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Abstract 

The Multi-Media Journalist (hereafter MMJ) newsgathering model requires one person to 

fill the roles of reporter, videographer and video editor as well as social media and web 

content producer. This study focuses on the effect the model has on how MMJs view the 

quality of their work and their future career expectations. The results suggest many small-

market reporters are not satisfied with their jobs and are reconsidering whether to 

continue their careers in television news.  

 

Keywords: MMJ, one-man band, technology, job satisfaction, journalism quality 

 



SMALL-MARKET MMJS: HOPING FOR CHANGE THAT MAY NOT COME 
 

 
 

1 

Introduction 

The local television news industry is like many others, in that careers are most 

often begun at the bottom rung of the ladder. TV reporters can expect their first jobs to be 

in small markets and, as the years pass, they can steadily climb to jobs in larger ones 

(Masterson, 2009). Traditionally, these small-market jobs require reporters to fulfill 

multiple roles, given that newsroom staffing isn’t as robust as in larger markets. In fact, 

Bob Papper (2013) reports in the 2013 RTDNA/Hofstra University Annual Survey, now 

in its 18th year, that newsrooms in the top 50 markets had double the staff of newsrooms 

in markets 100-210. So it should come as no surprise, the core of the small-market 

reporter’s job has been working as a multi-media journalist (hereafter MMJ): reporting, 

shooting video for and editing one’s own story to air on that evening’s newscast. 

As web-based communication has become more commonplace, a reporter’s core 

responsibilities have expanded to include posting to social media and the web. “The use 

of social media is now almost universal in TV,” wrote Bob Papper in his 2012 TV and 

Radio News Staffing and Profitability Survey. The 2011 FCC Information Needs of 

Communities (FCC, 2011, p. 80) report states, “For many years, local television stations 

invested very little in their websites or digital strategies, using them primarily as 

promotional vehicles or to list programming schedules. Today, however, stations and 

station groups are paying full attention.”  

 

Even as the requirements of the small-market TV job evolved, beginning reporters 

traditionally could expect that as they climbed the career ladder, their responsibilities 

would become more focused on reporting, with a professional videographer taking over 
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the video and editing duties. However, that traditional division of labor is becoming less 

common as large-market newsrooms are experimenting with having one person do the 

work of reporter and videographer. (FCC 2011, p. 89-91; B. Papper, personal 

communication, July 26, 2013). So, beginning reporters who might accept “doing it all” 

as a condition of entry to the industry, are now faced with the possibility that “doing it 

all” is a standard that remains not only at the beginning of a career, but all the way 

through it. Moving up in market may no longer mean being able to rely upon the 

contributions of a videographer. 

 

It is these small-market reporters who are the future of television reporting. They 

are the ones who are learning the ropes of traditional broadcast journalism as well as 

applying the modern digital communication tools society increasingly turns to for news. 

Eventually, these reporters will become the faces seen in large-markets across the 

country. Gauging their sense of how well they can meet the demands of the current small-

market newsroom, identifying where they project their careers will go and understanding 

whether they are willing to continue on those paths are vitally important to determining 

whether the current changes in broadcast newsrooms are sustainable. 

 

The value of this research lies in having a clearer picture of the possible 

consequences of the changing local television news industry landscape. News managers 

in small markets have long understood that most of the reporters they hire have no 

intention of staying; they are only passing through to larger markets (Tucker-

McLaughlin, n.d.). But what if the consequences of moving on to larger markets are no 
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longer a more enjoyable workplace but instead involve the same demands of fulfilling 

multiple roles, but only in a different city? This survey gives voice to those small-market 

MMJs who are now coming to realize what’s ahead of them may not be that different 

from where they are now.  

 

Purpose of the Study 

This study seeks to determine specific viewpoints as professed by small-market 

television reporters: 1) What is their current level of job satisfaction as they take on not 

only the traditional responsibilities of MMJ work but also the newer web and social 

media duties? 2) What do they think the job will be like in the future and, depending on 

whether those expectations are met, are they willing to continue a career in local TV 

journalism? 
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Literature Review 
 

What is an MMJ? 

The concept of solo newsgathering can be traced to the late 1980s and credited to 

Michael Rosenblum, a former network television news producer (Bock, 2012). Although 

this practice is unevenly defined and some news workers may argue over the title, Bock 

(2012) writes that two special features make this method easily recognizable, regardless 

of the final terminology used: “first, one person is responsible for shooting and producing 

a VJ story and second, a dependence on digital technologies, including camera, editing 

software and transmission” (p. 3). Those who fall under this definition are commonly 

labeled using the following terms: Multimedia journalist (MMJ), video journalist (VJ), 

one-man band, mobile journalist (MoJo) and backpack journalist. To avoid confusion, the 

acronym MMJ(s) will be used to reference such journalists in the television news 

industry. 

 Single-person units are common in small markets and journalists have 

endured doing the work alone in order climb the ladder to land at a bigger market where 

they could team up with a photographer (Bock, 2012). Now that times have changed and 

video equipment increasingly becomes more user and economically friendly, working as 

an MMJ “is no longer a small market TV phenomenon” (Smith, 2011, p. 3). Today, 

markets that haven’t adopted some part of multimedia journalism are rare. According to a 

2010 survey by the Radio Television Digital News Association (RTDNA) and Hofstra 

University, 81 percent of TV newsrooms use MMJs in some way (Bock, 2012; Smith, 

2011). 
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Research by Deuze illustrates that this practice of doing more with fewer people 

is a way for media executives to “make staff downsizing easier” (2004, p. 143) rather 

than providing new ways to cover content. For many newsrooms, success lies in the 

ability to balance producing more content while managing costs. Keeping up with 

increased demand for news programming while simultaneously dealing with declining 

revenue has caused many news operations to trim staff or explore increased employee 

responsibilities (Heist, 2011). While cutting costs is often the main reason provided for 

making this transition to MMJs in the newsroom, Deuze notes that convergence can force 

companies to actually spend a lot of money to keep up with “new media” trends. These 

new expenditures include investments in “new equipment, hardware and software, in-

house and external training and reschooling of staff, hiring new people (particularly those 

with IT skills or sensibilities), and so on” (p. 1430). 

Newsrooms transitioning to MMJs as a way to keep up with competition isn’t 

uncommon. Managers at the NBC network flagship station in New York (WNBC-TV) 

launched a twenty-four hour cable news channel in 2009 that relied solely on MMJs 

(Smith, 2012). Today, those MMJs are responsible for doing the work of two to three 

people while still maintaining the primary focus of telling a compelling story. A recent 

job advertisement for the New York Times (2013) demonstrates that as multimedia 

journalism continues to expand, some of the same skills needed for television can often 

translate to other platforms. The advertisement read as follows:  

The New York Times is looking for an experienced video journalist to help grow 
our news presence online. 
Required skills include strong news judgment, video script writing, and 
confidence working solo under strict deadlines. 
Responsibilities include: 
- Researching, coordinating video shoots, taking in and sending out video feeds, 
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logging and transcribing footage; 
- Coordinating with all newsroom desks, including photo and graphics; 
- Creating short video segments (report, shoot, write, edit and narrate); 
- Tracking video department usage of photos, footage and music as dictated by 
third parties contracts and agreements; 
- Managing and tracking third party contracts and agreements, equipment, order 
supplies; 
- Perform related work as assigned. 
 
As noted earlier, MMJs were more commonly found in smaller markets, but the 

model is spilling over into bigger markets as well. According to the annual 

RTDNA/Hofstra survey, the use of solo journalists was up 3% across the board from 

2009 to 2011. In medium-large markets, the use of MMJs soared, with one in four 

stations in markets 26-50 saying they mostly used MMJs in 2011, more than twice as 

many as the year before (“State of the Media”, 2013). As newsrooms continue to 

restructure, hiring MMJs gives stations the opportunity to do more with fewer people, 

lowering costs. This growing trend, however, has worried some television traditionalists 

who recognized long ago that while this new technology may save dollars, it also signals 

future job loss. Michael Rosenblum told the New York Times: “for those people who 

spent their lives as functionaries, dragging equipment around, holding cameras, they are 

facing the end of their careers” (Tzortis, 2007).  

Quality of Solo Journalism 

 Making staff cuts and transitioning to a more MMJ-based newsroom raises the 

question of quality. Does the method affect the product? Do two or more heads work 

better than one? With pros and cons to both sides of the argument, journalists face the 

reality that some newsrooms fully embrace the power of one, and others are completely 

against the practice. Some stations fall in the middle, because they operate with a 

combination of traditional news teams and MMJs. 
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 Many long-time news practitioners suspect multimedia journalism creates a 

tendency for an MMJ to “become a mere pipeline for a public relations feed rather than a 

critical analyst with the time to pause, reflect and add layers of context to the story” 

(Martyn, 2009, p.209). While some journalists admit the increased demand for more 

stories leaves them less time to be creative, others argue producing a larger quantity of 

stories can improve the quality of the overall programming (Wallace, 2009). 

 Westbrook (2010) doesn’t embrace the idea that reporting suffers when one is 

working solo. He does, however, believe in matching people with different strengths to 

combat concerns about story quality. For example, pairing a person who excels in 

researching and making pertinent phone calls with someone who can shoot and edit video 

could create a better final product because “two heads of course reduce the chances of 

mistakes, factual errors and clouded judgment” (Westbrook, 2010). When considering 

gathering material for a story, Azlee (2009) believes a journalist working alone can be 

more effective. She asserts an MMJ, rather than a “TV crew,” creates a less intimidating 

atmosphere, therefore “putting an interviewee at ease because it allows for more 

intimacy.” Instead of an on-camera interview, it becomes more like two people having a 

conversation.  

Steve Phillips, a veteran solo journalist for WLOX-TV in Biloxi, MS said too 

many solo journalists often make the critical mistake of failing to create visually 

compelling stories (Wenger, 2013; Cohen, 2010). Some journalists and opponents of the 

MMJ model argue the responsibility overload causes journalists to “miss something 

important while dealing with the technical issues of the camera, lights, and audio,” which 

later results in a lack of sufficient material to complete a satisfactory story (Thompson 
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and Malone, 2004, p. 81; Wallace, 2013). Michael Scully, a journalism professor at 

Roger Williams University in Rhode Island, summed it up by describing multimedia 

journalism as “an accountant's dream but an editor's nightmare" (Malone, 2008, p.9). 

Despite concerns, many newsrooms across the country have chosen the MMJ route. One 

news director said “if it's an interesting, compelling story the audience isn't sitting back 

saying the lighting doesn't look very good, it doesn't seem the focus is as sharp as it is on 

those other cameras" (Potter, 2006). A journalist’s professional experience ultimately 

depends on what reporting model the station has established for coverage. Although the 

models vary from station to station and market to market, some say that the educational 

system is preparing journalists to be able to shoot, write and edit on their own because 

having those skills is becoming essential, especially as young applicants enter the job 

market. Malone (2008) says it’s not that reporters necessarily want to carry their own 

equipment, but, rather, they must if they want the job. Having solo journalism skills on a 

resume could mean a better chance of getting selected to fill a reporter position. Although 

multimedia journalism has already made a name for itself in many newsrooms, Malone 

(2008, p. 9) predicts, “TV news will dominate another decade or two, then the Internet 

will dominate, and backpack journalism will be the rule” (Malone, 2008, p. 9).  

Reporter Job Satisfaction 

 Reinardy (2009) discusses job satisfaction of daily newspaper journalists, 

focusing on both workplace and personal life issues. Although print and broadcast are 

different media, the daily demands often provoke similar emotions, in that “the tangential 

elements that tend to wear on journalists—deadlines, long hours, clashes between work 

and family—appear to take their toll and create dissatisfaction but are not driving 
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journalists from the workforce” (p. 126). Instead, Reinardy maintains the primary reason 

reporters leave the profession is frustration with an unenjoyable work environment where 

they don’t receive “support and encouragement” (p. 126). 

Wilhoit and Weaver’s (1986) first study of reporter satisfaction surveyed 1,001 

newsroom workers in the newspaper, radio and television industries. In order to analyze 

the level of the reporters’ happiness, they presented them with the following scale: very 

satisfied, fairly satisfied, somewhat satisfied and very dissatisfied. The results showed 36 

percent of television journalists were very satisfied and 47 percent, fairly satisfied. Ten 

years later however, research showed those attitudes had changed. Results released in 

1996 from Wilhoit and Weaver’s subsequent study showed reporter satisfaction was the 

lowest it had been in 30 years, and the percentage of journalists planning to leave the 

profession had nearly doubled (Mazingo, 1997).  

Wearing multiple hats in a demanding career field such as news has its pros and 

cons. Wenger and Potter (2012) argue the extra responsibility can create a great deal of 

stress for journalists. Kevin Torres, an MMJ at KUSA-TV in Denver said the best part of 

the job is being able to claim an entire story as his own, while the most difficult part is 

gathering all the elements that make up that story on a strict deadline. He said it can 

sometimes be a difficult task because “when you’re a one-man band, there are a million 

little things you have to keep in the back of your mind everyday” (Wenger, 2012, p. 81). 

Kevin Sites, who worked as a CNN war correspondent and later as an MMJ covering 

“hot zones” around the world for Yahoo, reported he often felt as if he were stretched too 

thin; he worked across three platforms which meant he carried equipment to be a 

reporter, photographer and a videographer all at once (Wenger & Potter, 2012). 
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In the aforementioned Wilhoit and Weaver 1986 study, journalists judged their 

happiness with their jobs by ranking certain categories by their level of importance. 

Across all three mediums (television, radio and newspaper), the respondents ranked 

“pay” as the least important and prioritized the ability to “help people” instead. Deuze 

(2004) found, however, that some case studies have suggested a lot of journalists 

complained being required to do everything means more work but not necessarily more 

money. The average pay at local TV stations increased 2% in 2011, less than a third as 

much as the year before (“State of the media,” 2013). Specific salary statistics come from 

the U.S. Bureau of Labor Statistics: the ten percent lowest-paid reporters, regardless of 

platform, earned $20,770 or less per year, while the highest-paid ten percent made 

$78,530 or more (Time, 2013).  

The decline of newspaper and magazine circulation and consolidation of news 

agencies have yielded a negative outlook on future jobs in the industry. It’s been 

predicted the number of reporting jobs would decline by 8 percent from 2010 to 2020, 

which would result in a loss of about 3,900 jobs (Time, 2013). As with many other jobs, 

juggling so many things can be both challenging and rewarding. Because working alone 

can be difficult, some MMJs emphasize the importance for reporters to actually enjoy 

what they are doing. Even when it may be inconvenient to put down all of the heavy 

equipment (that they may have carried five blocks) just to get through security, a 

reporter’s best work isn’t going to come across the screen unless they eliminate the 

mentality that it’s a burden (2012, Potter).  

 



SMALL-MARKET MMJS: HOPING FOR CHANGE THAT MAY NOT COME 
 

 
 

11 

Research Questions 

 

The five following research questions were informed by the review of literature: 

 

RQ1: Because small market MMJs work alone doing the jobs of two or more people 

(reporter, videographer, video editor), do they feel the quality of journalism suffers? 

 

RQ2: Because small market MMJs are responsible for so many duties, does job 

satisfaction suffer? 

 

RQ3: Do concerns over the quality of their work and/or job satisfaction lead small 

market MMJs to re-think continuing their careers in broadcast journalism? 

 

RQ4: Do small market MMJs expect to begin working with a videographer when/if they 

move up in market size? 

 

RQ5: Are small market MMJs willing to continue working as an MMJ indefinitely, no 

matter how large a market they eventually work in? 
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Method and Survey Design 

 In the Fall of 2013, the researchers conducted a web-based survey of MMJs at 

network-affiliated stations (ABC, CBS, NBC, and Fox) in small markets, defined as 

DMAs 100-210. 

 

 An email address list of local television reporters was obtained through Cision, a 

national media database primarily used by public relations professionals. The database 

contains contact information for 1,613 TV reporters in markets 100-210. Because the 

database does not distinguish between MMJs and those reporters who work as part of a 

two-person team, the survey was sent to all small market reporters asking them to 

complete it if they worked as an MMJ. Completed surveys were returned from 181 

respondents. Since the researchers had no way of determining beforehand which reporters 

in the database were MMJs, the actual response rate is unknown and therefore is a 

limitation of this study.  

 

 The survey questionnaire consisted of 15 items, each of which included a box for 

open-ended comments. In 5 separate pretests, the amount of time it took to complete the 

survey ranged from 4 to 6 minutes. It was sent out 4 times, each mailing about 1 week 

apart.  

 

 Out of the 15 survey items, 5 were designed specifically to answer the research 

questions. Other items on the survey included: what additional duties beyond reporting, 
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shooting and editing the MMJs perform; their training and proficiency in the technical 

aspects of the job (shooting and editing); how many years they have worked as an MMJ; 

current market size; and for demographic purposes, age and gender. 

 
 

Results 

General Information  

 As noted previously, 181 MMJs responded to the survey. For the most part, they 

were relatively inexperienced: three-fourths of the MMJs (75%) had fewer than 5 years’ 

experience as a reporter; under a quarter (19%) 5 to 10 years’ experience; and fewer than 

1 in 10 (7%) had 11 or more years’ on the job (Table 1). Forty-one percent of respondents 

worked in markets 100-129; slightly over a third (37%) in markets 130-172; less than a 

fourth (23%) in markets 173 or larger (Table 2). 

 

 The MMJs were about evenly split in gender: women 55 percent, men 45 percent 

(Table 3). Most MMJs were relatively young: 43 percent under 25 years old; about half 

(48%) were 25-35; only 1 in 10 MMJs were older than 35 (Table 4). 

 

Research Questions 

RQ1: Because small market MMJs work alone doing the jobs of two or more people 

(reporter, videographer, video editor), do they feel the quality of journalism suffers? 

 

 Using a five-point Likert-type scale ranging from “strongly agree” to “strongly 

disagree,” respondents replied to the following statement: “One of the criticisms of the 
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MMJ model is that because the reporter is responsible for so many duties, the quality of 

journalism suffers.” Just over three-fourths of MMJs (76%) responded with “strongly 

agree” or “agree.” One in 10 (11%) disagreed and 15-percent were neutral (Table 5). In 

open-ended comments, respondents described a number of reasons for the quality 

differential between a two-person crew and an MMJ. Some examples: 

My argument would be it limits the amount of time you can actually dedicate to a 
story, whether that's making calls to dig deeper or in the edit bay making it 
visually appealing. We all end up having to factor in drive times, the time it takes 
to ingest footage, to write it, to edit it, to be back out on the road for a live shot, to 
get the web story up, etc. Saving money is great but when I compare my stories to 
that of another market close to mine that has dedicated photographers for their 
reporters, I see an obvious difference in story quality.  
 
Our audience complains about the present quality of the TV news product and is 
going elsewhere for news content. The internet/smartphones/technology is 
making this exodus possible. News management reacts to the loss of 
audience/revenue by shrinking the newsroom staff and demanding more from the 
remaining staff. The news product suffers, the audience doesn't like it, more 
audience goes away. News management is in a sense cannibalizing itself. 
 
If a person is focused on 12 different tasks, it is difficult for the story to come 
together. Instead of focusing on tough questions, I'm worried about b-roll. Instead 
of cutaways, I'm thinking about the drive back to the station to import video and 
begin editing. 
 
I can't tell you how much better many of my stories could have been if I had been 
allowed to concentrate on them, and THAT is my biggest criticism of this awful 
idea. No, I'm not lazy. I have still turned out many good--and some very good-
stories doing this. But if I had a NORMAL amount of work I could make more of 
my packages exceptional.  

 

RQ2: Because small market MMJs are responsible for so many duties, does job 

satisfaction suffer? 

  

 Again, a 5-point “strongly agree” to “strongly disagree” Likert scale was used for 

the following statement: “Another criticism of the MMJ model is that because one person 



SMALL-MARKET MMJS: HOPING FOR CHANGE THAT MAY NOT COME 
 

 
 

15 

is doing so much, job satisfaction suffers.” Three-fourths of the respondents agreed with 

the statement; just 15% disagreed; 11% were neutral (Table 6). Some open-ended 

comments from reporters who said job satisfaction suffers under the MMJ model: 

 
It is very easy to get burnt out when you are by yourself, the passion can 
disappear because of feeling so overwhelmed. An MMJ can be great, but a trained 
award-wining photographer is who I want to work with any day. 
 
Journalists love to tell stories, to share information and the human experience. 
When you are having to cut back on that side of it to fulfill the other parts of the 
job, you lose part of your desire to be a top-notch journalist. You become so 
stressed, you lose sight of why you do this in the first place. 
 
Morale is low. Reporters are being asked to do too much, they are stressed out, 
they constantly fall short of expectations, and they are dissatisfied with their work 
output because they have to slap stories together in order to get them on the air. 
This is not the kind of journalism they aspired to do while they were in school.  
 
 

 But some reporters—albeit a much smaller number—enjoy MMJ work. Based on 

open-ended comments, job satisfaction for them comes from having total control over the 

final product. 

 
I love being able to shoot my own stories. I get more job satisfaction out of being 
able to control every aspect of my news story. Every person is different, but I have 
always been a visual person. I come from a film studies background and see an 
opportunity to be creative.  
 
I have been proud of a lot of the work I have put forth, and was happy that I did it 
all. Sometimes it wears on me, but it's not detrimental. 
 
Not everyday is a good day in the news business, but I've never gone home after 
work and didn't want to come back the next day to give it another try. 
 
I enjoy shooting, writing, and editing. I enjoy working by myself. I also find 
motivation on how to improve my skills with each and every story.  
 

 



SMALL-MARKET MMJS: HOPING FOR CHANGE THAT MAY NOT COME 
 

 
 

16 

RQ3: Do concerns over the quality of their work and/or job satisfaction lead small market 

MMJs to re-think continuing their careers in broadcast journalism? 

 

 Respondents were asked to agree or disagree with the statement: “Concerns over 

the quality of your work and/or job satisfaction as an MMJ has led you to re-think your 

career in broadcast journalism.” Only about half the MMJs (51%) disagreed that they 

were considering a career switch; about a third (37%) agreed with the statement, and 14% 

were neutral (Table 7). Some examples of the open-ended comments, which were 

overwhelmingly negative, about continuing in the business: 

 
Unfortunately this is a "strongly agree." You grow up and you have these big 
dreams and you want to tell stories and make a difference, but then you get a ton 
of crap thrown at you, you feel like crap, and things change. 
 
I hope to never work as an MMJ again. If I knew continuing my career as a 
reporter would mean having to work as an MMJ for years and years to come, I 
would definitely re-think my career path. 
 
I have wondered if this is the right path for me. It has made me question my 
talent, or if what talent I do have will get to develop. 
 
It's hard to say because I love telling stories, and I want to stay in the field. 
However, the pay isn't great for the amount of work I'm doing currently, and the 
stress from my job has been a health concern for my doctor. So, there have been 
moments when I've thought about whether I want to stay in broadcast journalism.  
 

 
 
RQ4: Do small market MMJs expect to begin working with a videographer when/if they 

move up in market size? 

 

 Respondents were asked to answer either “yes,” “no,” or “not sure” to this 

question: 
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“When/if you move up in market size as a reporter, do you expect to transition from 

being an MMJ to instead working mostly with a videographer?” About half (49%) 

answered “yes;” just under a fourth answered “no;” about a third (30%) said “not sure” 

(Table 8). Some open-ended response examples: 

Everyone I know from my station who has moved to markets ranging from sizes 
around 130-90 still are MMJs. 
 
I hope to have a videographer, but I know that business is scaling down so I will 
be happy either way. 
 
Perhaps not in my next market, but I expect to eventually shift to working with a 
videographer. 
 
That's my hope. 
 

 

RQ5: Are small market MMJs willing to continue working as an MMJ indefinitely, no 

matter how large a market they eventually work in? 

 

 The survey asked respondents to answer “yes,” “no,” or “not sure” to this 

question: “Are you willing to continue as an MMJ indefinitely, no matter how large a 

market you eventually work in? The MMJs were about evenly split on the question: “yes” 

36%, “no” 37%, 'not sure” 27% (Table 9). Some examples of open-ended responses: 

 

I don't mean this to be a dramatic statement, but if I don't get a job with a 
photographer I will find some other line of work. My talents can't grow anymore 
doing all this crap so it would not be worth it.  
 
It is very stressful at times. I am at a smaller market, so perhaps if I become better 
and more efficient I will stay a MMJ. 
 
 
I would love to be able to work in a television market where I would have a 
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photographer but it appears more and more large markets are still hiring MMJ's.   
 
 
 

Other MMJ Duties 
 
The survey also asked about other MMJ duties beyond reporting, shooting and editing: 

“In addition to reporting, shooting, and editing, what else do you do on the days you 

work as an MMJ?” Almost all the respondents were required to produce web material and 

post to social media--95 % and 93 % respectively; almost half were charged with 

maintaining equipment and transmitting stories from the field back to the station--47 % 

and 44 % respectively; about a third (36%) produced their own graphics; and 16 % 

answered “other” duties (Table 10). 
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Study Limitations 

One of the main limitations of this survey is the inability to determine the 

response rate. As noted previously, the database relied upon to contact the small-market 

reporters did not separate them into two groups: reporters who work with videographers 

and MMJs. Instead, the respondents were asked to self-identify as MMJs. Therefore, 

there is no way to know the total number of MMJs possible in the survey pool; we only 

know the MMJs who told us so. Also, to ensure the highest response rate possible, the 

survey was sent to all reporters in markets 100-210. Therefore, a representative sample 

was not used and the results are purely descriptive. 
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Discussion and Future Study 

 The targeted subjects for this survey were reporters who currently work as MMJs 

in what can be considered small markets, defined as markets 100-210, according to the 

2012-13 Nielsen Local Television Market Universe Estimates. The researchers 

considered the opinions of this specific group the best gauge of job satisfaction among 

MMJs in small markets and of career expectations, meaning would they be able to 

advance to larger markets. 

 

 Our results indicate small-market reporters are not happy working as MMJs. 

Three-fourths of the respondents agreed that job satisfaction suffered under the MMJ 

model. Only 15% said MMJ work did not lower job satisfaction. Furthermore, three-

fourths of small-market MMJs felt their work could be better if they were teamed with a 

videographer. Many of these small-market reporters may never have worked with a 

videographer on any regular basis; still, their perception is that the quality of their 

journalism suffers because of the MMJ model. 

 

Despite the difficulties, small-market reporters seem to be willing to endure MMJ 

work because they expect that when they move up in markets they won’t have to do it 

anymore. Nearly half the respondents held out some hope of working with a videographer 

in future jobs in larger markets. However, those hopes may be unfounded. The reality is 

more and more large-market stations are incorporating the MMJ model into their 

newsrooms. While half of top-50 newsrooms did not use MMJs in 2007, by 2013, only a 

third could make that claim (B. Papper, personal communication, July 26, 2013). 
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 This scenario presents potentially alarming consequences for the future of TV 

reporting. If the small-market reporter is disillusioned with the MMJ model and isn't able 

to leave it behind once in a larger market, the result could be that many of the next 

generation of reporters may not stay in the industry. In fact, over a third of the 

respondents said they have considered choosing another career based on the impact MMJ 

work has on job satisfaction, or the perceived quality of their journalism or both.  

 

It is not correct to say the MMJ model only has detractors. In fact, several of our 

respondents wrote glowingly about the satisfaction of being in control of a story from 

beginning to end. As one respondent stated: “if you want something done right, do it 

yourself.” Others noticed a more genuine personal connection with interview subjects 

when they arrived as an MMJ rather than as part of a more imposing two-person crew.  

 

 The authors note the application of the MMJ model is not new in small-market 

newsrooms. However, the survey results appear to show MMJ work is being redefined to 

include not only the traditional reporting, shooting and editing, but also social media and 

web posting. Indeed, digital skills are almost a given now, with nearly all respondents 

saying they write web stories and use social media professionally. That extra layer of 

responsibility, beyond working for the on-air newscast, seems to be weighing heavily on 

the respondents, as one said: “Besides having to drive the car, I have to post to Facebook, 

Twitter, and Instagram. It's very time consuming at times. And in order to NOT use my 

phone while driving the news unit, I have to park somewhere and take the time to post to 

social media.” 
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The survey results also suggest these perspectives: 

 

 Other technical skills such as creating graphics and transmitting stories back to 

the station, are not yet commonplace, with only a third of respondents saying they fulfill 

those roles. However, it’s not unreasonable to think advances in technology will likely 

only create more opportunities for one person to be asked to do more. 

 

Nearly all small-market MMJs say they’re proficient with the technical aspects of 

the job. This could suggest that after a while on the job, the technical skills are not that 

difficult to master. 

 

MMJs in smaller markets are, as expected, at the beginning of their careers. Three 

quarters of respondents have worked fewer than five years, and more than 90 percent are 

younger than 36. A majority of the respondents were women. 

 

As noted previously, today's small-market MMJs must not only report, shoot and 

edit, but also provide content for social media and the web, transmit stories from the field 

to the station and even conduct their own live shots. Future studies tracking the job 

satisfaction among small-market MMJs, as technology continues to evolve and 

responsibilities likely increase, would be telling. Does there come a point when these 

extra demands become the straw that breaks the proverbial camel's back? Are small-

market reporters being asked to do even more just because technology allows them to? 

What impact will that have on their decisions to remain in their careers? And, if many of 
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this generation leave the profession, what are the consequences for the local television 

news industry that might find itself without a feeder system into larger markets? 

 

Understanding whether there is indeed a breaking point, a limit to what one 

reporter can do for a local news television station, would go a long way toward ensuring 

continued interest in this career, and therefore, continued viability for the industry. 

Armed with that knowledge, newsroom managers would be able to make informed 

decisions regarding the best way to embrace technology and hold the bottom line without 

losing the workforce. 
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