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SUMMARY
The fields of Communication, Journalism and Media are changing, and increasingly intertwined. They remain separate fields, with distinct purposes and values, yet current trends push them into a certain relationship of interdependence. Professionals issued from these fields have to be increasingly flexible and trained in more domains than just their own.
Changes within the professional world have a direct influence on universities, who prepare students for these challenges. Due to the current trends, schools are increasingly offering mixed master degrees in communication and journalism, and merging their communication, journalism and media faculties into one in order to encourage the sharing of facilities and knowledge.
The FCJ is a perfect example of a faculty in which these subjects are being taught under the same roof, yet there is a difference between sharing facilities, a material value, and sharing values, emotions and identities, immaterial values which nonetheless have a direct influence on cooperation, efficiency and therefore the delivered product.
Corporate identity represents the sum of these immaterial values, as well as the degree to which employees identify with their employer. For this reason, the purpose of this paper will be to first assess whether the FCJ has a distinct and personal identity, and what the consequences are on the way the faculty functions.
A broad variety of tools is available in order to assess corporate identity, yet a selection was made in order to meet the feasibility requirements, such as time and means. It was therefore decided to focus on storytelling, qualitative interviews with managers, field research in the form of opinion gathering throughout the building and a survey to be filled in by all FCJ employees.
The survey was based on Rokeach’s value survey, as well as the rest of the field research. A link to the survey was sent to all the employees, and the response rate was quite high:, almost 40%. 
The results showed that the FCJ has, indeed its own corporate identity, but that several aspects divide and prevent it from fully reaching its potential. The FCJ is an ambitious, open-minded and friendly faculty in which people value freedom, enjoyment and challenge in their work life. This faculty is also one in which people feel like family, which is positive in terms of friendliness, yet backfires since people are too afraid to hurt each others’ feelings and hence make feedback a taboo subject.
This makes people feel too comfortable, and lose touch with their professionalism. The lack of organisation and innovation were also pointed out by employees as flaws, clashing with employees’ desires of high achievements and efficiency. Another notable contradiction concerns internationalisation, which is perceived in drastically different terms depending on the teams. The results further pointed out a difference between the management’s vision and experience of the faculty, and that of the staff.
To conclude, the research showed that although the FCJ shows clear signs of a shared common identity, several aspects still divide teams and prevent it from reaching its potential. Further investigation should be done in order to determine the exact reasons behind these gaps in opinions. Furthermore, the research pointed out that an important hindrance to unity is the fact that teams do not know enough about each other’s activities. It is therefore advised to create more room for internal activities, and well as to encourage inter-programme projects and activities in order to stimulate sharing and cooperation.
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INTRODUCTION & PROBLEM DEFINITION
The past ten years have brought drastic changes to the higher education sector. New solutions, such as distance or online learning, are increasingly plebiscited by an ever more digital and global audience of students. Technical innovations in the media field, as well as the Internet, have affected up to the definition of certain subjects, leading to the creation of new courses and programmes.
In the fields of journalism and communication, new media such as the internet have pushed these previously distinct fields into a common ground. Not only do communication professionals and journalists have to learn to use new tools, new technologies and the Internet have changed up to the way in which their job is done.
Changes in the professional field imply changes in the way future experts are being trained in schools. Several schools of journalism, media and communication are now merging with one another, encouraging cooperation between teachers, facilities and resources.
The FCJ – Faculty of Communication and Journalism – of the Utrecht University of Applied Sciences – is a perfect example of a structure in which communication, media and journalism are being taught under one roof. However, sharing a location and facilities is not all it takes to stimulate knowledge-sharing and cooperation. What is the current state of affairs at the FCJ?
In order to evaluate the degree of cooperation and sharing at the FCJ, we will concentrate our reflexion around the concept of corporate identity. Corporate identity is a feeling shared by employees about the company they work in, and it is also involved in each individuals’ self-concept, one’s image of himself. Corporate identity is also the basis for corporate culture, and encompasses all the norms and values of a company.
Corporate Identity is relevant for our research, as it plays a significant role in employee motivation and efficiency. By evaluating corporate identity, we will be able to evaluate whether a) the FCJ has a unified identity, meaning that all employees would feel part of the same team; b) we will be able to define that identity, which can be used for internal communication purposes and help the management tackle upcoming issues. The collected data, together with relevant findings from literature, will be used to formulate a clear advice to the management regarding corporate identity and its effects on further developments of the FCJ.
Problem Definition:
In a fast-paced, globalising world, information flows fast, in different shapes, across different mediums. Communication, Journalism and Media professionals have to adapt to these drastic changes in their careers. These changes imply modifications of the ways future workers are being trained. As our research will later reveal, the communication, journalism and media fields are becoming increasingly related to each other, leading schools to encourage previously strictly separated programmes to share facilities, staff and knowledge. 
However, it is easier to bring people together geographically – by letting them share the same building and facilities, than to do so in their minds. The faculty of Communication and Journalism brought together several departments that used to exist separately, under different names. Do remains of these times still exist today? What is people’s image of their faculty, how do they identify themselves with it? Are ideological standards keeping them from working together? The answers to these questions will help us evaluate the faculty’s potential to face future challenges.
Purpose:
The purpose of this assignment will be to evaluate and define the FCJ’s Corporate Identity: is there a shared corporate identity within the FCJ, and if yes, how does it influence it? Depending on the results, an advice will then be proposed to the management. Analysing and defining the FCJ’s corporate identity will make it possible to determine whether or not employees are ready to work together more and face the latest trends, or whether it is not yet the case, and whether something has to be done about it.
Research Question:
Based on the problem and the context, our research question will be the following:
“What is the FCJ’s corporate identity, and what are its effects on the education it offers?”
A series of sub-questions can be derived from the main one:
· Does the FCJ have a united corporate identity, or is it composed of a multitude of sub-identities, unique to each department?
· If the FCJ has a corporate identity, how can it be defined?
· If the FCJ doesn’t have a clear Corporate Identity, what can be done to encourage the creation of one?
· What are the consequences of the presence or lack of a strong corporate identity?
Objectives of the graduation assignment:
· Evaluate whether the FCJ has a corporate identity, and evaluate the consequences it has on the delivered product.
· Evaluate whether measures have to be taken as a consequence
Target Group:
This assignment is aimed at FCJ employees and management, as a means to evaluate the current state of employee identification, motivation and in order to identify eventual pitfalls.
Contents of the graduation assignment:
· Research and evaluate the context: what is the current state of the professions to which the FCJ prepares students?
· Literature research: What is corporate identity, why is it relevant in the frame of this research and what are its effects?
· Methodology: What is the most suitable method to evaluate the FCJ’s corporate identity?
· Assessment of the corporate identity
· Formulation of an advice to the management in regards to the identity.
Limitations and potential pitfalls:
· Due to the fact that identity is a sensitive subject, cooperation might be limited and/or biased
· It might be harder to find respondents
· Due to the fact that I am a student and an FCJ employee at the same time, I have to make sure that I remain objective and neutral in my approach of this problematic.
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PART 1: CONTEXT
A) Utrecht University of Applied Sciences
The Utrecht University of Applied Sciences – Hogeschool Utrecht – was founded in 1995 as the result of the merger of several higher education institutions in Utrecht[footnoteRef:1]. Now a bit over 15 years old, the school offers a large choice of curricula in almost every possible field, ranging from scientific disciplines such as engineering and medical professions, to economics, education or journalism.  [1:  Hogeschool Utrecht website, http://www.hu.nl/OverDeHU/In%20het%20kort/Geschiedenis.aspx, last visited: 14/05/11] 

Mission and Vision
The Hogeschool Utrecht’s mission, as stated on their website, is “to contribute to a sustainable knowledge society in which mankind is the starting point; where our students and staff can develop personally and feel at home and where we - together with our partners –dare to experiment and innovate.” (Source: www.hu.nl/OverDeHU/In het kort/Missie en Visie.aspx)
In other words, the school puts a great emphasis on the personal development of both students and staff, on innovation and, as stated on their website, on cooperation with professional world in order to stay in touch with its demands and recent developments.
[image: ]
Fig. 1: Structure of the Hogeschool Utrecht (source: www.hu.nl/OverDeHU/In het kort/Organogram.aspx)
As noticeable from the above shown figure, the school is divided into six faculties:
Nature & Technology, Law, Communication & Journalism, Healthcare, Business & Management and Education. The one we will focus on during this study is the Faculty for Communication and Journalism (FCJ).
B) The FCJ
Just like the HU, the Faculty of Communication and journalism is composed of what used to be independent schools within the fields of communication, journalism and (new) media. Six Bachelor programmes, along with a course in Eventmanagement, are currently offered at the FCJ:
· International Communication and Media (ICM)
· Bedrijfscommunicatie (Organisational Communication, BC)
· Communication Management (CM)
· Digital communication (DC)
· Communication and Media Design (CMD)
· Journalism
The first four courses belong to the Institute of Communication (IvC); the last two to the institute of Media (IvM).
However, if many of these schools contained more recent types of educations – such as communications or new media/design, one differs due to a strong and lasting identity: the school for journalism.
Different personalities under one identity
Created in 1966, the HU’s School of Journalism is one of the oldest journalism institutions in Europe[footnoteRef:2], and a landmark of its kind within The Netherlands. Known to have had notorious journalists as lecturers and directors, the SvJ has a strong identity, up to the point that it has its own page on Wikipedia[footnoteRef:3]. Its LinkedIn alumni page, created in April 2010, has over 800 active members (May 2011, source: LinkedIn.com). [2:  http://www.bachelors.hu.nl/Alle%20bacheloropleidingen/Journalistiek.aspx last viewed: 14/05/2011]  [3:  http://nl.wikipedia.org/wiki/School_voor_Journalistiek last viewed: 14/05/2011] 

“The School of Journalism is definitely different from the other programmes here. It has a very strong identity. People who used to study here 40 years ago still feel very involved, and have trouble accepting the fact that it is now part of the Hogeschool Utrecht. In their minds, the School of Journalism stands for itself” Paul, Journalism student, interviewed in the corridor, as part of the field research.
The fact that a student is aware of these differences years after the merger is a good indicator of the fact that the School of Journalism is still very attached to its original identity.
History is a strong part of identity: memories, shared experiences give people a feeling of togetherness. In May 2011, a website about the history of the SvJ was opened[footnoteRef:4], clearly distinguishing it from the rest of the faculty. [4:  http://trajectum.hu.nl/nieuws/12634 Site over historie School voor Journalistiek, Trajectum, 15.05/2011, last visited: 21/05:2011] 

 (
Fig 2: A screenshot from the website http://www.svjgeschiedenis.nl on 21/05/2011
)[image: ]
Opinions regarding the position of the School for Journalism within the FCJ differ very much depending on who you ask:
“I think there is a difference in culture. The school of journalism is principally made of freelancers, who are very independent and work in a different ways. It happens regularly that some journalism teachers do not feel at ease at all teaching in other courses, because of these cultural differences”, states an FCJ Programme Manager.
This aspect is also underlined in the 2008 Attitudes Research that was conducted for the entire HU[footnoteRef:5]: [5:  Resultaten Attitudenonderzoek 2008] 

“Identification with the 'old' Communication and Journalism courses is still very present within the FCJ. There is little binding at faculty level, and the Executive Board regards the FCJ as "far away". People within the FCJ are highly critical; perhaps due to the fields that are being taught.”
 “Of course there is a difference in culture and professions, but today, people are more willing to go beyond these differences to work together. I believe that there is indeed a small barrier between the school for journalism and the rest of the faculty, but it is diminishing. Within a few years, it won’t be a matter anymore,” states a programme manager.
In other words, there seems to be a discrepancy between the different programmes offered within the FCJ; whether these attitudes and ideologies are shared across the entire faculty will be studied further later in this paper.
C) External Context:
The last decade has seen the rise of the Internet, and with it, many profound changes affected our society[footnoteRef:6] (Resultaten Attitudenonderzoek, FCJ, p.7). Primarily concerned are the communication, media and news industries: Information circulates from one side of the globe to another within a few minutes, and future professionals have to be able to cope with the consequences of this innovation: [6:  http://www.newcommbiz.com/the-evolution-of-new-media-web-2-0-social-media-social-business-a-brief-history-of-everything/ The Evolution of New Media, Web 2.0, Social Media, Social Business: A Brief History of Everything Jan. 18th, 2010, last viewed on March 2, 2011] 

Today’s communication professionals are not just dealing with press organisms and journalists anymore: thanks to the Internet, anyone can share information with hundreds of people within a few clicks. This, of course, has positive effects, such as a certain democratisation of news[footnoteRef:7] (everyone can voice his or her opinion), but communication professionals have to know how to cope with other externalities caused by this medium: whistle-blowing, rumours, accusations are just a few new challenges they have to face on the Web.  [7:  http://www.oecd.org/document/48/0,3343,en_2649_34223_45449136_1_1_1_1,00.html OECD,  THE EVOLUTION OF NEWS AND THE INTERNET, 2009] 

The Web 2.0 makes it possible for one person to send a message to millions within seconds, but at the same time, it’s become increasingly hard to send the right message to the right people[footnoteRef:8]. Indeed, how can communication professionals distinguish their brand and company from the others in a jungle of information? Furthermore, communication professionals were used to dealing with a closed, definable audience, such as journalists for instance. However, since information leaks and travels fast, everyone is now able to access what only a selected few were allowed to know. Communication is not about control anymore, but about cooperation. A brand’s image is an important part of its success, but nowadays a brand doesn’t have complete control over its image, since all its stakeholders are responsible for an extensive part of it. The brand can send a message, but its stakeholders now have the tools for it. How can they react to it? [8:  University of St. Gallen, Institute for Corporate Communication, Web 2.0 and the Communication Profession, http://www.unisg.ch/de/sitecore/content/Institute/MCM/Chairs/MCM+2/Projects/Participation+Literacy.aspx last read April 3, 2011] 

Most importantly, communication professionals have to be able to analyse everything happening in the media, and formulate appropriate responses to them. They also have to be aware that lying is not an option anymore: the truth will come out eventually. This was perfectly illustrated by the 2010 BP-spill: the petrol giant did not only fail with its disastrous communication strategy – trying to avoid the leak of information as much as possible – it also tried to influence and change it, editing and changing official images. Of course, the greater public rapidly found it out, causing an even larger blow to BP’s image and reputation[footnoteRef:9][footnoteRef:10]. The situation went increasingly out of control, especially when local inhabitants started posting their own pictures of the catastrophe[footnoteRef:11]. In Journalism AND in communications, it’s not one-way communication: readers share and respond to contents they read. This new feature drastically changes both professional fields, as people now have to not only watch what they say, but what is being said in return. [9: BP Photoshops ANOTHER oil spill image: Picture of helicopter flying over sea is removed from website after landing tower is spotted in background... and a bottle of water on the roof Daily Mail, 22nd July 2010 
Read more: http://www.dailymail.co.uk/news/worldnews/article-1296764/Did-BP-Photo-shop-ANOTHER-oil-spill-image.html#ixzz1GxFnkGcB last visited : 17/03/2011]  [10:  http://www.telegraph.co.uk/earth/energy/oil/7904221/BP-admits-it-Photoshopped-official-images-as-oil-spill-cut-and-paste-row-escalates.html The Telegraph, BP admits it 'Photoshopped' official images as oil spill 'cut and paste' row escalates July 22, 2010, last visited : 17/03/2011]  [11:  The Guardian, Eyewitness: BP oil spill http://www.guardian.co.uk/world/picture/2010/jun/14/bp-oil-spill-oil-spills   June 14, 2010, last visited : 17/03/2011] 

Another notable case is the Greenpeace famous anti-Palm Oil campaign, featuring mainly Nestlé's KitKat[footnoteRef:12]. Greenpeace parodied one of the food giant’s commercials, replacing the two chocolate bars with two Orang-Utan fingers, asking Nestlé to stop using palm oil from rainforests. Nestlé first wanted to block the campaign, asking the popular video channel YouTube to remove the videos, but in vain: the video would be uploaded again on multiple channels, and went viral. Pleople then used the company’s Facebook platform to protest directly to the company, which got so many comments that in the end, they had to give in[footnoteRef:13]. The company’s image nonetheless suffered, and people continued to boycott its products long after the end of the protest. [12:  http://www.greenpeace.org/international/campaigns/climate-change/kitkat/ last seen: 3/04/2011]  [13:  http://www.greenpeace.org/international/en/news/features/Sweet-success-for-Kit-Kat-campaign/ last seen: 03/04/2011] 

Furthermore, communication professionals find themselves with an entire pallet of new tools for branding, marketing, corporate and internal communication: new media such as intranets, websites, blogs and social networks are important for communication related fields: Corporate Communications, Branding, Public Relations, Internal Communications... The world’s most famous brands have already understood that if they want to stay up-to-date and protect their image, they have to get in touch with their customers. In order to do their jobs properly and face today’s challenges, communication professionals have to be able to use these tools (Regester, Larkin, 2008) and be aware of the new environment they operate in.
Journalism as well is affected by new media, and particularly by the Internet. As stated in the Electronic Journal for Communication (CIOS.org) The Impact of the Internet on journalism I, not only did the internet spread across the journalistic profession faster than any other medium before, it triggered many changes within it:
[bookmark: Introduction]“The Internet has emerged as a new medium of publication, a new tool for reporting, and a new focus for journalism education. Moreover, the Internet has raised new questions about the social responsibilities of journalists to inform the public as well as the ethical practice of journalism.”
Furthermore, people read news increasingly online, with most of the contents available for free, deeply affecting the sales of the newspaper industry (See OECD document: “The evolution of news and the Internet”, 2009). That’s not all: journalists have to get used to the use of new technologies to do their jobs: what was done manually before is done digitally and online.
Featured in The International Journal for Communication Studies (Bardoel, 2002, pp. 4-6), Joe Bardoel writes about a new form of journalism that has arisen with the Internet: What he calls “Network Journalism” now has the same significance than Print, Radio or Television journalism. According to him, network journalism has four main features:
· Interactivity through the online environment
· Hyper-textuality, meaning that through the use of the Internet, journalsist and readers can enrich news products thanks to links to original articles, pictures or other sources relevant to the discussed topic.
· Multimediality: Today’s journalism is not just text, image or sound: it can be a combination of all these media, showing different ways to tell one story.
· Synchronicity: this last feature of network journalism is about how information can be consumed instantly after its release, just like in radio or television, or postponed, like in print. Traditional factors in communications, such as time, periodicity and actuality become the consumers’ choice.
 “A person who is interested in journalism needs to understand electronic journalism, print journalism and web journalism”[footnoteRef:14] said Butler University’s President for Academic Affairs Jamie Comstock. This US-American college recently decided to merge its faculty of communication and journalism with the faculty of Media, which leads us to a new aspect: the evolution of higher education in the fields of communication, journalism and new media. [14:  http://thebutlercollegian.com/2010/09/media-programs-merge-college/ Butler University, 15/09/2010, last read 02/03/2011] 

Ideology Issues
“There is a big difference between Journalism and Communication, and students of this faculty are prepared for opposite professions”, says a member of the Journalism faculty.
Indeed, journalists and communicators are prepared for ‘opposite’ professions, in which the one has to deal with the other: journalists are truth seekers, critical and fiercely independent. Communication advisors and PR professionals, on the other hand, have to protect the image of their company as much as possible and control and monitor what is being said about them. This often leads to clashes between both parties: “news is what they don't want you print, everything else is PR”[footnoteRef:15]. [15:  Jeremy Hillman, Journalists and PR, BBC News, 27/02/2008 http://www.bbc.co.uk/blogs/theeditors/2008/02/journalists_and_pr.html last viewed: 05/06/2011] 

However, trends are changing, and frequently, journalists move into PR, and vice-versa[footnoteRef:16]. [16:  Crossing Over to The Dark Side:Why Journalists Get into PR – and What Clients Get Out of It ; Martin Keller; April 9, 2010 http://managementhelp.org/blogs/public-relations/2010/04/09/crossing-over-to-the-dark-sidewhy-journalists-get-into-pr-%E2%80%93-and-what-clients-get-out-of-it/ last viewed 05/06/2011] 

“There is a phrase attributed to, among others, Harold Evans when he was editor of The Sunday Times, which was advice given to his reporters: “Always ask yourself, when interviewing a politician, why is this bastard lying to me? It’s been denounced as cynical, but it’s from a more innocent age. It was self-servingly innocent to assume that “lying” is a one-sided phenomenon. Today, advice by any government communications adviser to ministers, MPs, civil servants and political aides would be a variation on the Evans advice: “Always ask yourself, when being interviewed by a journalist, how will this bastard distort what I’m saying?””[footnoteRef:17] [17:  John Lloyd, The Truth about Spin, The Financial Times, 21/04/2006 http://www.ft.com/cms/s/2/b899de88-d03a-11da-b160-0000779e2340.html#ixzz1OPFzQ7aG last read: 05/06/11] 

In other words, the relationship between Journalism and Communication is more complex than archenemies. Indeed, they seem to be more similar than one would have thought at first.
“Journalists and public relations practitioners in government and business need each other and this suggests a symbiotic relationship of mutual dependence. The relationship between the two communication professions, however, is under pressure. Two factors seem to be important here: the increasing professionalism of the management of the news on the side of the communicators, and the explosive growth in media supply that resulted in an increased competition between journalists and an intense contest for the news”[footnoteRef:18] (Neijens & Smit, 2003, p.1) say Peter Neijens and Edith Smith in their paper The Problematic Relationship between Journalists and Public Relations Practitioners in Government and Business. [18:  Neijens, P. and Smit, E. , 2003-05-27 "The Problematic Relationship between Journalists and Public Relations Practitioners in Government and Business"] 


Journalists need communication professionals, and communication professionals need journalists. Similar jobs, different purpose, but this nevertheless doesn’t take away the fact that both need to know how the other side functions in order to do their jobs. Furthermore, the lines between the two fields are blurring, and a redefining of the professions might have to take place in coming years.

Evolution in the study programmes
Butler College’s decision to move the two departments under one roof “stems from the increasingly blurred lines between different types of communication and media as well as the difficulty of managing such a broad program through different departments in different colleges.”
Therefore, the new Journalism, Media and Communication programmes are more integrated, and students can benefit from the specific knowledge of each field to deepen their own. Basically, it’s about making sure that the curricula reach their full potential. Plus, Students are now able to use resources commonly.
This new trend was not only noted at Butler University: Ying Roselyn Du, Ph.D. and Assistant Professor at Hong Kong Baptist University’s School of Communication, writes in her paper Teaching journalism and mass communication in the trend toward convergence: A content analysis of faculty hiring announcements with a new media emphasis :
“Since 1998, as we have witnessed, new media and technologies have step-by-step become more and more interwoven into the fabric of our lives. As a reflection of this phenomenon, demands on new media classes have rapidly increased within communication schools, departments, and programs in the past 10 years.”(Du, Y.,2010 pp2-5)

Furthermore, she adds:

“The overwhelmingly rapid development of digital technology underscores the importance of journalism and mass communication issues confronting us. Journalism professionals, educators, and students are actively participating in or are at least passively experiencing a transition between traditional print and broadcast emphases in journalism training and a profession that is increasingly influenced by new media and technologies. The Internet is transforming how communication professionals and journalists do their work. The new generation of students is urged to combine basic skills in writing and thinking with new media coursework (Sutherland, 2003).”

Other experts from the AEJMC (Association for Education in Journalism and Mass Communication) found out that non-traditional online news media companies seek increasingly adaptive and flexible employees from diverse academic fields, and that candidates showing both knowledge of communication and journalism have a clear advantage:

“Regardless of their preferences, the job postings for traditional and non-traditional online news sources expressed interest in employees with some expertise in both areas, suggesting that teaching specific and broad knowledge areas should each have a place in the journalism and mass communication curriculum.”

“In newsrooms the focus is changing from working for a single medium towards a situation in which journalists are required to produce news for several media platforms simultaneously. This indicates that there is a greater demand for journalists able to work in a multimedia environment, requiring journalists to become multiskilled (Deuze, Neuberger 
Paulussen, 2004; Erdal, 2007)” add Liesbeth Hermans and Maurice Vergeer from the Journal of Computer-mediated Communication (2009, p.5).
New and Cross Media are therefore increasingly important in both journalism and communication fields, as journalism and communication are increasingly relevant for Media specialists to know about.
What does it mean for the FCJ?
If the FCJ is to stay one of the most innovative, high-quality education in the fields of communication, media, and journalism, it will have to promote and actively encourage cooperation and sharing of staff, knowledge and facilities. Of course, each programme has to keep its own identity and trademark, but this is more about openness towards other programmes and learning.
In order to determine the current state of the FCJ regarding this matter, we will focus our reflexion around the concept of corporate identity.



 (
PART 2: THEORETICAL FRAMEWORK
)

PART 2: THEORETICAL FRAMEWORK

The goal of this research is to analyse whether or not there is a feeling of shared identity within the Faculty for Communication and Journalism (FCJ), and to assess the influence of this identity on the delivered service, in this case, education. But why concentrate this research on this aspect?

A/ The concepts of personal and organisational identity

Let’s start with a definition of the concept of identity. According to Anu Puusa and Ulla Tolvanen in the Electronic Journal of Business Ethics and Organization Studies, identity is a multilevel notion comprising the concepts of:
· Self-identity (who am I and who do I want to be), basically a set of characteristics an individual associates with him/herself.
· Self-identity in relation to others: human beings present the desire and need to identify themselves with and belong to a group; and part of their self-image is linked to how they believe other people perceive them.

“Identity,” continues the research, “does not only affect the way we perceive and categorize ourselves, it also creates team spirit between people in tight relationship with each other.”

 According to Albert and Whetten, organizational identity refers to “what is central, distinctive and enduring in an organization, when considering its past, present and future.”(Albert & Whetten, 1985). What is central refers to what employees see as the main and most important characteristics of their organisation; ‘distinctive’ to what they believe distinguishes their organisation from the others; finally ‘enduring’ to what employees see as permanent aspects of the organisation that won’t change, regardless of  time and events. 

An organisation’s identity therefore consists of a more or less shared sense of “what defines us as an organisation” (Puusa & Tolvanen, 2006 p.3-5) and “considers how the messages exchanged within an organisation (or internally) shape the identity of organisational members and simultaneously make an organisation what it is” (Aust, Philip Jerold, 2004).

Even though corporate and individual identities are separate concepts, they do influence each other: individual behaviour influences organisational identity, and vice-versa. Organisational identity therefore consists of the sum of all individual interpretations of what the company’s identity is, and what they associate with their membership to that company. Organisational members therefore shape, and are shaped by the organisational identity.

Organisational identification refers to the degree to which a member of a company defines him/herself by the same attributes that he or she believes define the organisation (Dutton, Dukerich and Harquail, 1994). According to these authors, “a person is strongly identified with an organisation when (1) his or her identity as an organisation member is more salient than alternative identities, and (2) his or her self-concept has many of the same characteristics he or she believes define the organisation as a social group.”

Self-concept refers here to the sum of the positive and negative conceptions a person has about him/herself in all the different domains of his/her life, such as physical appearance, intellectual abilities, position in society, origins, marital or parenting roles, etc... (Rokeach,1973, p.215-217)

Therefore, the degree to which a person identifies his or herself with the company depends, on one hand, on the importance it has in his definition of himself over other roles. The degree to which each individual identifies with his organisation is personal, and differs for each of them. However, when people identify strongly with the company they work for, the attributes they use to define the company also end up being part of their own perceived identity (Dutton, Dukerich and Harquail, 1994). One example to illustrate this point would be, for example, a designer stating “I work for Apple” rather than “I’m a designer in a computer company”. In this instance, the fact that he works for Apple has become part of the way he sees himself, to such a point that he would first introduce his job with the name of his company. 

The second point upon which identification with the company relies on is the degree to which the employee believes the company shares the same self-definition aspects as he does. For example, if an employee is a strong environmentalist, he will have greater chances to identify himself with Greenpeace rather than BP.

As mentioned above, the way employees perceive their company also affects the way they perceive themselves, as well as the importance they give that perception. (Dutton, Dukerich, Harquail, 2004) Working for a prestigious company, for instance, that has a good image in the public eye, can also contribute to one’s positive feeling of self-esteem, and therefore identification with the company. A strong and positive identification can lead to a change in the behaviour of employees, ensuring loyalty, longevity and commitment (Boutwell, 2003). If an employee feels emotionally attached to his company, he is more likely to show motivation in his work, in order to help the company achieve its goals. Investigating the degree of identification of employees with their company is therefore an effective way of measuring the degree to which working for the said organisation motivates them, hence how willing they are to help the company achieve its goals.

B/ Why research Corporate identity?
“Identity serves simultaneously to filter, constrain, and shape an organisation’s interpretations and actions over time.” (Aust, Philip Jerold, 2004)

“The relationship between an individual member and the employing organization has long been known to have an impact on the attitudes, behavior, and well-being of individuals.”(Cole, Bruch, 2006, p.1) 

Identity affects the way an organisation works, in a positive or negative way because it influences the satisfaction and behaviour of its employees, hence the effectiveness of the organisation (Witting, 2006, p5-7). By finding out how employees perceive the organisation, and how they identify themselves with it, we can see whether a) there is a shared identity within the organisation (so whether the identity is perceived more or less the same way among all employees, or if patterns appear in different departments, for instance), indicating a gap between the desired and perceived internal corporate identity.


Fig. 3: Figure summarising why corporate identity research is relevant in the evaluation of employee motivation and efficiency. Author, Audrey BREUER, inspired by findings of part II
The more an employee identifies himself with his company, the greater his commitment to it and its goals (Puusa & Tolvanen, 2006). A positive identification with the company leads to organisational commitment. Organisational commitment can be defined as “the psychological strength of an individual’s attachment to an organisation” (Puusa, Tolvanen, 2006). In other words, the more an employee identifies himself with the company, the greater his commitment to it. However, as seen before, employees also influence the company’s identity, and the way it is perceived internally. 

Our goal is to investigate the FCJ’s corporate identity, and how it is perceived by its employees. By investigating with what aspects and values employees associate their job, we will be able to determine whether (A) they identify themselves with the faculty, (B) if the reasons for which they identify themselves with the company differ from one department to another and (C) whether there this identity is perceived the same way across all the domains of this faculty.

Furthermore, an organisation’s internal communication influences the way it is externally perceived. Organisations - whether they are aware of it or not – embody a set of values that are also perceived by their stakeholders, and the external messages it transmits are a product of its internal communication (Aust, 2004).  Shared values unify employees, especially in an increasingly globalised and impersonal world, in which many employees never see or meet each other (Aust, 2004), except maybe by e-mail. Researching organisational identity is therefore relevant for both internal as external endeavours, as they can show division or union amongst employees, and show important potential pitfalls, especially in change management.
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As previously shown, a company’s internal identity is made of people’s individual perception of themselves, and their relationship to the company. Therefore, two main aspects have to be researched:
· People’s history with the FCJ: How long they have been involved with it, in which roles. The longer a person has worked somewhere, the greater his involvement and emotional attachment to it – whether positive or negative.
· Values play an important role in the conception of a harmonious identity within a company: usually, people will tend to work – and stay - in companies that share the same values as them, because they would identify themselves with it. Therefore, by investigating which values are present within the FCJ-employees, we’ll be able to find out whether (a) there are values shared among all employees, (b) if yes, which ones they are and (c) if there are unique value patterns that differ per department. The last point would show whether there is a discrepancy between the different teams in terms of values, and therefore identities, this in turn making it possible to tell whether the FCJ has one identity, shared by all departments, or if the FCJ is just one collection of identities, without one of its own.
Because corporate identity is a shared aspect, we will also concentrate our research on communication: how good are the contacts between teams? Are there any sharing/ contacts happening between them? Do people know each other?
Part 1 – Assessing beliefs, attitudes and values
A) Identity, Attitudes and beliefs
Identity is a personal feeling, an attitude. We refer to attitude as the way people approach and evaluate the situations and objects, to which they come across in their lives (Oskamp & Schultz, 2005, p.8), in other words to how they respond to their environment. Corporate identity, because of its personal nature, can also be a belief, an opinion, therefore a person’s subjective tendency to associate one object with one or more characteristics (Oskamp & Schultz, 2005, p13-14), for example “The people from this department/country/ neighbourhood are very rude”. For the sake of this research, we will follow Oskamp & Schultz’s (2005, p.14) statement that “opinions are equivalent to beliefs”, being often turned into evaluative beliefs.
Attitudes and beliefs are based on an individual’s past experiences (Oskamp & Schultz, 2005). For example, someone who might have had a bad experience with someone from one specific department might come to believe that all the people from this department are mean. However another person who would have had a positive encounter with these colleagues, will have drastically different attitudes and beliefs towards them.
B) Implicit and Explicit Attitudes
Attitudes and beliefs can be expressed in many different ways and degrees of intensity. Sometimes, people are not even aware of their own attitude, making it extremely hard to pinpoint. In order to study them properly, they need to be classified according to scales, for example the degree of favourability to something, or the degree to which a person agrees to a specific statement.
Attitudes can be researched indirectly – for example by asking people with what they associate an object with, or using images and metaphors to describe the object – or directly – by asking them directly what they think. Both methods have advantages and disadvantages. Explicit attitudes are “deliberate evaluations that are open to introspection and are under conscious control” (Oskamp & Schultz, 2005, p.67), in other words, attitudes that a person consciously allows others to know about. Implicit attitudes, on the other hands, are “automatic evaluations that occur without conscious reflection and are not necessarily available for introspection or control” (Oskamp & Schultz, 2005, p. 67). 
However, because research in the domain of implicit attitudes is still new and ongoing, it is unclear whether it complements the research of explicit attitudes by adding new aspects to the evaluation, or if they are just a new method to research the exact same object.  We will therefore concentrate our research on the measure of explicit attitudes.
C) Open-ended and closed-ended questions
In order to measure attitudes and opinions, both open-ended and closed-ended questions can be used. Open-ended questions are great to be able to know the depths of what a person thinks about a certain topic. The respondent can also suggest new aspects to investigate. However, open-ended questions are not easy to combine with the other answers. Obtaining clear results from different open-ended questions, especially when asking a large audience, can be tough, if not impossible; hence the convenience of close-ended questions.
Close-ended questions give the respondent a limited amount of options he can choose from to answer. The answers include attitude scales, in which the respondent indicates for example the degree to which he agrees or disagrees with the question, or the extent to which he is favourable or unfavourable to it. Close-ended questions are usually the same for all the respondents from the target group, and therefore easy to score. However, one must be very careful when formulating closed questions, as they can induce biased answers if not written in a fully objective manner (Oskamp & Schultz, 2005, p.45-46).
In order to obtain the most qualitative panel of answers for this assignment, a combination of open- and closed questions will be used. First, qualitative interviews will be held with key individuals from the target group. These include teachers, course directors and administrative office workers from each team within the FCJ. Course directors were interviewed in order to see whether their vision of the desired shared identity has found its way to their staff, in other words, to check the top-down communication within the FCJ.
The qualitative interviews will be conducted before the development of a survey which will go to all FCJ employees. This order was chosen deliberately, as new aspects to investigate might come up during the interviews.

Part 2 - Investigating Organisational Identity
Investigating corporate identity entails investigating the difficult and delicate concept of identity itself. What makes it such a complex research is not just the fact that identity is a personal perception, changing from one person to another:
· Identity can change
· Identity is also defined by construed external image (Dutton, Dukerich, Harquail), which is how people believe their organisation is perceived
· Identity is personal, and a sensitive subject people don’t necessarily wish to share openly. As mentioned earlier, an essential part of identity is that it is an implicit attitude, meaning that people are not necessarily fully conscious of it. 
How, then, do we manage to analyse it properly?
A) Literature Review
Across the years, many different techniques have been used to research and identify corporate identity:
1) Narrative analysis
Narrative analysis relies upon the hypothesis that stories, e.g. “collective narratives”(Aust, 2004) are a good indicator of an organisation’s enduring features. Stories are transmitted throughout the years by employees, and make up an important part of corporate culture. “Don’t underestimate the power of a compelling corporate narrative to inspire customers and employees alike.” Says Elizabeth Barnes in her article What’s your story? 
“Narratives possess the transformative power to mould individual and organisation identities, recreate power structures, socialize newcomers, increase organisational identification and solve problems.” (Mumby, 1987; Putnam, Philips & Chapman, 1996; Somers, 1994[footnoteRef:19]). Many companies have been using corporate storytelling as a way to reinforce their identity, and create trust and commitment amongst their employees. Two examples to illustrate this point are Walt Disney[footnoteRef:20] and The Coca-Cola Company[footnoteRef:21]. [19:  Source :Ponten, Hanneke Branding, 4th meeting, 2010/2011 ]  [20:  http://corporate.disney.go.com/corporate/complete_history.html Disney’s complete story, including a page on “Legends”. Last visited: 28/04/2011]  [21:  http://www.thecoca-colacompany.com/heritage/chronicle_birth_refreshing_idea.html The complete Coca-Cola story, including a page on heroes, last visited: 28/04/2011] 

Storytelling and the FCJ: As stories are also part of an organisation’s identity, the FCJ’s story will be investigated as part of this research. As previously mentioned, the fact that the School of Journalism has its own website relating its history shows that there is a clear attachment to this part of the faculty, and a difficulty to merge with other courses.


2) Value-based Research
Values constitute an important part of (corporate) identity (Aust, 2004), as they are present in every social structure. Values are shared, and define an important part of culture and identity. As we saw before, not only do companies influence their employees; the contrary happens as well. Researching values in a company can therefore be a great indicator of its corporate identity.
The Method:
Milton Rokeach was the pioneer in terms of Value Research. He developed what is now known as “the Value Survey”. According to him, values are the most central concepts existing across all social sciences (Aust, 2004.) Rokeach believes that all humans possess the same values, but just at different degrees, and that these values motivate and guide their choices. After establishing a list of 36 values, he divided them into a set of 18 “instrumental” values, which guide day-to-day actions, and 18 “terminal” values to which each individual inspires. He then asked each respondent to rank the 18 instrumental and 18 terminal values according to their importance in their life. The results would then show whether certain value patterns emerged in different social environments, such as religion, state, etc (Rokeach, 1978)…
Organisations express their values both in their ideology and in their actions (Rekom, Riel, Wierenga, 2006), therefore investigating these values could give us a good impression of the FCJ’s identity.
Many researchers have used value research to assess organisational identity, from complex interviewing techniques such as Reynolds and Gutman’s “laddering technique” (Rekom, Riel, Wierenga, 2006, p.181) to management interviews assessing what they believe the core values are (Bernstein, as seen in Rekom, Riel, Wierenga, 2006, p.192-193). The Laddering technique associates interview answers to certain types of values, hence giving a good overview of the company values.
However, value studies have their limitations:
· Many techniques, such as the laddering technique, require much time – most of the time at least one year – to process the results. Furthermore, this technique involves a great amount of interviews, as well as complex calculations to analyse the answers and associate them to the appropriate response.
· Rokeach’s value survey is a good instrument, it however is designed to assess people’s values in general, and thus needs to be adapted to suit a work environment.
For this reason, this research will use an adaptation of the above-mentioned techniques, and be conducted in three steps:
· Qualitative interviews of the Management and other key employees: This first step will be essential for different reasons: Firstly, managers are the ones who communicate the company’s values, mission and mission to employees. Comparing what managers and employees think will therefore be a good way to see whether there is a good vertical communication within the FCJ. Secondly, these interviews might be a good basis for the development of a survey, as they might reveal interesting subjects to research that might would have been omitted otherwise.
· Survey: Based on the results of the interviews and literature, a short survey will be conceived and sent to all FCJ employees. The goals of this survey will be to a) investigate whether or not the FCJ has a clear identity b) if it does have one, it will reveal its main aspects c) lighten whether the management’s ambitions – for example to increase cooperation between teams - are indeed transmitted well to the employees and d) what employees think of the FCJ.
· (His)story:  As mentioned previously, shared history binds people, and makes them feel like they belong to the same group. The FCJ’s history will be studied in order to understand how it came to its current organisation, and to help analyse the results from the survey.
Once these three steps accomplished, the results will be analysed and commented.
B) Methodology of the research

1) Interviews:
The interviews were conducted with a flexible frame: this means that some questions were prepared beforehand, but that enough room was left for the interviewee to express him/herself. This technique has been chosen purposely, as the interviewee might come up with new relevant topics to discuss (S. Adams, W. Hicks, 2009). Furthermore, this gives the interview an informal and relaxed atmosphere that will put the interviewee at ease.
The interviews first explore the interviewee’s background: how long he/she has been working for the FCJ, if he or she has any other activities outside the school, etc. This aspect is important, as a long-time employee might have a different vision of the company’s identity than a recent employee or a freelancer. This will also enlighten whether newer employees picked up the identity rapidly.
Other questions include whether the employee believes the FCJ is different from the other HU faculties in terms of ambiance, culture and values; or whether he/she could describe the faculty in a few adjectives. The conversation will continue and, according to the answers, new questions, regarding, for example, the relationship to other teams, will be asked: “how many people do you know outside from your team?” “Do you think there is a gap between some teams?” etc. These questions will enlighten whether employees see the FCJ as a united concept, or just a name to put on many single teams.
The interviews only last for 30 minutes, in consideration for the interviewees’ busy schedules.
2) Survey:
Testing and Design
Before the official launch of the survey, the questionnaire was tested on a small sample of the target group. Small corrections, mainly regarding Dutch spelling mistakes, were suggested, but in general the survey was understood well and no comments were made about the contents of the questions.
An e-mail containing a link to the survey was sent to all the employees by the administration.
The introduction of the survey contained a short description of the research, but without being too extensive. In fact, as identity is a very personal, sometimes even unconscious matter to research, revealing too much about the purpose of the project might bias the respondents. In order to make sure they would answer the survey with what they think, and not with answers they could believe to be “right””or “wrong”, themes and words such as “identity” or “values” were purposely avoided. However, my e-mail address was provided in the e-mail in case respondents wished to know more.
Extra care was given to the size of the questionnaire, in order to not scare away an audience that frequently receives surveys to answer. Twenty questions were designed in such a way that they would be varied, easy to understand yet covering all the aspects of the research. In order to keep the respondents concentrated, special attention was put on the design of the questions: Some would be scales; others, multiple or single choice. Of course, feasibility had to be considered as well so that the answers would not be too hard to retrieve.
The survey was written in Dutch, as it is the native language of most FCJ employees. It includes 20 questions, each one having a specific goal in the research.
The Questions:
The first questions include age, gender, activity (the number of years the respondent has been working at the FCJ before, type of contract (temporary, permanent, freelancer), if the respondent has been working at other HU faculties before) and which team or department they belong to within the FCJ. These questions give a good overview of the working population of the FCJ, and will be helpful in assessing the identity. For example, a company with mostly full-time employees is more likely to have a strong, long-term based identity than one that exclusively hires freelancers or temporary staff.
The next questions address employee mobility within teams (so ICM, DC, BC, CM, CMD, Journalism, FBO, middle- and higher management, administrative employees, internship office):
· Whether teachers have been teaching in other courses besides their own, and if yes, which. This question will also show whether some teams cooperate more than others 
· Whether teachers would like to work for another team, and if yes, to what extent. This question will assess the popularity of each course among teachers.
In question 10, respondents have to pick the three aspects they see as the most important in their life among twelve options:
a. Prosperity (a good salary)
b. Equality  (a fair employer with equal chances for all, no discrimination)
c. Excitement: an exciting, active job 
d. Freedom: Independence & freedom of choice
e. Financial security (a rather safe job that is less likely to be affected by the economy, a long-term engagement)
f. Pleasure: an enjoyable job
g. Self-respect: a job that will raise my self-esteem/ makes me feel good about myself
h. Sense of accomplishment: the feeling of contributing to something, sharing my something with others
i. Social recognition: respect & admiration
j. Peacefulness: a work environment free of conflicts 
k. Personal development: training opportunities, changing careers... 
l. Work/private life balance
These twelve options are inspired from the terminal values used in Rokeach’s value survey (see Appendix), yet a few of them were cut off in order to adapt it to research professional life. For example, “love/finding a soulmate” was taken out, as it is not relevant for our research. Other aspects, such as “Freedom” and “Work/private life balance” came up regularly during the interviews, which is why they were included in the answers.
	Aspect
	Justification of choice

	Prosperity (a good salary)
Equality  (a fair employer with equal chances for all, no discrimination)
Excitement: an exciting, active job 
Freedom: Independence & freedom of choice
Financial security (a rather safe job that is less likely to be affected by the economy, a long-term engagement)
Pleasure: an enjoyable job
Self-respect: a job that will raise my self-esteem/ makes me feel good about myself
Sense of accomplishment: the feeling of contributing to something, sharing my something with others
Social recognition: respect & admiration
Personal development: training opportunities, changing careers... 

	These aspects are mentioned in the Rokeach Value Survey. They were kept because they are all linked to professional practice to some extent: Prosperity has to do with salary; some people are looking for a fair employer (equality), others for a career they enjoy (pleasure) and is exciting (excitement). 
Security was in Rokeach’s survey “Family security” and “national security”. They were altered to better match the corporate environment, especially since stability and financial security are currently non-negligible topics in the public eye.
Self-respect, sense of accomplishment, social recognition, peacefulness and personal development were kept as well, as they are also criteria likely to influence one’s career.

	
Health	physical and mental well-being

	
This criterion was changed to “balance between private and professional life” as it is more likely to appeal to respondents under these terms.


	A World at Peace a world free of war and conflict
	This criterion was changed into Peacefulness: a work environment free of conflicts to better appeal to respondents


	Inner Harmony freedom from inner conflict
Mature Love sexual and spiritual intimacy
Salvation saved;  eternal life
True Friendship close companionship
Wisdom a mature understanding of life
A World of Beauty beauty of nature and the arts
	These aspects were dropped due to their low relevance with the subject and context researched.



By having FCJ employees pick out the 3 aspects that are most important to them in their work life, we will be able to determine whether some of the options are prominent compared to others, hence being a good indicator of FCJ values.
The following 10 questions concern the relationship the employee has with the FCJ:
· Whether or not they believe the FCJ has a different atmosphere than other faculties: if the answers turn out to be positive, it would not only indicate that the FCJ indeed has a different culture, but that its employees are aware of it.
· Do shared facilities such as the 1st floor coffee machine affect internal communication positively? Field research has indicated that the newly-instated 1st-floor coffee machine is not only popular amongst all FCJ employees, it is also a good way to meet colleagues you previously didn’t know. This question is here to see whether this feeling is shared by all the employees, and if more shared facilities encouraging informal meetings between employees should be created.
· Are FCJ employees proud to work there? Employees associate the image of their company to their self-esteem and self-image (Dutton, Duckerich, Harquail, 2004). If people are proud to work at the FCJ, it affects their self-image positively, and reinforces the bond between the employee and the company, hence the identity, trust and commitment.
· How important do teachers consider staying up-to-date with the latest trends in their fields? This question will not just reveal what image teachers have of their job, but also how ready they are to adapt to change, making it relevant for future FCJ-policy decisions.
· Do employees feel encouraged by the management to meet with their colleagues from different teams? This question is here to see whether the management’s ambition to promote cooperation and sharing within the faculty has been received by employees.
· Are the communication and journalism fields different from each other, and do employees believe the two faculties – Media and Communication – should be working together in the future in order to stay up-to-date and strongly positioned in their fields? This question is here to evaluate whether FCJ employees are ready to work together in the future. It is also a good way to find out whether or not there is a discrepancy between the communication and journalism faculties, as this aspect came up several times during field research.
Finally, in question 20, respondents have to pick the seven words they believe describe the FCJ the best and the worst, out of a list of 14 options:
a. Professional attitude
b. Dedication to students
c. Ambitious
d. Creative
e. Open-minded
f. Independent
g. Intellectual
h. Practice-Oriented
i. Encourages feedback
j. Organised
k. Young-spirited
l. Trendsetting
m. State of the art
n. Easy-going
o. International
These options were chosen either from the instrumental values used in Rokeach’s value survey, or from field research. For example, a few options came from answers form respondents during the interviews, in they for example pointed out the high degree of dedication to students within the school.
As can be seen from the table, the list of Rokeach’s instrumental values is very long. Because this survey was meant to be short and easy to understand, most of them were taken away in order to prevent respondents from feeling confused by a too extensive list.

	Aspects from the survey
	Rokeach’s Instrumental Values


	a. Professional attitude
b. Dedication to students
c. Ambitious
d. Creative
e. Open-minded
f. Independent
g. Intellectual
h. Practice-Oriented
i. Encourages feedback
j. Organised
k. Young-spirited
l. Trendsetting
m. State of the art
n. Easy-going
o. International

	Ambitious hardworking and aspiring
Broad-minded open-minded
Capable competent;  effective
Clean neat and tidy
Courageous standing up for your beliefs
Forgiving willing to pardon others
Helpful	 working for the welfare of others
Honest	sincere and truthful
Imaginative daring and creative
Independent self-reliant; self-sufficient
Intellectual intelligent and reflective
Logical consistent;  rational
Loving	affectionate and tender
Loyal faithful to friends or the group
Obedient dutiful;  respectful
Polite courteous and well-mannered
Responsible dependable and reliable
Self-controlled restrained;  self-disciplined



Therefore, most of them were taken away, while only the few most relevant were kept (intellectual as an opposite of ‘practice-oriented’, ambitious and open-minded as they came up during field research). The other aspects chosen came from field research and interviews, such as “encourages feedback” “young-spirited” and “open minded”.
The answers to this question will not only show how the employees see the school, it will also be a good indicator of its identity, and of new challenges to work on in the future.
To summarise, this questionnaire has the potential to not only provide a good overview of the faculty as it is seen by its employees, it will also reveal whether or not it has an identity, define it, and provide the management with a clear overview of eventual drawbacks and pitfalls for future decisions.
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PART IV: THE RESEARCH
I/ The Interviews
Qualitative interviews were made in the frame of this research in order to get a first look into the faculty’s identity. Furthermore, the interviews were a precious tool to determine new aspects to include to the research.
A) Who
Five programme managers from both institutes were interviewed, as well as Peter de Vries, director of the Institute of Media. Furthermore, opinion gathering was made in the halls and offices in the school in order to gather impressions from teachers and administrative/supporting staff.
B) The Questions
A series of questions was prepared beforehand, but their role was more that of a frame or guideline than an established rule. Interviewees were to be given freedom of expression and improvisation. Furthermore, a flexible setting was considered appropriate for target audience, as the FCJ is a rather informal context.
Recurring questions were the following:
· How long have you been working at the HU, and have you worked at another faculty before?
· How would you describe the FCJ’s culture?
· Do you think the FCJ is different than the other HU faculties? If yes, what are the differences?
· Do you think that there are gaps between some teams? If yes, which ones and why?
· Do you think the institutes for Communication and Media should be working together more?
As the interviews lasted maximum 30 minutes, the number of questions had to be concise and formulated efficiently.
C) Results
The results were very different from one manager to the other. Some said that the school was well on its way towards better internal cooperation, while others still strongly believe the gap between Journalism and Communication will always be present. Some were enthusiastic, others pessimistic. In other words, it seems that even among managers, the message is not perceived in a unified way:
“Even though CMD is part of the same institute than Journalism, I still don’t have a lot of contact with my colleagues over there. I feel more as being part of CMD, and have no idea of what is going on in Journalism. Of course, it was also the case when I was part of the Institute for Communication.
My feeling is that the Journalism school doesn’t want to fit in with the rest, because they already have their own, strong identity,” says a teacher who recently switched institutes.
“I believe there is, but I also think it’s mainly due to the older teachers. Before the Journalism faculty was a school of its own, and the Café Stef’s was actually meant for them. Students from other faculties have expressed certain difficulties in the past to use journalism’s facilities or resources, such as cameras for example. Thankfully, it’s not the case anymore, but it did take us 1, 5 year to get there.
The situation is different for managers though, as they see each other more frequently, and have also different concerns than the staff.
There is a difference of culture, but my experience is that people are now more willing to meet and work together. There is still a difference, but I believe it will fade away in the next few years” says a programme manager.
Another one believes there have been barriers between programme teams in the past, but that it is changing: “There were important management problems in the past 5 years at the FCJ. A lot of changes have been made, and now, the management works towards a more united faculty. New trends such as Cross-media are bringing us closer together, and we regularly meet between course managers, usually twice per month. We test educational developments together, and share or exchange staff.
Of course, the course you are teaching for the most is the one you will feel “at home” in, and that’s perfectly natural, but I cross the bridge with other courses very easily.
CMD for instance used to be part of DC, so it’s easy to feel close to them. A lot of the CMD staff also teaches in DC, so it makes it very easy. The school of Journalism is a different matter, because it is a very big school with many different departments.”
In other words, even though opinions are still divided, most of the managers believe that things can change if for example staff exchange can be increased:
“I definitely think there is a lot to win by sharing with the other departments, especially since the emergence of new and social media. And I already see some crossovers, as a colleague I know is now taking classes at the Journalism faculty. I also think that this sharing aspect is getting better. Within our faculty, we have all the tastes of communication you can possibly get, not to mention all the options offered by journalism,” states one of the managers.
Many managers mentioned an increase in staff exchange, looking for the best possibilities for teachers and courses to share knowledge. “We discuss these things a lot. We want what’s best for our colleagues, and if we feel he or she could fit great in another course, we see if it’s possible to make it happen”.
“In the Faculty right now, we are pushing for more exchange of staff, and even though they are not used to it yet, there is more collaboration. It takes time to implement such a process, but I believe that within two years, it won’t be a problem anymore.”

But managers are different population than teachers or administrative staff: Due to their position, they are involved in various projects with different teams, making it possible for them to meet different people. These opportunities are not given to every employee, and one of the programme managers is well aware of this potential pitfall:
“There is no internal meeting for the entire faculty. The management meets regularly and mixes well, but it’s not the case of the remaining staff. (…)We share some teachers with the journalism programme, but feel closer to DC. I think it’s because we don’t know enough about each other yet, and I think it’s also the case with the rest of the faculty.
Last January we had an exhibition in the 2nd restaurant, and with the exception of journalism managers, all the visitors were from CMD. It would be great if we could get to know the other courses, but usually, on Open days, when we could have the opportunity to ask questions, we usually lack time.”
“We are sharing one building, but we could be sharing more. A lot of lecturers want to keep their findings exclusively to themselves, while teaching is actually about sharing. I once had a colleague who didn’t want to share anything because he wanted to keep his class “special”. Lecturers are willing to share with students, but not colleagues. I think it’s slowly changing now, but there’s still a long way to go,” says for instance one of the interviewees.
About the identity, the majority of the interviewees believe the FCJ is different from its neighbour faculties:
“The FCJ is a rather small faculty when compared to the other ones, and it is also divided into two departments: The Media and Communication institutes. (…)Otherwise, the FCJ is a very friendly faculty. People support each other here”
Recurring themes are “family-like” and “very independent”. Other quotes from various interviewees include:
“The FCJ is less formal; we have a healthy allergy to bureaucracy. We’re unconventional, and don’t like putting people in boxes.”
“The FCJ culture is quite informal, with a certain pride in ‘being different’. It has a family feeling, which makes it a very nice and friendly environment, but also difficult to give feedback. (…)Otherwise, the FCJ culture is friendly, dynamic and practice-based, as there is a deep connection with the professional world. Also, people within the FCJ have a deep commitment to their students, and they definitely feel more connected to the FCJ as to the HU. I don’t think there is a gap between management and staff in the FCJ, but there definitely is between the FCJ and HU higher managements.”
“If I were to define the FCJ identity, I would say that we’re the Faculty of Storytellers, and that we’re also an open, informal organization.”
“As for identity, I would say that we’re a faculty that likes being ahead of others, especially in everything involving media. We’re a flexible and action-oriented faculty.”


II/ Survey Results:
A) Respondents
The questionnaire was online during one week, during which 131 respondents answered. However, as some people stopped the questionnaire after some questions, they were deleted from the data, as they were influencing the results. 127 results were hence processed.
According to the faculty’s Human Resources department, the FCJ has a database of 272 fixed employees, and about 75 -100 freelancers who are hired for projects or lecture terms according to the needs of the school.
If we count a total of 347 employees (272 fixed, 75 freelancers), the response rate is of 37,75%. If we consider the fact that some FCJ employees might have been on holidays, sick or on pregnancy leave during the time of the survey, the response rate could be rounded up to 40%.
Profile of the Respondents:
	
Fig.4: Status of the respondents 

	

Fig 5: Repartition of respondents per team


As we can see from the figure above, an overwhelming majority of the respondents are fixed employees. That’s 110 out of the 272 fixed employees of the FCJ, hence a response rate of 40.4% for fixed employees.
The next chart reveals a quite divided employee population: Almost 50% of the respondents have been working at the FCJ between two and five years, and are therefore more recent employees. On the other hand, over 30% have been working at the FCJ for more than ten years. This division is underlined further by the age division of the FCJ: As can be deduced from the graph, about half of the respondents are over 45 years old, while the rest is younger than 45. 

	


	

	Fig6: Number of years respondents have been working at the FCJ, in % of respondents

	Fig7: Age of respondents in % of respondents



Age division is not a problem per se, but it can become one when the older staff, attached to tradition and the culture “they” built, is reluctant to change or feeling left out by the newer generations:
“The Journalism faculty has a lot of old staff who is afraid and reluctant to change. However, in the fields taught by our faculty, you have to stay up-to-date, and that scares them. But that’s not just the Journalism faculty, the whole FCJ has this problem as well” says one of the course managers. This declaration is supported by the survey results, as we can see below:
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As we can see, this division is especially strong in Journalism and ICM, although it can be noticed in all the other departments as well. The graphs also reveal a correlation between the age and the number of years respondents have been working at the FCJ. In other words; older employees are most of the time been working at the FCJ for the longest time:
 (
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Fig. 11
 : Image illustrating how emotions can block rational arguments
)Influence on Corporate Identity: Older, long-term employees have seen the faculty evolve. They’ve been there “since the beginning” and have been involved deeply in their course. They have strong memories and stories that connect them to the school. Because of this investment, they identify so strongly with their course that it’s not just the faculty which is a part of them: they, as well, consider themselves as part of the faculty. This creates tension when change needs to be implemented within the school. For example, the School of Journalism, which used to be independent and on another location, has a majority of older, long-term staff. The strong 
identity they connect with their school makes it difficult for them to accept change, because changing the faculty means changing a part of themselves. This makes it difficult for them to understand ‘factual’ and ‘logical’ reasons for changing the faculty, because they feel too involved personally. 
B) Relationships between teams
a) Popularity of each course:
In the survey, a series of question was designed to assess whether some teams were closer than others. The question asked was the following:
“If I was not working for my current team, I would like to work for...”
 By asking for which team one would like to work, we should also be able to determine mobility patterns between teams:
ICM/BC
 As we can see, the majority of respondents has no opinion on the matter, or remains neutral. However, we can see that very few respondents would like to work for ICM, and absolutely no-one in journalism. So far, those seeming to be the most willing to work for ICM are from BC, CM and CMD.  BC, has similar results, with however less people willing to work for it.


DC:
 Interestingly, we can see that despite the fact that DC and CMD are quite close due to the fact that CMD was created by DC staff, the CMD team seems quite divided at the idea to work for DC, with about 45% who answered “rather not” or “definitely not”. ICM and journalism staff seem to be the least interested after CMD, while 40% of BC respondents answered “rather yes”.

CM:
CM seems to have the greatest affinities with ICM and BC, and the least with journalism, CMD and DC.

CMD:
CMD is the youngest programme offered at the FCJ, yet it seems to be quite popular amongst the other courses: 80% of BC and 60% of DC respondents would like to work for CMD! Furthermore, it is the only other programme Journalism respondents are willing to work in.

Journalism:
If, with the exception of CMD, journalists don’t want to work in other teams, the contrary is not true. In fact, over 40% of CMD and BC respondents, as well as 30% of DC and CM respondents could try the experience. Interestingly, we notice a certain division on the matter within DC and ICM, were 40% answered “rather not” or “definitely not”.

C/ Cooperation
During the survey, respondents could also indicate whether they were teaching in other courses or not. For those who did, here are the results:
What do these results mean?
First of all, the main aspect we can notice is that an overwhelming majority of respondents are either neutral or without an opinion, suggesting that people don’t really ask themselves the question as to whether they would actually like to work in another team. Or, it suggests that they don’t have sufficient information about the said course to make a decision.
Furthermore, the graphs reveal that journalism staff is not interested in teaching in any courses of the communications department. Its cooperation with its institute partner CMD seems however to be well on its way.
Within the Communication institutes, opinions seem to be divided as to whether or not work in other courses, ICM and CM seeming to be particularly unpopular.
“About ICM, I think there’s a barrier between this course and the rest due to the fact that it’s in English. I think that a lot of people don’t want to have anything to do with ICM because they feel it would be “too complicated” or in English”, says a teacher.
“ICM is in a special course compared to the others. Not just because it is taught in English, but also due to the culture. ICM Staff and students don’t mix as much with the other courses. If you ask people, they probably know students and staff from ICM the least, except of course for shared staff, as some DC teachers teach in ICM,” adds another interviewee.
“Of course, ICM is also different in curricula: its focus on culture and international markets makes it different from DC or CM” reveals for his part a course manager.
This aspect of the survey therefore reveals ICM as another outstanding course within the FCJ.
D) Values of the respondents:
In question 10, respondents had to choose among 12 options the three values they consider being the most important in their work life:
a. Prosperity (a good salary)
b. Equality  (a fair employer with equal chances for all, no discrimination)
c. Excitement: an exciting, active job 
d. Freedom: Independence & freedom of choice
e. Financial security (a rather safe job that is less likely to be affected by the economy, a long-term engagement)
f. Pleasure: an enjoyable job
g. Self-respect: a job that will raise my self-esteem/ makes me feel good about myself
h. Sense of accomplishment: the feeling of contributing to something, sharing my something with others
i. Social recognition: respect & admiration
j. Peacefulness: a work environment free of conflicts 
k. Personal development: training opportunities, changing careers... 
l. Work/private life balance
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As we can see from the chart, the results differ slightly per team, but still show a clear domination of a few values above the others:
[image: ]
Fig18 : Screenshot showing the most important aspects of the survey
With over 50% of the votes, Pleasure/Enjoyment is the number one value at the FCJ. This shows that a majority of employees see it as primordial to enjoy their profession, and that this criterion has a great influence on their career choice. This value scores especially high in the departments of Journalism, CMD, DC, FBO and OTHER.
Next on the podium is the aspect “Challenging”. In other words, FCJ employees don’t only want to enjoy their jobs, it has to remain this way as well, and boredom is not an option. This answer is particularly frequent within the Journalism, DC, Management and FBO teams.
On the third sport is “Freedom”, which is strong everywhere with the exception of the FBO and the Management. This shows a desire for independence and freedom of choice and action in one’s work. Teachers and employees want to determine their work themselves, and need trust to function.
 The next most important values are a feeling of achievement, personal development and balance between professional and private life.
What do these results show?
This results show that there are clear shared values within the FCJ, which is an important step in defining the faculty’s corporate identity. We do, however, notice a slight gap between the values shared by the management and the rest, or rather said, the same values are shared but not in the same order of importance: the management puts a greater emphasis on challenge, personal development and feeling of accomplishment. 


Results, part II: Respondents & the FCJ
E) FCJ atmosphere:
In order to determine whether there is a unique identity for the FCJ, we have to assess whether people distinguish it from the other faculties, in other words, if they find themselves “distinctive”. This is the goal of the question: “do you think the FCJ has a different atmosphere than other faculties?” Fig. 19: answers to question11
As we can see from the graph above, over 50% of the respondents believe that the FCJ has a different atmosphere than the other faculties, only 3% disagree with this statement, and the rest has no opinion or is not aware of any difference.  Also, it was investigated whether people who worked at other faculties saw any difference, and we can see that a great majority of those who did agree with the fact that the FCJ has a different atmosphere.

“The atmosphere of the FCJ is clearly different from the other faculties” says someone who used to work at the Amersfoort branch of the HU, “There are more women than in Amersfoort, and the building is a lot more crowded, there is lore movement in the corridors. Also, there is more interaction between people, and less hierarchy than in my old faculty, where it was impossible to talk to the directors. Here everyone talk to everyone.”
We can also notice that most of the people who believe in this difference belong to the group of employees who have been working at the FCJ between five and 10 years.

F) Contact between colleagues:
One question was designed to assess whether shared facilities had an impact on employee bonding and internal communication.
“I think the coffee machine is a great idea” says an FCJ employee, “I have been able to meet with colleagues I had never seen before.” Installed in 2010, the first-floor coffee machine has become a central and highly visited part of the faculty. In order to assess the effect of this new facility, it was included in the questionnaire
 (
Fig. 2
2
 : Answers to question 12
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As we can see, about 45% of the FCJ population believes that shared facilities encourage contact between colleagues. However, 26% of the respondents disagree with this fact, and 25% are either neutral or without an opinion on the matter, showing a certain division in this domain. This can be interpreted either as an indication that people don’t need shared facilities to get to know each other, or as a suggestion that they don’t feel the need to meet other colleagues. In other words: even though most of the people are positive, the FCJ as a whole seems to be divided on this matter.

This graph reveals that all teams share the same opinion on the matter. The following confirms these results within another category:

G) Management:
Field research and discussions with the management showed that almost all managers encourage greater cooperation within courses – but is this ambition shared and communicated properly to the remaining staff? This was the goal of the following question: I feel actively encouraged by the management to cooperate with colleagues from the other teams.

This graph shows a very clear division of opinions on this matter, and a strong gap between the management’s opinion and the rest of the teams. This doesn’t only show that the management’s ambitions have not reached their target groups, it also reveals that they feel completely differently about their plan than the rest of the faculty. Particularly BC shows impressive results. In other words: maybe the management is ready for an increased cooperation, but the rest of the staff are neither aware of any efforts in this direction, nor maybe even conscious of the this trend.
H) Pride:
Pride is a good indicator of whether a) people identify with the company they work for and b) if that association is positive or not. The following graphs show pride levels of the employees depending on the time they’ve been employed at the FCJ and the teams they belong to.

First of all, a majority of respondents feel rather proud to be working at the FCJ, with the proudest being those who have been working at the FCJ between 2 and 5 years.

This once again shows a difference between the answers from the management and those from the rest, as the management is, according to the results, quite proud compared to the other departments which have positive, but more measured opinions.
This leads us to our next investigation: whether FCJ employees think the Communication and Media institutes should work closer together if the FCJ is to remain a competitive and up-to-date educational institution in the coming years:

It appears that clearly, a great majority of the faculty believe working better together is the key to the future, with only the Journalism department staying slightly behind. This shows that people feel ready to work together, but that apparently, they don’t feel guided by the management in these efforts.
I) Communication and journalism
“In the future, our institutes might have to work together more, but it still doesn’t mean that teacher will work more together. I still believe that a barrier will remain between communication and journalism: although they are similar, they can’t be friends. They’re a bit the ‘Romeo and Juliet” of the FCJ” says another programme manager. 
Do people really think so? Let’s find out:

As we can see, opinions are divided, with a slight advantage for the people who believe the fields are different. This opinion is quite strong in journalism, even though a majority of journalists opted for either “neutral” or “no opinion”. Other teams sharing this opinion come from CMD or CM.
J) Aspects describing the FCJ:
The last part of the questionnaire asked people to classify a list of 14 adjectives as describing the best or the least the FCJ. Here are the results[footnoteRef:22]: [22:  NOTE: for easier reading, the «no opinion” answers were taken out of the graphs, but can be seen on the other graphs in the Appendix. Furthermore, not every respondent  voted for each aspect. These considerations are taken into account when evaluating the results.] 

To recapitulate, here are the 14 adjectives:
a. Professional attitude
b. Dedication to students
c. Ambitious
d. Creative
e. Open-minded
f. Independent
g. Intellectual
h. Practice-Oriented
i. Encourages feedback
j. Organised
k. Young-spirited
l. Trendsetting
m. State of the art
n. Easy-going
o. International

	Describe Best
	Describe the least


	1. Practice-oriented (82%) / (5%)
2. Dedication to students (74%)/ (13%)
3. Open-mindedness (50%)/ (30%)
	1. Intellectual (61%)/ (20%)
2. Encourages Feedback (53%)/ (21%)
3. Organised (52%)/ (26%)


	4. Creative (46%)/ (27%)
5. Independent (44%)/ (27%)
6. Young spirited (43%)/ (35%) /Ambitious (43%)/ (33%)
7. Professional attitude (39%)/ (32%)
	4. Easy-going (45%)/ (31%)
5. Innovative (42%)/ (22%)
6. International (41%)/ (37%)




As the results highlight, some of these adjectives are reacted upon strongly, while the faculty seems divided for others, with smaller percentages. First, let us take a closer look at the adjectives that scored the highest- both positively and negatively:
The FCJ describes itself as practice-oriented, meaning there’s an important focus on practical work, as well as a continuous connection to professional practice. Dedication to students shows a great commitment from teachers and staff to the cause they are serving, the best education possible. “I feel very committed to my students, almost more than to the school” said one teacher. 
The high score of “Open-mindedness” shows that the faculty is open and not judgmental: “The FCJ is less formal, we have a healthy allergy to bureaucracy. We’re unconventional, and don’t like putting people in boxes” continues the teacher. 
A natural opposite to the highest positive score, it is quite logical for “intellectual” to be the adjective that describes the school the least. However, it did not receive as many votes as “practice-oriented”, showing that if practice-orientation is one of the school’s strengths, theory is not necessarily left behind. The second feature that describes the school the least is “encourages feedback”. 
This aspect was brought up early on in the research process, when a course manager stated that “the FCJ culture is quite informal, with a certain pride in ‘being different’. It has a family feeling, which makes it a very nice and friendly environment, but also difficult to give feedback. People are generally scared of criticism, whether giving or receiving it. Also, this family feeling give some people too much comfort, and they lose touch with their professionalism. This is now changing. We want people to take responsibility and be professional, but it is difficult because there is a certain fear of punishment and change.”
Another one agrees, and believes that “there is something like an unwritten rule that people don’t dare to give each other feedback. They’re probably afraid to hurt the other person’s feeling, but that’s not all: because they assume that everyone here is a professional, they don’t feel entitled to tell someone he’s not being one. This really needs to change.”
The results from the survey hence confirm this declaration.

The graph reveals in which departments the lack of feedback is the most obvious.
From what we can see, BC, Management, CMD and Other score highest on “describes least”. But these results have to be interpreted carefully: “It’s not just about giving feedback, but also about receiving it. Many people would like to give constructive criticism, but feel hindered because the other can’t receive it.” In other words, these results show a general difficulty of the faculty to deal with feedback, whether giving or receiving it.
In third place: “Organised”. As we can see from the graph, apart from the FBO, a non-negligible amount of people see organisation as a lacking feature of the FCJ: 
Next, let us take a look upon the aspects that scored a small difference between “describes least” and “describes best”: these scores indicate a division of opinion within the faculty and are therefore relevant to took into.
For example, “Ambition” had a 43% response for “describes best” and 33% for “describes least”; maybe a graph will show whether these answers are concentrated in teams:

As the graph shows, it is especially the courses involved with new media – DC and CMD – as well as the FBO and administrative/supporting staff who find that ambition describes the school best. ICM and the Management seem divided on the matter, and BC, CM, Journalism completely disagree. 
Similar to “ambitious”, the aspect “cutting edge” gives similar results, but reparsed differently: here, CMD believes innovation describes the school the least, while a majority of Journalism respondents believe the contrary. The results, however, stay quite negative for this aspect.
 (
Fig. 33 : Answers for the aspect 
‘Cutting Edge’
)But now comes a really interesting aspect: “International”. With its international, English-taught International Communication and Media programme, the FCJ is one of the two only faculties offering English-taught Bachelor programmes within the HU. Nonetheless, despite these efforts, “international” scored almost as many votes for “describes best” and for “describes least” (41% versus 37%). The high response rate on this question shows that internationalisation is an important feature of the school, and that people feel concerned about it.

As the graph above shows, ICM is the only faculty with almost only positive answers regarding the internationalism of the school. CM, CMD, Journalism, the FBO and supportive staff are divided, while results from DC and the management are almost entirely negative.
The management being one of the driving factors of internationalisation, it is quite interesting to see that a majority of respondents from this category see the school as not international. Maybe this division is one of the reasons why many FCJ employees feel reluctant to work for ICM. “, I think there’s a barrier between this course and the rest due to the fact that it’s in English. I think that a lot of people don’t want to have anything to do with ICM because they feel it would be “too complicated” or in English” said a teacher.
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CONCLUSIONS & RECOMMENDATIONS
The Faculty of Communication and Journalism (FCJ) is shown to have an identity paradox: some aspects are shared strongly by employees across the entire structure, while divisions remain between certain categories of staff.
Past versus Present, or the weight of history
As shown by the research, the FCJ is a small, but vivid faculty composed of departments that used to work independently and under a different name. For recent fields such as communication the consequences have no noticeable impact, yet the feeling is different for the School of Journalism, which has a rich and proud past it doesn’t want to let go of. This leads to tensions between departments, as other teams get the feeling that the journalism faculty “doesn’t want to be a part of them”.
This however has nothing to do with wanting to be part of the FCJ: Simply, the identification of Journalism staff with their school is so strong that the faculty has become a part of them. Bringing change to the faculty means changing them, and due to the highly personal dimension this brings, they reject new policies and any aspect that could alter their perception of the school. It is therefore recommendable to maintain a good and regular contact with long-time staff, as they, as key contributors to culture and identity, have a considerable impact on the FCJ atmosphere.
This aspect is especially strong with older employees, which leads us to the following point:
Old and Young
An important part of the FCJ is over 45 years old, and over 30% of the respondents have been working at the school for more than 10 years. This creates culture and cooperation problems between the newer generations of teachers, who bring in a new vision of the school and professional practice; and the older staff, who feels invaded and misunderstood. Of course, working together could work well, but for now results mainly show that long-time employees have problems adapting to the changes the school wishes to undergo.
Management and Staff
The management is the part of the staff that guides the development of new policies and strategies and turns it into practice. It is therefore a key element not only in internal communication, it also has a direct impact on culture. Due to their position of authority, managers guide and frame the behaviour of their colleagues. In an ideal case, managers and staff work and communicate with each other harmoniously. However, results show a clear gap of vision between the management and the FCJ staff.
The management had different values, and also a different vision of the FCJ. Most managers who were interviewed and answered the survey believe that barriers in the school will be overcome soon, while the remaining staff clearly seems to think the contrary. What’s more, even some people within the management do not feel encouraged to share more with their colleagues from other faculties. This proves that the management’s ambitions have not been communicated properly to the employees, and this could be a substantial pitfall if not taken care of.
Lack of information
One of the greatest sources of misunderstanding and preconceptions is the lack of information about colleagues’ work. FCJ employees lack information about what is happening in other teams, as well as what they do. Sharing and caring would be easier if events common to the entire faculty would be created on a regular basis, such as an annual get-together in which people would have to sit next to people they don’t know.
This is mainly illustrated by the fact that if they had the choice, not many lecturers would go and work for another team as theirs, even seeing it as something negative.
Of course, some people might not feel the need or use of getting to know their colleagues, but presenting them with the opportunity to do so is the best way to find it out. Making people aware of their differences and what they share is the best way to stimulate sharing.
Shared values
The survey showed a clear pattern of common values within the FCJ. Those values might not be of equal importance in each team; however they reveal a common terrain to all employees. The faculty’s strongest values appear to be a strong dedication to students, a great attachment to personal freedom, enjoyment and challenge in one’s job, as well as a balance between private and professional life. Also, the FCJ has an open-minded, informal culture with a low hierarchy position.
Many employees see the faculty as a family, in which everyone feels at home. It’s a comfortable setting where co-workers care for each other’s well-being. The downside is that some seem to care too much, and essential processes such as feedback are lacking due to a fear of hurting the other party. This prevents proper communication, but also has the tendency to make people feel too comfortable, and lose in professionalism and efficiency.
While some values are shared among a majority of respondents, others divide opinions: For instance, employees seem split over whether the school is international or not, which is rather surprising considering the fact that the FCJ is one of the two faculties offering an English, internationally-focused Bachelor degree with an international student and staff population. The answer to these questions show that if the school wishes to profile itself as an international institution, it will have to target and work on the reasons behind the negative opinions. 
The FCJ’s ambitious nature is compromised further by the negative response on the attribute “cutting edge”. Employees indicate a strive for being the best, as it is revealed by the numerous positive responses on the “ambitious” feature, yet a majority of respondents indicate a disbelief in the school’s current position as a cutting edge higher education institutions.
This is not a question of mentality, as the survey results show that a majority of lecturers believe that staying up-to-date with the latest developments in their fields is a crucial part of their job. The question is therefore to identify the reasons behind this difference between the mentality and its concretisation into reality.
 (
Fig. 35 : Answers to question 15
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CONCLUSION
 The research has shown that the FCJ has, indeed, a shared and distinct corporate identity that sets it apart from the other HU faculties:
The FCJ is an open-minded, friendly faculty in which people care deeply for each other. Employees value the cause they work for – educating students – and strive to become the best in their field. FCJ employees value freedom, and attach importance to fun, challenge and personal development to their work.
FCJ employees are proud to work there, and identify quite well with the school. They have a lot of good will and want to give the best of themselves, yet negative aspects such as the lack of organisation, feedback, communication and contact with the management hinders productivity and motivation. 
These aspects need to be worked on, as they influence the way the FCJ operates, employee motivation and hence the delivered product – quality education to students. Ideally, the FCJ should organise more internal events common to the entire faculty, and encourage common projects between study courses and staff. Furthermore, further research should be made in order to find out about the reasons behind the negative scores for the lack of organisation and innovation within the faculty.
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II/ Details of the answers for question 20
III/ Interviews
III-1Manager 1:
« I know a handful of people within the Journalism department, and I consider myself an exception. Except for teachers who work in other courses, people within the journalism department work quite isolated from the rest. Even though we work within the faculty, most of the time we have no idea of what our colleagues from other departments are doing. This is the case even within the department of communication; people often wonder which name belongs to which face.
When lecturers change teams, you don’t see them anymore, except maybe in the corridors. And, again, I’m not representative of the situation, because I know many people and often have to go to different departments. However, I’m afraid that the restructuration of the building is not going to make the situation better: people are only going to know people from their own teams.
If we share anything besides facilities? I’m afraid not. Sharing starts with shared activities, teaching, values. You don’t bond over a coffee machine.
The coffee machine on the 1st floor was installed in September 2010. The CMD staff used to have lunch there regularly, although it does not seem to be the case anymore. I think more IvC people use the coffee machine than IvM.
About the FCJ culture… I think there is something like an unwritten rule that people don’t dare to give each other feedback. They’re probably afraid to hurt the other person’s feeling, but that’s not all: because they assume that everyone here is a professional, they don’t feel entitled to tell someone he’s not being one. This really needs to change.
I think there’s a big difference between the culture of the Journalism department and the one of the other courses. The school of Journalism has its own culture and privileges they don’t want to give up. For instance, they have more office space in average than the rest of the faculty. They are also proud and autonomous people who don’t want to hear from others that they should update their knowledge.
The Journalism faculty has a lot of old staff who is afraid and reluctant to change. However, in the fields taught by our faculty, you have to stay up-to-date, and that scares them. But that’s not just the Journalism faculty; the whole FCJ has this problem as well.
Also, I think the Journalism School doesn’t trust the IvC because of the professions they train students into.
The idea with ICM was to have teachers from all the courses from the faculty. However, cultures clashed: as Journalists are very independent and flexible, they often don’t have power points or proper study materials, contrary to our students. But it is not the case all the time, as some Journalism teachers still teach within ICM. I also hire journalism graduates myself, so they fit better into my culture.”
III-2 Manager 2
M2 has been a teacher for 37 years, and has worked at the FMR before. He has taught within BC, DC and CM for a few years now, and is currently the course manager for BC. He has no direct experience with ICM, although he does hear about it, and talks about it with ICM staff such as Richard.
· What makes the FCJ different from other faculties?
The FCJ is a rather small faculty when compared to the other ones, and it is also divided into two departments: The Media and Communication institutes.
· Do you know any people outside from your team?
I know about 80% of the people who work in this building, and almost everyone by face. I also know people within the journalism department, but that’s because I’m the Minor coordinator, and also due to my responsibilities as Project Manager which involve me in many meetings and projects.
· Do you think there is a barrier between Journalism and the other courses?
I believe there is, but I also think it’s mainly due to the older teachers. Before the Journalism faculty was a school of its own, and the Café Stef’s was actually meant for them. Students from other faculties have expressed certain difficulties in the past to use journalism’s facilities or resources, such as cameras for example. Thankfully, it’s not the case anymore, but it did take us 1,5 year to get there.
The situation is different for managers though, as they see each other more frequently, and have also different concerns than the staff.
There is a difference of culture, but my experience is that people are now more willing to meet and work together. There is still a difference, but I believe it will fade away in the next few years.
Each course has its own identity, which is not bad of course. The courses of the Institute for Communication are more related, but they remain dinstinct. For example, the English character of ICM set it apart from BC, its “sister-course”.
I think managers need to communicate more with each other, especially when hiring new recruits. Sometimes, we see if there are other opportunities for our staff in other courses, and discuss the possibilities together. However, we have to be careful: too much sharing and mixing would lead to a loss of specificity.
Otherwise, the FCJ is a very friendly faculty. People support each other here.
III-3 Teacher
“There probably is a common FCJ identity, but it’s hard to pinpoint it when you’re part of it. However, I am sure we are different from the FEM. We have many subcultures.
The FCJ is less formal, we have a healthy allergy to bureaucracy. We’re unconventional, and don’t like putting people in boxes.
Even though CMD is part of the same institute than Journalism, I still don’t have a lot of contact with my colleagues over there. I feel more as being part of CMD, and have no idea of what is going on in Journalism. Of course, it was also the case when I was part of the Institute for Communication.
My feeling is that the Journalism school doesn’t want to fit in with the rest, because they already have their own, strong identity.
The main difference I felt between my time at the IvC and here (the IvM), is that I see my faculty manager, Peter de Vries, far more often. There is also a different atmosphere. At CMD, we feel very committed to our students and colleagues; we’re a very close team. Also, at CMD we’re very busy with the digital world, in which sharing is fast and easy. It makes it part of our culture. I don’t think it’s the case at the IvC yet.
About ICM, I think there’s a barrier between this course and the rest due to the fact that it’s in English. I think that a lot of people don’t want to have anything to do with ICM because they feel it would be “too complicated” or in English.
As for the FCJ, we are sharing one building, but we could be sharing more. A lot of lecturers want to keep their findings exclusively to themselves, while teaching is actually about sharing. I once had a colleague who didn’t want to share anything because he wanted to keep his class “special”. Lecturers are willing to share with students, but not colleagues. I think it’s slowly changing now, but there’s still a long way to go.
Manager 3
Willem has been the course manager of DC for almost two years now, but used to work at the SvJ in the 80s.
“A lot of the colleagues I had when I used to work at the FCJ are still here.
There were important management problems in the past 5 years at the FCJ. A lot of changes have been made, and now, the management works towards a more united faculty. New trends such as Cross-media are bringing us closer together, and we regularly meet between course managers, usually twice per month. We test educational developments together, and share or exchange staff.
Désirée Majoor, the Faculty Director, has been very active in that sense. She strongly believes that we can all benefit from working together, and gives her best so that people can translate new policies into courses.
Due to the fact that I used to work for the Journalism School, I know a lot of people there. Since I’m also a Course manager, I’m involved in many different projects, and therefore meet a lot of people, for instance from the FBO.
Of course, the course you are teaching for the most is the one you will feel “at home” in, and that’s perfectly natural, but I cross the bridge with other courses very easily.
CMD for instance used to be part of DC, so it’s easy to feel close to them. A lot of the CMD staff also teaches in DC, so it makes it very easy. The school of Journalism is a different matter, because it is a very big school with many different departments.
I definitely think there is a lot to win by sharing with the other departments, especially since the emergence of new and social media. And I already see some crossovers, as a colleague I know is now taking classes at the Journalism faculty. I also think that this sharing aspect is getting better. Within our faculty, we have all the tastes of communication you can possibly get, not to mention all the options offered by journalism.
ICM is in a special course compared to the others. Not just because it is taught in English, but also due to the culture. ICM Staff and students don’t mix as much with the other courses. If you ask people, they probably know students and staff from ICM the least, except of course for shared staff, as some DC teachers teach in ICM.
Of course, ICM is also different in curricula: its focus on culture and international markets makes it different from DC or CM.
The FCJ culture is quite informal, with a certain pride in ‘being different’. It has a family feeling, which makes it a very nice and friendly environment, but also difficult to give feedback. People are generally scared of criticism, whether giving or receiving it. Also, this family feeling give some people too much comfort, and they lose touch with their professionalism. This is now changing. We want people to take responsibility and be professional, but it is difficult because there is a certain fear of punishment and change. But this family culture is characteristic in the education field, which makes it even harder to change it.
Otherwise, the FCJ culture is friendly, dynamic and practice-based, as there is a deep connection with the professional world. Also, people within the FCJ have a deep commitment to their students, and they definitely feel more connected to the FCJ as to the HU. I don’t think there is a gap between management and staff in the FCJ, but there definitely is between the FCJ and HU higher managements.
Freedom/independence is probably the most important value here, which can be a problem when teaching involves teamwork. But things are slowly changing and I am confident in the future.
III-4 Manager 4 has been working at the SvJ for 25 years, first as a teacher, and now as a course manager.
 There is a big difference between Journalism and Communication, and students of this faculty are prepared for opposite professions. Of course, they can learn from each other as well.
Course managers meet every two weeks, which is a good way to know what is happening in the faculty, even if you stay focused on your own course. We have some staff exchanges with the other courses, but they are very small. I think there is more communication between the communication courses, and also between DC and CMD, than between journalism and the rest.
Outside of journalism, I only know the Programme Managers and a few people, that’s it. Most of the time, I don’t even know what they do, whether they are teachers or administrative staff.
Only two minors we offer have mixed staff from both the IvM and the IvC.
There is also a difference in culture. Journalists have a bigger desire for freedom, and also might apprehend the “communication people”. Journalism staff is free and independent, and want to remain this way. I personally don’t know the IvC well at all, just the main characteristics of the courses they teach. 
In Journalism, most people know everyone else, even though there is a difference between the departments for print, TV or radio journalism.
In the future, we might have to work together more, but it still doesn’t mean that our teachers will work more together. I still believe that a barrier will remain between communication and journalism: although they are similar, they can’t be friends. They’re a bit the ‘Romeo and Juliet” of the FCJ.
III-5 Director 1
The “Institutes” are just a construction. What really counts are the individual courses, institutes are only here for administrative and policy matters. You can’t put all the courses under one roof.
CMD is linked to journalism through the Design and print side. Teachers from CMD teach in journalism, and probably next year teachers from CMD will teach in Journalism. There are also interactions between BC and Journalism. There could have been a greater cooperation between ICM and Journalism, but it didn’t work out because of the language barrier and personal affinities: teachers didn’t get along, and the culture was different.
In the Faculty right now, we are pushing for more exchange of staff, and even though they are not used to it yet, there is more collaboration. It takes time to implement such a process, but I believe that within two years, it won’t be a problem anymore.
The fact that journalism teachers don’t like communication staff is more gossip than real. There is a big difference between what is said and what is done. There are jokes, and of course journalists and communication managers are not the best friends in the world, but journalists are also difficult people who are often mistrustful and very independent. They have a very old professional image of “truth-seekers”, and cultivated it until today. Also, the SvJ is an aging department, with many older teachers who are often resistant to change, which is difficult given the fact that we’re currently reforming the Journalism curriculum, and part of this effort involves working with the other courses.
ICM is also apart on its way. But each course has its own clichés and identity, which is important. If I were to define the FCJ identity, I would say that we’re the Faculty of Storytellers, and that we’re also an open, informal organization.
III-6 Manager 5
Bernard worked as a freelancer for DC in 1996, and then moved to the technical faculty in Amersfoort. In 2010, he came back to the FCJ as CMD’s course manager
“The atmosphere of the FCJ is clearly different from the other faculties. There are more women than in Amersfoort, the building is more crowded, and there is more interaction between people. There is also less hierarchy than in my old faculty, where it was impossible to talk to the directors, here everyone talk to everyone.
Although we don’t work a lot with the Journalism programme, we do share the same boss. There are Communication and Media design courses in many schools in Holland, but here, because we area associated to the Journalism faculty, we put an accent on print and magazine design.
We share some teachers with the journalism programme, but feel closer to DC. I think it’s because we don’t know enough about each other yet, and I think it’s also the case with the rest of the faculty.
Last January we had an exhibition in the 2nd restaurant, and with the exception of journalism managers, all the visitors were from CMD. It would be great if we could get to know the other courses, but usually, on Open days, when we could have the opportunity to ask questions, we usually lack time.
Also, there is no internal meeting for the entire faculty. The management meets regularly and mixes well, but it’s not the case of the remaining staff.
As for identity, I would say that we’re a faculty that likes being ahead of others, especially in everything involving media. We’re a flexible and action-oriented faculty.


IV/ Rokeach Value Survey
Source: Rokeach, M; The Nature of Human values, 1973, Appendix

On the following two pages are two lists of values, each in alphabetical order.  Each value is accompanied by a short description and a blank space.  Your goal is to rank each value in its order of importance to you for each of the two lists.  Study each list and think of how much each value may act as a guiding principle in your life.

To begin, select the value that is of most importance to you.  Write the number 1 in the blank space next to that value.  Next, choose the value is of second in importance to you and write the number 2 in the blank next to it.  Work your way through the list until you have ranked all 18 values on this page.  The value that is of least importance to you should appear in Box 18.

When you have finished ranking all 18 values, turn the page and rank the next 18 values in the same way.  Please do each page separately.

When ranking, take your time and think carefully.  Feel free to go back and change your order should you have second thoughts about any of your answers.  When you have completed the ranking of both sets of values, the result should represent an accurate picture of how you really feel about what’s important in your life.

A Comfortable Life				_____
a prosperous life

Equality					_____
brotherhood and equal opportunity for all

An Exciting Life				_____
a stimulating, active life

Family Security				_____
taking care of loved ones

Freedom					_____
independence and free choice

Health						_____
physical and mental well-being

Inner Harmony				_____
freedom from inner conflict

Mature Love					_____
sexual and spiritual intimacy

National Security				_____			Terminal Values
protection from attack

Pleasure					_____
an enjoyable, leisurely life

Salvation					_____
saved;  eternal life

Self-Respect					_____
self-esteem

A Sense of Accomplishment			_____
a lasting contribution

Social Recognition				_____
respect and admiration

True Friendship				_____
close companionship

Wisdom					_____
a mature understanding of life

A World at Peace				_____
a world free of war and conflict

A World of Beauty				_____
beauty of nature and the arts

Ambitious					_____
hardworking and aspiring

Broad-minded					_____
open-minded

Capable					_____
competent;  effective

Clean						_____
neat and tidy

Courageous					_____
standing up for your beliefs

Forgiving					_____
willing to pardon others

Helpful					_____
working for the welfare of others

Honest						_____
sincere and truthful

Imaginative					_____			Instrumental Values
daring and creative

Independent					_____
self-reliant; self-sufficient

Intellectual					_____
intelligent and reflective

Logical						_____
consistent;  rational

Loving						_____
affectionate and tender

Loyal						_____
faithful to friends or the group

Obedient					_____
dutiful;  respectful

Polite						_____
courteous and well-mannered

Responsible					_____
dependable and reliable

Self-controlled					_____
restrained;  self-disciplined
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Status of the Respondents


Total	
Freelancer	Other	Permanent employee	temporary employee	1	6	110	2	Respondents, divided in teams


Total	
BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	10	16	14	10	10	10	15	7	27	Number of Years respondents have been working at the FCJ


Temporary employee
2%
Freelancer
1%
Permanent employee
92%


Total	
Between six and ten years	Between two and five years	Less than one year	More than ten years	(blank)	9	58	12	39	Age of the Respondents


Total	
<	30	>	45	30-45	17	56	46	Age/Teams

<	30	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	1	4	1	1	8	>	45	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	7	9	4	3	2	7	11	5	8	30-45	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	3	5	9	7	4	2	3	2	11	Ratio Team / Number of years worked at FCJ
Between six and ten years	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	2	1	1	1	3	Between two and five years	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	5	7	7	6	7	2	5	4	15	Less than one year	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	3	2	1	4	More than ten years	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	4	7	2	3	1	6	10	2	4	Correlation age/ number of years worked
<	30	Between six and ten years	Between two and five years	Less than one year	More than ten years	9	7	>	45	Between six and ten years	Between two and five years	Less than one year	More than ten years	4	18	34	30-45	Between six and ten years	Between two and five years	Less than one year	More than ten years	5	31	5	5	Fig. 11: Repartition of whowould like to work for ICM as an alternative, per team, in %
No Opinion	BC	CM	CMD	DC	FBO	JOURNALISTIEK	MANAGEMENT	OTHER	1	5	2	1	7	7	6	14	Rather yes	BC	CM	CMD	DC	FBO	JOURNALISTIEK	MANAGEMENT	OTHER	3	3	1	1	1	2	Definitely	BC	CM	CMD	DC	FBO	JOURNALISTIEK	MANAGEMENT	OTHER	1	1	Absolutely not	BC	CM	CMD	DC	FBO	JOURNALISTIEK	MANAGEMENT	OTHER	1	1	4	6	1	5	3	Neutral	BC	CM	CMD	DC	FBO	JOURNALISTIEK	MANAGEMENT	OTHER	3	3	3	2	1	3	1	6	Rather Not	BC	CM	CMD	DC	FBO	JOURNALISTIEK	MANAGEMENT	OTHER	1	4	3	2	Fig. 12: Repartition of who would like to work for BC as an alternative, per team, in % of respondents
Absolutely not	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	3	3	1	4	4	4	Definitely	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	1	1	Neutral	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	6	5	4	1	1	3	2	2	No Opinion	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	7	3	1	7	2	4	5	17	Rather Not	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	2	2	4	1	Rather yes	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	1	1	3	Fig. 13: Repartition of whowould like to work for DC as an alternative, per team, in % of respondents
Absolutely not	BC	CM	CMD	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	2	2	1	3	5	2	Definitely	BC	CM	CMD	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	2	Neutral	BC	CM	CMD	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	4	4	2	1	1	3	1	4	No Opinion	BC	CM	CMD	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	7	2	7	2	6	4	17	Rather Not	BC	CM	CMD	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	3	5	2	1	1	Rather yes	BC	CM	CMD	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	4	2	1	2	3	Fig. 14: Repartition of whowould like to work for CM as an alternative, per team, in % of respondents

Absolutely not	BC	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	3	4	3	2	6	3	Definitely	BC	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	3	Neutral	BC	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	4	1	1	1	2	4	No Opinion	BC	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	3	2	6	2	7	5	16	Rather Not	BC	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	6	3	1	2	1	Rather yes	BC	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	5	1	1	3	Fig. 15: Repartition of whowould like to work for CMD as an alternative, per team, in % of respondents
Neutral	BC	CM	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	3	1	3	3	3	Definitely	BC	CM	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	1	1	2	2	1	Absolutely not	BC	CM	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	2	2	1	3	3	Rather yes	BC	CM	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	6	3	6	1	2	3	1	3	No Opinion	BC	CM	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	7	1	6	6	4	16	Rather Not	BC	CM	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	2	1	Fig. 16: Repartition of whowould like to work for Journalism as an alternative, per team, in % of respondents

Absolutely not	BC	CM	CMD	DC	FBO	ICM	MANAGEMENT	OTHER	1	2	3	2	2	1	4	Rather yes	BC	CM	CMD	DC	FBO	ICM	MANAGEMENT	OTHER	4	3	5	2	1	2	3	Rather Not	BC	CM	CMD	DC	FBO	ICM	MANAGEMENT	OTHER	1	2	1	2	Definitely	BC	CM	CMD	DC	FBO	ICM	MANAGEMENT	OTHER	1	2	1	1	1	No Opinion	BC	CM	CMD	DC	FBO	ICM	MANAGEMENT	OTHER	1	4	4	3	6	2	5	17	Neutral	BC	CM	CMD	DC	FBO	ICM	MANAGEMENT	OTHER	2	5	2	1	1	1	3	Fig. 17: Response to aspects by team, in % of responses
Somme de Prosperity	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	1	2	1	3	1	2	2	4	Somme de Equality	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	0	3	1	0	0	2	1	1	3	Somme de Pleasure	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	8	9	6	6	4	12	3	16	Somme de Challenging	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	3	6	6	7	5	3	8	4	10	Somme de Peacefulness	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	1	1	0	1	1	0	0	2	Somme de Balance_Work_Private life	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	5	8	4	1	2	2	4	0	9	Somme de Social recognition	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	1	1	1	0	0	0	0	2	Somme de Self-esteem	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	0	2	2	2	2	4	1	0	4	Somme de Personal Development	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	3	4	5	2	3	4	2	6	8	Somme de Finalancial security	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	3	2	1	1	3	2	4	0	1	Somme de Feeling of Accomplishment	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	5	6	3	3	1	3	5	4	7	Somme de Freedom	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	4	8	4	3	1	4	6	1	15	The FCJ's atmosphere is different from the other HU faculties
Total	No opinion	Completely agree	Rather agree	Neutral	Completely disagree	Rather disagree	32	28	36	19	3	1	Fig. 20: Ratio have you worked at another HU faculty/ Do you think the FCJ has a different atmosphere
Completely agree	No	Yes	18	10	Completely disagree	No	Yes	1	2	Neutral	No	Yes	13	6	No opinion	No	Yes	29	3	Rather agree	No	Yes	26	10	Rather disagree	No	Yes	1	Fig.21: Ratio Number of years worked at the FCJ/ Does the FCJ have a different atmosphere 
Between six and ten years	Completely agree	Completely disagree	Neutral	No opinion	Rather agree	Rather disagree	1	3	5	Between two and five years	Completely agree	Completely disagree	Neutral	No opinion	Rather agree	Rather disagree	13	2	8	16	19	Less than one year	Completely agree	Completely disagree	Neutral	No opinion	Rather agree	Rather disagree	5	1	2	2	2	More than ten years	Completely agree	Completely disagree	Neutral	No opinion	Rather agree	Rather disagree	9	9	10	10	1	Fig. 23 Answers to question 12 - Shared facilities/Team
BC	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	3	3	1	3	CM	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	2	2	3	4	4	1	CMD	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	7	1	2	1	3	DC	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	4	2	1	2	1	FBO	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	4	1	1	3	1	ICM	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	2	2	1	2	3	JOURNALISTIEK	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	3	1	4	4	1	2	MANAGEMENT	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	3	3	1	OTHER	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	2	9	1	7	7	1	Fig. 24, Answers to question 12 - Years working/shared facilities
Between six and ten years	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	1	2	1	2	2	1	Between two and five years	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	3	21	10	10	11	3	Less than one year	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	6	1	2	3	More than ten years	Completely disagree	Rather agree	Completely agree	Rather disagree	Neutral	No opinion	5	6	7	8	8	5	Fig. 25: I feel actively encouraged by the management to cooperate with colleagues from the other teams
Completely disagree	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	4	1	1	3	1	5	2	1	2	No opinion	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	1	2	2	2	4	10	Rather disagree	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	3	7	5	1	4	2	Neutral	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	3	4	3	1	2	4	5	Rather agree	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	3	2	4	4	1	1	3	7	completely agree	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	1	3	1	Fig. 26: Relationship Pride/years worked
Between six and ten years	Rather proud	Neutral	Not Proud at all	no opinion	Very Proud	Not really proud	4	3	1	1	Between two and five years	Rather proud	Neutral	Not Proud at all	no opinion	Very Proud	Not really proud	28	21	1	4	3	1	Less than one year	Rather proud	Neutral	Not Proud at all	no opinion	Very Proud	Not really proud	7	1	1	3	More than ten years	Rather proud	Neutral	Not Proud at all	no opinion	Very Proud	Not really proud	12	12	2	7	3	3	Fig. 27: Relationship Pride/Team
Rather proud	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	8	6	6	4	4	5	5	12	Neutral	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	7	6	5	2	4	2	5	6	Not Proud at all	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	1	no opinion	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	1	2	1	2	1	4	Very Proud	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	1	2	1	2	3	Not really proud	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	2	2	Fig. 28: Answers to question 17-Working together/Team
completely agree	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	6	7	5	5	4	3	2	3	3	Rather agree	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	4	2	3	2	3	4	2	10	No opinion	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	1	3	4	2	4	12	Rather disagree	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	1	1	1	Neutral	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	4	3	2	1	1	2	Completely disagree	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	3	Fig. 29: Answers to question 18 - Communication/Journalism are very different, per team
BC	Completely agree	Rather agree	Rather disagree	No opinion	Neutral	Completely disagree	1	5	2	2	CM	Completely agree	Rather agree	Rather disagree	No opinion	Neutral	Completely disagree	2	6	3	4	1	CMD	Completely agree	Rather agree	Rather disagree	No opinion	Neutral	Completely disagree	5	2	2	5	DC	Completely agree	Rather agree	Rather disagree	No opinion	Neutral	Completely disagree	4	2	3	1	FBO	Completely agree	Rather agree	Rather disagree	No opinion	Neutral	Completely disagree	2	1	4	3	ICM	Completely agree	Rather agree	Rather disagree	No opinion	Neutral	Completely disagree	1	2	2	4	1	JOURNALISTIEK	Completely agree	Rather agree	Rather disagree	No opinion	Neutral	Completely disagree	5	2	1	3	4	MANAGEMENT	Completely agree	Rather agree	Rather disagree	No opinion	Neutral	Completely disagree	2	4	1	OTHER	Completely agree	Rather agree	Rather disagree	No opinion	Neutral	Completely disagree	5	5	12	4	1	Figure 30: answers to aspect "Encourages Feedback"
Describes Best	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	5	4	5	3	1	3	Describes Least	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	5	9	7	2	2	4	7	5	10	Fig. 31: Answers to aspect "Organised"




Describes Best	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	3	3	4	5	2	3	4	Describes Least	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	3	8	8	6	2	4	9	3	11	Fig. 32: Answers to aspect "Ambition"
Describes Least	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	3	8	1	1	1	3	7	3	6	Describes Best	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	5	8	4	6	3	4	3	10	Cutting Edge




Describes Best	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	1	1	3	3	2	5	2	6	Describes Least	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	3	9	8	4	4	2	3	4	6	Fig. 34: Answers to aspect: "International"
Describes Best	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	2	5	4	4	7	5	2	8	Describes Least	BC	CM	CMD	DC	FBO	ICM	JOURNALISTIEK	MANAGEMENT	OTHER	5	6	3	8	4	1	4	5	7	image2.png
WUHIONUOHD





image3.png
1966 1982 1997
Palmstraat Ravellaans Padualaan

School voor (de) Journalistiek

Home | Geschiedenis ‘ Mensen ‘ varia ‘ Discussies ‘ Foto's ‘ Video's ‘ Columns

Welkom Geschiedenis

Deze website vertelt de geschiedenis vande  Woedende studenten accepteerden het
School voor (de) Journalistiek sinds de gezag van de ‘Tegenten’ niet meer.

oprichting in 1966. Azngevuld met
In de geschiedenis van de Sv(d)J is te lezen

« meer dan 150 interviews met dat het er hard aan toeging in het gebouw
studenten en medewerkers aan de Palmstraat.
« ongeveer 9oo foto’s, filmpjes
O i A Later volgde de verzakelijking en
professionalisering van de opleiding.

Registreer je als lid voor slechts een tientje
en ontvang je eigen toegangscode tot dit Maar rustig is het op de school nooit
omvangrijke virtuele boek. geweest.

Ga naar Geschiedenis




image4.png
Geef in de onderstaande lijst de 3 aspecten aan die het meest bel

Welvaart — 21 (17.36 %)
Gelijkheid - 11 (9.09 %)
Uitdaging E— 54 (44.63 %)
Vrijheid I 46 (38.02 %)
Financiéle zekerheid — 18 (14.88 %)
Plezier I 68 (56.2 %)
Zelfrespect —_— 17 (14.05 %)
Gevoel van vervulling — 39 (32.23 %)
Sociale erkenning - 7(5.79 %)
Rust - 8(6.61 %)
Persoonlijke ontwikkeling — 38 (31.4 %)
Balans tussen werk en privé  IEG——_— 38 (31.4 %)
ne2

=38




image5.png
Door gedeelde faciliteiten, zoals de koffiemachine op de 1e verdieping, kwa...
Kies... (Helemaal mee oneens - Helemaal mee eens)

9 (7.44 %)

23 (19.01 %)
26 (21.49 %)
36 (29.75 %)
21 (17.36 %)

6 (4.96 %)
n=2
e

(geen mening)




image6.png
Als docent probeer ik up-to-date te blijven met de nieuwste ontwikkelingen ...

helemaal mee eens — 34 (29.06 %)
eens — 24 (20.51 %)
‘evenmin eens of oneens. - 8(6.84 %)
oneens u 3(2.56 %)
helemaal oneens 1 2(1.71 %)
geen docent I 46 (39.32 %)
n=17

=117




image7.emf

image8.emf

image9.emf

image10.emf

image11.emf

image12.emf

image13.emf

image14.emf

image15.emf

image16.png
a. Professionele houding
beschrijft best.

beschrijft het minst

weet niet

b. Toegewijd aan studenten
beschrijft best.

beschrijft het minst

weet niet

Kies i
c. Ambitieus

beschrijft best.
beschrijft het minst
weet niet

d. Creatief
beschrijft best.
beschrijft het minst
weet niet

de lijst hieronder de 7 uitdrukkingen

de lijst hieronder de 7 uitdrukkingen

de lijst hieronder de 7 uitdrukkingen

naar uw mening de ...

naar uw mening de ...

e lijst hieronder de 7 uitdrukkingen die naar uw mening de ...

naar uw mening de ...

42 (39.62 %)
34 (32.08 %)

30 (28.3 %)
n=108
=108

80 (74.07 %)
14 (12.96 %)

14 (12.96 %)
n=108
=108

46 (43.81 %)
33 (31.43 %)

26 (24.76 %)

n=10s
=105

50 (46.73 %)
29 (27.1 %)

28 (26.17 %)
n=107
*107




image17.png
Kies in de lijst hieronder de 7 uitdrukkingen die naar uw mening de ...

e. Open-minded
beschrijft best I 54 (50.47 %)
beschrijft het minst — 32 (29.91 %)

— 21 (19.63 %)
=107
=107

weet niet




image18.png
Kies in de lijst hieronder de 7 uitdrukkingen die naar uw mening de ...
f. Onafhankelijk

beschrijft best I 47 (44.76 %)
beschrijft het minst — 29 (27.62 %)

‘weet niet — 29 (27.62 %)





image19.png
Kies in de lijst hieronder de 7 uitdrukkingen die naar uw mening de ...
. Intellectueel

beschrijft best —
beschrift het minst ——
weet niet —

Kies in de lijst hieronder de 7 uitdrukkingen die naar uw mening de ...
h. Praktijkgericht

beschrijt best ——
beschrijft het minst -

weet niet —

ies in de lijst hieronder de 7 itdrukkingen die naar uw mening de ...
Bevordert feedback

beschrijft best —
beschrift het minst ——
wee niet —

ies in de lijst hieronder de 7 itdrukkingen die naar uw mening de ...
j. Georganiseerd

beschrijft best —
beschrift het minst —
weet niet —

20 (19.05 %)
64 (60.95 %)

21 (20 %)
n=10s
=105

89 (82.41 %)
6(5.56 %)

13 (12.04 %)
n=10s
=108

22 (21.57 %)
54 (52.94 %)

26 (25.49 %)

=102
=102

28 (26.42 %)
55 (51.89 %)

23 (21.7 %)
106





image20.png
Kies in de lijst hieronder de 7 vitdrukkingen die naar uw me
k. Jong van geest

beschrijft best — 45 (43.27 %)
beschrijft het minst — 37 (35.58 %)
weet niet — 22 (21.15 %)
n=10s
=08

Kies st hieronder de 7 uitdrukkingen die naar uw mes

m. Cutting-edge, innovatief

beschrijft best — 24 (22.64 %)

beschrijft het minst I 45 (42.45 %)

weet niet — 37 (34.91 %)
n=10s

=108




image21.png
Kies in de lijst hieronder de 7 uitdrukkingen die naar uw mening de ...
n. Gemakzuchi

beschrijft best —
beschrijft het minst —
weet niet —

Kies in de lijst hieronder de 7 uitdrukkingen die naar uw mening de ..
©. Internationaal

beschrijft best —
beschrijft het minst EE—
weet niet —

33 (31.73 %)
47 (45.19 %)
24 (23.08 %)

40 (37.04 %)
45 (41.67 %)

23(21.3 %)
n=10s
=108




