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Abstract

As journalism jobs become more precarious and scarce, journalists, especially freelancers,
resort to personal branding on social media. For female freelance photojournalists, the
situation is even more appalling. Yet, no previous studies have been found to address their
online branding. In response to this gap, this study aimed to understand how women freelance
photojournalists build their brands on Instagram. In order to do that, this qualitative
cross-cultural study resorted to semi-structured interviews with ten female freelance
photojournalists from eight different countries and analysed the data collected through the use
of grounded theory. The study resorted to Labrecque et al.’s (2011) understanding of online
personal branding; Molyneux et al.’s (2017) branding levels and Shoemaker and Reese’s
(2016) hierarchy of influences model; and Hermida and Mellado’s (2020) Mapping Forms of

Journalistic Norms and Practices on Twitter and Instagram.
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Abstrakt

Vzhledem k tomu, ze pracovni mista v zZurnalistice jsou stale nejistéj$i a vzacnéjsi, novinari,
zejména nezavisli, se rozhoduji budovat osobni znacku na socidlnich sitich. Pro
fotoreportérky na volné noze je situace jesté problematictéjsi. Piesto nebyly nalezeny zadné
piedchozi studie, které by se zabyvaly jejich online brandingem. V reakci na tuto mezeru se
tato studie zameéfila na pochopeni toho, jak zeny na volné noze buduji své znacky na
Instagramu. Aby toho doséhla, tato kvalitativni mezikulturni studie stavi na

polostrukturovanych rozhovorech s deseti nezavislymi fotoreportérkami z osmi riznych zemi



a analyzuje shromdzdénd data pomocizakotvené teorie. Studie stavi na tom, jak chapou
osobni branding Labrecque et al. (2011); Molyneux et al. (2017) Grovné znacky a vyuziva
take model hierarchie vlivh Shoemakerové a Reese (2016), stejné jako mapovani

novinaiskych norem a postupii na Twitteru a Instagramu (Hermida a Mellado, 2020).
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