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Abstract: The purpose of this research is to identify the most common criteria (knowledge and skill-based
competences) which employers consider in the process of employing media psychologists. The research holds
significance for adjusting interdisciplinary educational programs and advancing media psychologists’
competency matrix. The research is a valuable resource for educators in modernizing educational programs by
taking into consideration employment requirements and fine-tuning accreditation standards. Employers from 35
media organizations, non-governmental and governmental organizations answered questionnaires (with close
and open-ended questions).

This research answers the following questions: 1. According to what criteria could media psychologists be
employed in Georgia? 2. What specific knowledge and skills are more attractive for employers?

According to the results, there is a low awareness towards media psychologists, 71% of employers do not
have in staff media psychologists and up to 45% wish to employ them; and 75% of employers would offer a trail
period to them.
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1. Introduction

MEDIA psychology became a recognized branch of the American Psychological Association (APA) in the
1980s. Now, as Division 46 of the APA, media psychology is a rapidly growing interdisciplinary field. The field
of media psychology is multidisciplinary and is often integrated into or overlaps with other areas of study and
programs and “this list will continue to grow” [1]. Media psychologists explore the nature of the relationship
between the media and human behavior, and examine this relationship on both an individual and a societal level
[2]. Basically, professionals in this field study how people interact with media and each other, due to media
influence. According to the “media psychology careers” this field of study can be used to determine how the
media affects us and how we perceive certain elements of the media. It can also be used to determine what can
be changed in media to give us a more pleasant or appropriate experience. Much of a media psychologist’s job
centers around the manner in which people perceive messages they see and hear on TV, the Internet, social
media, radio, and other communication mediums. Today, however, media psychologists are not only concerned
with television and its effects, but also all of the new media forms that have cropped up in recent years, such as
the internet and cellular phone technology [3].

2. Media Psychology And Education

Media psychology educational programs cover topics like theories in media psychology, theories in mass
communication and public relations, research methods in media psychology, social psychology, psychology of
advertisement, psychology of social media strategies and marketing, political psychology and communications,
persuasion and media influence, brand psychology, etc.
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Media psychologists see “the future of journalism” by referring to pro-social media (VS antisocial media)
effectiveness on mental health [4, 73-74]. Media development organization “DW Akademie” has recently
reported (2019) about launching a learning lab [5], the solutions journalism network’s digital classroom. When
media psychologists talk and promote pro-social media, they mostly refer to such solution journalism skills, e.g.
whereas journalists produce solution — oriented stories; the learning lab introduces a toolkit for different topics
(including covering violence, education, health issues).

Media psychology is an emerging, interdisciplinary sphere; and in Georgia, unfortunately, there is no
information on how many media psychologists are employed in the media sector. The field may have a unique
condition for development in the region for some rather specific reasons:

» Unique media landscape for observation: Georgian media managed to survive under omnipresent Soviet
propaganda, but the legacy still looms heavily on the country’s media landscape. More than 25 years after the
collapse of the Soviet Union, it remains a struggle for the country to establish and maintain a favorable
environment for media democracy (with a media sustainability index of 2.31, freedom of speech index 2. 54 and
plurality of news 2.53 in 2018 on a scale from a low of 0 to a high of 4) [6]. Freedom House (2018) [7] scores
the press freedom status as partly free and the country at 64, which is partly free as well, on a scale of 0 to 100;
Reporters Without Borders (2018) ranks it 61th among 180 countries (with a score of 27.34 which means
problematic) [8].

* A unique regional context creates a unique researchable area and topics, which might be attractive for
international scholars. At present, Georgia is in a state of so-called hybrid war and struggles with Russian
propaganda, fake news. Russia occupied 20% of Georgia’s territory in 2008. Some studies have already shown
that some Georgian-language media outlets have become devices for Russian-based anti-western propaganda [9].

Describing international core competencies (so called I-COMSs), Dr. Rutledge highlights: “At the core is
mastery of psychological theory and an understanding of how different technologies work. Media is no longer
about “mass media” but really represents mediated communication — how people send, receive, perceive and
experience information and interaction using different technologies, and the impact choices of delivery has on
content” [3].

3. Media Psychology And Employment

Media Psychologist Work in Broadcasting companies, Marketing and advertising firms, the digital
marketing sphere, colleges and universities, Government, non-governmental and private research facilities; they
do Independent and corporate consulting, contribute in Pubic advocacy and policy-making, research
organizations, etc. According to Bernard J. Luskin [10] areas of employment and positions in 2012 included but
was not limited to: Analytical and counseling companies (research positions); Non-governmental organizations
focused on media and communication (research positions, consultants); PR, Marketing organizations and
advertising agencies (consultants); Media-monitoring companies (research positions); Media organization: TV,
Radio, online media (advertising and media firm consultant) Governmental agencies and political parties
(consultants). In “Psychology Today” Luskin describes the major areas in which media psychology is
fundamental is as follows: Writing about media or performing as expert guests on various media platforms;
Consulting media personnel; Researching ways to improve all forms of media; Developing media standards;
Studying the sociological, behavioral and psychological effects of media, etc. [10].

According to the Bureau of Labor Statistics [11] (US department of Labor), Media psychology is an
incredibly fast-growing field; the Bureau states that this and similar fields are projected to grow 53% through the
year 2022: “Media-related psychology can be implemented across a vast array of industries and careers, but in
general, it is the use of psychology to understand the way people utilize, create and receive various forms of
media. With the technological growth the world has experienced in just the past few decades, new avenues are
open today that psychologists never before imagined”. According to “employment outlook & career guidance
for media psychologists” [3], because there are so many applications for media psychology, these professionals
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can be employed in a slew of different positions. Research facilities, public relations departments, advertising
agencies and schools are just a few of the work places offering positions to media psychologists. The positions
available to these professionals are varied and numerous;

Media psychologists have the necessary skills to pursue a career in a variety of media outlets, such as
broadcasting companies (ex. television, radio, and film studios) along with marketing and advertising firms. In a
marketing and advertising career, employers typically look for their psychologists to stay ahead of new trends,
especially those that have to do with social media.

According to the official and latest data (2017) the unemployment rate in Georgia hits 13.9 percent, more
precisely, 50.4 percent of this number refers to those between 20 and 30. This is the precise age when students
and graduates actively begin seeking jobs. The data stays high (29.6%) among 20-24 youths [12].

According to National Assessment and Examinations Centre data and National Centre for Educational
Quality Enhancement, there is no accredited undergraduate or graduate program in Media psychology in Georgia.
The latter might be the reason for the former.

4. Methodology And Procedures

Labor market research [13, 86-93] has been used as a basis for the research in 2018 conducted in July-
August, 2018. Local job market research indicated that employers seek specialists with interdisciplinary
competencies. 35 potential employers have been interviewed (in 2018) to identify core competencies of media
psychologists requested from market, internship opportunities, position requirements, etc. The goal of the
research was to find out what requirements employers have and what criteria (knowledge and skill-based
competences) they might consider in the process of employing media psychologists while choosing interns and
staff; what recommendations they give to the educational sector.

Qualitative and quantitative content analysis has been used for this research. A questionnaire (with open and
close-ended questions) has been used as a survey instrument. The questions have a comment space/area. The
number of questions is 26.

Sampling: the questionnaire was sent online to 35 employers in the capital of Georgia and its regions. The
employers were chosen from nation-wide TV channels, newspapers, on-line publishers, non-governmental and
research organizations focused on journalism studies, political parties;

Demographic data of the employers (n=35): 67% from questioned respondents (n=22) are female, 33%
(n=11) male (2 refused to answer). According to age, the highest percentage goes to the questioned respondents
from 26 to 55 (82% n=27), under 26- 12% (n=4) and over 56-6% (n=2).

Employers from 35 answered questionnaires (with close and open-ended questions). Among them 51 %
(n=17) were from private companies (TV, radio, online and research organizations), 27% (n=9) from non-
governmental organizations, 9% (n=3) from governmental sector and 12% (n=4) from political parties. 2
respondents refused to answer this question. According to the preliminary agreement, the questionnaire was
completed by those high ranking managers who are in charge of employing new people or selecting them for
internship.

Research questions are as follows: According to what criteria could media psychologists be employed in
Georgia? (1), and what specific knowledge and skills are more attractive for employers? (2).

5. Main Findings

The research answered the abovementioned questions. Majority of respondents (82%) answer, that
knowledge and skill based competencies with emphasis on psychology is critically important (61%) or important
(21%) for journalists; 88% of employers think that media employees should be ethical (reduce stigmatization
and strengthening stereotypes, no use of hate speech, etc.); they should have a good understanding of the
negative and positive phenomena/effects of Media (TV, Radio, Print and online) product;
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Lange [14] highlights that considering the fact that graduates also seek self-employment, graduate’s values,
authonomy and responsibility should also become vital for self-realization. As to the employers in Georgia, they
say that graduates should be able to improve their knowledge independently. In addition, 33 % mentions that
graduates lack of responsibility skills and highlight this as a fault of educational programs.

According to the results, 71 % of employers do not have in staff media psychologists and up to 45% wish to
employ specialists with such competencies; there is a low awareness about the media psychology filed in general
and 39% still do not know if they want to employ them in Georgia. Despite this fact, 75% of employers would
offer a trail period to them. In a previous study [13] it was highlighted, that 52% of employers prioritize a
profound knowledge in a specific field (besides journalism). It is worth mentioning that 84% of respondents give
preference to the competences gained in specific fields such as economy, politics, arts, etc. In the survey (2018)
respondents indicate, that a weakness of the higher educational system is that graduates do not have
interdisciplinary knowledge and skills (39 %).

The respondents have answered the question: “what position would you offer to specialists with media
psychologists’ competencies?” Here, employers could give multiple answers (up to 3 choices). According to the
answers, they would be glad to offer to media psychologists the same positions mentioned above by
international scholars and these positions in Georgia are as follows: Journalists (who work in hot places, cover
children issues and violence, conflicts, psychology, etc.) — 27 %; producers, editors, producer assistants — 18%,
marketing specialist — 21%, consultant — 18%, researcher — 21%; Specialist in PR and media relations
department — 15%; 6% - answered that there is no need for such specialist; 6% - Depends on specific
competencies. One respondent specified, that she “would be glad to offer the position of producer to a media
psychologist so she/he could supervise entry-level journalists and interns”.

As to the RQ 2 (“What specific knowledge and skills are more attractive for employers?”), respondents have
produced recommendations for improvement of competence based education via the following descriptors:
Knowledge and understanding, applying knowledge, autonomy and responsibility. In particular, employers wish
to improve knowledge in media ethics, knowledge in using new technologies, knowledge in usage of new social
media platforms, having necessary skills for managing stress and deadlines, etc. In their opinion, media
psychologists’ skills are vital for practitioner journalists as well. They need to know how to deal with stress, they
should be aware of psychology. They should know how negative phenomena works, how fake, biased news and
propaganda effects the minds people and their perception of reality. So these recommendations refer to
journalism curricula as well);

Employers suggest paying more attention to topics covering: Media influence on audiences, persuasive
techniques, creating public opinion via media. Research showed that for the majority of our employers, practical
skills are important. They suggest enhancing interdisciplinary teaching and popularization of the media
psychology field, and raise awareness of media literacy and media psychology. In their opinion, media
psychologists’ skills are vital for practitioner journalists as well. They need to know how to deal with stress, and
they should be aware of psychology. They should know how negative phenomena works, how fake, biased news
and propaganda effects the minds of people and their perception of reality.

According to employer opinion, the students at Universities gain more theoretical knowledge than practical.
For the majority, practical knowledge is essential. Answering the question about weaknesses of University’s
educational programs, the employers could choose more than one option. In “top three weaknesses” we’ve got,
that graduates do not have practical skills (79% out of 100), autonomy/initiatives (46% out of 100) and
interdisciplinary knowledge and skills (39% out of 100).

We have summarized these recommendations and the best practices in media psychology sphere and
suggested the core competencies for graduate level (See table I).

TABLE I: the core competencies for media psychologist
learning outcomes regarding “Knowledge and understanding” descriptor
PL | Gain in-depth and systematic knowledge of psychological antecedents
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01 and consequences of media use, influence, effects and functioning of
media audiences (including minorities, members of understudied and/or
marginalized groups);

PL Gain in-depth and systematic knowledge about the process of
02 interaction between media (social media included) and the influence of
new technologies on human behavior;

PL Gain systematic knowledge of research methods in media psychology
03 and communications;

PL Understand the role of critical thinking, media and digital literacy
04 (MIDL) in the development of society, individuals and media
environment.

PL Understanding what it means to be a global citizen, which is now a
05 benchmark of personal growth and career readiness [15].
rogram learning outcomes regarding “Practical Application of the
Theoretical Knowledge”

PL Identify key concepts, theories and research paradigms (principles and
06 methods), application of theories to real life situations.

PL Utilize appropriate research methodologies and procedures

U

o7

PL Apply a broad range of relevant media psychological knowledge when
08 providing recommendations backed with research. Analyze various
moral and ethical dilemmas that arise within the media and media
psychology as a science; Analyze critically media product and
contribute in developing media standards;
Use ICTs for professional and scientific purposes

PLO9

Program learning outcomes regarding “Autonomy and responsibility”
descriptor

Use life-long learning skills in order to further pursue an academic

PLO 10 career, develop and distribute knowledge (in academic and non-

academic society); to organize own learning, including through

effective management of time and information, both individually and in

groups [16].

Follow the professional and academic norms of ethics and practice

PLO 11 academic integrity.

Respect for human rights, cultures (e.g. beliefs, values, practices and

PLO 12 behaviors), languages and sensitivity to diversity; readiness to respect

for diversity and values of others [17].

Conclusions And Recommendations

Even from a single glance, it is visible, that local, international media and emerging technologies (social
media included) can have an influence on media consumers, human behavior, voters, political and cultural
landscapes. Media can actually tell us what to think about and how to construct frames in our mind [18] and in
our opinion, media psychologists can contribute in adjusting media standards, accelerate media transformation
and influence attitudes and values. This particularly refers to countries with new/young democracies (like
Georgia), because media consumers from the post-soviet society might be more vulnerable to propaganda,
negative phenomena in media and fake news effects. On one hand, Post-soviet society and media are in the
process of a unique transformation and democratization. On the other hand, there is lack of studies that evaluate
the influence of various factors on media consumers. There is a gap in terms of research being conducted into
media psychology in Georgia. Media psychologists might have a unique role to play in the process of media
transformation. That is why it is more important to provide the marketplace with media psychologists who will
have enough competence to provide people in the media field with high-quality recommendations and
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consultations. The launching of accredited programs and updated set of international competencies (I-COMs:
core competencies) could definitely contribute to popularization of this filed in Georgia. Survey results have
already been taken into consideration by academia and a Master program (media psychology and
communications) at Thilisi State University, and has been adjusted according to those recommendations. In
addition, internship credit-courses have been embodied in curricula.

Popularization of this field is a challenge in Georgia and in this regard, competence-based educational
programs can open new perspectives to media psychologists and create a new niche for employment.
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