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The relationship between public relations (PR) and journalism is not only a 

controversially discussed research topic in media and communication science but is 

also an important issue for practitioners and society in general. The decrease of 

journalistic jobs stands in direct contrast to the increasing demands for PR 

professionals. The increasing blurring lines between the fields were analyzed in this 

study from a biographical perspective. The aim was to find out how intertwined 

corporate PR, political PR and journalism in Germany are.  

Theoretically based was the study on three theories that deal with the relationship 

between PR and journalism: the determination theory, intereffication concept and 

medialization theory. This study transferred the three theories, which view the two 

professions as strictly separated, from a theoretical influential perspective to a practical 

biographical one. Hereby, it was analyzed whether an intermixture of journalism and 

PR takes already place in the professionals themselves. Furthermore, it was examined 

whether the two professions can still be seen as separated ones as stated in theory or 

whether this is nowadays no longer applicable.  

The sample size contained a total of 80 CV’s from heads of communication in Germany. 

A quantitative content analysis was used and the material was coded with a codebook 

into SPSS.  

The study showed that the view on corporate PR and political PR led to different 

conclusions. They do have in common that journalism is an important field of 

departure. 35 percent of the corporate PR personnel have worked in journalism and 

57,5 percent of the political PR have journalistic expertise. All in all, the professions of 

corporate PR, political PR and journalism are only intertwined to a minor extent based 

on the biographical analysis. Having the majority only changing fields one time one 

can say that a jumping back and forth between the different fields of communication 

does not often take place. This needs to be seen of course in terms of declining 

journalistic job opportunities. In corporate PR no case was found were a PR person 

turned back to journalism. The opposite was seen in the group of political PR where 10 

out of 40 persons transitioned from PR back to journalism.  

Keywords: Journalism, public relations, corporate, political, interrelationship, intermixture 
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1. Introduction  

The relationship between public relations (PR) and journalism displays a controversial field 

for research in media and communication studies. With the economic and structural changes 

in journalism, its decline stands in direct contrast to the growing PR industry (Macnamara, 

2014). The question of ‘who is influencing who?’ is of central research interest, where two 

professions shape the public opinion though from different stand points. The increasing 

importance of PR is also noticeable in politics, which Louw (2010) terms PR-itisation. 

Journalists, PR agents and political communicators stand for three professions who together 

create a strategic communication elite. Studies revealed that a migrating trend between those 

professions occurs (Palm & Sandström, 2014). One day a journalist, another a political media 

adviser and then back to political reporting. Journalists work in a field of increasing tension 

between political and economic interests, which often leads to ethical conflicts (Fisher, 2016). 

With the increasing blurring of boundaries, the question arises of how interrelated the 

professions nowadays really are or whether they can still be seen as separate ones. From a 

theoretical standpoint, the dominating PR-journalism theories determine them as separate 

professions with different perspectives on their interrelation and influence (Schweiger, 2013). 

Based on this, the topic of the upcoming master thesis is: From theory into practice: How 

intertwined are corporate PR, political PR and journalism in reality? A content analysis of the 

communication elite in Germany from a biographical perspective. The study aims to find out 

how intertwined the communication professions in Germany are. With the method of 

quantitative content analysis a total of 80 curriculum vitaes (CV’s) of heads of communication 

from political institutions and of heads of communication of market listed companies in 

Germany will be analyzed. 

This research project does not only fill a research gap and provides new theoretical and 

empirical knowledge about the blurring lines between PR and journalism, it is also of central 

importance for society in general. Germany being an information society, media stands in the 

focus of providing information and knowledge to the public and of shaping its discourse. 

Hereby, journalists play a significant role in distributing truthful and objective news to the 

audience. Functioning as multiplicators, they are of special interest for PR practitioners. The 

current developments in the communication industry can sooner or later result in, for instance 

loss of transparency in decision-making processes or even a threat to democracy when political 

and economic PR departments take over the actual journalistic task of setting the news agenda 

and providing news material that is directly published. A progressive shifting in power can lead 

to mistrust in the media. Therefore, this thesis is relevant for both science and society in large.  
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1.1 Aim of the thesis  

The aim of this master thesis is to find out how intertwined PR and journalism in Germany are. 

Thereby, the study examines this interrelationship by looking at transitioning between the 

professions of PR and journalism from a biographical perspective. In particular, the PR 

component will be examined from a corporate PR and from a political PR standpoint. The 

thesis aims at investigating whether PR and journalism can be seen as separate professions as 

stated in theory or whether their interlacement in practice does not allow a radical distinction 

anymore. 

1.2 Research questions and hypothesis 

The following research questions have been drafted to form a guideline for the research project. 

The main research question reflects the overall goal while the sub research questions address 

supporting elements towards the main research question.  

1.2.1 Main research question 

The main research question is: 

• How intertwined are the professions of corporate PR, political PR and journalism 

in Germany in practice? (MRQ) 

1.2.2 Sub research questions 

The sub research questions are:  

• What educational backgrounds do political PR and corporate PR personnel have? 

(SRQ1) 

• How did their professional career develop in terms of transitioning between the 

different fields of communication? (SRQ2) 

• Do journalists who change their profession to PR professionals transition more 

often to the corporate or political PR side? (SRQ3) 

1.2.3 Hypothesis 

Based on an extensive literature review, an increasing and significant blurring between the 

fields can be seen. Related to the theories on the relationship between PR and journalism, these 

theories seem no longer to be up-to-date. Therefore, the following hypothesis was set up: PR 

and journalism can no longer be seen as strictly separated professions. Within these fields, 

professionals change their roles continuously and bring their experiences and networks with 

them for usage. This hypothesis provides direction for the upcoming thesis and includes the 

element of prediction of an outcome (Wimmer & Dominick, 2011, pp. 290). 
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1.3 Course of action 

In the first instance, a theoretical background will be introduced to get an understanding of the 

professions that are of central importance for this study. This background provides 

fundamental knowledge about the terms of PR in general, its subareas of corporate PR and 

political PR, journalism, as well as their demarcation from each other and recent developments 

within these fields. Literature from media and communication studies will be used throughout 

this study. Afterwards, an extensive research review gives an overview of the diverse fields this 

research project is situated in. The research gap this thesis aims to fulfill derives from this 

review. In addition, central theories and concepts that will be used for this thesis will be 

presented. Based on the theoretical framework, the study reaches its empirical investigative 

part. There, the method of quantitative content analysis is introduced as well as the material 

and analytical tool. With the usage of a codebook and the statistics software ‘SPSS’ (short for 

Statistical Package for the Social Sciences) the CV’s will be coded, analyzed and the results will 

be presented in relation to the research questions. At the end, the research questions will be 

answered with respect to the theoretical concepts, the hypothesis addressed and a conclusion 

will be given. 

2. Theoretical fundamentals 

PR, its subareas and journalism need to be defined in order to make clear what is meant by 

these terms and therefore create an even understanding between the author and the readers of 

this thesis. Based on the definitions, differences between the professions will be shown. This is 

essential since this thesis deals with increasing blurring lines between those fields. Moreover, 

this development will be presented to get an overview of current economic and structural 

changes in PR and journalistic related jobs in Germany. This is of importance to underline the 

meaningfulness of this study. 

2.1 Definitions 

In media and communication studies researchers have been working on developing definitions 

for the professions in the communicative fields. A multiplicity of them are available which 

evolved from the process of scientific analysis and discussions. The objective of this chapter is 

to explain the relevant terms for this thesis.  

2.1.1 Public relations 

The term public relations was first introduced in 1882 by the lawyer Dorman Eaton (Grunig & 

Hunt, 1984, p. 14). Ever since various definitions aroused and until today researchers are 

working on developing one common definition for PR. Indeed, defining PR is a research field 

itself: for instance, studies revealed that more than 2000 PR definitions exist (Fröhlich, 2015b, 

p. 103). This complexity of definitions can be explained by the interdisciplinary character of 
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PR. Depending on the disciplinary perspective, different perceptions and interpretations result 

in diverging definitions (Fröhlich, 2015b, p. 104). To be specific, economic sciences, political 

science, media and communication studies, sociology, cultural studies and psychology draw 

the main frame for PR related research which led Lies (2015) to stress that PR is a phenomenon 

across the disciplines (p. 103). In order to sort the existing definitions, researchers developed 

different systems. For example, Fröhlich (2015b) suggests three systematics that classify the 

definitions according to their source, demarcation and system (p. 106).  

Moreover, another significant reason for the variety of definitions is the broad spectrum of PR 

activities, such as human relations, media relations, public affairs, investor relations and 

corporate identity (Fröhlich, Peters & Simmelbauer, 2005, p. 10). All in all, the most often and 

widely-used definition is the one from Grunig and Hunt (1984) who say that PR is “the 

management of communication between an organization and its publics” (p.6). As a form of 

public communication, the association to other types of public communication, for instance 

journalism, advertising and propaganda, underlines the difficulty of defining PR (Fröhlich, 

2015b, p. 105). Therefore, a clear distinction will be shown in chapter 2.2.  

2.1.2 Corporate PR 

Corporate PR can be described as the strategic communication of economic companies. The 

goal is to establish and to remain a positive company image. Two-way communication 

relationships between a company and its internal and external stakeholders, e.g. employees, 

media, clients and shareholders, are thereby of importance (Rolke, 2015, pp. 571). Moreover, 

the business areas of corporate PR range from employee communication, investor relations, 

sponsoring to media relations. The relationship to journalists is the most significant one for 

PR-departments. In specific, companies with a high turnover focus intensely on media contacts 

(Rolke, 2015, pp. 576).  

2.1.3 Political PR 

Political PR is situated in the sphere of action of strategic political communication. Its activities 

overlap with the ones of other political communication fields such as election campaigns, 

public diplomacy and public affairs. The main function of political PR is to influence collective 

binding decisions through the public opinion (Vowe & Opitz, 2015, p. 86). Fröhlich (2008) says 

“Political PR performs a public service by bringing issues to the public’s attention” (p. 193). 

Raupp (2004b) regards the relationship between political PR actors and journalists and states 

that the primary function of political PR is to steer the communicative process in the interest 

of political organizations (p. 224). Studies showed that professional political PR is increasingly 

successful “in shaping the topic selection and production of news media and the nature of the 

interaction between political PR and journalism” (Fröhlich, 2008, p. 193). Louw (2010) even 

goes further by saying “Spin lies at the heart of PR-ized politics” (p. 102).  
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2.1.4 Journalism 

Journalism can be defined by its function which Rühl described in 1980 as the “production and 

allocation of topics for the public communication” (as cited in Schweiger, 2013, p. 35). 

Journalists collect subjects from society, edit those under journalistic criteria, such as 

objectivity, independence, freedom and accurateness, and spread them through media for 

public discussions (Dernbach, 2015, p. 150). The German Federation of Journalists (DJV) 

came up with a similar description stating a journalist’s job “is to make public facts, trends and 

issues which are of general, political, economic or cultural importance to society” (DJV, 2012, 

p. 2). In addition, the DJV highlights the importance of providing information for society in 

order for them to shape an opinion and it is also an important factor “for the functioning of a 

democratic state” (DJV, 2012, p.2). Hereby, journalists have the important task of representing 

a broad range of voices and diverse perspectives which is key for their objective reporting and 

allows the audience to develop an own opinion.  

Sticking to the national perspective, the Reuters Institute for the Study of Journalism found 

out that in Germany journalism is referred to as “the fourth pillar of the state; its rights are 

stated in the German constitution that guarantees the freedom of speech. […] Wolf Schneider, 

defined journalism as follows: To cut a path of information through the jungle of worldly affairs 

and to keep an eye on the people in power” (Reuters Institute, n.d.).  

2.2 Demarcation of the professions 

Starting with similarities, PR and journalism are sub-systems of the mass media system. Both 

are forms of public communication meaning that their overall task is to make information 

public (Ruisinger & Jorzik, 2008, p. 128). Before going into detail how they differ from each 

other, it is essential to clarify that the PR-term used within this thesis neither refers to 

advertising nor propaganda. As mentioned in chapter 2.1.1 associations between PR, 

advertising and propaganda do still exist. All three professions are types of persuasive 

communication but differentiate from each other significantly. In the table 1 below the main 

differences are shown to create an even and distinguished understanding of PR. This model 

was developed by Merten in 1999 who views PR as a long-term process and therefore differs 

from other communicative processes (Kunczik, 2010, p. 38). This figure is of central 

importance for the ongoing process of the thesis to understand that PR does not mean 

advertising or propaganda. This clear distinction is necessary for this study since it deals 

specifically with the professions of PR and journalism.  
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FUNCTION PERSUASION MANIPULATION CONVICTION 

Practice Advertising Propaganda  Public relations 

Goal Carrying out a singular 

action  

Acceptance of a 

predetermined decision 

Creation of trust 

Situation Here and now Always and forever Long-term 

Mental access  

(Effect) 

Positive connotated 

aspects and associations 

highlighted 

Frightening/augural, 

with exclusive nature 

Confidence-building, 

increasing credibility 

Mode Emotiv Emotiv/cognitive Emotiv/cognitive 

Reflexive modes Factual evaluation  

temporary success, 

orientation on others 

Reflexive evaluation Factual evaluation  

temporary success, 

orientation on others 

Figure 1: Differentiation model by Merten (adapted from Kunczik, 2010, p. 38) 

 

Having now PR differentiated from propaganda and advertising, the focus will be on the 

demarcation between PR and journalism. By identifying their functions the following 

differences can be seen: journalists construct up to date, factual and relevant realities. On the 

contrary, PR practitioners have the function of producing desirable and intentional realities 

(Weber, 2004, pp. 54). Another fact is that journalists and PR practitioners follow different 

missions. On the one side, journalists serve the public with an objective, comprehensive offer 

on information. On the other side, PR practitioners work in their clients’ or companies’ interest 

and use the public for their concerns. They are committed to their client and they communicate 

with journalists for a successful placement of their topics in the media (Ruisinger & Jorzik, 

2008, p. 128). Even though these two professions apply similar skills, such as journalistic 

writing criteria, Fröhlich (2015b) argues that an equalization of the two types of public 

communication is beyond question. Journalism has the priviledge of being under 

constitutional law that protects their work products - none of this applies for PR (p. 110). 

Furthermore, the table 2 below shows the differences summarized in categories. 
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 Journalism Public Relations 

Social functions Information, Education & 

Entertainment 

Critic & Control 

Arena for public discourses 

Information of the public 

Participation on public discourses 

and representing interests 

Client Public, Audience, Media 

institutions 

Authorized organizations: 

Corporations, Institutions, Unions 

Target groups Public, audience Public, Segmented 

public/Stakeholder, e.g. 

consumers, investors, concerned 

parties, representatives 

Communicative goals Information brokerage, Agenda 

setting 

Information brokerage, Agenda 

setting/Issues Management, 

Persuasion, Conflict resolution 

Processes/activities Obtain, check, select, produce & 

publish of information 

Obtain, check, select, produce & 

publish of information in 

agreement with organizations 

Organize and lead public 

discourses and non-public dialogs 

with stakeholders 

Communicative paths Directly to the audience and 

predominantly one-way 

Media Relations: via mass media 

indirectly and one-way to 

stakeholders 

other public relations: directly to 

stakeholders, one-way or dialogic 

Figure 2: Comparison journalism - PR (adapted from Schweiger, 2013, p. 44) 

2.3 Development within the fields 

In Germany, the economic pressure and with it structural changes in media companies to come 

is in the center of decreasing journalistic resources and on the contrary increasing PR 

resources. Schneider, the founder of the Henri-Nannen-Schule, an important journalistic 

school in Germany, describes the current challenges journalism faces in Germany as the 

following: “At the moment, the greatest challenge to the freedom of the press in Germany is 

the uncertain economic situation and, because of this, the pressure on the media from 

declining advertising revenue as well as growing demands of proprietors to cut costs often to 

the detriment of journalistic quality." (Reuters Institute, n.d.)  

Dernbach (2015) views the tense relationship between PR and journalism from a socially 

oriented perspective. She underlines an increasing modern, differentiated and segmented 

society that comes along with an expansion of interests, information offers and communication 

needs. Due to economic pressure, media companies reduce their journalistic resources 

drastically and engage more and more in non-journalistic products. PR resources face a 

continuous increase which leads to an unbalanced proportion. Dernbach (2015) is of the 



 

14 
 
 
 

opinion that a complex society needs differentiated forms of communication with diverse 

functions. She appeals to finding solutions to strengthen journalism and not to overlook the 

threat of PR being a potential substitute (p. 151).  

Taking a look at the value of PR in economic companies, studies revealed that the higher the 

turnover the more likely a company commands a PR department. The importance of PR 

personnel in companies with a high turnover can also be seen in the fact that they have a direct 

contact to the supreme executive level (Rolke, 2015, p. 574). Furthermore, Rolke conducted a 

study in 2003 among the 1200 highest turnover companies in Germany and revealed a staffing 

at an average of 10,4 employees in PR. A correlation between annual turnover and staffing was 

found: the higher the turnover, the higher the number in staffing (Rolke, 2015, p. 575).  

In Germany’s information society, no other field of communication experienced a higher 

demand than PR. Since around 1980 an increasing need for PR experts can be seen. When 

trying to present exact numbers of PR practitioners, difficulties arise due to the problem of an 

uneven understanding of what PR is. For example, PR activities can be divided into internal 

and external departments and consultancies. Moreover, a professional register does not exist 

and the professional self-image, the job titles, as well as the job activities differ significantly. 

Aside from that, freelance PR practitioners may work as journalists or vice versa which 

complicates empirical investigations (Fröhlich, 2015a, pp. 556). Now, the statistics that do 

exist will be shown: defining the number of practicing journalists in Germany is according to 

Pfeffer (2005) more realizable than capturing the number of PR personnel because of union 

contractors, such as the DJV. Adding those with the freelance journalists a total of about 

80.000 journalists follows. Comparing this number with an estimated total of 50.000 PR 

personnel, both internal and external, Germany’s relationship between journalists and PR 

practitioners is currently about two thirds to one third (Pfeffer, 2005).  

According to a survey among 136 German PR-agencies, this industry reached for the first time 

an overall turnover of 606,26 million Euros in 2015, which is 6,7 percent higher than in the 

prior year (Dillmann, 2016). The overall turnover of the total German PR industry accounts 

according to Pfeffer (2005) about five billion Euros.  

Not only in the corporate sector does PR play an increasingly significant role - this 

phenomenon applies also to politics. The term ‘medialization’ is of central importance within 

political communication research. Often, e.g. in English literature, it is referred to as 

‘mediatization’ but since this study focuses on the German context, the term medialization is 

used continuously throughout this text. Since politics is dependent on the mediation of mass 

media, politics reaction is to present themselves media friendly (Raupp, 2004b, p. 218). In the 

process of medialization political PR takes a key position by adapting to the media logic 

(Röttger & Zielmann, 2012, p. 18). The professionalization of political PR results in being 

viewed as “the third force in news making – next to the two traditional forces journalism and 
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politicians” (Fröhlich, 2008, p. 193). Moreover, Fröhlich (2008) concludes: “the ever-growing 

behind-the-scenes activities of spin-doctors and political PR are becoming more and more 

important and influential” (p. 193). Of the same opinion is Louw (2010) who says that political 

PR professionals are able to spin stories for journalists and create “a negative spin on the 

opposition” (p. 102). The spin-doctors are employed for their expertise and not due to their 

party loyalty (Louw, 2010, p. 102). Even though this strong influence does not stand in direct 

contact to my study it contributes insofar as it gives broad background knowledge about recent 

developments of the communication industry.  

3. Previous research 

In order to achieve an initial overview of the research field in which this research project is 

situated, it is essential to deeply review the existing literature of this field and previous research 

studies. The following research review results in the identification of a research gap, which is 

aimed to be filled in within this thesis. At the end of this chapter it will be summarized which 

results and theories of the reviewed studies will be used for this project.  

Research about central concepts and aspects of the interrelationship 

In the last two decades, the relationship between PR and journalism has been deeply 

researched from both a theoretical and empirical perspective. In German literature, 

controversial debates aroused around this relationship with the publication of Baerns’ (1985) 

‘Determination’ theory stating PR influences journalism in terms of timing and topics. Baerns 

(1985) did a quantitative content analysis of political PR material produced by German 

politicians in the state of North Rhine-Westphalia (NRW) and analyzed its correspondence in 

news reporting (input-output-analysis). Over 60 percent of the news reporting were traced 

back to political PR activities. Baerns (1985) concluded that PR is able to hamstring journalistic 

research power and fills up journalistic motivation and therefore set up the term 

‘Determination’ (pp. 98-99).  

While other studies came to different results and the theory of a one-sided influence from PR 

on journalism was charged of being too simple, the ‘Intereffication’ model by Bentele et al 

became popular drawing on mutual influence and interdependence (Schönhagen & Meißner, 

2016). Since this relationship is of central research focus, Schönhagen and Meißner (2016) 

conducted a literature study from a historical perspective to investigate on the origins of PR 

and its co-evolution with journalism in Germany. Here important to point out is the distinction 

between the fields: PR represents particular interests, whereas journalism stands for “an 

autonomous external observation and mediation of various interests in society” (as cited in 

Schönhagen & Meißner, 2016, p. 750, emphasis in original). With the rise of “autonomous 
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mass media and the dominance of partisan journalism” PR started to develop (Schönhagen & 

Meißner, 2016, p. 755). Reasons for this were social pressures of companies to legitimate 

themselves within the media-focused sphere due to the rise of mass media. Organizations had 

to find a way to reach their target groups since this was now only possible via mass media and 

a concern of falsified or lack of reporting existed (pp. 748-758).  

Aspects of this relationship were examined by Larsson (2009). He conducted a study about the 

relationship between PR and media in which he wanted to find out how this relation looks like, 

how the two professions view each other and what the outcome of this is. In-depth interviews 

were conducted with 64 professionals: PR consultants and information officers as well as news 

journalists from different media outlets. The comparison of the answers showed that mainly 

PR professionals seek the contact to journalists and provide them continuously with news 

angles. PR professionals “view their relation with the media as well functioning” (Larsson, 

2009, p. 144), whereas journalists denied established relations. Also, PR agents claimed that 

their news material is often used by the journalists but the journalists denied this. Still, some 

journalists stated that they can rely on informative material from the PR side when needed. 

This study shows a mainly one-sided contacting but does acknowledge the mutual dependence, 

which Larsson (2009) classifies into the traditional exchange theory where “one party’s need 

for media space is served by satisfying the other’s need for material” (p. 145). Therefore, the 

author concludes that the media is a central hub within the communication sphere. Journalism 

and PR collaborate within this sphere and should not be seen as strictly separated (pp. 131-

147).  

This collaboration was a crucial point in a study from a political PR and political reporting 

perspective. Donsbach and Wenzel (2002) did a content analysis of press releases and news 

coverage using the example of the German factions of the Saxon parliament. Their aim was to 

find out to which extent political press releases from the state parliament factions have on 

regional news reporting and which characteristics enhance the chance of being taking over by 

the journalist. The authors based their study on the ‘Intereffication’ theory by Bentele et al, 

which sees PR and journalism as mutually dependent professions. A total of 486 press releases 

of three factions were collected in a time frame from February until July 2000 as well as all 

reports about the factions in Saxon daily newspapers. With the usage of a codebook the 

researchers found out that one fourth of the total reports refer to press releases but always 

include another source within the article or own editorial adaption. Factions with the highest 

amount of press releases ended up in the highest number of articles. Also, the length of a press 

release correlates to the length of a news article. Press releases with a high newsworthiness, 

such as conflict and negativism, were used often by journalists but also resulted in a high 

editorial adaption. Overall, Donsbach and Wenzel (2002) determine a relatively low influence 
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of political press releases on news reporting but do state that the journalists mainly transferred 

the offered topics of the press releases into their reports. Important to mention is that other 

studies revealed an opposite relationship between these professions, in which political PR 

hamstrings journalists’ own research. These studies underlined the ‘Determination’ theory 

saying that PR influence journalism in a one-way directions and is therefore a threat to the 

journalistic values. The authors state that the different results could be due to the different 

localities in Germany and the political tendencies of the newspapers (pp. 373-387).  

Talking here about influences from the outside of journalism and its consequences, press 

freedom, especially in terms of autonomy and independence, is of central importance. In 

Germany, 432 newspaper journalists from the resorts politics, economy and local were 

interviewed via telephone about their personal experiences about influence from the outside 

on their journalistic task (Stiftervereinigung der Presse e.V., 2014). The quantitative surveys 

showed that 93 percent of the interviewees agreed on a good or rather very good realization of 

press freedom in Germany. Nevertheless, the biggest threat for press freedom is the lack of 

time for background investigation and writing articles due to structural economic changes. 

Hereby, PR material plays a central role: 79 percent of the interviewed journalists say that the 

border between PR and journalism blurs continuously and PR material finds its way into the 

media unfiltered progressively. Furthermore, 70 percent stated that important requests were 

hold back or not answered at all occasionally and 60 percent experienced that companies, 

organizations and politicians tried to interfere journalistic investigations or tried to steer the 

report to their own interests.  

Research examining business roles, transitioning and working conditions 

Politics, journalism and PR can be seen as shown from a field perspective but also from a power 

perspective. In a research article written by Palm and Sandström (2014), these three 

dimensions are presented as holders of power, which are together creating a “communication 

elite that sets the parameters for the public discourse on politics” (p. 141). The researchers did 

a literature review on empirical findings and theoretical background about the migrating trend 

between the three fields. Their aim was to provide a basis for the convergence between those 

fields in order for further research projects to find out what this distribution of power means 

for democracy and citizenship. The authors begin with referring to the field theory, divided 

here into a journalistic, PR, and political one. Political PR and political reporting find 

themselves in marketization and convergence. The boundaries between them blur 

continuously and jobs seem to be switched easily, which Palm and Sandström (2014) prove 

with the following empirical findings: between 2000 and 2012 a study on the migrating trend 

was conducted of changing positions within the Swedish government. For instance, 44 cases 
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were reported from journalism to politics and 57 cases from politics to PR. Furthermore, the 

authors state reasons for this migration trend, e.g. loss of journalistic jobs. To conclude, the 

researchers provided empirical findings for the convergence between politics, PR and 

journalism and ask future researchers to focus on this trend related to the concepts of power, 

elites and networks to find out about the consequences for democracy and citizenship (pp. 141-

151). The acceptance of this challenge is the cornerstone for the focus of my following master 

thesis.  

The phenomenon of job transitions between politics and political PR was as well of interest for 

Allern (2011), who did a literature review and theoretical discussion about this development in 

Sweden and Norway. His research questions are devoted to the competence of former 

politicians as PR consultants, opportunities for them, and possible consequences. Based on 

different definitions of PR, Allern (2011) gives a first impression of the negative sites of PR, 

such as persuasion, where governments try “to polish their tarnished image and close all doors 

for investigative journalism” (p. 127). The concepts of ‘mediation’, ‘mediatization’ and ‘media 

logic’ are mentioned within the context of today’s mediated politics, resulting in a growing 

demand of PR consultancies. In Sweden some of the largest agencies were founded by former 

politicians and “20 per cent of the consultants have been active in the political sphere” (Allern, 

2011, p. 130). The competences of former politicians for the PR work are various, such as 

access, networks, knowledge of political opportunities and risks, and media experience. 

Motives for migrating to public affairs are, e.g. well payment, the close connection to their 

previous job and even returning as a politician when their coalition wins an election and new 

jobs arise. Moral conflicts may arise when switching political sites or when former lobbyists 

become politicians.  

The above mentioned aspect of salary turned out to be of importance in correlation to job 

satisfaction as well. Olson (1989) used surveys as a quantitative method to find out how 

journalists and PR personnel in the USA rate their job satisfaction. She based her study on 

previous research findings that indicate a “high attrition rate from journalism into public 

relations” (Olson, 1989, p. 38). The answers of 177 journalists and 177 PR practitioners resulted 

in the following conclusions: PR personnel were more satisfied with their jobs than journalists. 

The same finding was reported in terms of salary and PR personnel experienced an increase in 

their salary, not so among journalists. By using an elaboration analysis, Olson (1989) 

determined a significant correlation between salary and job satisfaction among PR personnel. 

Among journalists, the researcher found a correlation between their job dissatisfaction and a 

stated lack of autonomy that results from e.g. the editor’s control or inability of controlling own 

news stories. Furthermore, the study showed that almost half of the participating PR 
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practitioners worked as former journalists and stated a higher job satisfaction in their new 

profession (pp. 37-45).  

Knowing that the working conditions within the media industry, for example, the job 

reductions and increasing pressure for journalists, lead to migrating to PR, it is important to 

look at studies that deal with requirements for PR jobs. Within occupational research, the 

analysis of job advertisements gained popularity and the results are of interest for the 

upcoming thesis to see how the requirements fit to the fields of expertise where the 

professionals come from. Röttger (1997) did a quantitative content analysis of a total of 633 

PR job advertisements that were published between January 1993 and August 1994 in German 

national newspapers as well as German journalism and PR magazines. The aim was to find out 

which institutions offered the most PR jobs, which job titles were used and which qualification 

are required. The study revealed that commercial enterprises offered 43 percent of the jobs, 20 

percent by non-profit organizations, 20 percent by agencies, 10 percent by public institutions 

and 7 percent by others. The main finding of the analyzed job titles was that 22 percent were 

job titles from the journalism field. Journalistic skills and experience were the most often 

mentioned requirement which lead Röttger (1997) to conclude that journalists seem to be 

viewed as the better PR experts (pp. 267-277). 

The picture is not complete without focusing on another aspect which rounds off the picture. 

When it comes to career transitions between political PR and journalism, conflicts of interests 

can arise. Fisher (2016) dealt with this issue in her study about how journalists manage this 

ethical dilemma. In the focus of her research are journalists who became political media 

advisers and then returned to journalism again. Based on a literature review, where Fisher 

(2016) summarized the tenseness about the relationship between the two professions and their 

contradictive goals, she talked about the different kinds of conflicts. On the one side, financial 

conflicts such as accepting gifts can be easily managed by journalists, but on the other side, 

conflicts of interest as dealt with in journalism ethic texts and journalism codes of ethics lack 

a guidance about how to deal with them. Based on this problem, the researcher’s aim is to 

examine “the way journalists perceived and managed issues of conflict of interest when they 

entered journalism after working as a political media adviser” (Fisher, 2016, p. 376). Due to 

the investigation on journalists’ personal perception of this phenomena, the researcher 

referred to the concepts of phenomenology, hermeneutics and interactionism, which are 

broadly speaking about the perception and interpretation of personal experiences. The applied 

method was a qualitative one - semi-structured, in-depth interviews with 21 journalists. Fisher 

(2016) found out that the interviewees followed four main different paths of how to manage 

conflicts of interests while finding their way back into news reporting. The results show 

different levels of concern from the interviewee side and from their hiring editors. However, 
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the path to choose is up to the interviewees’ own judgements of the situation and therefore they 

select between ‘escape’, ‘being laundered’, ‘straight back in’ and ‘cooling-off’ (pp. 373-384). 

Knowing that conflicts of interests arise between PR and journalism, code of ethics could 

potentially be used as theoretical advices for handling sensitive situations. Since PR and 

journalism are both interested in generating the public opinion but from different functional 

perspectives, Raupp (2004a) chose a conflict theoretical perspective for analyzing codes of 

conduct. Her aim was to find out what those codes say about conflict situations and how they 

address conflicts with the contrary profession. She did a content analysis of 13 professional 

conducts for PR and journalism from Germany, Great Britain and the Netherlands. In general, 

the codes are the standard for professional behavior and serve as guidelines for conflict 

prevention. Raupp’s (2004a) study shows that the interaction between PR and journalism is 

barely addressed in the codes. PR and journalism are portrayed as standing with their backs to 

each other; PR serving its client and journalism the public. Furthermore, the codes pay only 

little attention to the conflict potential between them which Raupp (2004a) claims to be a 

denial strategy (pp. 181-196).  

Research on new job models by combining professions 

Not only transitions within communicative professions occur – a dual role of working as a 

journalist and as a PR practitioner in once is nowadays not uncommon. Meyen and Springer 

revealed that “Nearly half of all German freelance journalists have a second job, mainly in 

public relations” (as cited in Koch & Obermaier, 2014, p. 473). Based on this finding, Koch and 

Obermaier (2014) used the method of quantitative surveys to find out how German freelance 

journalists with a second job in PR view their work situation, motivation, identity and how they 

think about possible conflicts. Since this dual role blurs the boundaries between PR and 

journalism even in one person itself, the concepts of professional identity were used by Koch 

and Obermaier (2014) as a base. For example, a journalist’s identity includes the goal of 

“informing the public as neutrally and precisely as possible” (Koch & Obermaier, 2014, p. 474). 

A dual role can threaten this identity. The study data of 173 respondents showed that 41,5 

percent need the secondary employment in PR due to financial reasons but 51,7 percent also 

stated that they enjoy their PR work (p. 476-77). Another main finding is that the ‘PR-

journalists’ experience their professional identity similar so the journalistic identity. The 

majority of the participants (70,5 percent) agreed that their dual role can trigger conflicts of 

interests but only 18,8 percent view their role as problematic (p. 478).  

Fröhlich, Koch and Obermaier (2013) took these conflicts of interests into account that 

freelance journalists can face when working in their secondary PR-job. They based their study 

on a role-theoretical perspective, which means in this case that ‘PR-journalists’ have to 
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combine two different positions in society. Inter-role conflicts can arise when their positions 

are contradictory. Therefore, the aim of the study is to investigate how the freelance journalists 

deal with these conflicts and how they perceive their two roles. The used method for 

investigation is semi-structured guided interviews with 18 participants from Germany. The 

majority of them came from a journalistic education and their financial situation as well as the 

wish for a better job security were the main reasons for their secondary employment in PR. 

Moreover, their answers showed an awareness of potentially arising conflicts but the 

participants rarely see themselves affected by them. However, they do point out that their 

colleagues get more affected by them. Strategies that are used for preventing dual-role conflicts 

are: ‘topic separation’, ‘client selection’ and ‘passive shielding’ (pp. 809-829). 

Adding another perspective leads to the research of Koch (2016). He identified a research gap 

directly situated between PR and journalism – custom publishing. Corporate publications are 

produced in a journalistic manner but aim to communicate the corporations’ interests. Custom 

publishing gains more and more popularity in contrast to the job losses in journalism. Koch 

(2016) evaluated 197 surveys that were filled out by publishing editors in Germany. The 

questions he aimed to answer dealt with the editors’ previous careers, their self-conceptions 

and journalistic amount of work. He found out that 38 percent of the respondents did a 

journalistic trainee program and 16 percent did one in PR. Looking at their work experience in 

general, 54 percent worked in the PR field beforehand and 46 percent worked as journalists. 

68 percent of the surveyed custom publishing editors perceive themselves as PR actors, only 

13 percent as journalists and 19 percent as in between the professions. About 50 percent rated 

their work similar to journalistic tasks and underline the importance of delivering truthful 

facts. However, presenting the corporation in a positive light stands in contrast to the neutral 

and critical function of journalists (pp. 345-352).  

This research review outlined the diverse fields this project is situated in. It can be clearly seen 

that it is a controversial and differently researched issue. The debates around the 

interrelationship are mainly based on PR-journalism theories but throughout the years new 

research gaps aroused with the increase of blurring boundaries. It should be mentioned that 

not all of the reviewed studies focused on Germany, but on other countries, which shows that 

this topic is relevant internationally. The review shows that the transitioning between political 

communicators, journalists and PR personnel has not been researched from a biographical 

perspective in Germany yet. This is of importance to underline the increasing intertwined roles 

within communicative professions. The study will contribute both empirically (through 

content analysis of CV’s) and theoretically by providing new perspectives on the existing 

theories. 
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Transferring the described contents of the previous studies into the theoretical frame for this 

thesis, the relationship between PR and journalism is of central matter. Hereby, the 

determination theory, the intereffication model and the concept of medialization will also be 

used for this thesis. As seen in the research review several researchers classified their results 

according to these theories or did direct investigations on them. Taking a look at the outcomes 

of the reviewed studies, important to highlight is the outcome of increasing blurring lines 

between the fields. Larsson (2009) and others, e.g. Stiftervereinigung der Presse (2014), 

concluded that PR and journalism collaborate to such an extent that a distinct separation 

cannot be seen any longer. For the basis of this study stand, for example the results from Palm 

and Sandström (2014) and Röttger (1997), who examined job migrations and its reasons.  

4. Theoretical frame and concepts 

For this thesis the theories regarding the relationship between PR and journalism are of central 

importance. Especially in German journalism and PR literature the dependence between those 

two tightly-linked professions and research fields have been highly discussed. Namely, three 

theories address the question of ‘who is influencing who?’. The ‘determination’ theory, the 

‘intereffication’ theory and the ‘medialization’ theory stand for three different viewpoints of the 

PR-journalism-relationship, presenting it from a power and influence perspective. In the 

following paragraphs the theories will be described more in detail as well as their importance 

and usage for this research project.  

4.1 Determination theory 

Research about determination deals with investigations about the influence of PR on media 

content. Thereby, the focus is on PR’s role of being a source for journalistic news reporting 

(Raupp, 2015, p. 305). In German speaking regions, the impulse for empirical investigations 

on this topic was set by the German communication scientist Barbara Baerns in 1985. Her 

object of investigation was the political news reporting in the state of NRW and the regional 

political PR work. Having collected 3000 journalistic publications (output) and 159 press 

releases from the PR side (input), Baerns (1985) came in her input-output analysis to the 

following major finding: around 62 percent of the news derived from PR sources. Her study 

revealed that different journalistic channels, such as print and broadcasting, are concerned. 

She said about this result: “Hence, public relations does not only dominate journalistic 

investigation but all types of information sources” (as cited in Bentele & Nothhaft, 2008, p. 

34). Overall, Baerns concluded that PR controls journalism in terms of topic and timing and 

therefore threatens the journalistic task. In terms of making sources transparent, she found 

out that the majority of PR-sources were not mentioned or were falsely marked (Raupp, 2015, 

p. 309). Hereby, Baerns used the term ‘determination’ to describe the PR influence. Other 
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researchers picked up this word and the determination theory became an ever since 

controversially discussed topic, especially in Germany (Bentele & Nothhaft, 2008, p. 34). For 

example, Baerns’ findings led PR practitioners realize that their work “resulted in much greater 

overall influence […] than they perceived from their respective individual perspectives” 

(Bentele & Nothhaft, 2008, p. 34). On the contrary, journalists’ self-perception as being 

independent and not influenceable faced a drastic result. From a research point of view, 

different authors claimed the determination theory of being too simple. Even though Baerns 

(1985) based her conclusions on fundamental empirical findings, arguments such as 

conditions for production of the media type and the available offer of information need to be 

respected, were brought up (Kunczik, 2010, p. 484).  

To summarize, in the center of the determination theory stands the relationship between PR 

and journalism as an uneven power relationship between two separated systems. It means that 

PR influences journalism one-way and that this influence is so powerful that it portrays a threat 

for the journalistic societal function fulfilment (Schweiger, 2013, p. 75).  

 

 

 

 

 
Figure 3: Determination model (adapted from Schweiger, 2013, p. 75) 

4.2 Intereffication theory 

The intereffication model developed by Günter Bentele, Tobias Liebert and Stefan Seeling in 

1997 views PR and journalism as two separated systems, as well. Initially, the researchers 

based their thoughts on Baerns’ determination theory but faced quickly the need of a more 

complex model (Bentele & Nothhaft, 2008, p. 33). Generally speaking, it presents a two-sided 

influence which differs significantly from the determination theory. The name ‘intereffication’ 

stems from the Latin word ‘efficare’ which means making something possible and encompasses 

the central idea of this concept. PR and journalism are described as standing in a mutual 

influence, mutual orientation and mutual dependency (Kunczik, 2010, p. 490). They can only 

exist and function with the existence of the opposite system. PR practitioners can only reach a 

majority of their communicative goals, e.g. publicity for topics, with the help of journalists. In 

reverse, the journalistic system depends on the supply and willingness to communicate of the 

PR system. According to Bentele and Nothhaft (2008), the journalistic system could no longer 

fulfill its information function without the provided PR material. “This insight has led PR-

theorists to the view that both journalism and PR must be considered as basic constituents for 

democratic political systems (Bentele & Nothhaft, 2008, p. 35, emphasis in original). 

Therefore, the relationship is commonly referred to as ‘Siamese twins’ or ‘symbiosis’ (Bentele 
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& Fechner, 2015, p. 321). The elaborated model is shown below in figure 4 to show PR’s 

complex relation to journalism graphically.  

 

Figure 4: The intereffication model by Bentele, Liebert & Seeling (from Bentele & Nothhaft, 2008, p. 36) 

Essential for the intereffication model are the terms ‘inductions’ and ‘adaptions’, as 

fundamentals of the relationship. Figure 4 shows that they take place on three dimensions: 

object, temporal and psycho-social one. Inductions can be described as intended, directed 

communication stimulations or impulses that, if recognized and gripped, result in 

communicative influences. Adaptions are a form of adaptive action where one system orients 

on the other in order to optimize the success of its own goals. Both inductions and adaptions 

build on expectations and previous experiences (Bentele & Fechner, 2015, p. 322). Moreover, 

these induction and adaption processes happen on both the PR side as well as on the 

journalism side. However, they do not portray a model of balance because inductions and 

adaptions can exist in different dimensions and can be more or less strong or intensive (Bentele 

& Fechner, 2015, p. 323). The creators of the model point out that it is one of a descriptive kind 

that “provides a theoretical basis for studies, which seek to answer the question empirically” 

(Bentele & Nothhaft, 2008, p. 37). Hence, the extent of influence can differ within the idea of 

intereffication.  

 

 

 

 

 
Figure 5: Intereffication model (adapted from Schweiger, 2013, p. 75) 

4.3 Medialization theory 

While the determination theory is about the dependency and passiveness of journalism 

towards PR, the medialization theory stands for the opposite perspective. Here it is necessary 

to describe what medialization means. The increasing importance of mass media lead to 

discussions about its growing meaningfulness and along with it a penetration of society 

through the media logic. Medialization stands in the center of political communication where 
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mass media is of special importance in, for example shaping public opinions during election 

campaigns. Political news is an issue which concerns both the public and the political actors 

themselves: the public does not have direct or personal access to the political news and 

therefore depend on the media. The political actors depend on journalists for spreading their 

information. The more important publicity is for companies and organizations, the more they 

depend on journalists. This shows the societal importance of the PR-journalism-relationship 

in a political context. (Schweiger, 2013, p. 106). 

To be specific, the medialization theory is about the dependency on journalistic news reporting.  

In the medialization concept PR practitioners have to adapt to the journalistic conditions with 

the aim of their PR material being successfully placed by journalists in the media (Schweiger, 

2013, pp. 106). Therefore, the medialization concept is about journalistic power which leads to 

adapting journalistic writing standards and considering newsworthiness by PR practitioners. 

This development which has been mainly discussed in political communication research, does 

not only apply to political PR but also to the corporate PR side. The reason for this is that news 

reporting and media coverage is of central meaningfulness for political actors as well as for 

economic companies (Schweiger, 2013, p. 75). They both depend increasingly on publicity and 

public opinion and therefore on the media logic and with it on journalistic news reporting. All 

in all, the medialization theory positions journalism in a one-way influential position towards 

PR. Furthermore, medialization leads PR personnel to seek an ideal media exposure. With an 

increasing PR market and a growing significance within companies and organizations, 

competitions about media coverage arise (Schweiger, 2013, p. 107). The demand for skilled, 

professional PR practitioners with journalistic expertise, media contacts and knowledge about 

the media system is on the rise. PR messages should for instance include news values 

journalists look for. These types of adaptions can also be seen in the intereffication model 

occurring on the PR side (see chapter 4.2).  

Referring to developments in the journalistic market it could be argued that the medialization 

concept faces a discrepance: growth in the PR field and job reductions in journalism. Also, 

journalism seems to be losing its original gatekeeper function due to the Internet and social 

media. Nevertheless, the increasing budgets for communication departments show the 

remaining importance of publicity and journalistic news reporting in mass media. Schweiger 

(2013) explains that mass media stays the most efficient channel to reach the public and to 

gain their trust (p. 121).  

 

 

 

 

 
Figure 6: Medialization model (adapted from Schweiger, 2013, p. 75) 
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4.4 Theoretical implication 

Combining the above described theories with the developments in the fields of corporate PR, 

political PR and journalism one can see that the theories view PR and journalism as two single 

and separated professions. At the present time though, the lines between them blur 

progressively, an intermixture takes place and they seem to converge to a certain degree. The 

communication professions experience changes and borders become indistinct. Schweiger 

(2013) points out that future theories should overcome this isolated viewing of journalism and 

PR (p. 122). Supporting this opinion, Weber (2004) says “it is obviously difficult to distinguish 

journalism from PR in such a selective manner” (p. 57). Moreover, he criticizes the existing 

PR-journalism theories in terms of ignoring existing overlapping and twilight zones (Weber, 

2004, p. 57). Therefore, a need for looking at PR and journalism with the knowledge of blurring 

lines between the professions is necessary. 

The existing theories will be used for this thesis to find out whether they can still be seen in 

today’s practical context. They will be used as a basis for the earlier mentioned hypothesis and 

for classification and discussion about the results. This means specifically that this study 

transfers the three theories from a theoretical influential perspective to a practical biographical 

one. By analyzing the CV’s of heads of communication it will be examined how the political and 

corporate PR communication elite in Germany is professionalized. Hereby, the study addresses 

the arguments of other researchers, e.g. Weber (2004) and Schweiger (2013), by showing with 

empirical findings that PR and journalism cannot be sharply distinguished as stated in theory. 

The theoretical approach of the thesis challenges the idealistic separation between PR and 

journalism of the three theories. The theories view the systems from an influential and 

dependency perspective. Thereby, they do not take into account the professional development 

of the performing persons and also not their changing of working fields. Adding a biographical 

perspective contributes to the existing theories a new evaluated dimension. In case the 

majority of heads of communication come from a journalistic school and worked previously as 

journalists, this result will show that an intermixture of the PR and journalistic professions 

takes already place in the performing person itself. Bringing in their journalistic expertise into 

the PR job will mean that an intermixture of expertise takes place and therefore the two 

professions cannot be seen as clearly distinguished as stated in the theories.  

5. Empirical investigation 

Subsequent to the literature study and its focus on previous research and existing theories, this 

chapter deals with the empirical investigation in order to answer the research questions. The 

chosen method of a quantitative content analysis will be presented in detail in the following, 

as well as the selected material and the analytical tool. Afterwards, a critical acclaim takes the 

strengths and weaknesses in terms of reliability and validity of the study into account.  
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5.1 Method  

The method to be applied is quantitative content analysis. According to Berelson, this method 

can be used “for the objective, systematic, and quantitative description of the manifest content 

of communication” (as cited in Hansen & Machin, 2013, p. 88). At this stage, necessary steps 

that have to be followed for a quantitative content analysis are selecting the material and the 

sample, creating a codebook after setting up analytical categories, piloting the codebook, 

followed by the analysis of the data and its conclusion (Hansen & Machin, 2013, p. 92) The 

steps concerning the material and the analytical tool will be described in detail in chapter 5.2 

and 5.3.  

The research technique of quantitative content analysis works as the most suitable method for 

analyzing the CV’s in relation to the aim of the study. The features of a content analysis, such 

as being systematic and replicable, as well as its purpose of counting “the occurrence of 

specified characteristics or dimensions of texts” (Hansen & Machin, 2013, p. 89) will lead to a 

meaningful analysis of the CV’s. This method allows to examine how heads of communication 

of political institutions and stock market listed companies in Germany change their professions 

within the fields of political PR, corporate PR and journalism. The analysis of the CV’s will 

show the directions of work changes, for example from a former journalist to a communicator 

within a political party and to the head of a DAX company or vice versa. Moreover, the analysis 

from a biographical perspective will give inside into information about educational background 

and career steps. All in all, the content analysis of the CV’s will find out about the migrating 

trends between the fields of political PR, corporate PR and journalism in Germany.  

5.2 Material 

The research project focusses on the CV’s of heads of communication from the corporate PR 

(group a) and from the political PR (group b) fields in Germany. In specific, a sample of CV’s 

will be collected and analyzed from the following groups: 

a) Corporate PR 

• the heads of communication of the 30 DAX companies 

• the heads of communication of the top 10 M-DAX companies 

b) Political PR 

• the head of communication of the federal government 

• the heads of communication of the state governments 

• the heads of communication of the political parties in the national parliament 

• the heads of communication of the ministries on federal level 

• the heads of communication of the ministries on state level  
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For group a), it needs to be explained what DAX and M-DAX stand for in order to create an 

even understanding for readers that are not familiar with the German stock market. DAX 

stands for Deutsche Aktienindex and is the most significant stock index in Germany 

(http://deutsche-boerse.com/dbg-de/). The M-DAX is defined as mid-cap stock index and 

includes the 50 companies with the highest market capitalization below the 30 DAX companies 

in Germany (http://www.boerse-frankfurt.de/index/MDAX).  

In addition, it is important to explain how German CV’s are structured since differences 

between countries exist. Generally, CV’s are of a tabular form and are composed of the 

following sections: first, personal data, such as name, date and place of birth, address, marital 

status and a photo is included. Second, the professional background is presented in which the 

different job stations are mentioned including job position, employers’ name and period of 

employment. Also, completed internships or freelancing are part of this section. Third, the 

academic education is part of a CV mentioning the attended university, field of study and type 

of degree. In case of no higher academic education the alternate education is presented, e.g. 

apprenticeship. Fourth, the primary education is stated. Here, the detailedness can differ 

insofar as only the type of degree is mentioned or even all names and period of attended 

schools. At last, CV’s can include additional sections about computer knowledge, spoken 

languages, hobbies, honors or engagements.  

The sample size contains a total of 80 CV’s, 40 from a) and b) each. An equal number of CV’s 

deriving from a) and b) is essential for the comparison and discussion of the results. Together, 

group a) and b) form the communicative part of the political-industrial-complex in Germany. 

The focus is on the CV’s of a) and b) and not specifically on CV’s of journalists, but due to their 

job transitions as seen in the research review, journalists are indirectly part of investigation. It 

will be examined under a sub question whether former journalists who became PR 

professionals of the sub groups of a) and b) change more often to one of these sides than the 

other.  

 

The main source for finding the CV’s are the professional networking sites LinkedIn and Xing. 

LinkedIn is the worldwide largest online professional network with more than 500 million 

members from more than 200 countries. It is a platform for job-related contacts where 

professionals upload their CV’s and use the network for professional contacts, search for new 

jobs and is also used by head-hunters. The members upload for instance their educational 

backgrounds, professional stations, previous as well as current job positions, onto their profiles 

(https://www.linkedin.com/). The German-speaking equivalent to it is Xing with about 10 

million members of all sectors, mainly from Germany, Austria and Switzerland. 

(https://www.xing.com/).  

https://www.xing.com/
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Persons of group a) and b) who are not members of either Xing or LinkedIn will be searched 

on the Internet to find their CV’s, for example on their employer’s website. In addition, the 

persons will be contacted via E-mail asking about submitting their CV for this study with 

clearly assuring their anonymity and handling their information confidential. It is important 

to mention that the CV’s in group a) can all be found on the Internet and are completely 

available for this analysis. For group b) not all CV’s of all subgroups are detectable in public 

sources. The majority of CV’s from group b) were submitted via E-mail but not all contacted 

persons responded or were willing to provide their data for this project. The numbers of 

analyzed CV’s from the subgroups of a) and b) can be seen in the chapter about the presentation 

of the results (chapter 6.1). 

 

When doing research that involves people or personal information it is necessary to handle it 

with care and with ethical standards (Hansen & Machin, 2013, pp. 24). Even though members 

of Xing or LinkedIn upload their CV’s to the Internet, it does not automatically mean that they 

are willing to be part of research. Therefore, and due to the fact that remaining anonymous was 

guaranteed to the persons who sent the CV’s for this study, neither names nor the names of the 

employers will be mentioned. In terms of ethics, this study ensures that the individuals whose 

CV’s are part of the analysis cannot be identified.  

 

The overall reason for choosing this case is that journalists and PR practitioners from the 

political and from the corporate side form the communication elite within the political-

industrial complex. As seen in the research review an ongoing trend of changing jobs within 

these field occurs due to diverse reasons. The motivation for analyzing the CV’s of a) and b) is 

that an analysis from a biographical perspective has not been done before in Germany. It will 

give insight in how communicators transition within different professions and do not stick to 

their primary role. The examination is socially relevant because journalists and PR 

practitioners have a strong influence on the public opinion. Since their role perception differs 

from one another it is important for society to know to what extent the professions mix within 

the persons themselves. Journalism being the ‘heart’ of Germany’s information society, 

providing objective news, the occuring decline displays a threat for democracy. Therefore, it is 

important to examine the communication elite in order to identify the extent the Geman 

communication elite is intertwined. A high intermixture of journalism and PR in the 

professionals themselves would therefore display a consequence for society insofar as objective 

news reporting and trust in media are facing a doubtful future.  

The results of the analysis will show, for instance if it is common for former journalists to work 

as PR agents and change their job back to journalism. This example could display a moral and 

ethical threat for the independence of the journalistic task. However, due to the declining job 
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opportunities in journalism it remains to be seen whether this described case occurs often or 

not throughout the analysis of this study since the recent developments in the field of 

journalism show increasing difficulties and therefore it might be hard to change back to this 

profession. It needs to be stressed that analyzing CV’s gives only insight into the career steps 

of the heads of communication and not into their motivations for changing jobs. Also, the 

analysis cannot show whether the decisions were made according to ethics and role perception 

or because of monetary reasons. Furthermore, this case contributes in showing their career 

steps which can be seen as a guidance for future communication professionals. It will show 

how in reality heads of communication combine different communication professions and play 

out their expertise and networks. 

5.3 Analytical tool 

For the quantitative content analysis, a codebook was created after setting up analytical 

categories. They help to “classify the content according to a number of predetermined 

dimensions” (Hansen & Machin, 2013, p. 98). Hereby, attention must be paid to information 

that is “relevant to the theoretical framework, questions and objectives stated for research” 

(Hansen & Machin, 2013, p. 98). The created codebook, which can be found in detail in 

appendix 1, consists of 24 variables and corresponding values. Its structure can be described 

as going from basic information into detail. In the first section variables and its values were set 

up to find out about the source of the CV and current working position. This information will 

give basic insight into, e.g how many CV’s are available online from both sides. The codebook 

continues with categories about education, such as type of high school degree, apprenticeship 

and university degree. They were specifically created to obtain information in order to find 

answers for SRQ1. For instance, frequency tables and cross tabulations will show if the majority 

of PR personnel achieved a university degree and also in which field. Furthermore, the 

following categories deal with, e.g. fields of work placements, number of jobs, directions of 

transitioning between the fields and duration of work experience. By analyzing and combining 

the results of the material these categories will help answering SRQ2 and SRQ3. Afterwards, 

the findings will be discussed within the theoretical frame and the main research question as 

well as the hypothesis can be answered and addressed. While setting up these content analysis 

categories special attention was paid to their mutually exclusivity, exhaustivity and intercoder 

reliability. According to Wimmer and Dominick (2011) mutually exclusivity is reached “if a unit 

of analysis can be placed in one and only one category” (p. 166). Exhaustivity means that every 

unit of analysis can be coded into an existing category. Furthermore, intercoder reliability is 

important for this type of research method meaning “different coders should agree on the great 

majority of instances about the proper category for each unit of analysis” (Wimmer & 

Dominick, 2011, p. 166). Even though in this study all material was coded by one and the same 
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coder, a great deal of attention was paid to the creation of the categories so that other coders 

would code the material identically.  

The CV’s of groups a) and b) (see chapter 5.2) will be coded with the codebook into the statistics 

program SPSS, which will be used as an analytical tool. With SPSS the coded data will be 

analyzed, frequency tables and cross tabulations will be created and conclusions will be made 

out of the results.  

5.4 Critical acclaim 

Reflecting critically on the strengths and weaknesses of this study it is important to consider 

reliability and validity. “A measure is reliable if it consistently gives the same answer” (Wimmer 

& Dominick, 2011, p. 57). Using a content analysis, precise categories increase the reliability. 

Special attention was paid to this within the study, as well as a pretesting of the codebook took 

place. Since all 80 CV’s were coded by one and the same coder there is no danger of other 

coders having coded differently in this study. The transfer from data of the CV’s into SPSS was 

double checked to eliminate input data errors. Furthermore, SPSS shows case processing 

summaries that indicate the numbers of valid and missing data, so that it can be seen as a 

security measure showing whether data is missing. A content analysis does not only have to be 

reliable, the results also have to be valid. Validity can be described “as the degree to which an 

instrument actually measures what it sets out to measure” (Wimmer & Dominick, 2011, p. 175). 

The precisely created categories with its mutually exclusivity and exhaustivity assure this. The 

codebook includes only objectively countable categories and no subjective ones. The content 

analysis has therefore a high validity and reliability.  

The high amount of CV’s received per Email after an individual request from the political PR 

side can be seen as a weakness of this study insofar as a complete retake on collecting CV’s 

could come to different results. This means that next time this study would be done from its 

beginning different persons may respond and send their CV’s for analysis so that other results 

could come up. This could then affect the reliability.  

6. Presentation of the results and analysis 

Having the material coded into SPSS according to the variables and values of the codebook, 

this chapter presents the outcomes of the empirical investigation. As described above, the 

intended sample of a total of 80 CV’s was reached and analyzed1. The only difference in the 

sample is that 29 CV’s within the group of corporate PR personnel were used of the DAX side 

and 11 from the M-DAX side. The reason for this is that one CV of a DAX corporate PR executive 

could not be found.  

                                                        
1 To stress, the sample size of this study contains 80 CV’s in total. The percentages within the 

following chapters derive from this sample size and readers should keep this in mind. 
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6.1 Basis and educational background 

To start with, a cross tabulation of the variables source of CV and current working field was 

created (see figure 7). This is of importance to show the origin of the selected and analyzed data 

of the 40 CV’s from the corporate PR side and of the 40 CV’s from the political PR side. The 

cross tabulation delivers significantly different results: the heads of communication in 

corporate PR use professional social networks, such as Xing and LinkedIn, intensively. 29 out 

of 40 persons are members which equals to 72,5 percent cumulative on the corporate PR side. 

In contrast, only 8 out of 40 persons from the political PR field (20 percent cumulative) use 

these networks. Summarizing this result one can see that the heads of communication from 

the corporate PR side are more open to use Xing and LinkedIn. Therefore, this result shows 

that they see the significance of being connected with other professionals online. A finding 

where both sides are comparable is the source of websites in the Internet for finding 

biographical information. Counting the two sources, employer website and other website, 

together shows that there is no significant difference; corporate PR n=11 which is 27,7 percent 

cumulative, political PR n=12 which is 30 percent cumulative. The main finding on the 

corporate PR side is that all CV’s were found in online and public accessible sources. Therefore, 

no person was contacted via Email. In the field of political PR side 20 CV’s (50 percent out of 

100 percent) that were used for this study were received via individual request per Email. 

 

Figure 7: Cross tabulation source of CV and current working field 

In chapter 5.2 where the material was presented, two groups were set up both with sub groups 

to be analyzed. The distribution of the number of CV’s within these subgroups can be seen in 

appendix 2, figure 1. In the corporate PR group 29 CV’s were analyzed of heads of 

communication of DAX companies which is 36,3 percent. The remaining 11 CV’s derive from 
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heads of communication of M-DAX companies (13,8 percent). Together it sums up to 50 

percent of the total sample. These companies represent 40 firms out of the 41 firms with the 

highest market capitalization in Germany. In addition, the political PR group has a wider 

distribution across its five sub groups. The majority of CV’s stems from heads of 

communication on the ministry state level; n=20 which is 25 percent of the total sample and 

half of the total sample of the political PR group. Second largest amount of CV’s from the 

political PR group originate from heads of communication of the state government: 11 CV’s 

which is 13, 8 percent of the total sample. The remaining three subgroups delivers the rest of 9 

CV’s. The federal system in Germany requires active political PR activities in all states. Each 

state has its own legislative, executive and judiciary organ and wants to successfully implement 

its own proposals. There is always a competitive situation among the states and the federal 

government, where PR plays a significant role (Röttger & Zielmann, 2012, pp. 19). Therefore, 

in this study different groups were considered in order to mirror the differentiated political PR 

system in Germany.  

 

Referring to the previously constructed research questions, one of the focuses of this study is 

in the educational backgrounds of PR professionals. The examination of high school degrees 

comes to the following findings that can be found in appendix 2, figure 2. Overall 75 out 80 

persons have the highest high school degree (university entrance diploma) which equals to 93, 

8 percent out of 100 percent. Hereby, there is no significant difference between the two 

working fields. The remaining five cases are distributed in one degree from a secondary school 

(1,3 percent), two cases with a technical university entrance qualification (2,5 percent), one 

case with an other degree that was not one of the categories (1,3 percent) and one case in which 

the high school degree was not mentioned (1,3 percent).  

 

The next category to analyze is whether the PR professionals did an apprenticeship or not. The 

trivariate analysis (see appendix 2, figure 3) reveals that 33 persons did a type of 

apprenticeship and the remaining 47 persons did not which means that 41,3 percent out of 100 

percent did an apprenticeship. The main findings are that 22 persons (66,7 percent) did an 

apprenticeship in journalism, 1 person (3 percent) in PR, and 10 persons (30,3 percent) in an 

other field than journalism or PR. The category ’Other’ includes various working fields, e.g. 

industrial clerk or chemical technician, which could not be clustered in values. In the field of 

corporate PR ten persons did an apprenticeship in journalism and four persons in a different 

field. This equals to 71,4 percent and 28,6 percent within the total of 100 percent for corporate 

PR. In the group of political PR twelve persons did an apprenticeship in journalism (63,2 

percent), one person in PR ( 5,3 percent) and six persons in an other field (31,6 percent), which 

sums up to 100 percent within political PR. These findings show that there is no significant 
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difference between the fulfilled types and amounts of apprenticeships of the two groups. 

Moreover, the core finding is that two-thirds (66,7 percent) have a journalistic background of 

their apprenticeship.  

 

Remaining in the analysis of educational backgrounds, a category asked whether a university 

degree was achieved or not (see appendix 2, figure 4). The result is that 73 out of 80 persons 

have a university degree which is 91,3 percent. Only 7 persons (8,8 percent) do not have a 

university degree. Furthermore, these 73 cases having a university degree were further 

examined about their highest achieved university degree in relation to their current working 

field. The table with the results can be found in appendix 2, figure 5. With a total of 73 cases 

(100 percent) it is interesting to see that about half of the cases stem from both the corporate 

PR (36 cases) and political PR side (37 cases) each. This shows that a university education was 

the basis of the career for both heads of communication from the corporate and political field. 

The comparison between the working fields shows one significant difference: the number of 

persons with a state examination2 varies to a great extent. There are only four out of 36 

corporate PR persons with a state examination degree (11,1 percent). In contrast, thirteen out 

of 37 political PR persons have a state examination degree (35,1 percent). Furthermore, the 

findings show that Master, Diploma and state examination degrees are the entrance 

qualification for both fields. Combining the working fields shows that the largest proportion 

has a Master degree (43,8 percent), followed by a Diploma (30,1 percent) and state 

examination (23,3 percent). The missing 2,8 percent divide into one Bachelor degree and one 

other degree.  

 

Going a step further, the fields in which the university degrees were achieved were analyzed in 

relation to the current working field and highest university degree. All findings can be found 

in appendix 2, figure 6. Looking first at corporate PR, the main finding is that the study field 

of economic sciences plays the important role within the university education of corporate PR 

personnel. In specific, 14 out of 36 corporate PR persons have studies economic sciences which 

equals to 38,9 percent of the sample of that group. This field is followed by multiple studies3 

which nine persons (25 percent) have studied of this group. The other categories, 

communication studies, political science, social science, humanities, law, and other, were only 

studied by one to four students each.  

                                                        
2 To explain, state examination means that there is a two-step university examination, typically 

in law, to assure a nationwide comparability. These are the entrance qualifications for e.g. 

lawyers and judges.  
3 Multiple studies combine two or more fields of study whereas the combination of fields can 

differ. An example would be a combined degree in economics, social sciences and humanities.  
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These findings show the importance of having a fundamental economic background to fulfill 

the demands of the head of communication of a company. Furthermore, it is remarkable that 

multiple studies were the background for the second largest proportion. A broad knowledge 

seems to be a good basis for leading a company in the communication department. It is 

surprising that ten persons did an apprenticeship in journalism (see appendix 2, figure 3) but 

only four persons studied communication at university. This means that studying 

communication seems to be not as important as gaining practical experience in journalism by 

doing an apprenticeship.  

Continuing with political PR, the main finding is that eleven persons out of 37 studied law 

which equals to 29,7 percent and portrays the largest proportion. Figure 6 shows that ten out 

of thirteen persons with a state examination degree were studying law, which correlates to the 

main finding of the above written paragraph. Law is followed by multiple studies (n=8, 21,6 

percent) and political science (n=6, 16,2 percent). The remaining fields of study, which are 

communication studies, economic studies, social science, humanities and other, make up 32,5 

percent in total to the sum of 100 percent of the political PR group.  

The high proportion of degrees in law can be explained by the specific requirements within a 

public institution and tasks that involve legislative processes. However, it is surprising that a 

degree in communication studies is not necessary for working as a head of communication. 

The evaluation of the career paths will give further insight in the following paragraphs. 

Moreover, similar to the corporate PR side, a degree in multiple studies seems to be a good 

basis for a communicative career in political PR.  

All in all, both groups combined reveal a different order of proportion of the studied fields. The 

field of multiple studies was overall studied by 17 persons which is 23,3 percent of the total 

group of 73 persons. It is followed by economic sciences with 15 persons and 20,5 percent and 

law with 14 persons and 19,2 percent. Political science was studied by eight persons (11 

percent). In addition, communication studies and the field of ‘Other’ were each studied by 

seven persons and therefore equal to 9,6 percent each. The fields of humanities and social 

science were studied the fewest – humanities by three persons (4,9 percent) and social sciences 

studied by two persons which is 2,7 percent. 

Now knowing the significance of having a degree in multiple studies, the next step is to take a 

closer look at the chosen combinations.  

17 persons achieved a degree in multiple studies. The figure 7 in appendix 2 shows that an equal 

distribution between political PR and corporate PR took place – 9 from corporate PR and 8 

from political PR. The eight field variations show no significance for a specific combination. 

One can say that law is typically not combined with other study subjects; only two persons in 

total from both groups combined it, which equals to 11,8 percent. This is due to the certain 

characteristic of the specific curriculum and future working field. Moreover, there are three 
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combination that were studied each by three persons and therefore each equal to 17,6 percent. 

They include the fields of social science, humanities and political science, though in different 

combinations. This leads to the assumption that a broad knowledge about different study fields 

is a good entrance qualification for the job of head of communication in corporate PR and 

political PR.  

6.1.1 Answering sub research question 1 

With the data described above, the first sub research question can be answered. The research 

question is: What educational backgrounds do political PR and corporate PR personnel have? 

 

Having information about their educational backgrounds is important for this study to see how 

the communication elite is trained. This is important insofar as to find out whether the 

professionals follow a certain educational path or whether they reach these positions as career 

changers. The answers will show which role journalism played throughout their career. 

To start with, the analysis of educational backgrounds is divided into the different steps and 

kinds of an education. It starts with a high school education and its various degrees that can be 

achieved in Germany. Then, apprenticeships, if applicable, were analyzed, as well as the chosen 

university education with its different degrees.  

The analysis of the material shows that 93 percent of heads of communication from both the 

corporate and political PR fields have the highest high school degree that can be achieved in 

Germany. In total, 75 out of 80 persons have the German ‘Abitur’ which is the university 

entrance diploma. This means that a university entrance diploma is necessary to take further 

steps towards a career in the investigated fields of profession. The analysis of apprenticeships 

leads to following results. From both groups a total of 33 persons did a type of apprenticeship 

which is 41,3 percent. Two-thirds of the 33 persons chose for their apprenticeship the field of 

journalism, which equals to 66,7 percent. It is important to mention that there can be no 

significant difference found between the groups of political PR and corporate PR. Therefore, 

the apprenticeship in the field of journalism plays an important role on the education path for 

future PR professionals. Furthermore, in terms of university education the analysis shows that 

from the total of 80 persons 73 achieved a university degree which is 91,3 percent. Interesting 

is hereby that those 73 cases can be split up equally between both groups but there is a 

noteworthy difference in the type of the achieved degree. Master and Diploma dominate on the 

corporate PR side whereas state examination degree is the most counted form on the political 

PR side. This is explainable because on the corporate side economics is the most chosen field 

of study whereas law is the most chosen one on the political PR side. This is a clear indication 

for the required qualifications in the future jobs. Nevertheless, a universal academic education 

is the most found when combining the two groups. The broad qualification, which is nowadays 

hard to find in times of strict curriculums in Bachelor and Master programs, provides the 
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needed knowledge of different fields necessary for successfully leading a company or political 

organization communicatively.  

6.2 Career development and transitioning  

Now having the knowledge about the educational background, this chapter presents the results 

of career developments with a focus on transitioning between the fields of journalism, 

corporate PR and political PR.  

To begin, a frequency table was created to evaluate the field of the first work placement. The 

graphics can be found in appendix 2, figure 8. The main finding is that the working field of 

journalism plays a significant role for job entries: 29 out of 80 persons (36,3 percent) start 

their working life in journalism. It is followed by the field of PR where 15 persons (18,8 percent) 

found their first job. This is remarkable because we have not found yet a specific PR orientated 

education in the previous analysis of chapter 6.1. The field with the third highest amount of job 

entries is law with 10 persons which equals to 12,5 percent. This correlates to the findings in 

chapter 6.1 where a great amount of students were state examined in law. The number of 10 

persons working in law for their first job can be explained by the law typical job entry which is 

a legal clerkship. Furthermore, the fields of politics, education, economics and other have five 

up to eight job entries each that altogether sum up to 32,4 percent. The visualized distribution 

can be seen below in figure 8. 

 

 

Figure 8: Circular chart of first working field 

A cross tabulation of the variables number of jobs and current working fields shows a wide 

spread distribution (see appendix 2, figure 9). Calculating the arithmetic mean for each 

working group delivers an almost equal result. The number of jobs is for the working field 

corporate PR 6,75 jobs and for political PR 6,98 jobs.  

 

First working field

Journalism PR Law Politics Education Economics Other'
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To get an overall picture of the careers it is essential to account for the time frames the persons 

have been working in total and also the duration in their current job. Looking at frequencies 

for the overall work experience figure 10 in appendix 2 shows that 95 percent within the group 

of corporate PR have been working between 15 and 30 years in total. Only two persons (5 

percent) have an overall work experience of more than 30 years. On the political PR side, the 

distribution is wider with seven persons (17,5 percent) having a work experience of five to less 

than 15 years. The remaining 37 persons (82,5 percent) have been working since 15 to more 

than 30 years, with around a distribution of seven to ten persons each in the categories of five 

years. These findings mean that there is no distinctive difference between the total work 

experience of political and corporate PR personnel. These results are of relevance for this study 

to see whether the job of head of communication requires long professional experience or not. 

It can be clearly seen that only seven out of 80 people (8,3 percent) have an experience of less 

than 15 years. This shows the importance of the long working duration for the companies and 

political institutions when deciding for a job placement in the leading PR function.  

 

When analyzing the duration in the current job position a more diverging result can be seen 

(figure 9 and appendix 2, figure 11). Whilst in the group of political PR a relative equal 

distribution of four persons per value (each 10 percent) or six persons per value (each 15 

percent) is presented, two values in corporate PR are standing out. 55 percent have been 

working in their current job from one to less than two years or more than seven years (27,5 

percent in each case). An explanation for the difference between the two working fields could 

be the kind of performance management system in the two fields. There are usually well 

developed measuring systems with key performance indicators which are used to evaluate the 

performance of the employees. The high value of a duration of more than seven years in the 

group of corporate PR would thereby mean that the expectation of the company and the head 

of communication are met. The public sector is traditionally rather conservative in terms of 

performance measurements. Therefore, the rather equal distribution in political PR could be 

influenced by this.  
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Figure 9: Bar chart current job duration and working field 

Having the results about the beginnings of the careers of the heads of communication, the total 

number of their jobs and duration of work experience, the thesis proceeds with the numbers of 

transitioning between the fields of journalism, political PR, corporate PR and other fields 

besides them. A cross tabulation with the different directions of transitioning lead to the 

following findings that can be found in detail in appendix 2, figure 12. Overall, one can see that 

seven out of 80 persons did not transition between the fields at all. Thereby, in corporate PR 

six persons stayed in their field and only one person has always been working in the field of 

political PR. The majority, 91,3 percent, of both groups together transitioned between the fields 

though in different directions and times. In the group of corporate PR the majority (73,5 

percent) transitioned one time: eleven persons from journalism to corporate PR, thirteen 

persons from ‘other’ to corporate PR and one person from political PR to corporate PR. In 

addition, 14,7 percent (n=5) transitioned two times: two persons from journalism to ‘other’ to 

corporate PR and three persons from corporate PR to ‘other’ to corporate PR. In the section of 

three times of transitioning are three persons (8,8 percent) of which two persons transitioned 

from ‘other’ to corporate PR to ‘other’ to corporate PR and one person from journalism to 

political PR to ‘other’ to corporate PR. One person (2,9 percent) changed fields five times: from 

corporate PR to political PR to ‘other’ to corporate PR to ‘other’ and to corporate PR. Viewing 

the detailed career paths of the two dominating values ‘journalism to corporate PR’ and ‘other 

to corporate PR’ gives the result that more than two-thirds of heads of communication changed 

just once in their career between the different fields. It means that 24 out of 34 persons, which 
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equals to 70,6 percent, come from either the fields of journalism or an ‘other’ field and work 

now in corporate PR.  

Continuing with the group of political PR, 23 persons transitioned one time which equals to 59 

percent out of the total of 100 percent within political PR. Ten persons transitioned from 

journalism to political PR and thirteen persons from ‘other’ to political PR. In the category of 

two times transitioning eight persons were counted: six from ‘other’ to journalism to political 

PR, one from journalism to corporate PR to political PR and one from political PR to 

journalism to political PR. Moreover, four persons transitioned three times between the fields 

– one from journalism to political PR to journalism to political PR, two from ‘other’ to political 

PR to ‘other’ to political PR and one from journalism to corporate PR to journalism to political 

PR. Transitioning four times was counted in two cases. One time from journalism to ‘other’ to 

political PR to corporate PR to political PR and one time from corporate PR to journalism to 

political PR to journalism to political PR. Lastly, two persons transitioned five times: one 

person from journalism to corporate PR to journalism to corporate PR to ‘other’ to political PR 

and the other person from ‘other’ to political PR to ‘other’ to political PR to ‘other’ to political 

PR. Summarizing, 23 out of 39 persons transitioned only one time between the fields, which is 

59 percent. In the focus are therefore the fields of journalism and ‘other’ from which the 

majority of heads of communication in political PR stems from.  

Taking both groups with its results into account, figure 10 shows the number of changing fields 

visualized.  

 

Figure 10: Circular chart of number of changes between the fields 

One significant conclusion can be made. 48 out of the 73 persons transitioned only one time 

between the fields, which sums up to 65,8 percent. Interesting is that in both groups journalism 

was one of the main fields of departure. Also, in both groups the field of ‘other’ than corporate 

Number of changes between the fields of 
journalism, political PR, corporate PR and 

'other'
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PR, political PR and journalism was one of the main fields of origin. Another important finding 

is that in the group of corporate PR does no case exist where journalism was in the middle of a 

transitioning pattern. It was only the field of a first instance but once a person switched to a 

PR job or a job in the category ‘other’ they never turned back to journalism. In contrast to this 

stands the political PR side where journalism stands in ten cases in between other fields, 

meaning that political PR personnel does change jobs back and forth between the different 

fields including journalism. Regarding this from a critical standpoint, one can say that the 

corporate PR personnel treats ethical standards with more care than the political side. As 

described in chapter 2.2, the self-conception of a journalist differs from a PR practitioner 

insofar as one serves the public and the other the companies’ ideals. Changing jobs between 

the fields means that a radical distinction within oneself can cause conflicts. Therefore, this 

analysis shows that it is more likely in the corporate field to respect this circumstance than in 

the political group.  

For taking a closer look into the job fields themselves, the numbers of performed jobs will be 

examined. The aim hereby is to find out in which fields the most jobs were carried out by the 

groups of corporate and political PR.  

To find out if and to what extent a transitioning between the two main groups of this study 

takes place the figures 13 and 14 in appendix 2 were created. It is obvious that a change from 

political PR to corporate PR is absolutely seldom. 35 out of 40 political PR practitioners never 

had a job in corporate PR which equals to 87,5 percent. A similar result can be found within 

corporate PR executives where 37 out of 40 never had a job in political PR (92,5 percent). 

Comparing the arithmetic means of numbers of jobs in each ones working field another 

significant difference was found. Whilst the corporate PR persons have an average of 4,23 jobs 

in the field of corporate PR, political PR professionals have only 2,63 jobs in average in their 

working field.  

Now, taking the working field of journalism in consideration (see appendix 2, figure 15) the 

manually calculated arithmetic means come to the following result: corporate PR executives 

have in average 0,98 jobs in journalism and political PR personnel 1,9 jobs in journalism. 

Going onto the next level, the arithmetic means for the number of jobs in a field other than 

journalism, political PR and corporate PR shows that the average of jobs for corporate PR 

personnel is 1,48 jobs and for political PR in an other field is at 2,23 jobs (see appendix 2, figure 

16). Referring back to the beginning of this chapter with the results for overall number of jobs,  

corporate PR 6,75 jobs and political PR 6,98 jobs average, this breakdown brings new 

conclusions up. Corporate PR executives change more often their jobs within the field of 

corporate PR than political PR persons do it in their field. However, political PR personnel 

have more jobs in the fields of journalism and ‘other’ than the ones from the corporate PR 

group.  
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6.2.1 Answering sub research question 2  

Now, with the knowledge from above, the second sub research question will be answered. How 

did their professional career develop in terms of transitioning between the different fields of 

communication? 

 

Every career starts with a first job. 36,3 percent (n=29) of the 80 heads of communication have 

their first job in journalism. The second largest proportion (18,8 percent) starts their working 

life in PR, followed by the field of law with 12,5 percent. The remaining 32,4 percent found 

their first job in politics, education, economics or ‘other’.  

A career can also be analyzed by its numbers of performed jobs. Here, calculated arithmetic 

means show that there is almost an equal number between the two groups for their overall 

number of jobs: 6,75 jobs for corporate PR executives and 6,98 jobs for political PR personnel. 

Not only the number of jobs gives insights into a career development but also the duration of 

work experience. Similar to the number of jobs there is no significant difference between the 

two groups. Both show a long working experience meaning that only seven out of 80 persons, 

which equals to 8,3 percent have been working for less than 15 years. Knowing that the majority 

of both groups has an experience of more than 15 years shows the importance for companies 

and political institutions when deciding for a job placement in the leading PR function. 

Important to consider is also the duration within the current job position. A more diverging 

result was found showing that political PR personnel is more widely distributed across the 

different sections varying from 10 percent to 15 percent in the categories from less than one 

year up to more than seven years. In contrast stand the results from the corporate PR group 

where two values are standing out. 27,5 percent have been working in their current position 

for one to less than two years and 27,5 percent for more than seven years. This significant 

difference can be possibly explained by the performance management systems used by 

companies and not that often by political institutions which are rather conservative in terms 

of performance measurements.  

Addressing the focus of this research question, meaningful findings can be reported concerning 

the numbers of transitioning between the fields of journalism, corporate PR, political PR and 

‘other’. Firstly, seven out of 80 persons did not transition between the fields at all; six persons 

from corporate PR have always been working in their field and one political PR person in his. 

Secondly, 48 out of the 73 persons transitioned only one time between the fields, which equals 

to 65,8 percent. Hereby it is important to mention that in both groups journalism was one of 

the main fields of departure as well the field of ‘other’. Another significant finding is that in the 

group of corporate PR does no case exist where journalism was in the middle of a transitioning 

pattern. It was only the field of a first instance but once a person switched to a PR job or a job 

in the category ‘other’ they never changed back to journalism. In contrast to this stands the 
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political PR side where journalism stands in ten cases in between other fields, meaning that 

political PR personnel does change jobs back and forth between the different fields including 

journalism. 

Moreover, going into detail about the fields of transitioning, the analysis clearly indicates that 

political PR practitioners and corporate PR persons do rarely change fields to the opposite side. 

A change from political PR to corporate PR is absolutely seldom: 87,5 percent of the political 

PR group have never worked in corporate PR. On the opposite, 92,5 percent of corporate PR 

persons never had a job in political PR. By comparing the arithmetic means of numbers of jobs 

in each ones working field an interesting difference was found. Whilst the corporate PR 

persons have an average of 4,23 jobs in the field of corporate PR, political PR professionals 

have only 2,63 jobs in average in their working field. Taking the numbers of jobs in the fields 

of journalism and ‘other’ into consideration a different result was found. Here, political PR 

persons have more jobs than corporate PR executives.  

6.2.2 Answering sub research question 3  

The third sub research question addresses former journalists who now work as PR 

professionals in specific. The question that will be answered in the following is: Do journalists 

who change their profession to PR professionals transition more often to the corporate or 

political PR side? 

 

This question is of interest for this study because it gives further insight in whether differences 

between the fields of PR, here corporate and political, exist. Since journalism and PR are 

certainly closely connected professions it is interesting to know how the dismantling of 

journalism affects their personnel, e.g. in which PR-direction they transition more often. The 

answer will give further insight on the flow of journalists changing to the different fields of PR. 

To answer this question a cross tabulation of the variables number of jobs in journalism and 

current working field helps to find empirical answers. The detailed results can be found in 

appendix 2, figure 15. First of all, it is remarkable that 43 out of 80 persons, which equals to 

53,8 percent, have never worked as journalists. In detail, 26 heads of communication from the 

corporate PR side which is 65 percent of the corporate PR group have no journalistic 

background. Within the political PR group 17 persons (42,5 percent) have no journalistic 

experience. Calculating the arithmetic mean of the number of jobs in journalism for both sides 

delivers a result of 2,8 jobs in journalism for corporate PR and 3,3 jobs in journalism for 

political PR. The higher number of jobs in journalism can be related to the findings in chapter 

6.2. There it can be clearly seen that within the group of political PR the personnel is more 

likely to switch jobs between the different fields of communication and therefore switches back 

and forth to journalistic jobs. On the contrary, the directions of transitioning within the group 

of corporate PR do not find their way back into journalism.  
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The majority of the heads of communication in political PR that is 57,5 percent has a 

journalistic background whereas only 35 percent in corporate PR has one. With this data it is 

obvious that former journalists transition more often to the political PR side than to the 

corporate PR side.  

7. Conclusion 

Having the three sub research questions answered it is now possible to answer the main 

research question of this study. Based on this the findings will be sorted into the overall 

theoretical frame and will be discussed to the theories and concepts of this study. Furthermore, 

this chapter addresses the hypothesis and presents limitations of this research project. At the 

end, future research ideas will be shown.  

7.1 Answering the main research question 

The main research question of this study is: How intertwined are the professions of corporate 

PR, political PR and journalism in Germany in practice? 

 

When analyzing from a biographical perspective how intertwined professions are it is essential 

to begin at a person’s education. Since 93 percent of the total sample have a university entrance 

degree from high school one can conclude that this type of diploma is necessary to take further 

steps towards a career in the investigated fields of profession. This first finding shows that 

there is no difference of high school education between the groups of corporate and political 

PR meaning this degree is the basis for all investigated fields of this study. Continuing with the 

education path no significant difference can be seen in terms of doing an apprenticeship: from 

both corporate and political PR groups a total of 33 persons (41,3 percent) did an 

apprenticeship of which two-thirds (66,7 percent) chose the field of journalism. This is a first 

indicator of a connection between PR and journalism - journalism being here an important 

step within the career of future heads of communication. The next education level, which is 

university, shows that from both groups a total of 91,3 percent achieved a degree. Within the 

university education no intertwining between the groups can be seen. Differences exist 

between type of achieved degree; Master and Diploma for the majority of corporate PR in 

economics and state examination for the majority of political PR in law. However, combining 

both groups reports that a degree in multiple studies dominates, meaning that a broad 

knowledge of different fields is necessary for successfully working as a head of communication. 

To conclude, an intertwining does not take place within the education of heads of 

communication. Only the number of apprenticeships in the field of journalism is an indicator 

for a first contact with this field. It is interesting to see that a specific PR or communication 

education is not necessary for a leading job in this field. This can possibly be explained with 



 

45 
 
 
 

the changing job entry requirements over the years since nowadays it is almost needful to do 

an apprenticeship in PR to succeed.  

The next stage for investigating if the professions are intertwined is the professional career 

development. 36,3 percent (29 out of 80 persons) started their career with a first job in 

journalism. The second largest proportion (18,8 percent) had their first job in PR, followed by 

the field of law (12,5 percent). Similar to the apprenticeships in journalism, one can see that 

journalism was the first station of work experience for a great number of future heads of 

communication. This can be seen as an indicator for the importance of journalistic skills that 

are needed for PR professionals or also as a result from the dismantling of journalism. In 

addition, the analysis of transitioning directions shows that seven out of 80 persons have 

always been working in their own field and did not transition at all. 48 out of those 73 persons 

transitioned only one time which correlates to 65,8 percent. This indicates no intertwining 

when intertwining is defined as a change for more than one time between the fields. A singular 

switch can thus be seen as a change of professions but not an intertwining.  

In both corporate and political PR groups journalism was one of the main fields of origin. The 

same applies to the field of ‘other’. Another significant finding is that in the group of corporate 

PR does no case exist where journalism was in the middle of a transitioning pattern. It was 

only the field of a first instance but once a person switched to a corporate PR job or a job in the 

category ‘other’ they never changed back to journalism. This shows a lack of intertwining from 

a biographical perspective for the corporate PR group. This finding has to be seen of course in 

the light of declining job opportunites in the journalistic field that leads to a flow towards PR. 

There, their journalistic knowledge is highly desired. The dismantling of journalism as well as 

the monetary reasons for a head of communication position in an economic company can here 

be seen as assumed explanations for no result of a’jumping back’ to journalism.  

In contrast to this stands the political PR side where journalism stands in ten cases in between 

other fields, meaning that political PR personnel does change jobs back and forth between the 

different fields including journalism. An intertwining can be seen here. It can be assumed that 

the reason for different results between the corporate and political PR sector is the role 

perception or personal interest. This means that political PR personnel and journalists share 

the interest in general societal and political topics and believe in giving meaning to them. 

Hence, an explanation for this finding could be the closer interest of political PR persons in 

society and politics which is also common in the journalistic practice. Furthermore, it can be 

assumed that the monetary differences between political PR and journalists are not as evident 

as in the corporate PR sector to journalism. 

Going into detail about the fields of transitioning, the analysis clearly indicates that political 

PR practitioners and corporate PR persons do rarely change fields to the opposite side. A 

change from political PR to corporate PR is absolutely seldom: 87,5 percent of the political PR 
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group have never worked in corporate PR. On the opposite, 92,5 percent of corporate PR 

persons never had a job in political PR, so that one can conclude that the relation between the 

professions of corporate PR and political PR is not really intertwined. By comparing the 

arithmetic means of numbers of jobs in each ones working field an interesting difference was 

found. Whilst the corporate PR persons have an average of 4,23 jobs in the field of corporate 

PR, political PR professionals have only 2,63 jobs in average in their working field. Taking the 

numbers of jobs in the fields of journalism and ‘other’ into consideration a different result was 

found. Here, political PR persons have more jobs than corporate PR executives and more 

transitionings between PR and journalism.  

All in all, this leads to the conclusion that the professions of corporate PR, political PR and 

journalism are only intertwined to a minor extent based on the biographical analysis. Having 

the majority only transitioning one time one can say that a jumping back and forth between 

the different fields of communication does not take often place. Journalism being the origin of 

work experience in many cases underlines the importance of the knowledge about journalistic 

skills and routines. This result is supported by the fact that 57,5 percent of political PR 

personnel has a journalistic background whereas only 35 percent of corporate PR executives 

has one. Even though this study did not measure influences between PR and journalism one 

can relate to the PR-journalism theories insofar as the intereffication concept refers to 

journalism as having an influence on PR. This means for this result that the journalistic 

expertise is an important skill to have for a leading position in PR, especially in political PR. In 

terms of the medialization theory it can be assumed that the former journalists bring in their 

knowledge about journalistic routines, expectations from the sector, selection criteria into the 

new PR job. Hence, media has the power to let other fields adapt to the media logic. In 

reference to the determination theory one can say that a flow from journalism to PR occurs 

which leads to the assumption that journalism is of a subordinate kind.  

Furthermore, the transitioning patterns show clearly that the relation between the professions 

is more intertwined within the group of political PR than in corporate PR. This could be 

explained by the higher interest of political PR personnel in society and politics that correlates 

with the interest of the journalistic profession. Regarding this result critically from an ethical 

standpoint, one could say that corporate PR personnel chose their career paths in a more 

ethical way than political PR persons. This means that they seem to be more aware of the 

different functions of PR and journalism and cannot work as journalists again in concern to 

their moral standards. Another explanation could be that the financial attractiveness of the 

jobs in corporate PR dominates over the compliance of moral standards in a change situation. 

Nevertheless, the reasons for staying in one working field or changing jobs back and forth 

between the fields cannot be analyzed from the information of the CV’s. Future studies, see 

chapter 7.3, could help filling this gap.  
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Moreover, it should be highlighted that the field of ‘other’ turned out to be a key factor. Job 

holders with specialist studies, such as economics and law, should be integrated into the 

theoretical frame in future. In relation to the theories about the relationship between PR and 

journalism there is a need to point out that the theories are only speaking of PR in general. 

This study shows though that PR should be viewed from its diverse working fields separately, 

e.g. political PR and corporate PR. By analyzing the CV’s one can see that differences between 

the fields exist. An intermixture of PR and journalism takes place in the performing person 

itself but with a difference between political PR and corporate PR personnel – political PR with 

a higher intermixture.  

Even though this study revealed only an intertwining to a minor extent, it needs to be stressed 

that this development has to be seen in a broader context of a potential change of information 

publishing. Loss in journalistic work places can lead to a flow towards PR which can sooner or 

later result in a threat for society. Thereby, the source of independent news reporting, as an 

important factor of democracy, is decreasing. However, my study shows that a one-way flow 

from journalism to PR does exist but a jumping back and forth does not occur that often. 

Therefore, one can assume that the addressed threat for society and democracy does not seem 

to be as urgent but of course this development needs to remain under observation due to its 

importance.  

7.2 Addressing the hypothesis 

After having answered the main research question the hypothesis of this thesis can be 

addressed. The hypothesis is: PR and journalism can no longer be seen as strictly separated 

professions. Within these fields, professionals change their roles continuously and bring their 

experiences and networks with them for usage.  

 

This study shows that corporate PR and political PR resulted in different conclusions. They do 

have in common that journalism is an important field of departure. 35 percent of the corporate 

PR personnel have worked in journalism and 57,5 percent of the political PR have journalistic 

expertise. This verifies the hypothesis insofar as PR and journalism can no longer be seen as 

strictly separated. The second statement of the hypothesis cannot be verified completely 

though because in the group of corporate PR no person returned to a journalistic job once 

worked in PR. Here, a continuous change of roles was not found. In political PR the 

relationship to journalism is stronger; they do change fields back and forth. Still, the majority 

of them changed fields only one time. Therefore, the degree of intermixture depends on the 

field of PR. Changing roles for one time does take place to a great extent but intertwining 

(meaning changing roles for more than one time) occurs not that often. The continuity of 

changing fields was therefore not proven. Still, journalism being besides the field of ‘other’ as 
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a field of origin can be seen as an important factor for future successful careers in PR. This 

means for the hypothesis that heads of communication do bring their experiences and 

networks with them for usage.  

7.3 Limitations of the study and future research 

The chosen method of a quantitative content analysis was the most suitable one to answer the 

research questions of this study. Nevertheless, I do want to point out that this method did not 

provide any knowledge concerning the reasons of job transitions or other insight views from 

the examined groups of a) and b). This could only be found out by using surveys or interviews 

with the job holders directly. Therefore, it can be seen as a limitation of the study but which 

can be investigated on in future research. Moreover, it should be pointed out that this study 

does only focus on an intermixture of PR and journalism from a biographical perspective so 

that the degree of intertwining can only be analyzed from the data found in the CV’s. However, 

when considering the interrelationship between PR and journalism from a broader perspective 

other factors show up. For example, an intermixture can also take place on an invisible or on 

an informal level. This means that a PR practitioner could be married to a journalist which can 

cause intertwining. Furthermore, with the analysis of CV’s one cannot see how often PR 

persons have events or meetings with journalists. Due to these limitations, future studies can 

fill these gaps by using more qualitative research methods, such as interviews.  

In addition, this research project had its focus on heads of communication from the corporate 

PR and political PR field meaning the analyzed CV’s stem from PR professionals from 

companies and institutions where PR is part of a firm or overall complex with diverse 

departments. Therefore, future research on PR professionals from a PR agency side can 

contribute biographical knowledge from a different perspective. Here, it would be interesting 

to see whether differences in educational backgrounds and job transitioning between internal 

(see the sample of this study) and external (e.g. PR consultants from PR agencies) PR 

personnel exist. 
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Appendix  

Appendix 1 

Codebook 

 

1. Coder 
1. Greta Becker 

 

2. Source of CV 
1. Xing 
2. LinkedIn 
3. Xing and LinkedIn 
4. Employer website 
5. Other website 
6. Received by individual request per E-Mail 

 

3. Sex of person 
1. Female 
2. Male 

 

4. Year of Birth 
1. 1950-1959 
2. 1960-1969 
3. 1970-1979 
4. 1980-1989 
5. 1990-1999 
6. Other 
7. Not mentioned 

 

5. Current working field 
1. Corporate PR 
2. Political PR 

 
6. Current job position 

1. Head of communication Dax 
2. Head of communication M-DAX 
3. Head of communication federal government 
4. Head of communication state government 
5. Head of communication political party 
6. Head of communication ministry federal level 
7. Head of communication ministry state level 
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7. High school degree 
1. Lower secondary school (Hauptschule) 
2. Secondary school (Realschule) 
3. Technical university entrance qualification (Fachhochschulreife) 
4. University entrance diploma (Abitur) 
5. Other 
6. No degree 
7. Not mentioned 

 
8. Apprenticeship 

1. Internship (Praktikum) 
2. Traineeship (Volontariat) 
3. State-recognized training (staatlich anerkannte Berufsausbildung) 
4. Multiple apprenticeships 
5. Other 
6. No apprenticeship 

 
9. Field of apprenticeship 

1. Journalism 
2. Public relations 
3. Other 

 

10. University degree 
1. Yes 
2. No 

 

11. Highest University degree 
1. Bachelor 
2. Master 
3. Diploma 
4. State examination 
5. Other 

 
12. Field of University degree 

1. Communication studies 
2. Economic sciences 
3. Political science 
4. Social science 
5. Humanities 
6. Law 
7. Multiple studies 
8. Other 

 
13. Combination of multiple studies 

1. Social science and humanities 
2. Humanities and political science 
3. Humanities and economics 
4. Social science and political science 
5. Social science, humanities and political science 
6. Social science and communication studies 
7. Social science, humanities and communication studies 
8. Law, communication studies and humanities 
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14. Field of first work placement 
1. Journalism 
2. PR 
3. Politics 
4. Law 
5. Education 
6. Economics 
7. Other 

 
15. Number of jobs 

1. 1 
2. 2 
3. 3 
4. 4 
5. 5 
6. 6 
7. 7 
8. 8 
9. 9 
10. 10 
11. More than 10 

 

16. Number of job changes 
1. 1 
2. 2 
3. 3 
4. 4 
5. 5 
6. 6 
7. 7 
8. 8 
9. 9 
10. 10 
11. More than 10 

 

17. Number of jobs in journalism 
1. 0 
2. 1 
3. 2 
4. 3 
5. 4 
6. 5 
7. 6 
8. 7 
9. 8 
10. 9 
11. 10 
12. More than 10 
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18. Number of jobs in corporate PR 
1. 0 
2. 1 
3. 2 
4. 3 
5. 4 
6. 5 
7. 6 
8. 7 
9. 8 
10. 9 
11. 10 
12. More than 10 

 

19. Number of jobs in political PR 
1. 0 
2. 1 
3. 2 
4. 3 
5. 4 
6. 5 
7. 6 
8. 7 
9. 8 
10. 9 
11. 10 
12. More than 10 

 

20. Number of jobs in other than journalism, corporate/political PR 
1. 0 
2. 1 
3. 2 
4. 3 
5. 4 
6. 5 
7. 6 
8. 7 
9. 8 
10. 9 
11. 10 
12. More than 10 

 

21. Numbers of transitioning between journalism, corporate PR, political PR and Other 
1. 0 
2. 1 
3. 2 
4. 3 
5. 4 
6. 5 
7. More than 5 
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22. Direction of transitioning 
1. Journalism to corporate PR 
2. Journalism to political PR 
3. Other to political PR 
4. Other to journalism to political PR 
5. Journalism to political PR to journalism to political PR 
6. Other to political PR to other to political PR 
7. Journalism to corporate PR to journalism to corporate PR to other to political 

PR 
8. Journalism to other to political PR to corporate PR to political PR 
9. Journalism to corporate PR to political PR 
10. Other to political PR to other to political PR to other to political PR 
11. Journalism to corporate PR to journalism to political PR 
12. Political PR to journalism to political PR 
13. Corporate PR to journalism to political PR to journalism to political PR 
14. Other to corporate PR 
15. Journalism to other to corporate PR  
16. Corporate PR to political PR to other to corporate PR to other to corporate PR  
17. Political PR to corporate PR 
18. Corporate PR to other to corporate PR 
19. Other to corporate PR to other to corporate PR 
20. Journalism to political PR to other to corporate PR 

 

23. Overall duration in work experience 
1. Less than 5 years 
2. 5 to less than 10 years 
3. 10 to less than 15 years 
4. 15 to less than 20 years 
5. 20 to less than 25 years 
6. 25 to less than 30 years 
7. More than 30 years 

 

24. Duration in current job 
1. Less than 1 year 
2. 1 to less than 2 years 
3. 2 to less than 3 years 
4. 3 to less than 4 years 
5. 4 to less than 5 years 
6. 5 to less than 6 years 
7. 6 to less than 7 years 
8. More than 7 years 
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Appendix 2 

Frequency tables and cross tabulations from SPSS 

 

Figure 1: 
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Figure 3: 
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Figure 5:  
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Figure 7: 
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Figure 8: 
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Figure 9: 
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Figure 11:  
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Figure 12: 
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Figure 13: 
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Figure 15: 

 
Figure 16: 

 


