftentimes
free of charges” (El Nawawy & Powers, 2008, p. 31). This means that the main goal of Al
Jazeera as a news organization is not to make a profit but to produce professional news. 
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The Saudi advertising boycott and the Qatari financial support 

Second, Al Jazeera’s financial management has depended heavily on annual subsides from
the Qatari government that reach over $100 million (El Nawawy & Powers, 2008; Fahmy &
Johnson, 2011), and the Qatari government devoted an “open budget,” (Al -Najjar, 2009, p.
2) reaching up to $1 billion (El-Nawawy & Powers, 2008) to support Al Jazeera English. Ad-
vertising was limited on both its English and Arabic version. This kind of financial support
from the Qatari government makes Al Jazeera free from any kind of business pressures that
have forced most of news organizations around the world to adopt strong marketing model
in the news production (Beam, 2003) at the expense of the professionalism. The Qatari an-
nual fund has enabled Al Jazeera network to cover the cost of its expensive operations, thou-
sands of staff, bureaus, hundreds of foreign correspondents around the world. Also, this fund
has enabled Al Jazeera to survive and face the Gulf advertising boycott which was led by
Saudi Arabia in response to Al Jazeera’s editorial policy that is critical of these governments
(Sakr, 2007). 

Al Jazeera favors content over revenues 

Third, in its mission statement Al Jazeera stresses that it gives no priority to the commer-
cial or political interests over professional consideration. Al Jazeera in its mission statement
emphasizes adoption of the Western professional standards in its news production and as-
sures audiences that it “adheres to the journalistic values of honesty, courage, fairness, bal-
ance, independence, credibility and diversity, giving no priority to commercial or political
interests over professional consideration” (Al Jazeera English website, 2012). This means
that Al Jazeera’s strategy to achieve its business goal is not to get its profits right away but
to make itself continuous for the future by building up a trusted brand for its audience. The
mission statement of Al Jazeera leads us to understand its main goal in this way: Al Jazeera’s
long-term plan is to focus on connecting with its audience rather than just producing income. 

Al Jazeera promotes its original brand in various forms 

Fourth, Al Jazeera’s business model that keeps depending on Qatar’s funds and political
stability will be at risk at any time if, for one reason or another, the conditions that support
launching Al Jazeera might change. Al Jazeera found itself obligated to look for other sources
of revenue to support its operations. Al Jazeera adopts a long-term business strategy to attract
advertisers and increase its revenues by promoting its original brand in various forms and
targets specific markets and audiences. 

The lack of advertising revenues because of the Gulf advertising boycott for approximate-
ly seven years on Al Jazeera Arabic news channel was fair enough to force Al Jazeera to look
at other best alternatives to compensate for the lack of revenues by expanding its financial
resources. Prior to Al Jazeera’s decision of expanding its financial resources, Al Jazeera’s ad-
vertising revenue could not meet its rising expenses of the operations. 

No layoffs amid business pressure 

Opposing the marketing model that assumes that media organizations under the financial
pressure were forced to cut back the number of their journalists (Bakker, 2011a; Jones, 2009;
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NOLA, 2012; State of the News Media, 2011), Al Jazeera, since it was established in 1996,
has never laid off any of its employees or journalists for economic difficulties. Contrary to
the marketing model assumption, Al Jazeera has expanded the size of its staff and reporters
to meet its organizational vision (Al Jazeera English website, 2014). 

The studies have found that under the decline of advertising revenues, most new organi-
zations control the cost of news production through laying off employees (Lacy et al., 2004),
throwing out much of their most valuable content (e.g., international news and investigative
reporting), and reducing publication at the expense of the quality of news content by paying
little attention to government coverage (Bakker, 2011a; Jones, 2009; NOLA, 2012; State of
the News Media, 2011). These kinds of procedures, in the logic of the marketing model, push
news organizations to produce cheap content because the news organization does not put a
lot of its resources commitments to produce a detailed content. 

The large numbers of reporters, staff, different headquarters, correspondents, and bureaus
prove AJ’s capabilities in news gathering and global news production and reflect its organi-
zational commitment to news coverage. 

Overall the patterns show significant statistical differences. For example, AJA tended to be
a content creator news organization by depending on its staff producing its media content com-
pared to AJE, which played the role of an aggregator news organization by depending heavi-
ly on news produced by other news organizations. AJ invests far fewer resources into the
production of AJE than it does in AJA. AJE did not provide as much multimedia as AJA did,
and did not prefer to produce detailed content as AJA did by producing medium and large size
stories. This could reflect AJ thinking that AJE is a secondary audience, or that AJ thinks its
AJE content fits better to its English audience by adhering to marketing values. AJA may be
responding to the broader social and political issues compared to AJE, which pays more at-
tention to reporting fewer pressing issues to the public. This is could be related to the fact that
AJE’s Western journalists reflect in the production of the news more individualistic culture
values compared to AJA’s Arabic journalists, who reflect more collectivist cultural values. 

Conclusions

Al Jazeera pays some attention to marketing values but not at the same level of the pro-
fessional values. Many indicators support this analysis including these facts: Al Jazeera of-
fers its online products for free (El Nawawy & Powers, 2008). Also, Al Jazeera’s financial
management has depended heavily on annual subsides from the Qatari government (El
Nawawy & Powers, 2008; Fahmy & Johnson, 2011). In addition, Al Jazeera’s mission is
based on giving no priority to the commercial interests (Al Jazeera English website, 2012),
or to be more specific AJ has no duality purpose so this is why it focus on public service in
reporting .Besides, Al Jazeera’s strategy does not aim to get its profits right away but to in-
crease it and make it continuous for the future by building up a trusted brand for its audience.
What is important here is that Al Jazeera is not driven to produce private sphere content pro-
duction; and quite the contrary of the marketing model assumption. Finally, Al Jazeera has
expanded the size of its staff and reporters to meet its organizational vision. Considering why
Al Jazeera moderately reflects marketing values leads to the discussion of why Al Jazeera is
interested at differing levels to employ cultural values in its news production. 
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A long with research done in the field, this research does have some shortcomings. This
study faced several limitations. First, the study focused on the content drawn from one influ-
ential global news producer with the highest readership. Other websites may display differ-
ent features and follow different patterns when reporting on different issues. For example, Al
Arabiya, in addition to the Arabic version, has other three websites in Urdu, Persian, and Eng-
lish languages to communicate its audiences outside the Arab region. The findings of study-
ing contents that produced by the same news organization to target four different audiences
who completely vary in their cultural, languages, religious, and social norms and values might
produce different findings from studying contents of two websites that target only two dif-
ferent audiences and are produced by the same news organization. Future studies can incor-
porate more news websites in the Arab world or international news websites, to better identify
the similarities and differences between them in terms of which values are most prevalent in
different newsrooms around the world. 

Another limitation is related to the time frame of the study. The study analyzed Al Jazeera
coverage from January 1, 2014 to April 30, 2014. Therefore, the coverage may reflect media
reaction to unique events during the period, such as Arab Spring. Future studies can expand
the time to include more weeks from different months of the year. Therefore, the generaliza-
tion of this sample is limited to the extent to the four months from where the sample was
drawn. Another limitation is related to using content analysis as an indicator of the influence
of professional, marketing, and culture values without directly seeking the perspectives of Al
Jazeera journalists about how they think about or apply these values.
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