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Editorial

Dear Readers, licbe Leser,

What would your reaction be if you were addressed as »Dear Mister Reader?«
Would you feel it applied to you? Or would the masculine form exclude you?
We are asking because in the German language, all nouns are gendered and the
masculine form is usually the dominant form, traditionally used to implicitly
include female members, similar to English words like »mankind.« Adressing
you as »liebe Leser« (dear reader) is such a case, too, as the feminine form would
be »Leserin.« The question takes us straight to the topic of the debate piece in this
issue. Or rather the debate pieces — there are five of them in all.

The topic of the debate — the use of gender-sensitive, inclusive langua-
ge — challenges journalism and science, and indeed anyone who writes or talks
publicly. In English, according to common prejudice, everything is easier. Howe-
ver, as in every language, there are a few things to consider when it comes to gram-
matical and biological gender.

The editors of Journalism Research all agree that gender-sensitive language makes
sense. But the question of whether and in which form we want to request or even
demand it from our authors triggered fierce debate, arguments and discussions.
We decided to make this discussion public. You will find our various positions on
pp- 64ft.

Max Weber and Donald J. Trump are two famous names who at first glance
do not appear to have much in common. On the occasion of Max Weber’s 100th
death anniversay, Siegfried Weischenberg has brought the two together in a piece
(pp- 3ff.), describing how Weber’s work was handled after his death and why
he is now more popular than ever in the USA (and China).

Jonas Schiitzeneder also refers to Siegfried Weischenberg’s dissertation in his
piece (pp. 16ff.). While sports journalists were still considered climbers in 1976,
their field has changed significantly in recent years. These climbers have become
impeded in their work, not least due to the behavior of certain top soccer clubs.

In her piece »The flood of refugees in our heads,« (pp. 29ff.) Carolin Fischer
investigates how metaphors used by the media influenced the discourse during
the so-called refugee crisis of 2015.
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A child to save the world: This narrative is better read as a horror scenario of
the climate catastrophe. In their essay (pp. 46ft.), Friederike Herrmann and Ilka
Quindeau explain how the reporting on Greta Thunberg provides a distraction
from climate change and those responsible for it.

You are welcome to leave comments directly under each paper, essay, and debate
piece, or send us an email at redaktion@journalistik.online. We are also always
pleased to receive ideas for topics, manuscripts, and critique. Academia would be
nothing without debate.

And why not follow Journalism Research on Facebook: https://www.facebook.
com/journalistik.online/.
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Research Paper

Siegfried Weischenberg
Max Weber and the age of Trump

On the relevance and topicality of the sociologist and media
researcher on the 100th anniversary of his death

Abstract: He has been called one of the greatest Germans of all time, the most
important social scientist ever, a significant source of inspiration and irrita-
tion in attempts to observe and describe modern society. Even today, exactly
100 years after his death, his works are respected all over the world. In both
the USA and China, The Protestant Ethic in particular — a holistic attempt to
analyze the driving forces of American society that has never been equaled
to this day — has lost none of its influence. Max Weber was a scholar of every
field, following meticulous (empirical) studies with profound publications
on national economics, legal and religious history, politics, music, the mass
media, and much more. Yet the international career of the >bourgeois Marx«
did not really begin to take off until after his premature death in 1920. Ini-
tially, it was his wife who boosted his fame with clever publication manage-
ment and networking. Today, a host of Weber researchers in many countries
are working to decrypt his work — much of which remains a mystery. Weber
undoubtedly left behind numerous short and snappy terms, categories, and
quotes. But, even after multiple volumes of the enormous Max-Weber-Gesamt-
ausgabe [collected works; hereinafter referred to as MWG]|, much of what he
meant is still unclear. And thus, the >disenchanter< remains our companion
in this new century. This certainly applies to his work on media and journa-
lism. He was one of the first to recognize how important they are in the 2oth
Century. The observation strategies and categories he used to research them
are just as relevant and topical today, in the age of Trump, mediatization, and
communicative penetration.
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Who was Max Weber?

When Max Weber died aged 56 on June 14, 1920, exactly 100 years ago, from the
effects of Spanish flu, he left three >widows.< One was his wife, his first cousin
once removed, with whom he lived in a kind of comradeship marriage. Then
there was his much-younger lover Mina Tobler, a Swiss pianist whom he used to
meet in Heidelberg for >musical studies«< in the broadest sense. Finally, there was
Else Jaffé-von Richthofen, his former doctoral student, the wife of a colleague
and for many years also the lover of his brother, the sociologist Alfred Weber. She
was the love of Max Weber’s life, spending the last years of his life with him in a
relationship described by his biographers as »deep« and »ecstatic«.

Weber’s private life was almost as complicated as his erratic works, which are
all but impossible to tackle bibliographically even in the exhaustive MWG. After
around four decades of work, completion of its publication in 47 volumes is now
slated for 2020, one hundred years after his death. Almost all the original editors
have passed away in the meantime. Incidentally, the blue volumes of the MWG
are similar in appearance to the collected works of Marx-Engels (MEW), alt-
hough significantly more expensive.

This grandiose project is dedicated to a man full of contradictions. Max Weber
was a person at odds with himself: on the one hand, an academic titan and altru-
istic natural leader, unusually intelligent, sensible and unpretentious; on the
other, an egocentric polemicist, chronic know-it-all and touchy nitpicker. He
was as fascinating as he was irritating — a statement that applies to the person as
much as the works he left behind.

At the end of the Imperial Era, the philosopher Karl Jaspers even proposed him
for the office of Imperial President. Friedrich Ebert (1871-1925), who was later
elected the first President of the Republic by the National Assembly in Weimar
in 1919, died five years later than Max Weber. Their graves at the Bergfriedhof
cemetery in Heidelberg are just a stone’s throw apart. The first Federal President
Theodor Heuss (1884-1963) was also an admirer of Weber, as is seen from various
obituaries and recollections he wrote of the sociologist, whom he had met as a
young man. Shortly after Weber’s death, he characterized him as brilliant, yet
immoderate.

In his youth, Weber was a chubby, beer-drinking, cigar-smoking student who
liked to duel. His values and feelings were stuck firmly in the 19th Century. Yet
his thinking was modern, as is seen, for example, in his advocacy of the rights of
women.

As a young adult, it did not take long for Max Weber to be appointed a pro-
fessor. Following a serious illness, he became a bundle of nerves, quickly forced
to give up his position at the university for health reasons and be supported by
his wealthy wife. For a long time, the renowned yet idiosyncratic private scholar
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seemed unable to succeed at anything — but he then managed to work his way
up to become the hero of young German sociology, a highly coveted speaker and
publicist. Finally, he found the role of extra-marital lover and briefly took on a
professorship in Munich, before pneumonia brought his life to a quick and pre-
mature end.

In academia, he remained a (highly respected) outsider — something that no
longer appears to exist today. The vanity that afflicts many professors seems
to have passed him by — as did his professorial colleagues. Many of them were
»canailles,« he wrote in a letter to another academic. Likable and only too justi-
fied was his early warning against escalating bureaucracy, which he said created
the »enclosure of bondage« of which he often spoke in various contexts.

Another reason that Weber was so admired by his contemporaries was his
refusal to assimilate — at all, ever — in difficult times and under complicated
circumstances. It is inconceivable that he would have behaved in such a coward-
ly way as the Republican Congressmen in the impeachment trial of Donald J.
Trump. Weber never shied away from conflict, although he did occasionally go
too far. He was not full of bravado — unlike so many intellectuals, whom he atta-
cked as »literary men« and bestowed with verbal injuries such as »phrase thres-
her,« »painted plebeian,« and »inkwell romantic.«

Again and again, he put all his strength into defending the honor of other
people, reported his widow in her Weber biography (Marianne Weber 1926). His
second biographer, Karl Jaspers (1958), also highlighted the altruistic traits of
the hero of his early years: before the war as an academic and during the war as a
gallant provider. He highlighted a constant fight for justice as the general moti-
vation behind his actions.

There is now an overwhelming amount of Weber literature — an estimated
more than five thousand English-language publications about him and his
works. >Weber researcher< has become a full-time job. With his catchy phrases,
Max Weber even appears in television series such as The West Wing (starring Mar-
tin Sheen as the American President) and in the hit German carnival song »Ich
bin so froh, dass ich nicht evangelisch bin« [’'m so glad I'm not a protestant] by
Jirgen Becker (Mitter-nachtsspitzen) — effectively an abridged version of his
study The Protestant Ethic and the Spirit of Capitalism.

The Protestant Ethic - (perhaps) Weber's greatest hit

Max Weber’s analyses of the emerging modern society (including all his errors)
continue to have an effect to this day. One could wish for an observer who could
observe and describe »our postmodern modern age« (Welsch 1993) with a simi-

larly sharp eye. He had a kind of love-hate relationship with modern society. On
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the one hand, he was clear in registering its high cost for the individual. On the
other, he was fascinated by the new world that was emerging before his eyes, just
as he was fascinated by the New World that he got to know on a five-month jour-
ney all over the USA in fall 1904. By then, he had already largely completed his
influential study The Protestant Ethic, aimed at North America.

Its theme is one that was to become famous as the >Weber hypothesis,< has
always remained as topical as it is controversial, and secured constant attention
for Weber, especially in the USA: the close connection between Protestantism and
capitalism, indeed capitalism’s unleashing through the power of the religion.
The strongly Calvinist lifestyle of >austere Protestantism< had, claimed Weber in
this essay, had a defining influence on the professional and economic attitudes of
the actors.

Max Weber originally published his essay on The Protestant Ethic in 1904 and
1905, immediately attracting enormous attention and provoking some strong
reactions. These in turn caused him to write four detailed »anti-reviews« — furi-
ous attacks that were published from 1907 in various volumes of the Archiv fiir
Sozialwissenschaft und Sozialpolitik [Archive for Social Sciences and Social Poli-
cy).

Religious influence as a central driving force of capitalism is a plausible,
attractive yet bold hypothesis that is now doubted by many economists in parti-
cular. The starting point for the study was the question of how the idea had come
about that man must fulfil his professional duty. Weber — who described himself
as a religiously »unmusical« Protestant — argued that it was through religious
passion that capitalism originally gained its permanence. Then, however, the
care for external goods proved an »iron cage« — his famous metaphor for the
consequences of the possessive urge in capitalism for the lifestyle of the indivi-
dual, which he presented at the end of his study.

Even more than a hundred years after its publication, unbelieving observers
of modern American society, with its mixture of unbridled acquisitiveness and
rampant bigotry, should look to this work. It contains explanations on the »spi-
rit of capitalism,« which can help to understand what is happening in the age of
Trump.

The current presidential election campaign is further proof of the extreme way
in which religion is ingrained in America’s DNA. It is a high mass of professions
of faith from everyone involved. Almost two hundred years after the death of
Founding Father Thomas Jefferson, the country is ruled by bigots like no other
Western-style democracy. Jefferson, on the other hand, was a man of the Enlight-
enment, certainly a kind of agnostic, who brilliantly advocated a strict separation
of church and state his entire life.

Today, the idea of an atheist being a candidate for president in this coun-
try — 40 percent of whose population still espouses creationism more than
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150 years after Charles Darwin — is all but unimaginable. Weber’s program of
disenchantment did not take off there. Even well-known television presenters
like Chris Cuomo (CNN) barely miss an opportunity to publicly state that they
are »men of faith.« Of course, the fanatical capitalist Trump also knows that his
chances of election would fall if he accused the strictly religious Nancy Pelosi,
Speaker of the House of Representatives, and Mitt Romney, his sworn enemy in
the Republican Party, of religious hypocrisy, or even went on to admit that his
own religiosity knows only one god: himself. The chronic dealmaker worships
money and success and, at least in this context, acts on earth in line with the
logic of The Protestant Ethic, which Max Weber described so lucidly in his day.
Trump follows the postulate of asceticism incorporated into the work only in
respect to alcohol and tobacco...

In the words of sociologist and Weber researcher Dirk Kaesler (2006), The
Protestant Ethic means the start of one of the »grand narratives.« With its help,
he claims, people all over the world have tried to make sense of their history and
their future. This narrative of the »affinity« between Protestantism and capita-
lism is effectively the counter-hypothesis to Karl Marx’ grand narrative of the
rise and inevitable fall of capitalism. It has also attracted attention elsewhere:
For decades, Max Weber has been a key point of reference for discourse about
China’s unique path to capitalist communism. His work The Protestant Ethic
even topped the non-fiction bestseller list in China in 2006.

The clear-up and the >Weber renaissance«

Marianne Weber (1870-1954) outlived her husband by more than three decades.
Immediately after his death, she began work on the Herculean task of sorting
through his academic legacy and securing his posthumous reputation. The
first step was to compile his writings into his magnum opus Economy and Society,
which was dismantled into its original parts again in the MWG. Everything else
also turned out to be a mammoth undertaking — one that has continued to pre-
sent those left behind with mysteries and an enormous amount of clean-up work
for almost a hundred years: first his widow, then his disciples and >heirs,« who are
working to decrypt his »disenchantment of the world« to this day. It all leads to
plenty of conflict about what Weber really meant.

The first disputes are triggered by the question of where to place Weber, who
was a trained lawyer, a Professor of Economics, an economic and religious histo-
rian, a nestor of sociology, and a mentor in journalism and communication stu-
dies. It is almost impossible to put him into a single category. Even his contem-
poraries were unsure about which part of his character held the upper hand — his
tendency to be heroic, one-sided, brusque and unforgiving, or the democratic,
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humane, tolerant, mediating and impartial side? There is plenty of evidence of
both.

Six years after her husband’s death, Marianne Weber submitted the unwieldy
tome Max Weber: A Biography, which was considered the standard work on the
sociologist for many years and was revised again shortly before her death. Mina
Tobler (1880-1967) and Else Jaffé (1874-1973) were guests of honor in Heidelberg in
April 1964, when the German Sociological Association (GSA) held its now-legen-
dary 15th Sociology Day in Weber’s honor to celebrate his 10oth birthday. Just
as at the first Sociology Day in Frankfurt in 1910, the central themes were value
freedom and critique of capitalism — in advance of the student movement. Its
stars included Talcott Parsons, Raymond Aron, Herbert Marcuse and Theodor
W. Adorno, while a young Jiirgen Habermas attracted attention with a rather un-
objective discussion piece.

At this time, Weber’s star had not yet truly risen — despite decades of dedica-
tion from his widow and numerous eulogies to both the person and his work.
His laudators included not only academics like Jaspers, but also Theodor Heuss
and Konrad Adenauer — the central German politicians of the post-Second World
War era.

With the maverick academic, failed politician, and temporary publicist having
long been more of a secret of the academic community, it was not until the 1970s
that akind of Weber renaissance emerged, combined with a popularization of his
works. Today, it seems as though no superlative is big enough for him. He is con-
sidered by some to be the greatest German of all time, and certainly a »German
genius« (Watson 2010). These are dimensions in which only Donald J. Trump is
praised today — largely by himself.

Perhaps Max Weber really was one of the last polymaths. The enormous range
of topics to which he turned his hand in his short life, which was blighted by ill-
ness again and again, extends from ancient agricultural structures to the trading
companies of the Middle Ages and the farm workers east of the Elbe, from the
religious roots of capitalism and the connection between business and society to
the manifestations of journalism and the press.

In the years before his death, he even contributed his much-quoted lectures on
science and politics as a vocation to the stock of central texts. In Politics as a Voca-
tion, he appealed for understanding of the difficulties that serious journalistic
work faces, differentiating between ethics of ideology and ethics of responsibili-
ty to present categories on which moral discourses (not only) on political actions
chafe to this day. When he appeared in front of students in Munich at the time,
eye-witnesses were fascinated by the »aura of an Old Testament prophet« that
surrounded him as he spoke without notes.

To this day, none of his biographers has truly succeeded in making sense of
this Max Weber and his work, although the most recent attempts, published in
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the year of his 150th birthday, are certainly impressive (Kaesler 2014, Kaube 2014).
Another enormous tome puts all its eggs in one basket: suppressed sexuality in
an unsatisfied marriage (Radkau 2005).

Some of what Weber wrote and said is almost public property today — available
to be quoted at any opportunity and especially popular with politicians (such as
Helmut Schmidt). Various of his lucid neologisms and formulations have now
gained hit status: ideal type, ethics of responsibility, charisma, the tough boards
a political has to drill through, »with both passion and good judgment,« and,
above all, the »disenchantment of the world«.

Thespress enquiry« - the failed large-scale project

The famous disenchantment formula — as a basic diagnosis and perspective of
his sociology — can also be applied to Weber’s proposals for a »media sociology,«
which are contained in the »press enquiry« project presented at the First German
Sociology Day in 1910. At the time, and afterwards, sociology and later communi-
cation sciences missed a golden opportunity: By standing on the shoulders of this
giant, it would have been possible to gain early foresight into the media society of
our time and even the toxic public communication in the age of Trump. After all,
the questions formulated by Weber describe largely exhaustively the academic
access to processes of self-observation in society with the help of media and jour-
nalism; they appear compatible with the postmodern consciousness of paradoxes
of the mass media, like perversions of social media.

But the relevant subjects showed — at least on this topic — their impotence at
the time and then proved ignorant of theory-led empirical investigation of media
and journalism. Weber’s plan for this kind of investigation was then forgotten
for along time, before a few social scientists and communication scientists retur-
ned to it.

In those months before the Sociology Day, the press enquiry was the top priori-
ty for Weber, as his many letters on the topic show. He looked for staff and finan-
cial support, as the undertaking would not only involve a great deal of work, but
also be very expensive. On October 20, 1910, he presented his »business report«
with a host of specific research questions — on topics as diverse as media and
publicity, media economics, features of media actors, an international compa-
rison of media and journalism systems, and journalistic practice (in particular
news collection and selection. If one organizes these research questions (2o in all)
and translates them into modern terminology, it is clear that only a few are speci-
fic to that time: They appear universal and topical even today.

The significance of this research plan, which has almost the dimensions of a
special research field and was therefore described by Weber biographer Joachim
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Radkau as a »stillbirth,« is now considered of a very high level from a specialist
point of view. It is also worth noting that Weber is counted among the most
important references for empirical media research in the USA.

However, it was not until more than 20 years after the conference in Frank-
furt, and more than 10 years after his death, that Weber’s questions were gradu-
ally worked through by the relevant academic discipline. In fact, they were first
addressed by communication research in North America, especially by resear-
chers with European roots (including Lewin and Lazarsfeld).

The planned study was a »disenchantment program« directed at »rationali-
zed,« even then in part already »Taylorized« journalism: its social function and
its economic conditions, its procedures, roles and consequences — and all the
associated paradoxes that characterize journalism (Pérksen/Loosen/Scholl 2008).

The media sociologist and his legacy

Opinions in the literature vary as to why the ambitious undertaking ultimately
failed. The authors can at least agree that Weber’s pyrrhic victory in the »war of the
Heidelberg professors« played an important role. His then fight against the protec-
tion of sources and his destruction of the journalism studies professor Adolf Koch
had lost his project the support of the German press and journalists. It was ultima-
tely Weber’s small (legal) battles that caused that great war to be lost.

All that ultimately remained of Weber’s plan was a small survey of editors, in
which the completed questionnaires disappeared, and a few dissertations — and
more or less clear traces in various empirical studies, some of which were only
conducted decades later. In recent years, specific research projects have been
dedicated to these traces.

Meanwhile, his focus on the mass media proved to be merely a temporary
episode. In this topic, too, there was a long delay between Weber’s activities and
their reception by the relevant academic field. It was not until the 1950s that com-
munication studies began to become interested in Weber’s research ideas, which
he had presented in Frankfurt and on which he had concentrated with great
dedication for a long time. The field had finally seen that Weber was suitable as a
reference in the field, which had never enjoyed a particularly distinguished repu-
tation. First Fritz Eberhard and Elisabeth Noelle-Neumann, then later Hanno
Hardt and Arnulf Kutsch, drew attention to the fact that, as part of his inspiring
efforts to establish sociology as a new academic discipline, Max Weber had made
sustained appeals to target the mass media, which had been emerging since the
19th Century, and its actors — namely the journalists.

It is now clear that, over the decades, Weber as a media sociologist had a wide-
ranging influence in both the theory and empirical investigation of media and
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journalism. Some of this effect has been direct, such as when his questions, cate-
gories or terms (e.g. ideal type, charisma, ethics of responsibility) are picked up
on and his (internationally) comparative methodological access is adopted. Yet
he has also had an indirect influence — for example via the detour of reference
to social theorists, many of whom refer back to Weber themselves a great deal.
Examples such as Habermas, Luhmann, and Bourdieu show how this manifests
itself in current theory debates in communication science — for instance in the
discourse about system/actor constellations in journalism research (Weischen-
berg 2012, 2014).

In 1930, a decade after Weber’s death and two decades after the presentation of
his press project, the 7th German Sociology Day in Berlin, which was dedicated
to him, looked at the topic of »press and public life.« It was another remarkable
event, held shortly before the National Socialists came to power in Germany.
In the discussion, Carl Schmitt, its intellectual pioneer, presented his radical
conservative concept of press freedom as a »polemic term.« Ferdinand Ténnies,
Chair of the DGS since its foundation, triggered anger among the academics
present, including Emil Dovifat, by calling their subject »chicken science« — a
pejorative name that has stuck.

Was Max Weber a journalist (too)?

The wide range of efforts to identify Max Weber also includes the search for ans-
wers to the question of whether he was (also) a journalist. There is no doubt that
he repeatedly published work in journalistic media for a time, for example in his
favored paper the Frankfurter Zeitung (1915-1919), the Miinchener Neueste Nachrichten
(1916/1917), the Berliner Birsen-Zeitung (1919), and, very early on, the Allgemeine Zei-
tung Miinchen (1898). It is also true to say that he was interested in the media and
journalism his whole life and that there were diverse links. As both an academic
and a publisher, he certainly possessed a rare combination of theoretical and
practical skills.

Yet it is doubtful whether it is really possible to talk of Weber as having had
a media career, as is sometimes claimed. He himself did not see >journalist< as
even a peripheral part of his career. Unlike Karl Biicher, who was a member of
the staff for several years, he did not work in the editorial office of the Frank-
furter Zeitung. Weber did spend a few weeks in the offices of the paper in late
November 1918 — not as a journalist, but as a political advisor. It was during
this time that he produced various newspaper articles on Germany’s future sys-
tem of government.

As early as May/June 1917, he had published a four-part series of articles about
»parliament and government in Germany’s new order« in the Frankfurter Zei-
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tung. His widow later reported that Max Weber considered a new career shortly
before his death and could have imagined working for a newspaper — a change of
heart that probably had less to do with serious (late) career planning and more to
do with acute frustration with his disliked role as a university lecturer, which he
had recently resumed following a break of many years.

However, especially when he gave his opinion on current political issues,
Weber did have a certain affinity with the newspaper article as a genre. Yet in
these articles in particular, even though he simulates journalism, he proves to
be someone who observes from the perspective of an academic — as many media
professors today tend to do when they are attracted to public media. There is no
doubt that Weber rises to the »challenge of the day« — at least thematically — in
his topical pieces, thus meeting editorial expectations. Yet his structure is often
closer to that of the speaking style of a lecture, rather than adhering to the rules
of the journalistic genre; the style has the emotion of an editorial and is certainly
anything but free from value judgments. His newspaper articles are examples of
the zeitgeist from which Weber operated in public at the time (Hufnagel 1971).

The angry »scientist of reality«

Max Weber was a self-proclaimed »scientist of reality.« His research accommo-
dated »reality« — at least to the extent that it attempted to empirically record
and describe its complexity from different observation perspectives. Initially,
he always focused on (modern) society and investigated the consequences of its
peculiarities. This was done in such an original, yet often erratic, way that many
of Weber’s followers after his death believed that they could pick out anything
imaginable from his work and make it their own. This, too, demonstrates the
suggestive power of his ideas — on the history of religions, on the emergence of
capitalism, on power and sovereignty, on rationalization, bureaucracy and the
existence of social institutions, and all in all on the disenchantment of the world
(through science). Indeed, he was the first to recognize the importance of invol-
ving the emerging mass media as an influencing variable and investigating its
features and effects.

Weber allowed himself, even in public, something very rare: anger. He had the
courage of his convictions — something that he proved both as an academic (such
as in promoting Jewish academics against strong opposition) and as a political
publicist. He stood up for his opinion on almost every issue and at almost every
opportunity — often as a creative thinker and at times right to the extreme of
legal dispute. His method was simple: The trained lawyer insulted people up
until the point at which they took him to court — where he would then come up
trumps. Admittedly, this method did not work with Kaiser Wilhelm II, whom he
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particularly hated and who simply ignored his attacks.

Weber, the »institutionalist« (Pottker 2019), would have observed attentively
and fought with all his polemic means Donald J. Trump’s destruction of the soci-
al institutions in the USA that support integration and sustainability in society.
Trump’s »war against the media« was the first and most striking attempt at
de-institutionalization at every level. Since then, he has attempted to take the
wheels off the justice system in particular.

Somewhat late, but no less brilliantly, Max Weber has become a topic for topi-
cal media and its journalists. There is no comprehensive systematic research into
this, either. But it is noticeable that Weber’s work is often turned to when labels
are needed for something complex or a flame is to be ignited — both in Germany
and elsewhere. Max Weber has thus become a topic for a broad public over the
last two decades. Not only have popular media popularized the person and his
works — even specialist colleagues are interested in Weber as a person, however
compartmentalized and insignificant the events to be presented are.

In the 1980s, few journalists in the USA would have heard of the name Weber.
But his reputation soon exploded in the media — admittedly strictly within the
mechanisms of journalism, which makes journalism out of everything. A quali-
tative analysis of sources from the years 1998 to 2000 shows how Weber’s theore-
tical considerations and categories were presented in a way that was so accessible
to the public that the sociologist suddenly became a kind of icon. Like all media
icons, he paid the price of his ideas being alienated, abbreviated, twisted, and
even instrumentalized for other people’s persuasive purposes. The liberal use of
Weber’s categories in the media is shown in particular by the terms »Protestant
ethic,« »iron cage,« »bureaucratization,« and »charisma« (Sica 2004).

In terms of dealing with media and journalism in a normative way, the poten-
tial of Weber’s differentiation between the ethics of ideology and responsibility
demonstrates how topical Weber is. This differentiation can be made plausible
using the example of investigative journalism, in which the actors’ behavior is
generally guided by an orientation that is rational and based on the ethics of
responsibility. If the aim is to achieve a »good objective« using specific — possi-
bly questionable — means (such as the clarification of defects or misdemeanors in
the political system), value-rational, ideological-ethical principles are put on the
back burner during research.

A sentence from the declaration of principle that Max Weber made in Frank-
furt on the function of the mass media is more fitting than ever in the age of the
»media crisis and media war« (Weischenberg 2018) — and in these times, in the
USA even more than in Europe: »Imagine that the press were gone; what would
modern life be without the kind of publicity that the press creates« (Weber 1911)
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Self-image and prospects of German sports journalists

Abstract: Sports journalism and those involved in it face an enormous challen-
ge: Demand for and interest in top-level sport remains consistently high, yet
competition is growing, not least from sports clubs who now offer their own
media services. What impact is this technically driven, emotionally charged
environment having on the work of sports journalists? From a representative
pool of 1,200 German sports journalists, 195 responded to an online survey.
The results clearly reflect a pessimistic view of the future: More than two
thirds of those surveyed state that the increasing amount of content from
clubs’ press offices represents a danger to their own editorial office. In additi-
on, more than half find that the press offices impede their own access to play-
ers, managers and other officers, especially in professional soccer. Numerous
studies have already been conducted into the role concepts and self-image of
sports journalists. Starting from Weischenberg’s dissertation (1976), which
placed them as »outsiders« in editorial offices, they then moved on to become
»climbers« (Gorner 1995) or even »top stars of the media sector« (Schaffrath
2002). Based on these findings, this paper comes to the conclusion that sports
journalists are among those impeded by the economically driven system of
top-level sport.

»Sport successfully fits into the algorithm of leisure, consumption, and mass
communication like almost no other mass phenomenon,« writes Schimany
(2000: 398). Twenty years on, sport remains hugely significant in modern society.
Our society is determined by economics, optimized, and constantly looking for
improvement. This in itself is a key reason for sport’s enormous popularity: »In
asociety in which predictability and risk minimization are achieved through the
formation of structures, sporting competitions gain enormous entertainment
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value for the viewing masses, as they provide an artificial way to experience exci-
tement« (Bette, 2011: 20). All this is made possible by media coverage of top-level
sport. In Germany, soccer matches have dominated television viewing figures
for many years. The ten most-watched television broadcasts in German history
have all been soccer matches (cf. AGF 2019). Top of the list is the 2014 World Cup
final (Germany vs. Argentina), which was watched by 34.6 million people (not
including public screenings, pubs etc.). Numerous other matches, mostly of the
German national team, are followed in the ranking by an episode of medical
drama Schwarzwaldklinik (ZDF 198s) — the only fictional program to achieve simi-
lar viewing figures, with around 28 million viewers.

The effect of sports media, the use behavior of sports fans and the content of
sports journalism have been examined often and from various points of view (cf.
Wiske 2018: 122). Looking at the stakeholder level and the work, attitude, and chal-
lenges of sports journalists, the academic scope and concrete results were sobering
for a long time (cf. Schaffrath 2011). However, new approaches and findings have
arisen over the last few years. This paper therefore intends to pick up from this
point and provide further inspiration on the work and environment of sports
journalism. First, it outlines academic findings on the self-image and role concept
of sports journalism, before developing further research questions. These are then
investigated using a quantitative online survey of German sports journalists.

How the professional image of sports journalists has changed

A brief outline of research conducted into role concepts and self-image in sports
journalism show that, for a long time, the main findings lay in Weischenberg’s
dissertation (1976). In it, he uses a qualitative survey to locate the sports jour-
nalists as »outsiders of the editorial office.« The focus was therefore more on
the content than their activities. Many have voiced the criticism that, although
a professional approach is taken to sports journalism, the reporting produced
tends to be more superficial and entertainment-oriented (cf. Lerch 1989; Loosen
2008; Bernhart 2009). The sports journalists were very aware of this and, at the
time, were motivated in their activities by the opportunity to follow their own
hobby and the characteristics of top-level sport up close (cf. Nause 1988). The
attractiveness of sports journalism as a profession rose in line with the develop-
ment of top-level sport. In an extensive survey with almost 2,000 participants,
Gorner (1995) showed that sports journalists had transformed from outsiders to
climbers. The sports department had a more positive image in newspapers and
on the radio, and was used by many as a springboard to higher positions. At the
same time, parts of the study also confirmed the criticism of the content. The
majority of those surveyed stated that they see their own role as more that of an
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entertainer than of a critic or observer (cf. ibid.: 162ff.). In relation to the outsi-
ders and climbers described, Schaffrath (2002) later made the sports journalists
the »top stars« of the media sector, based on television journalists’ growing
fame and own marketing options. This was followed by studies by Bélz (2013)
and Helm (2013), which used observation and surveys to add value in terms of the
organizational structures in sports editorial offices in particular. With regard to
the role concept, earlier studies were once again corroborated here. Postel recent-
ly brought out a detailed working paper entitled »Between fan reporters and
spoil sports,« published by the Otto Brenner Stiftung. This stock-take of current
sports journalists closes with the finding that, especially in a time of maximum
economization and rising protests from fans against these developments, criti-
cal, constructive sports journalism and awareness among the actors is essential
(cf. Postel, 2018: 52).

Further clarification comes from the question of which constellation the actors
in sports journalism find themselves in. They are producers of journalistic con-
tent and thus to be pinpointed as intermediaries between top athletes — i.e. sup-
pliers of information or competition performance — and publishing houses. The
publishing houses, on the other hand, must be defined as the commissioners and
funders of journalistic content. This strict distinction between media (companies)
and journalism (cf. Altmeppen 2006: 201) is essential for a clear division of roles
and the self-image of the actors. Media companies have long been professional
economic actors. Their profits come from a business that buys and sells journalistic
content. The media product of a newspaper is generally a combination of journalis-
tic texts and advertising (cf. ibid.). While journalism has a duty to society in terms
of democratic functions, companies’ advertising space offers an opportunity to
communicate their own messages in unfiltered form, outside journalistic classifi-
cation (cf. Altmeppen & Bracker 2017: 245f.). However, the increasing competition
and growing economic pressure is also having an increasing influence on the work
of journalists. Chief editors from various media companies, independently of one
another, recently demanded that journalists should be more involved in publi-
shing houses’ funding concepts — or at least contribute their thoughts (cf. Bonisch
2019; Fenske 2019). This discussion related to every section, however.

The most important recent figures on sports journalists come from a dis-
sertation by Wiske (2017). In it, the author uses a representative survey of more
than 1,000 sports journalists in Germany to demonstrate both sociodemographic
trends and analytical systematizations. Firstly, according to Wiske’s study, sports
journalists in Germany are 48 years old on average, usually hold permanent con-
tracts (63%), are usually university graduates (54.1%), and are most commonly
employed by a newspaper (41%). Sports journalism remains dominated by men,
with just 9.5% of respondents being women. Earlier surveys by Gorner and Helm
are thus largely corroborated in this regard.
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Table 1
Sociodemographic features of sports journalists in studies by
Gorner, Helm, and Wiske

Features of those surveyed GOLn:r,IgI;;Sl He:‘m= [122201 W|;k=e1(§325]
Mean age 38 48 48
Percentage of women 6,3 % 11,5% 9,5%
Permanently employed 50,6 % 70,9 % 62,8%
Employed by newspaper 56,7 % 392 % 1%
University graduate 34,4 % 46,2 % 54,1%
Traineeship 63,1 % 71,6 % 67,1%

In a more extensive systematization, Wiske uses her findings to put the sports
journalists into clusters based on an image model (Wiske 2017: 255). This results in
three groups: elite, established and outsiders. The elite group comprises the tele-
vision and online sports journalists, who tend to be younger than their colleagues
and generally more satisfied with their position. Their colleagues from newspapers,
radio and agencies are classified in the established group. Lastly, the newspaper
journalists in the sports section are in the outsiders group. They are significantly
more skeptical regarding their choice of profession and see failings in the cross-
media implementation of key developments.

In addition to the academic studies mentioned, practitioners have also increa-
singly spoken up in recent years, critically examining the developments in sports
journalism. One example is a report by the Bavarian Association of Journalists
(BJV), which, in one of its focuses, uses various examples to draw the conclusion
that sports journalists increasingly find themselves stuck »between attraction
and risk« and »on the sidelines« both in terms of career opportunities and wor-
king conditions (BJV 201y).

These trends could be seen as a template for our own access to this field of
research, which is to focus more strongly on the environment and prospects of
sports journalists. In addition, the plan is to distinguish whether the starting
position of those surveyed is also linked to the type of sport they report on most,
which has not been covered in this form in data collection up to now.

Research questions and method
In order to investigate the findings of various studies described above and to deve-
lop new results focusing on role concept, environment and prospects, this survey

was guided by the following research questions (RQ.):
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RQ:: Can the sociodemographic features from earlier studies (particularly
Wiske, Helm, and Gorner) be confirmed in this form?

RQz: How do those surveyed see their role on the tightrope between sports
journalism and sports communication?

RQ3: How do they see and assess the consequences of the increasingly
professional press offices of professional clubs?

RQ4: Do the processes and options for sports journalists differ depending on the
sport and league?

The instrument used for the investigation was a quantitative online survey. Accor-
ding to Scheufele and Engelmann, this is a method »in which a large number of
people are surveyed systematically, i.e. in line with rules defined in advance, on fea-
tures that are relevant from a social or communication science point of view — for
example their media use — and then provide their own responses on these features«
(Scheufele/Engelmann 2009: 119). In order to achieve a sample of subjects that is
as representative as possible, pools were first formed based on employer and then
adjusted to achieve the correct proportions based on the data from Wiske’s data pool
(2017). It had been decided in advance that the basic population would consist of
those that regularly produce and publish sports journalism content for a German
medium in the form of (print and/or online) texts, moving images, and/or audio.
The Association of German Sports Journalists (VDS) estimates this population to be
around 4,000 people. This population was also used as the base in the aforementio-
ned study by Wiske.

In it, 41 percent of the 1,006 people surveyed were employed by a newspaper,
while 20.2 percent worked in television and 13.6 for an online service. These were
followed by magazines (12.6%), agencies (7.1%), and radio (5.6%). For feasibility
reasons, the pool here was initially limited to 1,200 sports journalists for German
media services. Via the editorial offices and telephone contacts, the potential par-
ticipants in the survey were then compiled and noted as lists (1,000 precisely by his
distribution, another 200 selected at random from the VDS-Datenbank Freie Sport-
journalisten [Database of Freelance Sports Journalists], in order to reflect the esti-
mated proportion of 15-20%. The resulting sample thus comprised the following
+ 400 newspaper journalists (regional and national)

+ 120 magazine journalists
+ 140 online journalists

» 6oradio journalists

+ 200 TV journalists
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These were joined by the direct contact to news agencies dpa (sports editorial
office) and sid (sports information service) (combined share of total pool: 7%).
The participants from this pool were then contacted via email and asked to take
part. At the end of the survey period (November 2017), 195 fully completed and
usable questionnaires had been received (return rate 16%). In view of various test
samples, this sample was implemented in as much detail as possible in terms of
economy and results. The results also show that the population compiled and the
ultimate sample are very close to the results of earlier studies.

Results

The subjects are a little over 38 years old on average, and 89 percent of them are
male. In the question of their position in the company, the subjects could choo-
se between trainee, freelance, freelance with contract, permanent contract and
managerial position. Almost half of all those surveyed are not in permanent
employment; 26.3 percent are freelancers and 22.2 percent are freelancers with
contracts. This is compared to 51 percent who are permanently employed — preci-
sely the same proportion as was found in the study by Helm (2010). Among those
permanently employed, 6.7 percent are trainees, 11.3 percent in managerial posi-
tions, and the majority, with 33.5 percent, in a »normal« permanent position.
Over a quarter (26%) work for a public service provider. If one compares these
positions with the gender of those surveyed, there is only one noticeable diffe-
rence: All 22 subjects who state that they hold a managerial position are male.
Among the women (n=22), most are in permanent employment (n=8) or freelan-
cers with contracts (n=6).

The questions regarding the conditions and external influencing factors
under which the subjects work on a daily basis confirm the presence of new chal-
lenges and the image of a transformation of the production conditions in sports
journalism.

Newspapers, television channels and online portals have long been joined by
other competitors in the publication of entertaining, critical or background con-
tent in the sports sector. More and more clubs and associations are using strategic
communication to attempt to attract an audience of sports fans. Those surveyed are
concerned about this development, with more than two thirds agreeing strongly
or somewhat that clubs’ own services represent a danger to the success of their own
editorial offices. Despite this, they like to make use of social media channels and
press releases, seeing these as useful in their everyday work (71% agree strongly/
somewhat).

However, as a large majority emphasizes, this does not replace their own
research. There is no doubt that contact and good connections to a club’s press
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office are extremely important, especially when reporting on the major leagues:
the soccer Bundesliga, ice hockey (DEL), basketball (BBL), and handball (HBL).
Just 17 percent of those surveyed stated that they never have contact with the press
spokespeople or PR departments of the aforementioned leagues. Those who do
have contact give a mixed assessment of this collaboration. Slightly more than half
of those surveyed (52%) find that press spokespeople are increasingly preventing
access to players, coaches and those responsible, thus making their work in sports
reporting more difficult. To some extent, these results corroborate those of a 2014
study by Grimmer entitled Cooperation or control?, which used surveys to find
that the balance of power in professional sport (especially soccer) is shifting ever
more towards the press spokespeople (cf. Grimmer, 2014: 260). This represents a
new facet of the attribution of roles among sports journalists within their system
of professional sport. Based on Weischenberg’s outsiders (1976) and Gorner’s clim-
bers (1995), in 2019 one could speak of the impeded — sports journalists who, in the
increasingly economically driven conflict of priorities between sports journalism
and sports PR, note with frustration that the audience, faced with such a large
number of services, has become less loyal and the clubs increasingly use their own
channels to bypass journalism as critics, observers and gatekeepers.

Figure 1

Way of working, research and self-reflection among sports jour-
nalists (N=195)
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This description can be interpreted both as the central finding of the study and
as the main problem facing sports journalists in Germany. The various points can
be explained in more detail and illustrated using the results shown below:

+ The economization of sport has led to a transformation in its significance.
Actors from within the system act less from the point of view of sporting com-
petition (fair play dispute about the result), and more in terms of economic
competition (highest possible budget, internationalization of the brand and
sponsoring). In order to increase the value of their own brand, clubs are ram-
ping up active club communication and putting sports journalism under pres-
sure with these services. This applies particularly to soccer.

+ Sports journalists’ frustration is seen in this study largely in the fact that it
is increasingly the clubs, not the editorial offices, that dominate the topics,
interviewees and general discourse about top-level sport.

+ Alook at the audience confirms this. Media use among sports fans is becoming
increasingly heterogeneous and digital. This results in significant drops in
print sales, while clubs’ own services on social media or video channels become
even more important.

+ On these channels, fans find impressions that they perceive to be exclusive. In
reality, they are usually strategic publications that are ultimately intended to
reinforce and bolster the image of the brand in a positive way. This club televi-
sion never deals critically with problems and shortcomings. When conducting
journalistic research into them, editorial offices are finding it more and more
difficult to gain interviews with those responsible at the clubs.

In order to underpin these skeptical views even more, the sports journalists
were asked further questions about their attitudes as the study progressed. For
example, looking at their weekly time budget, the subjects were asked to state
the types of sport and the leagues that they report on regularly. Their specific res-
ponses then led on to the question of how their working conditions have changed
in recent years. There is a clear difference between the types of sports and leagues
in this regard (see Table 2).

Almost 9o percent of the sports journalists who regularly report on the soccer
Bundesliga state that their work today has become somewhat or very difficult
compared to a few years ago. In contrast, the colleagues that regularly write
about handball, ice hockey and basketball take an entirely different line, saying
that their work is now very or somewhat easy in comparison. One thing is clear:
The enormous competition, which is further exacerbated in soccer by the clubs
and their own channels, has an enormous impact on the environment and wor-
king methods of sports journalists. The more intense competition is also reflec-
ted in the question below:
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Table 2
The working conditions in sports journalism by league
Somewhat Somewhat .
Very easy casy difficult Very difficult
Soccer o o o o
Bundesliga (n=128) 0,8% 10,9% 63,3% 25,0%
DEL (n=33) 5,9% 58,8% 35,3% 0
HBL (n=26) 19,2% 76,9% 3,9% 0
BBL (n=24) 25,0% 58,3% 12,5% 4,2%
Question: »Over the last few years, work has become ... for me.«
Table 3
The competition situation by league
Somewhat Somewhat g
Very easy casy difficult Very difficult
Soccer o o o o
Bundesliga (n=128) 2,3% 35,9% 43,0% 18,8%
DEL (n=33) 20,6% 61,8% 17,7% 0
HBL (n=26) 42,3% 53,9% 3,9%
BBL (n=24) 62,5% 33,3% 4,2%
Table 4
Danger from clubs’ own media by employer
Regional National Tv | ontine Mag:—_mne Radio | Agency
newspaper | newspaper (print)
Value 2,02 1,76 2,00 | 2,63 2,50 1,65 1,88
n 42 17 32 57 14 23 8
Variance ,869 ,752 1,14 | ,975 1,29 ,832 ,641

1=strongly agree; 4= strongly disagree; n=191

Here, too, the sports journalists who regularly report on the soccer Bundesliga
emphasize that their situation is a significant challenge in terms of competition.
On the other hand, the other subjects state that the situation in handball, ice
hockey, and basketball has become much more pleasant.

The results of another question on working conditions by league are very
similar. The question is »Researching exclusive content has become ... for me.«
90 percent of those who conduct research in the soccer Bundesliga give the res-
ponse »almost impossible.« Once again, colleagues from the other types of sports
state that they are able to work much more easily and research exclusive content
more often. Finally, to pinpoint the results further, the generally skeptical mood
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among the sports journalists surveyed is to be examined in more detail. To do
this, it makes sense to cross-reference the question of the danger from increasing
club services with the employers of those surveyed.

Here it is clear that those employed in radio, agencies, television, and new-
spapers are especially skeptical towards this development, while employees of
magazines and websites are more relaxed about it. The statistical correlation
between the employer and the estimated danger of clubs’ own media can also be
calculated: There is medium correlation (Cramer V 0.289 at 0.000 significance)
with a clear significance (chi squared in accordance with Pearson 0.000). A simi-
lar division is seen when the question of how work has developed in recent years
is cross-referenced. Here, newspapet, television and radio journalists are more
likely to find that their work has become significantly more difficult (more than
90 percent in each case), while online journalists take a more relaxed view, with
23 percent even finding that working conditions have become easier.

Outlook
At the start of the method, this paper posed four central research questions:

RQ: Canthesociodemographic features from earlier studies (particularly
Wiske, Helm and Gorner) be confirmed in this form?

RQz How do those surveyed see their role on the tightrope between sports
journalism and sports communication?

RQ3 How do they see and assess the consequences of the increasingly
professional press offices of professional clubs?

RQ4 Do the processes and options for sports journalists differ depending on the
sport and league?

The first result of the quantitative online survey of 195 German sports journalists
(from a representative pool of 1,200) is clear: The sociodemographic distribution
in terms of age, gender, employer, and career seen in earlier studies by Wiske
(2017), Goérner (1995), and Helm (2010) is largely corroborated. Those surveyed
in this study were 38 years old on average, 89 percent male, and divided almost
equally between freelance employees (with contracts) and permanent staff.

Given the developments of recent years, they tend to take a skeptical view
of their own role. More than half think that club press offices are increasingly
impeding access to players, coaches, and those responsible. In addition, a large
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majority says that their work in relation to the soccer Bundesliga has become
very/somewhat difficult in recent years. However, the perception of their own
possibilities varies widely depending on the type of sport. While sports journa-
lists in the Bundesliga see few opportunities to research exclusive content and
increasingly difficult working conditions, sports journalists describe a very
different situation when reporting on handball, basketball, and ice hockey — the
majority here is able to make contact with athletes and develop exclusive content
atalmost any time. A clear majority also says that their work in these leagues has
become significantly easier in recent years. Most (58%), however, report regularly
on the Bundesliga, where they do not see good prospects for sports reporting.

Based on Weischenberg’s outsiders (1976) and Gérner’s climbers (1995), in
2019 one could speak of the impeded: sports journalists who, in the increasingly
economically driven conflict of priorities between sports journalism and sports
PR, note with frustration that the audience, faced with such a large number of
services, has become less loyal and the clubs increasingly use their own channels
to bypass journalism as critics, observers and gatekeepers. This could be taken as
the starting point for future research. From an organizational point of view, the
changed situation is forcing media providers to adapt their procedures and hie-
rarchies. At the same time, sports journalists’ role concept and way of working
are changing all the time. It would be possible to develop greater academic depth
here, especially using qualitative methodological access.

About the author

Dr. Jonas Schiitzeneder (*1991) is a research assistant at the Chair of Journalism
Studies at the Catholic University of Eichstitt-Ingolstadt. Contact: Jonas.Schuet-
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The flood of refugees in our heads:
metaphorical framing of refugees in
german newspaper discourse

A qualitative content analysis

Abstract: The number of people fleeing to Europe increased dramatically in
2015. Each day, countless reports on the refugee issue were published promin-
ently on every channel. The media played a crucial role not only in providing
information to the insecure public and to policy makers, but also in framing
the arrivals.

Previous studies have examined the way refugees are depicted in the media
discourse of host countries, indicating that media systematically discrimina-
te against these minority groups and deem them as a threat to the majority
group. Decisive for this study was the assumption that metaphors — as it
often is the case in reporting — must have been part of the media discourse
on refugees in 2015. Figurative language types such as metaphor are powerful
devices in framing societal issues and shaping public discourse. Based upon
Lakoff and Johnson’s Conceptual Metaphor Theory (CMT), and against the
background of framing theory, this study explores whether metaphors used
in the refugee issue have the power to establish prejudiced opinions towards
refugees, depending on their meanings and implications.

To analyze how refugees were being represented through metaphors in the
German newspaper discourse during the peak of the events in 2015, a quali-
tative content analysis of five German national daily mainstream newspapers
was carried out.

The survey found that in addition to the omnipresent water metaphor, seven
other conceptual metaphor themes were repeatedly used. The CMT-based
interpretation showed that these metaphor themes were discriminating,
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portraying refugees as a common threat, creating a strong differentiation
between an in-group and an out-group, or are even stripping the refugees off
their humanity.

1. Introduction and Qutline of the Study

One million. This number was quoted over and over again in the German media
discourse during summer and fall of 2015. It refers to the more than one million
people seeking asylum in Europe that year after fleeing their home countries
(Almstadt 2017: 187). People flecing to Europe is not a new phenomenon at all.
However, the number of refugees and migrants dramatically increased in 2015,
with a significant proportion fleeing war-torn Syria, the so-called Islamic State,
or a lack of prospects after years of violence in countries such as Iraq and Afgha-
nistan. This led to a historical high of a total of about 890,000 people seecking
asylum in Germany during that year. This posed an immense challenge for poli-
tics, society and the media — the topic of refugees quickly captured the attention
of Germany (Hemmelmann, Wegner 2017: 4).

Due to scale and speed of the events, as well as the lack of familiarity with the
topic, policy makers and the public largely depended on the media to make sense
of the developments and to take action. The media played a crucial role not only
in providing information, but also in framing the arrivals: The events were soon
to be referred to widely as »Europe’s refugee crisis« (Georgiou 2017: 4).

It is the politicians who decide under which circumstances people fleeing to
Europe will be allowed to stay and live their lives. But it is the media, and especi-
ally still the print media, that decide which images of refugees prevail in public
(Almstadt 2017: 185). Previous studies have shown that portrayals of immigrants
and refugees in many Western countries have become increasingly negative and
systematically discriminatory over the past few years (Esses, Medianu and Law-
son 2013: 530). Journalists are predominantly depicting them as threats to the
security, economy, and hygiene of the majority group in the host countries (Abid,
Manan and Rahman 2017: 121). The results of various studies also indicate that
the mass media coverage can have considerable impact on how native citizens
think about integration and immigrants. Furthermore, findings show that the
negative coverage of ethnic minorities can lead to less willingness to support col-
lective action (Bos et al. 2016: 106).

The perspectives used by journalists to describe a topic impact attitudes
towards immigrants, but most importantly, it is these attitudes, that then influ-
ence political behavior such as voting (Scheufele 2008). And it has been quite
clear in Germany, after the election in 2017, that populist anti-immigration
parties are gaining in popularity (Der Bundeswahlleiter 2017). The mood in Ger-
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many concerning refugees throughout 2015 shifted from careful tolerance to
ecstatic humanitarianism, to fear and securitization (Georgiou 2017: 8). Thus,
analyzing the media coverage of the refugee crisis is critically needed for unders-
tanding immigration attitudes and the political shift in Germany.

One way to analyze media coverage is through looking at metaphors. Langua-
ge is never completely neutral and value-free. Figurative language types such as
metaphor, hyperbole, and irony are powerful devices in framing societal issues
and shaping public discourse. The persuasive power of metaphor has been ack-
nowledged since ancient times (Burgers, Konijn and Steen 2016: 410). Lakoff and
Johnson (1980) recognize metaphors as a central device in human thought, sta-
ting that metaphors can be employed as rhetorical tools to transport persuasive
messages and create attitudes toward certain topics. In their seminal work At War
With Metaphor, Steuter and Wills (2009) state that metaphors used by journalists
may lead to the dehumanization of an entire group or race of people through
an unconscious transformation in our minds that eventually may even result in
justifying war and genocide. Consequently, we need to pay close attention to the
patterns of metaphor at work in our public discourse.

The 2015 refugee situation in Europe motivated the overarching research ques-
tion for this thesis: »How are refugees being represented through metaphors in
the German newspaper discourse during the peak of the events in 20152« Ans-
wering this question may help to understand what prevailing image of refugees
was created by the media. The results may allow an interpretation with regard
on how metaphorical framing of refugees can influence the audience through
priming and how this framing may have influenced the political development as
well as support for and attitudes towards refugees in Germany. The underlying
motivation is to reveal hegemonic power structures and values in the coverage
about refugees. Ideally, the results would also offer guidance for journalists stri-
ving to produce more neutral content using objective language.

In order to explore how refugees are constructed in news discourse, a qualita-
tive content analysis of five German national daily print newspapers was conduc-
ted. Given the timeliness of the topic there are no studies investigating this spe-
cific question. There exist various studies about the representation of refugees
in the media and in newspapers in particular. However, they have cither been
conducted before the events in 2015 or they did not focus on metaphors as lin-
guistic framing devices or they did not refer to Germany. Now, this study brings
together all of these factors.
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2. Theoretical Framework: Conceptual Metaphor Theory
Metaphors as framing devices

The linguistic framework evaluates how the connection between language and
thought becomes evident through the concept of metaphor, based on Lakoff and
Johnson’s (1980) Conceptual Metaphor Theory (CMT). Lexicalization of semantic
content is never neutral. Words convey denoted as well as connoted meanings.
The words used to communicate the message of a text frame the story in direct
and unavoidable ways (Hansen 1998: 113).

This is particularly the case in the way how people are named in news dis-
course. Of course, journalists must provide names for the people — whether indi-
viduals or a group of people — in the events they report. Naming always involves
choice and the choice can have significant impact on the way in which people are
viewed. We all possess a range of identities, roles, and characteristics at the same
time. They could all be used to describe us accurately but not with the same mea-
ning. By choosing one social category over another, one is automatically excluded
from the other equally accurate alternatives (Richardson 2007: 48—50).

Now, if metaphors are being used as a text’s referential strategies, it becomes
even more important to look at the different explicit and implicit meanings of
these naming options, as the power of figurative language devices has been ack-
nowledged since the days of ancient Greece (Burgers et al. 2016: 411).

Using metaphors to report on an event necessarily implies a process of sim-
plification. Metaphor has long been regarded as unique to poetry and literary
language, but was often dismissed as largely decorative. However, a shift in
thinking about figurative language started in the late 1970s and 1980s. This
shift has been labeled the cognitive turn (Burgers et al. 2016: 412). The cognitive
turn opened up the possibility to see metaphors as being more than only lingu-
istic means, but as playing an important role in forming thought itself. Scholars
began to understand metaphor as an essential aspect of cognition. They found
that far from only being decorative or elaborating an idea, metaphor enters and
influences all our lives (Steuter and Wills 2009: 5).

EA groundbreaking new view of metaphor that challenged all the aspects of
the traditional theory was developed by Lakoff and Johnson (1980) in their semi-
nal work Metaphors We Live By. In their Conceptual Metaphor Theory, the aut-
hors made a compelling argument for the centrality of metaphor to our everyday
thought and showed that metaphor is ubiquitous in language use. This, they
claim, is because people make use of some concepts to understand, talk and rea-
son about others. They argue that our experience of the world is structured, not
just described, by these conceptual systems of ours. They further claim that most
of our conceptual systems are essentially metaphorical. Consequently, metaphor
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in language reflects conventional thought structures in our minds. At the same
time, metaphor can actively influence the thought it articulates.

Conceptual versus linguistic metaphor

In the cognitive linguistic view, metaphor primarily means conceptual meta-
phor, as opposed to linguistic metaphor. A conceptual metaphor with the form
A is B is always realized through a linguistic expression (Kévecses and Benczes
2010: 33).

Lakoff and Johnson (1980: 7—9) give us the following example to get an idea of
how metaphorical linguistic expressions can give us insight into the metapho-
rical nature of our conceptual system structuring our everyday thoughts and
actions:

+  You’re wasting my time.

«  How do you spend your time these days?

+  This will cost me an hour.

«  Tveinvested alotof timein her.

+  You're running out of time.

«  Isthat worth your while?

+  This gadget will save you hours.

These sentences all describe the abstract topic of time through the more concrete
topic of money. They are linguistic metaphors expressing a cross-domain map-
ping in thought — usually from a more concrete source domain to a more abstract
target domain. The thought patterns underlying these linguistic expressions are
called conceptual metaphors. In this example, all the metaphorical expressions
are manifestations of the conceptual metaphor time is money. The relationship
between metaphorical thinking and speaking is often described saying that lin-
guistic metaphors realize conceptual metaphors.

A conceptual metaphor consists of two conceptual domains, in which one
domain is understood in terms of another. A shorthand way of capturing this
view of metaphor is: conceptual domain A is conceptual domain B. These two domains
a conceptual metaphor consists of, are differentiated into a source domain and
a target domain. In the example above, the source domain is money — the more
concrete and physical conceptual domain from which we draw metaphorical
expressions to understand another more abstract conceptual domain. The target
domain in the given example is time — the conceptual domain that is unders-
tood through the source domain. In other words, the conceptual domain that we
try to understand is called the target domain, and the conceptual domain that
we use for this purpose is the source domain. Target domains typically include
abstract concepts as in life, arguments, love, theory, ideas, while source domains
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typically include more concrete concepts as in journey, war, building, food, and
plants. Some other conventional conceptual metaphors underlying our concep-
tual system would thus be, for example, that we think of life in term of journeys,
of arguments in terms of war, of theories in terms of buildings, and of ideas in
terms of food, just to name a few (Kévecses et al. 2010: 4).

However, conceptual metaphors do not only consist of a source domain and a
target domain. They also need a set of systematic correspondences between the
source and the target for A to be understood as B. These correspondences are often
referred to as mappings. Basically, ideas and knowledge from the source domain
are mapped onto the target domain. To know a conceptual metaphor is to know
the set of mappings that applies to a given source-target pairing. It is these map-
pings that provide much of the meaning of the metaphorical linguistic expressions
that make a particular conceptual metaphor manifest (Kovecses et al. 2010: 14).

Lakoff and Johnson see great significance in conventional metaphors, which
they find to be ubiquitous in language. Conventional metaphors are especially
powerful, as they do not attract readers’ attention as being metaphorical. (Kévec-
ses et al. 2010: 46). Even though we may not be aware that we are using metaphors
all the time, they provide a framework for understanding abstract topics. Meta-
phor is central to thought and therefore to language.

Because of its connection to our thoughts and knowledge, its simplification
and emotional aspect, metaphor is a powerful linguistic tool. Especially, because
when a metaphor is emphasizing some aspects while hiding others, it is doing
this implicit and the consequences are not immediately accessible to the reader.
And yet, the way a metaphor is used to frame events can be motivated by political
dispositions and ideology (Pinelli 2016: 136 f.). Therefore, Lakoff and Johnson
emphasize the significance of conventional metaphors that are no longer even
recognized as such but begin to seem natural instead.

If metaphor is as crucial to our thinking and as pervasive and persuasive as
CMT suggests, we need to pay close attention to the patterns of metaphor at work
in our public discourse. Consequently, metaphors should not be accepted uncriti-
cally, their inferences should be made explicit and challenged.

3. Research Questions

Derived from the theoretical framework and previous studies, three sub-questi-
ons were posed to help answer the overarching research question, »how are refu-
gees being represented through metaphors in the German newspaper discourse
during the peak of the events in summer 20152«

The central claim of CMT is that metaphorical linguistic expressions reveal
underlying conceptual metaphors in our thought. As illustrated in the example
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about the conceptual metaphor time is money, there are a variety of linguistic
expressions for each conceptual metaphor. Thus, when looking at a news text, we
need to determine the underlying conceptual metaphors of the linguistic expres-
sions by structuring them into the main underlying themes. Consequently, the
first research question is: »RQ1: What linguistic metaphor expressions were used
to refer to the refugee issue and what are the main underlying conceptual meta-
phor themes?«

This question aims at listing all the metaphorical expressions used in the given
investigation period to portray individual refugees, the group of refugees or the
refugee issue. To answer this question while making the process transparent and
reproducible, a content reduction was conducted, based on Mayring‘s approach
to qualitative content analysis. To do this, the previously extracted expressions
had to be structured. However, following the principle of openness, rephrasing
of categories or an inductive formation of so far unknown further categories was
also possible (Mayring 2014: 97). Some of the metaphor categories in the classifi-
cation were already deductible from previous research. At the same time, it was
expected that not all the conceptual metaphor themes found in previous studies
would be encountered in this analysis, as it focused on mainstream media. The
categories for the main underlying conceptual metaphor themes, which were for-
med deductively, were: Water, Natural Disaster, Military, Disease, Animal.

Previous studies have shown that the mood of citizens and politicians, as well
as the media coverage concerning refugees shifted during the events of 201s.
Furthermore, it has been shown that metaphors may be ideologically and poli-
tically motivated and can be used to subtly transport a certain ideology or create
a certain image of the subject in question. In addition, previous studies found
that metaphors about refugees are used more often in a negative context than
a positive one. In order to analyze the underlying motivations of journalists in
using metaphors in the coverage on refugees, and to possibly reveal hegemonic
power structures and values in the coverage about refugees, the circumstances
under which metaphors were being used, were analyzed. This lead to the second
research question: »RQ2: What are the contextual circumstances under which
metaphors were used?«

For this purpose, the tenor of each analyzed article was registered in another
reduction. A simple estimate of the articles as positive, negative or neutral would
have been too subjective. Therefore, the tenor was coded through the thematic
context of the articles. To do that, the articles were be classified into three cate-
gories according to their focus: humanitarian stories, domestic stories, and EU
policy. In these categories, each article was evaluated as positive, negative, or
neutral towards the refugee issue. Articles in the category EU policy for example
were coded as positive if they focused on the good cooperation of EU members
during the refugee issue. They were coded as negative if, for example, they pictu-
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red the EU refugee policy as failing or focused on difficult negotiations between
the EU members. Articles were coded as neutral if they focus on objective facts
only. Additionally, to fully evaluate the contextual circumstances under which
metaphors were used, the source of each metaphorical linguistic expression
found in the text was be coded. Here, four different categories of sources were
identified: The first category was quotes, e.g. when the newspaper was quoting
a metaphorical expression from another actor, such as a politician. The second
category was personal opinion, when the metaphorical expression was clearly
recognizable as a personal opinion of an author or a recipient. The third category
was reflection, i.e. the metaphorical expression was cited in an article to reflect
upon its linguistic usage. And if none of the above applied and the metaphorical
expression was simply used in an article without attribution, specification, or
personal opinion, the newspaper itself was coded as the source.

Furthermore, because CMT holds that metaphor is central to thought, and
therefore to language, we must ask, what do the linguistic metaphorical expres-
sions that were found and the circumstances under which they were found, tell
us about the underlying thought patterns? Simple descriptive statistics were
applied to evaluate the first two questions to interpret the results gained from
these two questions qualitatively within the scope of the third research question:
»RQ3: What implications do the main metaphor themes have?«

The focus of the qualitative interpretation was on the last question, which
built upon the results of all the preceding questions to finally answer the overar-
ching research question.

4. Method

Lakoff and Johnson’s CMT is a good a basis for uncovering cognitive structu-
res through the analysis of linguistic models. However, they do not provide an
approach for determining conceptual metaphors in discourse (Schmitt 200s5:
358).

Most researchers interested in the use of metaphor in news discourse focus
on very specific conceptual metaphors and search corpora for lexical items that
have been pre-identified as interesting. Another approach that attempts to cover
a wider range of observations is a small corpus—big corpus approach. In that
approach, first all metaphors in a small sample are identified and then a larger
corpus is searched for further evidence. However, since there are likely meta-
phors in the big corpus that have not been identified in the small corpus, some
metaphors would be missed (Krennmayr 2014: 534).

Instead, this study strived to capture all metaphorical language that exists in
the corpora. This poses certain difficulties. Since automatic metaphor identifi-
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cation by means of computer programs still lacks precision, metaphors must be
identified by hand. This, however, is a laborious process. On the one hand, it pla-
ces a limit on the amount of data that can be coded. On the other hand, it allows
for the necessary precision (Krennmayr 2014: 534).

There are a number of approaches proposed by different researchers to determi-
ne conceptual metaphors in discourse (Abid et al. 2017: 124). This research used a
refined version of the metaphor identification procedure (MIP), which was originally
developed by the Pragglejaz Group (2007). The refined version, called MIPVU
was established at the VU University Amsterdam by Steen, Dorst, & Herrmann
(2011). This group of metaphor scholars created an explicit and reliable method for
identifying metaphorically used words in spoken and written language. For each
lexical unit in a corpus, the procedure establishes whether its use in the particular
context can be defined as metaphorical. Thus, it requires a word by word manual
analysis. MIPVU assumes that metaphorically used words in discourse disrupt
semantic coherence through the introduction of an alien conceptual domain.
In this study, the corpora were scanned for lexical units causing such disrupti-
ons. For each of those lexical units, it had to be determined if it had a more basic
meaning in other contexts than the one in the given context. If it did, and its con-
textual meaning contrasted with the basic meaning but could be understood in
comparison with it, the lexical unit was marked as metaphorical (Steen et al. 2011:
25 f.). The procedure of MIPVU only focuses on determining whether words in
contexts convey metaphorical meaning. It does not make claims as to whether the
author intended the words to express metaphorical meanings.

For the purpose of this research, data were collected from five popular natio-
nal daily German print newspapers: Frankfurter Allgemeinen Zeitung (FAZ), Siiddeut-
schen Zeitung (SZ), Die Welt, die Tageszeitung (taz), and die BILD-Zeitung (BILD).

Apart from BILD, the chosen print newspapers are high-brow quality newspa-
pers. However, BILD, a tabloid newspaper, was included in the sample, as well,
as it has long been the most widely read newspaper in Germany. In fact, looking
at paid circulation for national daily newspapers in Germany in the first quarter
of 2018 shows that BILD had the largest circulation by far: BILD (circulation: 1.7
million; readers: 9.3 million), SZ (circulation: 352,573; readers: 1.3 million), FAZ
(circulation: 239,946; readers: 760,000), Die Welt (circulation: 164,415; readers:
660,000), taz (circulation: 50,519; readers: 207,000) (Statista, 2018).

The chosen newspapers stand for a broad spectrum of political perspectives in
Germany. According to Kepplinger (1998), the five newspapers can be positioned
along a liberal-conservative-continuum as follows: taz, SZ, Die Welt, FAZ, BILD.
Taz is considered as far left. SZ can be considered as left-liberal, while Die Welt and
FAZ are considered further right along the spectrum, as right-liberal. Die BILD is
located at the conservative end of the continuum. Thus, an influence of the edi-
torial lines of the chosen newspapers on the metaphors used in the coverage can
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be examined as well. The newspaper articles were collected from a press
archive at the University of Leipzig. The unit of analysis was each news
article. The criterion for selecting a news article was that the article must
contain the German word for refugee (Fliichtling/Gefliichtete/Flichende)
including modifications, synonyms and plural, in their title, subtitle or
are otherwise treating the refugee issue as the main topic of the article, to
be coded. Visual additions and picture captions were not included into the
analysis.

The topic of refugees has never again been covered as prominently as
from August to November 2015. Each of the selected national daily print
newspapers published at least three, often more, articles each day con-
cerning the refugee issue. To have a manageable sample, the sample was
based on content considerations. A cluster sample was created around the
seven most relevant key events defining the refugee issue in summer and
fall 2015:

+  August 26th: Dublin agreement is suspended for Syrian refugees;

+  August 31st: Merkel gives her speech Wir schaffen das/We can do

this;

+  September 6th: Refugees are allowed to enter Germany without

border controls;

»  September 13th: Germany closes borders;

+  October 15th: Stricter asylum laws are passed;

+  November 5th: Agreement on reception facilities for faster asylum

processes;

+ November 29th: Cooperation plan between EU and Turkey is

determined.

Usually, there is a time span of six to 24 hours between the actual event
and media coverage, which is why the coverage one and two days after
said events were analyzed. In case of an issue of a newspaper not being
published on one of these days due to Sundays or holidays, the next issue
published after that day was chosen instead. The key events were taken
from a timeline provided by the Konrad-Adenauer-Stiftung (Adenauer
Campus 2016).

5. Results
A cluster sample was created around the seven most relevant key events
defining the refugee issue in summer and fall 2015. This led to 14 dates

between August 27th and December 1st on which the issues of each the
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five newspapers were to be analyzed. From the resulting 70 newspaper issues
analyzed in total, 429 articles were identified to cover the refugee issue, thus con-
tained criteria to be selected for the sample. The most articles about the refugee
issue during the investigation period in absolute numbers were found in the SZ
(111 articles), followed by Die Welt (104 articles), FAZ (96 articles), taz (91 articles),
and BILD (27 articles). .

In the 429 articles analyzed, 226 metaphorical expressions concerning the
refugee issue were found in total. To illustrate how often the different newspapers
were using metaphors about the refugee issue in relation to their articles publis-
hed about the refugee issue, the metaphor density was calculated. The metaphor
density was highest in FAZ, with 84 percent and 82 metaphors found in 96 artic-
les. It was second highest in Die Welt (69%), followed by BILD (51%), SZ (34%) and taz
(23%). For the overall sample, this resulted in a metaphor density of 53 percent.

The 226 linguistic metaphor expressions found in the sample were structured
into their underlying conceptual metaphors. During this process, eight diffe-
rent metaphor fields were identified. Five categories had already been formed
deductively before the analysis, namely »water«, »natural disaster«, »military,
»disease«, »animal«. In addition to those five — which were all confirmed in the
sample — the three categories »goods«,»crime« and »catapstrophe« were built
inductively.

Table 1
Conceptual Metaphors

Natural Crime,
Water Military | Animals | Goods . disease,
disaster
catastrophe
Metaphors 166 23 13 12 7 6
found
Proportion 73% 10% 6% 5% 3% 3%

Number of metaphors categorized into their conceptual metaphor fields

An overwhelming majority of 168 metaphorical expressions (73%) fell into the
conceptual metaphor field »water«. Table 1 shows the number and percentage of
metaphors categorized into each of their underlying conceptual metaphors.

A closer look at the composition of the conceptual metaphor »water« showed
that the most commonly used expression with regard to the refugee issue in this
field but also in general was the metaphor of a stream or flow, with 120 mentions
(e.g. Fliichtlingsstrom 10_16sz2, Massenzustrom 8_27welt4, Strom reifSt nicht
ab 11_6 welt6, Versiegen der Fliichtlingsstréme 11_16faz4, Migrantenstrome
10_16fazz2, Fliichtlinge strémen 11_16welt6). The metaphorical expression of
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a wave was second highest, with 29 mentions (e.g. Fliichtlingswelle 9_8fazs,
Fluchtwelle 9_7faz6, Menschenwelle 12_1welt3, Immigrationswelle 9_155z8,
Wucht der Flutwelle 9_1welts, zweite Welle 9_15welt10). Another image that
was repeatedly found within the conceptual metaphor »water« is that of a dam
or channel with 8 mentions (e.g. Fliichtlingsstrome eindimmen 9_15weltz2,
Fliichtlingsstrome kanalisieren 9_1sz5, Dammbruch 9_7faz6, Migrationskanile
10_16sz2). The metaphor of tides was mentioned 3 times (Fliichtlingsstrom abeb-
ben lassen 10_16welt8, verebben 8_28faz3). In addition to those repeated expres-
sions, several other, more unusual, metaphors were found within the conceptual
metaphor of »water« (e.g. Stopsel auf die Flasche kriegen 9_14welt6, Rohrbruch
9_2faz3, Sogwirkung 9_7taz4).

The other conceptual metaphors consisted of more individual, diverse expres-
sions that were harder to categorize. However, the most common ones and some
examples are discussed here for a better understanding.

The conceptual metaphor of »military« included metaphors such as fortress
(Festung Europa 9_1staz1), defense (Fliichtlinge abwehren 10_17taz6, Abwehr
