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Preface

A mouthpiece of government turned into a broadcaster
working in the interest of the public - this vision has always
had a strong appeal to DW Akademie. DW Akademie is Ger-
many’s leading organization for international media devel-
opment and Deutsche Welle’s center of excellence for educa-
tion, knowledge transfer, and media training.

We firmly believe that independent media and respon-
sible journalism are essential to societies. In Germany, the
public service broadcasting system is widely accepted as one
of the pillars of a system of such quality media. Being part of
Deutsche Welle, our country’s international broadcaster with a
public service remit, the concept of media in the service of the
public is very close to DW Akademie.

This is why DW Akademie has actively supported several
transformation processes of former state broadcasters in de-
veloping countries and emerging economies over the years.
Assisting reform, however, has often proved to be very chal-
lenging. Progress has felt too slow in some cases, in others,
resistance to reform turned out to me more obstinate than
expected. Sometimes we asked ourselves if this really is the
right path to take, and if there are any alternative approaches
like the support of community or private media who in many
cases also deliver good services on behalf of the public.

This study constitutes the attempt to draw some initial
conclusions from the work conducted by DW Akademie and
other media development organizations in the past. It aims at
a better understanding of which public service functions for-
mer state broadcasters can provide at all and which approach-
es of media development actors have proved to be successful.

Reforming of state mouthpieces into public service me-
dia can indeed be achieved. This is one of the most important
findings of this study. DW Akademie researchers here present
examples of media outlets that fulfill their public service re-
mit of creating a public sphere and supporting integration to a
substantial degree. Even among the success stories, not all the
media outlets studied here have adopted a public service ethos
to its full extent. Their work, however, improved considerably.
In assisting reform, media development actors were thus able
to enhance the public’s freedom of expression as well as its ac-
cess to information — two basic human rights we see as impor-
tant prerequisites for peace and democracy.

On the other hand, this study shows how difficult and com-
plex transformation is. State media are often highly politi-
cized. Successful transformation, therefore, requires support
of a lot of different actors: the political elite, civil society, the
management of the broadcaster, its staff, and last but certainly
not least, the public as a whole. It is vital that media develop-
ment actors identify windows of opportunity and profit from
them in order to propel change forward.

Preface

At the same time, this study demonstrates that media devel-
opment organizations have to think beyond their traditional
fields of expertise: capacity development and newsroom con-
sultancy. A much broader approach is needed if substantial
and sustainable development is to be achieved.

DW Akademie is currently implementing a new, more com-
plex strategy for successful media development cooperation
that takes this into account. Political and legal frameworks
have become a strategic area of activity. Other equally im-
portant areas comprise qualifications, professionalism, and
economic sustainability of the media sector, participation in
society, and digital change.

With regard to public broadcasting, political and legal
frameworks are especially important in order to ensure edito-
rial independence of former state broadcasters. Furthermore,
media development actors have to engage more in organi-
zational development. Therefore, at the end of this study, we
dedicate a whole chapter to this question.

This study of selected media outlets from twelve countries
does not attempt to provide a final answer to the question of
successful public service transformation. It aims at giving an
overview of what has been achieved in practical work in this
field in the course of the past years. More research is needed
to understand which steps of reform are needed for a genuine
transformation that is sustainable in the long term.

The media are undergoing crucial developments. Digital
change, convergence, and social media have increased plural-
ism of opinion substantially in many parts of the world. At the
same time, the media face new challenges with respect to their
economic sustainability. The notion of public service media
that offer a model for providing journalistic quality without
financial dependence deserves further thought.

Christian Gramsch
Director DW Akademie
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Executive Summary

Executive Summary

This study analyses the transformation process of state media towards public service media (PSM). It looks at individual cases of
former government mouthpieces being turned into media that operate on behalf of the people in their country. Alternatives are
also taken into consideration: private and community media that operate in the service of the public. Overall case studies from
twelve developing countries and emerging economies are presented. An assessment is made of the role media development
actors have played and in which methodological setting they have placed their interventions. Finally, recommendations for the
practice of media development are made. The most important findings are put in a nutshell here, followed by a brief overview

of the individual case studies.

Theoretical Approach

Instead of defining public service media (PSM) at the
outset, this study takes a broad and explorative ap-
proach. It analyses which societal functions are fulfilled
by (transformed) state broadcasters — or by other media
that operate on behalf of the public. Two overarching
general functions of the media are differentiated: First,
“creating a public sphere” which includes political func-
tions such as comprehensive balanced news, political
expression, social orientation, criticism, moderation of
debate, agenda setting, local generation of content. And
second, “supporting integration” which includes social
functions such as cultural expression, empowerment,
entertainment, education, and innovation.

The concept of a “public service ethos” is introduced
according to which public service media are not the
only obliged form. Private and community media, too,
can be part of a public service media system if they are
committed to delivering important services to the pub-
lic. Further, a model for the study of public service me-
dia systems is used in order to analyze organizational
structure, management and governance of the different
media, as well as the changes they undergo.

According to the findings of this study, the former state
broadcasters of Kyrgyzstan, Mongolia, Moldova and Serbia
can be called public service media (PSM) today. These media
outlets have undergone successful transformation processes
in recent years. Although in different stages at present, they
fulfill a number of important functions in the service of the
public. This notwithstanding, many reforms are still ongoing
and achievements will need to be defended in the future. This
result must necessarily be seen in context, namely, that many
other efforts to establish a free media that operates in the ser-
vice of the public have failed in the past two decades.

As aresult of the overall assessment of this study, four dif-
ferent types of media can be differentiated with regard to the
public service ethos:

1. Media outlets that remain state media. These outlets gener-
ally fail to deliver basic journalistic services such as objective

and balanced news or criticism of those in power. But in many
cases they do support the integration of society by strength-
ening cultural cohesion and expression. In addition, they offer
educational and entertaining content. In many countries these
media are the only ones with a network able to reach the whole
population. They are often accepted by the population because
they stand for national unity, integration and the respect for
minorities. (See the case studies of Afghanistan and Namibia.)

2. PSM in initial transformation. These media offer basic in-
formational services and forums for public debate. They let
the opposition speak, and they offer some societal criticism
and orientation. And they support the integration of society
through programming for cultural cohesion and expression,
education and entertainment. They integrate citizens in their
programming and win the trust and the engagement of their
audiences. They have a legal basis including a public service re-
mit and an independent, plural governing body which includes
civil society. (See the case studies of Kyrgyzstan and Mongolia.)

3. PSM in advanced transformation. In addition to the above,
some media that have undergone a process of transformation
also offer their audiences objective and independent news
journalism, forums for public debate, social orientation, and
criticism. However criticism of the government is still rare, as
is agenda setting and in-depth journalism. (See the case stud-
ies of Moldova and Serbia.)

4. Alternative Public Service Media (APSM). Besides the for-
mer state media, this study also presents cases of exceptional
private commercial media and community media. These me-
dia differ in origin and purpose, organizational structure and
content from PSM. Some of them have developed and expand-
ed their services to fulfill broader public service functions. As it
turns out, these cases are comparable in their fulfillment of key
functions to “PSM in advanced transformation.” On the other
hand most of the APSM offer their services only to a selected
segment of the country or community. They do not as a rule
have a governing board which represents different parts of so-
ciety. Nonetheless, they have a clear and institutional commit-
ment to professional journalism standards and to servicing a
broader public. They may take over roles as neutral and inde-
pendent actors in society (while still pursuing specific com-
munity radio agendas or commercial interests in other parts).
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And there are cases where small media have professionalized
their work and the structure of their organization in order to
deliver better services to the public. (See the case studies from
Nigeria, Nepal, Serbia (B92), and Bolivia.)

Some of the problems of intended transformation processes
in the past are related to the approaches of media develop-
ment actors and their donors themselves. In many cases there
was a lack of long-term planning and coordination between
the international organizations. Only very few dedicated
frameworks for needs assessment, planning, monitoring, and
evaluations have been put in place. Often media development
organizations have limited themselves to capacity building
and newsroom consultancy, not addressing structural change
in governing bodies, political and legal frameworks, and par-
ticipation of civil society. This study shows that first of all, an
agenda of cooperation and a strategic plan for reform need to
be developed for an intervention to be successful. In addition,
a maximum of local expertise should be included.

When planning an intervention, media development actors
have to carefully analyze the potential of both PSM and Al-
ternative Public Service Media (APSM) to act on behalf of the
public in a given country. Depending on the situation of a
particular media landscape and the political will for genuine
reform of a state broadcaster, APSM can be considered either
as an alternative or as a complement to state media transfor-
mation. Ideally a media landscape has both types, PSM and
APSM, in fruitful competition: the PSM offering a broader set
of services, and the APSM being more innovative and adapt-
ing better to the needs of specific communities and audiences.
Meanwhile, in countries where the reform of state media to-
wards PSM is not realistic, the support of media with the po-
tential to become APSM is important to foster journalism with
a public service ethos in order to help the people exert their
right to information. If the goal for media development is to
strengthen public service ideals, its perspective has to be ex-
tended beyond state broadcaster transformation.

More efforts from media development need be directed to-
wards the improvement of legal frameworks for the media in
general and PSM in particular. To advance in this area, interna-
tional actors need to build legal expertise, find strong partners
in civil society, and support projects for lobbying and advocacy.
Those who work towards a general political climate that is in
favour of PSM and community media need to be strengthened.
Such opportunities were seized in the cases of Mongolia, Kyr-
gyzstan, Serbia, and Myanmar. Here important contributions
were made to lawmaking processes and the establishment of
more independent governing bodies of the PSM.

Media development actors have so far engaged in serious or-
ganizational development only in a few cases. Fully-fledged
processes of organizational change should include the es-

tablishment of a strategy group, a steering committee, and a
process operation in different phases. This would enable im-
portant issues to be dealt with adequately, such as financial
sustainability, administrative reform, human resources man-
agement, and the establishment of sustainable structures for
capacity building. Some organizational transformation pro-
cesses are described in a dedicated chapter at the end of the
study, as a constructive contribution to the discussion on the
way forward.

Overall Public Service Media should be given more attention
in media development. International partnerships can rise
to the challenge by further building their own capacity in the
face of complex media landscapes. The places and times, strat-
egies and processes need to be well chosen. Not always, but in
some selected cases, broader transformation interventions
have turned out to be successful. The additional opportunities
for Alternative Public Service Media in a given country need
to be carefully weighed as to the potential to support integra-
tion and the creation of a public sphere. After all, in a time of
fundamental changes of the media in general and a crisis of
journalism in particular, the old public service idea still offers
a financially sustainable model: Media that act in the service
of the public and that are financed by the public. They can in-
tegrate different parts of society, deliver reliable and balanced
information, and speak truth to those in power.

Case Studies From Twelve Countries in a Nutshell

This study provides a broad assessment of selected me-
dia outlets from twelve countries with a special focus on
the processes of transformation and public service func-
tions provided by the outlets. Information is assembled
on the different media landscapes, media organizations,
the functions they deliver, the interventions by media
development actors, and the changes the media have
undergone in the past years.

Afghanistan: The transformation process of the state
broadcaster RTA has failed. Most importantly, lack of
perseverance on the media development side and re-
form fear and confusion on the Afghan side led to a stag-
nation of the reform.

Kyrgyzstan: In 2012 the media development organiza-
tion Internews initiated a new attempt to turn the for-
mer Kyrgyzstani state broadcaster OTRK into a genuine
public service media outlet. A newly established inde-
pendent supervisory board which includes civil society
members and is working towards more audience partici-
pation and is an important success story of this transfor-
mation. A lot of work, however, still needs to be done to



improve the quality and independence of the program-
ming. The case of OTRK shows that the transforma-
tion of a broadcaster in a country with press freedom,
a strong civil society, and a dedicated plan by a media
development actor is possible, though not easy.

Namibia: In its current structure the Namibian Broad-
casting Corporation (NBC) remains a state broadcaster. It
has nevertheless undergone some serious reforms and
produces a variety of programming in ten languages.
Its reporting is biased and controversial subjects are ex-
cluded from talk-shows. Nonetheless, NBC plays a vital
role in delivering core public services to the people, in
particular to poorer parts of the population.

Mongolia: In nine years of transformation from a state
media outlet to a public broadcaster, the Mongolian Na-
tional Broadcaster (MNB) has undergone a change pro-
cess with significant achievements. A number of media
development actors were and still are active here, among
them Swedish SIDA and DW Akademie. MNB today of-
fers a wide range of programs to enhance public debate.
Despite the increasing competition from commercial
rivals, it is still the broadcaster with the best ratings and
the highest credibility among the population. In Mon-
golia, there are no real alternatives to a well-functioning
public service media organization.

Moldova: The former state broadcaster Teleradio-Mol-
dova (TRM) has transformed, largely through institu-
tional reform, to now fulfill important public service
functions. The content of informational programs has
become much more balanced and independent. With its
new programs and talk shows, TRM is creating a public
sphere open to debate. DW Akademie and Soros Founda-
tion have both supported this process. The case of TRM
shows that media development can assist in assuring
the delivery of basic information services to the public.

Myanmar: The transformation process of the state
broadcaster MRTV was launched in 2012 by the govern-
ment. Since then a consortium of international media
development organizations has been working jointly to
support MRTV in different areas and on various levels.
The biggest challenges at the moment are the struggle
for a legislative framework and the lack of public trust in
this state broadcaster. A first step in the right direction
is the new National Races Channel (NRC), a TV channel
committed exclusively to ethnic minorities. In Myan-
mar, the coming years will see media development or-
ganizations vindicate their efforts to support transfor-
mation towards PSM.

Executive Summary

Serbia: Despite their contrasting preconditions, both
the privately-owned B92 and the public broadcaster Ra-
dio Television of Serbia (RTS) managed to serve as public
service media in their respective time and context. RTS
is an example of the very successful transformation of a
state outlet with the help of a media development orga-
nization: BBC Media Action supported the former propa-
ganda broadcaster in its development into a public service
broadcaster that creates a public sphere and supports in-
tegration in Serbia. Nonetheless, RTS has not yet attained
the innovative force of B92 in the 1990s.

Nigeria: Freedom Radio, a privately-owned commercial
radio station based in the northern Nigerian city of Kano,
is an example of how private media can take over some
functions of PSM in an environment in which only state-
run and private media exist. It has some of the features
of community radio - involving local audiences, giving
a voice to local issues and concerns — but it also goes be-
yond that. Freedom Radio has won the support of a broad
segment of the population, a circumstance which allows
it to wield an impressive amount of power. So this case
shows that privately-owned public service media consti-
tute a valid model with advantages and challenges.

Nepal: In 1997, Radio Sagamartha went on air as the first
of today’s 250 community radio stations in Nepal. As a ve-
hicle for social mobilization, the station is raising its voice
to discuss many hidden issues or taboo topics in society,
reflecting the shortcomings of Nepal’s fledgling democ-
racy. This case shows how much community media in
Asia can achieve on behalf of the public in the absence of
public service media, but also what their limitations ulti-
mately are.

Bolivia, Colombia, Ecuador: Three community radio sta-
tions from Latin America were jointly assessed: Radio
Pio XII in Bolivia, Radio Intag in Ecuador and Vokaribe in
Colombia. They show that community media can make
a very significant contribution to pluralism in the media,
to the empowerment of local communities, the construc-
tion of multiple identities, the sense of local belonging,
and the defense of human rights, especially the right to
freedom of expression and of access to information. In
spite of the fact that community radio fulfills the impor-
tant public functions of social integration and the build-
ing of a public sphere, it can and should not substitute
public service media.

Edition DW Akademie In the Service of the Public
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Part I: Developing Public Service Media — Functions and
Change Processes

o1
Introduction: A Major Challenge for
Media Development

Jan Lublinski, Merjam Wakili, Petra Berner




Part I Introduction

“PSB needs to be looked at in each site where it exists and in the context of the particular media

ecology in which it exists. Positions that give it an automatically privileged position with respect

to quality, democracy, and citizenship can no longer be sustained. We need to provide very situ-

ated microanalyses of our ‘public broadcasters’ within their particular media and not endlessly

regurgitate tired and superseded general arguments about PSB’s natural superiority.”

Elisabeth Jacka

Introduction: A Major Challenge for Media Development

The transformation of state broadcasters to public service
media (PSM) is one of the most ambitious endeavors in the
field of media development. It is an enormous task to work
with state broadcasters that are controlled by the government
and effectively act as its mouthpiece, and to support them on
their way to becoming independent media, working on the
public’s behalf. But in the wake of major changes in political
systems it seems feasible to reinforce such fundamental re-
forms in the media sector.

Since the fall of the Berlin Wall in 1989, an increasing num-
ber of efforts have been made to transform state broadcasters
in different regions of the world. Dedicated political and legal
initiatives have been set up; huge sums have been invested in
donor support. The main hope was that fundamental reforms
in a large number of media systems could be achieved.

But not all the ambitions and dreams could be realized. The
initiatives and programs that were introduced from the early
1990s were idealistic but largely unsuccessful. In some cases
the failure is obvious, in others it remains somewhat unclear
what has been achieved so far, and how. And there are cases
where successes can be identified but they might not match
the originally intended objectives. In many cases it has proved
difficult to establish what was really done, which strategies
worked well, but also what went wrong and why. In other words:
activities in the field of transformation of state broadcasters
did not always meet modern standards for development. But
to be fair it should be noted that, for example, the OECD stan-
dards of Aid Effectiveness were not established until 2005 with
the Paris Declaration and the subsequent meetings in Accra
and Busan.! It should also be said that the media development
sector has evolved substantially in the past decade and has yet
to reach its full potential.> This study will attempt to take a new
and sober look at what can be achieved through media devel-
opment work with (former) state broadcasters, what possible
alternatives may look like and what lessons should be drawn
for the future. We do this in a modest and exploratory fashion,
assessing a small number of cases from different regions of the
world. We analyze not only the media outlets themselves, but
also try to understand the political, economic and cultural en-
vironment they are operating in. In other words, we evaluate
the “media ecology” of each case, very much along the lines
of Elisabeth Jacka from the University of Technology, Sydney,
whom we quoted at the beginning of this chapter.

Public Service Broadcasting

“Public service broadcasting (PSB) has an important
role to play in providing access to and participation in
public life. Especially in developing countries, PSB can
be instrumental in promoting access to education and
culture, developing knowledge, and fostering interac-
tions among citizens.”

“Public service broadcasting should encourage unity in
diversity and social progression. It should represent the
voices of the people from every part of the country, espe-
cially subjects and opinions that are otherwise ignored
by the popular media (...) The idea is that the more the
number of people who relate and benefit from the con-
cept of public service broadcasting, the more efficient
that society will be. It is therefore important for a broad-
caster to have diversity in programming so that it caters
to a wide audience with wider needs and interests.”
“Public Broadcasting is defined as a meeting place where
all citizens are welcome and considered equals. It is an
information and education too, accessible to all and
meant for all, whatever their social and economic sta-
tus. (...) Because it is not subject to the dictates of profit-
ability, public broadcasting must be daring, innovative,
and take risks. And when it succeeds in developing out-
standing genres or ideas, it can impose its high stan-
dards and set the tone for other broadcasters.”®

“Public Service Broadcasting (PSB) is broadcasting made,
financed and controlled by the public, for the public. It
is neither commercial nor state-owned, free from politi-
cal interference and pressure from commercial forces.
Through PSB, citizens are informed, educated and also
entertained. When guaranteed with pluralism, program-
ming diversity, editorial independence, appropriate
funding, accountability and transparency, public service
broadcasting can serve as a cornerstone of democracy.”’

! OECD DAC, Aid effectiveness, 4 UNESCO 2003, 232.
retrieved from: http.// 5 Manvi 2012, 22.
www.oecd.orgdac/effectiveness/. 6 UNESCO,/WRTC 2001.

2 Peters 2010. 7 UNESCO 2008, 54.

3 Elisabeth Jacka 2003, 188.
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Before we introduce our approach further, we sidestep briefly to
give a short general introduction to the challenges of public ser-
vice broadcasting: We first look at where PSB comes from histor-
ically and how the idea of transformation of state broadcasters
was put into practice in Eastern Europe in the 1990s. Secondly
we discuss some of the current challenges of the Internet and
mobile communication and, in this context, we reconsider the
actors that should be at the heart of all public service activities:
the citizens.

Public Service Broadcasting — West European Roots,
International Ambitions

PSB is deeply rooted in the history and political discourse in
Western Europe, an ambitious and universal concept which in-
tegrates great visions such as media freedom, equality among
citizens, a public sphere, and innovative force. On a more prac-
tical level, PSB also evolved from the need to finance the com-
paratively expensive radio and television technology and the
limited number of broadcasting licenses to be distributed.

The British Broadcasting Corporation (BBC) is often cited
as a model or even “prototype” of a public service broadcaster
(PSB).!And indeed it is respected worldwide for its editorial in-
dependence, its public obligations, its numerous innovations
in technology and content and its license fee funding model.
But the BBC model was not installed once for all time. From
the outset political actors have attempted to control or influ-
ence the broadcaster. The idea and realization of independent
broadcasting in the public service needed to be developed and
defended over time.?

The first case of successful post-conflict transformation to
PSB can be found in German history. After World War II and
the Nazi’s landscape of propaganda media, a free media sector
was to be created, at least in western Germany. The BBC served
as a model for a broadcasting system that was adapted to the
needs of the new federal system. Special legal obligations for
the new regional broadcasters’ independence and pluralism
were established. In particular they were obliged to deliver
truthful and balanced reporting. And in their regulative bod-
ies different social groups were represented: churches, sports
associations, trade unions, employers’ associations, cultural
organisations, and political parties.

The first chancellor Konrad Adenauer made several at-
tempts to gain more influence over the new broadcasters, but
did not succeed. After several years of parliamentary debate the
high court in Karlsruhe strengthened in 1961 the PSB system.'

In the 1950s all the regional broadcast stations had come
together to form a nationwide network, the ARD." In 1962
ZDF,a second PSB for television, was established. So a whole
generation of citizens was brought up only knowing and ex-
pecting public service content. The first commercial broad-
casters in Germany were not introduced until the 1980s.3

To this day, PSM are a disputed issue in Germany. Political
actors have always attempted to gain more influence over the

broadcasting organisations, whilst proponents of commercial
media have criticized PSM as privileged media enterprises.*
But over the decades public service media in Germany have
been able to defend their status and independence.’s And gen-
erally the debate over funding and programs has helped to cre-
ate a certain awareness among citizens that these are in fact
their very own media.

Another historic case of transformation from a state broad-
caster to a public broadcaster is East Germany. In 1989, before
and after the fall of the Berlin Wall, many journalists working
in the state-controlled broadcasters pursued political change
in general but also sought a shift in the media landscape. They
began to introduce self-generated reforms and envisioned a
new broadcasting era that would help them articulate the vi-
sions and ideas of the citizens in the German Democratic Re-
public (GDR). But after the peaceful revolution and the reuni-
fication of Germany, Western politicians and media managers
dominated the transformation process and set a fast pace. In
1991, after German reunification, the East German broadcast-
ing authority was dissolved. New and more effective regional
public service broadcasters were established and integrated
into the Western system of the ARD. The East Germans had
won freedom of expression and a system of PSB, but due to
political and economic pressures they had to comply with a
broadcasting culture that was introduced from the West.®

From PSB to PSM

In the digital age of media convergence the term public
service broadcasting (PSB) is broadened to public ser-
vice media (PSM). It stands for the attempt to include
both the broadcasting media as well as interactive Inter-
net media. In this study we mostly use the term PSM.
We do this partly to avoid interpreting PSB in the narrow
sense of the traditional terminology, i.e., as being only
a technical term for one of a number of distribution
methods and technologies used by media companies.”
Nevertheless the term PSB is still used in this study. In
some cases when a particular organization is addressed
which still broadcasts TV and radio programs only, we
speak of the broadcaster and PSB. Also when referring
to older literature we use the old term.



So the evolution of PSM was never as natural as it may be per-
ceived in Western Europe today. It was not established in an
ideal democratic process, it had to survive major conflicts,
and it needed to grow over time as an ongoing process, and be
rooted in society on the way.

If this process is on the whole successful, citizens can great-
ly benefit from PSM because they have more to offer than pri-
vate stations. In an international study, Curran et al. compared
the content of the reporting and the knowledge of the audi-
ence in different media systems.”® The study showed that in
countries with PSM, such as Sweden or Finland, television de-
votes more attention to public affairs and international news
and fosters greater knowledge in these areas than in a media
landscape with a dominant market model as in the US. “Public
service television also gives greater prominence to news, en-
courages higher levels of news consumption and contributes
to a smaller withinnation knowledge gap between the advan-
taged and disadvantaged.”?

Difficulties in Defining and Understanding PSM

The range of public service media (PSM) worldwide is
varied and complex. There is no standard definition.
Nevertheless numerous attempts have been made in
the academic world as well as the media policy debate to
define the core of PSM or PSB and to describe their char-
acteristics.”® Generally the different PSB models were
developed as an alternative to the models of state-con-
trolled and profit-oriented commercial media.? But the
terms PSB and PSM are perceived differently in differ-
ent languages and cultures: ‘Public’ may be perceived as
‘national ‘state’ or even ‘governmental’ in many parts
of the world. So often this linguistic difficulty is a first
obstacle to an understanding of the concept.”? And au-
thoritarian regimes tend to only label their state media
as public service media.

To define or describe PSM it would be insufficient to
simply generate a catalogue of requirements for such
a broadcaster and the societies it operates in. Instead
one has to allow for a certain variance and openness in
approach. In Chapter 2 a theoretical approach towards
PSM functions is developed.

So PSM have become a decisive cultural and democratic fac-
tor in some European societies, and stand for some universal
ideas that should apply worldwide. But are these really of rel-
evance to countries in other regions of the world?

In the global efforts to foster public service media world-
wide, UNESCO has taken the lead. It has supported numerous
activities including the “Public Broadcasting for All Campaign”
by the International Federation of Journalists launched in
2001 and meetings in different world regions where decla-
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rations and recommendations in favor of PSB were made.”
The UN agency* also introduced public service broadcasting
among its Media Development Indicators.” And it has also
helped to publish several guides on broadcasting regulations,
editorial guidelines and other best practices.?® The publica-
tions all convey a lot of enthusiasm for PSM, and they build
conceptual and legal grounds for the realization of this spe-
cial media form. But they have less to say about the failures in
transformation of state broadcasters and the lessons that may
be learned from them.

8 Woldt 2005, 293. 2 7ZDF: Zweites Deutsches Fernsehen.

9 The first case occurred even before 3 Wilke 2009; Hoffmann-Riem
the corporation received its first 1997; Bausch 1980.
royal charter for its operation as 14 See for example ACT 2004.
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Lessons Learned? — Transformations Since the 1990s

In the 1990s a large number of transformation initiatives
were started in the former socialist countries in Europe.
Hrvatin studies the case of Slovenia and compares it to other
countries.”” She describes how formerly state-owned media
in Central and Eastern Europe were transformed to PSB only
formally and “practically overnight.” Her general conclusion is
that public broadcasters in former socialist countries are in a
state of crisis. The elements of this crisis “range from haphaz-
ard media legislation, political pressures, financial and organi-
zational difficulties, and management crisis to identity crisis
and loss of public support.”# But at the same time she pleads
for individual treatment: Each transformed broadcaster has
its own history, its own problems and will need its own solu-
tion.

Jakubowicz analyzes the very first transformation processes
which took place in Central and Eastern European countries
during the 1990s.% His results shed light on what went wrong
in these countries and why. From his long catalogue of rea-
sons, which seems to be valid for other unsuccessful transfor-
mation processes, too, there is one major reason that stands
out: The PSB models were implemented in completely differ-
ent cultural and social environments from the organizations
they originated with, and were implemented without strong
support from the country itself. The problems that Jakubowicz
describes can be categorized into two types:3°

Problems caused by internal reasons:

Traditional and badly designed organizational and
management structures, involving many collective
bodies divided along party lines, incapable of fast de-
cision-making and mainly concentrating on blocking
each other’s actions;

Heavy political control, resulting from the politiciza-
tion of the process of appointing governing authorities,
turning former state radio and television into ‘parlia-
mentary’ rather than public broadcasters, or indeed
amounting to its ‘re-nationalization’;

Frequent management and leadership crises and
changes of top management, resulting from political
interference.

Problems caused by external reasons:

Lack of funds and programming know-how required
to compete with commercial broadcasters, sometimes
coupled with exaggerated insistence on non-commer-
cialism which additionally weakens those stations;

Self-censorship of journalists and program-makers
who can expect little protection from their superiors
when they run afoul of politicians or some influential
organization;

Lack of social embedment of the idea of public service
broadcasting;

Lack of a social constituency willing and able to sup-
port public service broadcasters and buttress their au-
tonomy and independence.

Jakubowicz speaks of a process of ‘transformation by imita-
tion’ not only on the political level but also on the social level
and — most importantly for our context —in the media sector.>
He stresses that it would be wrong to see these enormous dif-
ficulties as mere teething problems. The state-owned broad-
casters would have needed long-term help from international
media aid for the transformation into public broadcasters; in
fact, Jakubowicz questions whether such an extraordinary en-
gagement was ever provided by the international actors.

Equally sobering are the evaluation results, undertaken
by the United Nations Development Programme,3* of the
efforts to support PSB in Bosnia and Herzegovina. Besides
notable achievements (improved legislative framework, in-
dependent regulatory system and co-existence of commer-
cial and public service broadcasting), the organization also
identifies numerous challenges involving the external media
development agents:

Lack of coordination among the key players.

Lack of the right expertise in media development.
“Several local media actors have said that the situation
was made worse by the fact that the international con-
sultants were not experts: They had media credentials but
lacked the experience involving the transition from a state
broadcaster to a public service broadcasting system.”*

Limited focus on management capacity development.
Too much emphasis was placed on training journalists,
with insufficient guidance for managers on how to run
their media outlets on a sustainable basis.

Donor dependency and (un)sustainability. “Such de-
pendency seems to have been created by a limited
appreciation of the need to focus on strengthening fi-
nancial self-sustainability at the outset of media/broad-
casting projects.”**

Limited consultation with local stakeholders leading
to lack of ownership. “Several of the programs support-
ed by the international community have been criticized
for not being sufficiently informed by local expertise



and that this has contributed to a lack of local owner-
ship. However others believe that (...) the reason for the
lack of ownership was that public service broadcasting
is an entirely alien concept.”

Stiles and Weeks draw conclusions along much the same
lines in their evaluation of UNESCO’s support in Afghanistan,
Cambodia, India, Kyrgyzstan, Malawi, Panama, and Sri Lanka
between 2002 and 2005: They find that the projects that were
funded were too small, too short-term, too isolated, and too
many. Opportunities to cooperate with national NGOs were
missed. The monitoring and evaluation approaches used
were generally very weak, hard data was lacking.3® In the case
of Afghanistan, Wakili stresses that the international com-
munity failed to demonstrate staying power in its support of
the country’s state broadcaster. She points out that a broad-
caster that is not successfully transformed to PSB may still be
enabled to offer, to some extent, acceptable programming on
behalf of the audience.s

The international attempts to transform African state
broadcasters in recent years were generally unsuccessful. Al-
though public service broadcasting has become a popular
ideal, and although there is a broad consensus that transfor-
mation of state broadcasters is needed, not much has been
achieved. Many national broadcasters on this continent now
call themselves “public” broadcasters but they remain de facto
state-controlled. The governments generally try to retain their
control over the broadcasters while at the same time reducing
the funding. “Broadcasting reform efforts are generally slug-
gish due to a lack of political will and the lethargy of civil soci-
ety”, summarizes Hendrik Bussiek in the overview report? of
the AfriMAP project funded by the Open Society Foundation
which assessed the reform status in eleven sub-Saharan Afri-
can countries up to 2013.3

Overall the problems with transformation efforts can be
located in three areas: inside the media organisation itself, in
the environment of its media landscape, and also in the sup-
port system provided by media development actors. In sum,
these problems can lead to major dysfunctions. Thus new ap-
proaches and concepts are needed.

Reconsidering Audiences — Media in the Information Society

With the advent of the Internet and mobile communication
technologies, media landscapes are undergoing fundamen-
tal changes. Information is potentially available everywhere
around the globe. The national markets are opened up, and
more and more media organizations come into existence, of-
fering their services and trying to win their share of the audi-
ence’s attention.+

At first sight this is the universal idea of PSB taken one step
further. Media users now have even more sources of informa-
tion to choose from. Content can even be offered tailor-made
to their needs. And they can participate through new forms
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of interactivity. On the one hand, the Internet brings the op-
portunity to stay in touch with national and global news agen-
das, and on the other hand, the Internet offers room for small
groups or communities to exchange on special needs or topics.

But there are also major problems that arise in the new
era: Firstly, the “digital divide” will not be bridged easily; ac-
cess to the Internet is not available to all global citizens. Nor
do they all have the media literacy to make full use of the new
technologies. Secondly, the internationalization of the media
market brings a concentration of ownership, a few players will
command the main media markets, and entertainment and
commerce may dominate in the future.# Thirdly, political reg-
ulation on national levels will lose its importance in this area.
And fourthly, independent, critical journalism will be difficult
to sustain. Investigative journalism in particular is expensive
and it takes an independent publisher to withstand the threats
of political and economic actors. “While the new Internet sites
and blogs provide enormous breadth and width of informa-
tion (..), they cannot replace one fundamental function of
professional journalism that is vital to democracy: scrutiny of
those in power.”+

Jakubowicz sees the chance here for former public broad-
casters to become truly public service media by offering two
kinds of services: a basic supply on general channels for a
large part of the population, and at the same time a whole
range of new communication products tailored to specific
audiences —alerts and other extra services on mobile devices,
moderated forums on websites, archive material for docu-
mentation or educational purposes, new forms of interac-
tivity, etc.# The concept of participation can come to its full
realization here. Citizens move from being mere viewers or
listeners to active users: They can comment on, modify, and
produce their own content.

27 Hratvin 2002. media freedom was established in
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37 Wakili 2013, 257.

38 Bussiek 2013, 2.

39 Benin, Cameroon, Kenya, Mali,
Mozambique, Namibia, Nigeria,
South Africa, Uganda, Zambia,
Zimbabwe. South Africa is an
exceptional case here. The South
African Broadcasting Corporation
(SABC) has undergone serious

processes of transformation since

the country in the 1990s.
The Commonwealth Association
had supported the process through
consultancy at the time (Smith
2011). Today SABC is, as far as the
law is concerned, more account-
able to the public than to the
government. And there is a strong
civil society watching over the
changes within the SABC. Never-
theless the broadcaster’s
independence from the ruling
party will still need to be fought
forin the future. See Lloyd et
al. 2010; Duncan 2009.

4° Berger 2009; Deane 2005.

41 Nissen 2006, 9-11, 16.

42 Peters 2010, 270.

43 Jakubowicz 2007.

Edition DW Akademie In the Service of the Public 15



But will it be only public service media that will be able to offer
these services?

The traditional answer is that PSM is the only democratic form
that puts citizens at the center of its activities and seeks to
communicate for the common good. “It is becoming increas-
ingly evident that in the blind pursuit of profit, commercial
broadcasting has often diverted the media from its public in-
terest focus towards pure entertainment. Yet, nowhere have
they made public service broadcasting obsolete, and the dual
systems often provide the best media ecology.”+

However this differentiation between democratic public
service on the one side and profit-oriented private media on
the other seems to somewhat oversimplify today’s situation.
The media landscapes worldwide are of a complex and diverse
character. It has become much less clear who acts on behalf
of the public and who does not. Some broadcasters may offi-
cially be called PSM and in reality just be large, self-sufficient
bureaucracies that show little interest in their audience. And
there are media entrepreneurs that have objectives and pro-
fessional ethics that include serving the public.

At the same time the original problem which led to the de-
velopment of PSB still remains, namely, that broad radio and
television coverage for a whole country is still difficult to fi-
nance. These old channels of mass communication remain of
great importance to a large part of the world’s population even
though the Internet progresses. At the same time, newspapers
and magazines are struggling. In the past they were able to
provide good quality, broad distribution services because they
were comparatively cheap in production and distribution. Now
they are increasingly losing their business model. To what ex-
tent online services will be able to take over is not clear.

So there still is an urgent need for the development of
PSM. But they may take on entirely new forms in the future
and their content may be provided by numerous actors.
Along these lines, the “de-institutionalizing of PSB” is being
discussed in various forms. Broadcasters could be forced, for
example, to finance themselves initially by advertising and
then, in addition, they could apply for grants to publish public
service content.*

In Scandinavia, Sondergaard observes “the emergence of
new hybrid channels.”4® These combine public service require-
ments and commercial operations. But these outlets may, he
fears, “gradually metamorphose into strictly commercial en-
terprises.” This could be all the more likely because features
that were previously perceived to be exclusive parts of the PSM
concept —such as public ownership and licence fee financing -
no longer apply.

In a book chapter entitled “Smells, sounds, walks like pub-
lic service content; but then why is it not?”#, Ferenc Hammer
studies three cases of new web-based community media in
Hungary and comes to the conclusion that their high qual-
ity content could easily meet the programming standards
of a PSM outlet.#® Moreover, he argues, internet and digital

streaming technology allows these media outlets to address
audiences that are no longer restricted to certain geographical
areas, as used to be the case for classic community media. The
specific communities interested in the content produced by
these outlets can access them anywhere.

Community Media, PSM, and Social Media

Community media is any form of independent, non-
profit media that is created and controlled by a commu-
nity, either a geographic community or a community
of identity or interests. Community media stand for the
empowerment of civil society and offer alternative con-
tent by helping to express concerns, cultures and lan-
guages. Their legal status varies: they may be commu-
nity owned, privately owned or illegal without a license.
What matters more is their social function.

“They provide communities with access to information
and voice, facilitating community-level debate, informa-
tion and knowledge sharing and input into public deci-
sion making.”

They have their origins in Latin American community
radio.

“They are characterized by their political objectives of
social change, their search for a fair system that takes into
account human rights, and makes power accessible to the
masses and open to their participation.”°

The characteristics mentioned above describe what
community media should be. The reality in many cases
is different. Community media struggle with adverse
legal frameworks, non-transparent and corrupt licens-
ing processes, financial problems, and lack of human re-
sources. In some cases, they also pursue mainly private
interests or indirectly support political groups. Nev-
ertheless community media are present in all regions
of the world. They form an independent media sector,
separate from and an alternative to commercial media,
state run media or public service media (PSM).

PSM are different from this in many respects. They are
expected to follow certain general principles or func-
tions in a society as a whole. In practice they are estab-
lished as public institutions based on a broadcasting
law and governed by a body representing different ac-
tors in society. Their production of journalistic content
is guided by professional standards and the different
needs of broad audiences.

The internet offers new opportunities for distribu-
tion of content and participation. In particular social
media, the interaction of people creating and sharing
information on virtual platforms and networks, play a
special role here. Numerous communities but also me-
dia outlets use social media, along with other digital
forms of communication.



Consequently Hammer foresees a convergence between PSM
and community media as part of a de-institutionalizing of
public service provision. In a new form of PSM ecology he can
imagine many providers of public service content. “Why can
PSM not utilize a careful tagging enterprise with a well-edited
channel of multiplatform access on YouTube using audience/
user folksonomies, collaborative tagging, crowdsourcing in
identifying PSM content regardless of its origin?”s

Notwithstanding these possibilities there is the need, not
only to strengthen the communication within limited com-
munities, but to include society as a whole. In many countries
there is still a healthy political will to sustain strong national
public service institutions. The cases where traditional pub-
lic service broadcasters were, for economic reasons, divided
into different enterprises have shown that the newly created
“privately owned public service broadcasters”s? are much less
obliged to deliver a broad service to the public (and less inter-
ested in doing so) than the classic PSB. “Splitting up the public
corporation and distributing the public service obligation to a
row of smaller and more vulnerable entities involves a danger
of opening up a gate for illegitimate influence and pressure.”s3

So there are still good reasons for strong PSM that can in
the long run defend the independence of their work on behalf
of the public as a whole.

As far as media landscapes in developing countries are con-
cerned, there is a particular need for larger national institu-
tions that ensure public access to information and advance
social cohesion. James Deane of BBC Media Action analyzes
the situation in fragile states and concludes that, here in par-
ticular, public service broadcasting can involve citizens from
all regions and cultures in national public conversations and
thus help to build shared identities.5

Another major challenge for developing countries is posed
by the new digital technologies. On the one hand, many soci-
eties progress at a great pace with respect to mobile commu-
nication and the internet where new media outlets emerge.
On the other hand, the new technologies are the tools of the
elites only. And many broadcasters are not prepared for the
upcoming “digital switchovers” in their television services.

For the specific media development context of this study,
we need to carefully analyze the status of the (former) state
broadcasters and their potential for change - even if they
seem completely outdated and dysfunctional at first sight. At
the same time we need to look for new avenues to take in the
larger media landscapes but also in the strategies and manage-
ment of the media development interventions.

The question needs to be asked again, what exactly PSM
as a concept means today and how this concept can be devel-
oped in different cultures, particularly in developing countries
which are undergoing processes of transformation.

All this has to be achieved with a broadened perspective
on the audience. The media’s role here is to help people access
information and voice their opinions, and to allow for their
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participation in public discussions. As new forms of partici-
pation become possible through the medium of the internet
and mobile communication, citizens should be encouraged to
transform from passive recipients to active users and provid-
ers of specific content. Yet at the same time the old ideals such
as universality of access and the independence of journalism
are still relevant and need to be ensured.

So the idea of this study is not to defend old territory, but
rather to see which new buildings can be constructed on it and
how. And, in doing so, one has to keep in mind that the basic
idea behind all this is to deliver a good, fair, and equal media
service to the public.

Approach and Aim of the Study

This study’s primary aim is to take stock of approaches, experi-
ences and results in media development. After more than two
decades of interventions in the transformation of state broad-
casters it is still not clear what has been achieved and under
which circumstances. It also remains somewhat uncertain
which methods worked and why.

Among media development experts there is an ongoing
debate as to whether the transformation of state broadcast-
ers should generally be pursued and, if so, whether it is a good
idea at all to export the Western model of PSM to other regions
and cultures of the world. It is further being discussed whether
this transformation approach should be complemented or re-
placed by alternative strategies. For example, the work with
the state broadcasters could be limited to a few assistance proj-
ects only. Or a media development organization may choose
to work with other partners altogether, such as the communi-
ty media sector or civil society, and thus support media work
on behalf of citizens in a different way.

To prepare the study we conducted a preliminary literature
review and initial interviews with development and media ex-
perts. Initially we were unable to identify many cases of success-
ful transformation achieved through media development.s® But
we saw that in numerous instances we could identify specific
aspects that were of interest to us, such as new legislation initia-
tives, active civil societies, new programming formats, organi-
zational reform or new approaches in media development.
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4 See Bardoel & d’Haenens 2008,
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We then quickly realized that our study would have to rely
heavily on alarge number of structured interviews with people
that were involved as well as experts observing the develop-
ments in the media sector. So we interviewed employees of the
state and public service media in question, journalists as well
as managers. We spoke to civil society representatives, media
experts, and people involved in media development and con-
sultancy. Based on the theoretical considerations presented in
the next chapter, we developed a list of questions for all inter-
views to assure that the most relevant issues were covered.”

In addition, we made an effort to assemble as much docu-
mentation as possible and analyzed it. But overall we found it
rather difficult to get hold of complete records or evaluations
of media development interventions.

As for the selection of the media outlets and countries
studied, here we chose a pragmatic approach. After our initial
research we decided to invest our resources in studying a se-
lection of prominent or promising cases which experts with
various major media development institutions (BBC Media
Action, DW Akademie, International Media Support and In-
ternews) had pointed out to us. In an academic context one
might have preferred instead to limit oneself to one world
region only, or to undertake a very detailed assessment of a
single media system. We, as an applied research and devel-
opment department within DW Akademie, however, believe
that we can add more to the discussion by making a deliberate
and exploratory choice. We look at a range of cases that seem
promising from a practitioner’s learning perspective and thus
try to base our conclusions on a greater breadth of material. In
doing so, we made an effort to take the different cultures and
contexts into account by treating every case individually be-
fore comparing across different countries and interventions.

As it turns out, our sample contains many cases from differ-
ent parts of Asia: In Afghanistan, several international orga-
nizations were involved with the state broadcaster in the past
decade, including BBC Media Action,’® Canal France Interna-
tional (CFI) and DW Akademie. The public broadcaster in Kyr-
gyzstan partnered in the last few years with the US-American
organization Internews to advance its transformation process.
In Mongolia, the Swedish and Danish development organiza-
tions (SIDA and DANIDA) were active, among others, before
DW Akademie started to work with the broadcaster in 2011.
BBC Media Action, International Media Support (IMS) and
DW Akademie have been involved in Myanmar since 2012. In
the latter case we only intend to provide some initial insights
that could be built upon in a follow-up assessment a few years
from now.

As for Africa and the Arab World, we could not identify
many cases where any remarkable progress in a broadcaster’s
transformation actually took place. As the situation in South
Africa has already been described in the literature, we chose
to look at the case of the Namibian Broadcasting Corporation.
We found some interesting aspects and questions pertinent to

our study, for instance, the large number of language services
on the radio and considerable reform efforts. It should at least
be mentioned here that DW Akademie began cooperation with
the Zanzibar Broadcasting Corporation (ZBC) in 2013. As this
intervention is still in its early stages we did not include it here.

On top of this we chose to add one example of an African
private broadcaster with a clear focus on serving the public:
Freedom Radio in northern Nigeria. The idea here is to ex-
amine whether one can legitimately speak of a private public
service broadcaster in this case, and to see what the opportu-
nities and limitations of this model are. We would also like to
note that we first attempted a case-study of the state broad-
casters in Libya, currently receiving consultancy services from
DW Akademie with EU funding. But visa-related problems and
the general volatility of the situation in the country meant
that we were unable to collect all the necessary information
during the period of our field work for the case studies.

In Europe we focused our attention on two South Eastern
countries: Moldova and Serbia. DW Akademie and the Soros
Foundation were substantially involved in Moldova in recent
years, and the BBC World Service Trust (now BBC Media Ac-
tion) was particularly active in Serbia. With regard to the latter,
we extended the study beyond the former state broadcaster
RTS and also took a look at the very special case of B92, a sta-
tion that developed from a pirate radio station in the 1990s
to a commercial station, with the help of numerous interna-
tional donors. We compared the paths these two outlets have
taken over the past decades.

As the concept of public service broadcasting does not
play a big role in Latin America, we took this occasion to study
three very different community radio stations from that con-
tinent and examined them from a public broadcasting per-
spective. We asked what community radio can provide on
behalf of the public and what it cannot. Radio Sargamatha, a
community radio station in Nepal, was added to the list with
the same intention.

The overall ambition here is not to give a representative or
complete sample but rather to present a sufficient number of
cases of (former) state broadcasters which have made some
progress in recent years. We add to this list a few selected cases
of private and community media in order to understand and
discuss alternative models. Based on all this material, we then
attempt to better understand the challenges and opportuni-
ties for media development.

We made the deliberate choice not to ask the project man-
agers of the interventions to write these chapters themselves.
Instead we asked media development experts who were, in
most cases, hired as freelancers for this project. All of them
had the occasion to travel to the broadcasters for visits in per-
son. This way we ensured fresh and independent perspectives
on the different media outlets and the environments they op-
erate in.



In order to generate some level of standardization and com-
parability between the chapters, we developed a set of sub-
chapters that the authors were asked to write. This structure
is based on the theoretical considerations we propose in the
following chapter. In the chapters on private and community
radio, this structure is only slightly modified.

At the end of each chapter we summarize the information
given in a set of tables which also represent our theory on the
different public service functions. In the text as well as in the
tables, we ask the authors of the chapters to deliver an apprais-
al of the different public service functions the media outlet in
question may fulfill. So instead of actually measuring these
functions — which would be a major research effort even for
only one broadcaster — we ask our authors to tell us what they
know, based on their interviews, their document analysis, and
observations. It goes without saying that all these judgments
are preliminary and that the issues in question are subject to
change. But they do give us valuable and complementary in-
formation on the media in question and the change processes.

During the research phase of this project we quickly real-
ized that in many interventions there is still room for improve-
ment with regards to the methodological approach in the
design of the transformation process. We therefore asked an
expert and consultant in organizational development to add
a chapter on organizational transformation processes. This
chapter is deliberately placed at the end of the book, as a con-
structive contribution to the discussion on the way forward.

Part I Introduction
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Definitions and Concepts
Media Functions and Transformations in Service of the Public

In this chapter we lay the theoretical foundation for this
study, and a first overview shall be given here. Our ambition
with this chapter is to combine normative functional expec-
tations towards media systems with insights into transforma-
tion processes, media development strategies, and organiza-
tional theory.

In order to analyze different forms of public service media
(PSM), we assemble different functions of PSM under two gen-
eral functions: creating a public sphere and supporting inte-
gration. These functions offer us guidance for the empirical
assessment in our case studies in different media.

Our overall perspective on public service is then broad-
ened with the “public service ethos”-concept, according to
which public service media are not the only obliged form. Pri-
vate and community media, too, can meet certain normative
expectations and deliver important services to the public.

We then approach the context of media development and
countries in transition and discuss the transformation of me-
dia in the context of development. A new guidance structure
for improved and broader approaches in media development
has recently been suggested by DW Akademie. We apply this
strategic model to the description of different public service
systems as well as interventions that support transformation.
Based on this argument we formulate our research questions.

Part I Definitions and Concepts

PSM - Principles, Core Values and Mission

Although there is no standard definition of PSM, there
are main principles of PSM that are cited by most au-
thors. The four principles established in 2000 by the
World Radio and Television Council (WRTVC), an inter-
national non-governmental organization supported by
UNESCO:

1. Universality

2. Diversity

3. Independence
4. Distinctiveness

Based on these principles, in 2012 the European Broad-
casting Union defined a binding Charta for its 74 inter-
national member organizations in order to face the
challenges of the digital age and PSM’s social responsi-
bilities.! The six values in this Charta are:

Universality
. Independence
. Excellence
. Diversity
. Accountability
. Innovation

[ NS R VC I R

These core values form the foundation for the editorial
guidelines of individual PSM and serve as a guide for
further assessment processes and evaluation of con-
tent in the specific national context. Most PSM have a
threefold mission (or mandate): to inform, to educate
and to entertain.?

1 EBU 2012.
2 UNESCO/WRTC 2001, 13.
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Different Approaches towards PSM

PSM can be viewed from different perspectives. One
may choose to look at the content these particular
media outlets produce (or should produce), one may
choose to look at the media organization itself and its
management, or one may choose to look at the audi-
ence and its needs. In the following these approaches
are summarized.

Content-oriented approach

Blumler distinguishes public television from private tele-
vision through the programs provided by the media or-
ganizations in question.? In his normative approach he
defines PSM through four communication tasks:

1. Communication for citizenship

2. Programming for children

3. Cultural patronage

4. Expression of national and regional cultural identity

With these tasks Blumler associates four underlying
value commitments:

1. Programming quality and excellence,

2. Programming range and diversity,

3. Innovation, the ability to surprise and provide
freshness, and with respect to the recipients:

4. The development of own taste, own experience, and
own capacity of viewers.

Organizational and management approach

Kiefer focuses on “area-specific objectives” of PSM such
as the organization’s purpose as well as the public remit
as a steering mechanism to achieve goals.* The diversity
of services should be assured through diversity of or-
ganizational entities. The Euromedia Research Group,®
too, combines normative demands on content with or-
ganizational and regulatory requirements:

1. PSM are responsible for the public (or political repre-
sentatives of the public). This responsibility differs
from a market-driven action orientation.

2. PSM are financed by a non-profit organizational form.
This form does not exclude financing through com-
mercials, though profit-making is not the aim.

3. PSM content is regulated. This includes regulations
like a general focus on plurality of opinions, indepen-
dence, and attention to minorities as well as prohibi-
ting some kinds of content such as violence and
pornography.

4. PSM provide a service in the sense of universal
coverage and provision of services in rural areas.

5. The state can regulate the market competition by
regulating the market entry of private broadcasters.

Audience-oriented approach

Nissen puts the individual citizen at the center.® Accord-
ing to his approach it is the task of PSM to offer value to
the public through certain content to which it is obliged:
the content produced should support citizenship and
strengthen identities. It should be available for all and in-
novative in its services. On top of this it should enable
viewers to actively use and judge the quality of programs.
In addition it has a strong cohesive role for society.

“Widespread and regular use of PSM is more important
than the provision of the content and services them-
selves. This is the reason behind the argument in favour
of a high ‘reach’ (this being a metric for the extent to
which a channel is seen or heard by its potential audience
over a given period of time).””



General Functions — Creating a Public Sphere and Supporting
Integration

Mass media serve a number of quite different functions in to-
day’s societies. For example, they entertain people, they may
serve those in power and spread their propaganda, they adver-
tise products on behalf of companies. Some media advance
campaigns on behalf of NGOs, others help to create market
transparency on behalf of customers. Yet others inform citi-
zens as to what is on the public agenda, some criticize those in
power and give people the opportunity to participate in public
discussions. These functions can be identified, according to
Burkhart, on three different levels: on the social level (e.g., en-
tertainment, orientation), the political level (e.g., critique and
participation) and the economic level (e.g., advertising, market
information).?

For the public service perspective of this study we choose
a normative approach focusing on two key tasks that are im-
portant or even crucial for a society.? We define as overarching
“general functions” of the media:

Creating a public sphere as a function on the political level,
and supporting integration as a function on the social level.

Creating a public sphere is one of the main functions media
need to fulfill in pluralistic societies that are based on demo-
cratic principles. A public sphere is supposed to be the breed-
ing ground for political expression, for criticism and demo-
cratic facilitation. It provides social and political orientation as
well as space for investigative journalism and comprehensive
balanced news. An important factor is here that programs
should be locally generated, so that the public sphere is in fact
a sphere for the people. And besides the classic media, the new
media open up additional spaces within the public sphere and
enable new forms of participation.

The second general function, supporting integration, is equal-
ly fundamental. A society needs to be held together by vari-
ous cultural elements in order to build and sustain common
identity, values, and knowledge. Only based on this common
ground can local, regional, and national communities live to-
gether. And here, again, new digital media hold the potential
to support these processes in new ways.

Although these two general functions, “supporting integra-
tion” and “creating a public sphere,” are overlapping we treat
them in distinction.® Each general function can be broken
down into several other specific functions (see figure in next
column). Taking this approach we find that there are three spe-
cific functions, which are fundamental to both general func-
tions: universal coverage, transparency, and information. We
therefore place them at the bottom in figure 1.

Part I Definitions and Concepts

Functions of public service media subdivided by two general

functions: creating a public sphere and supporting integration

Creating a public sphere Supporting integration

(political) (social)
—Criticism function —Strengthening of identity,
—Moderation of debate/ values and cultural

democratic facilitation
—Political expression

cohesion, construction
of reality

—Social/political —Empowerment (minor-
orientation ities, disadvantaged)
—Agenda setting/ —Cultural expression
investigative journalism —Entertainment
—Comprehensive balanced = —Education
news —Innovation
—Locally generated

content, ideas

Universal coverage, Transparency, Information

Supporting integration, the second general function, is of par-
ticular importance to PSM. According to Woldt," the integra-
tion of society through the media may differ from country to
country and yet he suggests that there may be some basic ele-
ments or principles that are universal.? He stresses that PSM
have - despite all differences in the details — an outstanding
“social function.” Along these lines Wakili speaks of a specific
“integrative function” of PSM in the case of nations which are
faced with the challenge of integrating different ethnic and/or
religious groups.

8 Burkhart 2002. 1 Woldt 2005, 301.

9 Donges & Meier 2001. 2 However it is still a subject of
‘° Vlasic shows that there is a close debate to what extent the media
link between the public sphere and can play a role in integrating
integration. In his approach he
provides a typology of five

traditional models of integration

societies. Ronneberger (1985)
assumes that integration is
an essential part of a modern
through mass media: society, but also argued that this
1) supply of common topics, cannot be assessed empirically
2) enabling of representation, (See also Kiibler 1994 and Jarren
3) creation (or constitution) of a 2000).
(political) public sphere, 3 Wakili 2013.
4) transmission of common norms

and values,

5) construction of reality.

See Vlasic 2004.
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Nissen emphasizes the cultural role PSM can play. He states
that “[w]ritten constitutions play an important role for the
exercise of democracy, but democracy is also built upon cus-
toms, national identity and culture.”4 Concerning the role of
the media he notes that, inasmuch as electronic media share
some of the responsibility for the transformation process,
public service can serve as a remedy. “PSM can sustain and
develop national cultures and cultural diversity.”> He speaks
of PSM as a cultural, social, and political glue which has com-
plex characteristics. Ideally, this “societal glue” nourishes civic
aspects, such as citizenship, empowerment of minorities and
the disadvantaged, cultural expression, common values, con-
struction of reality, and strengthening of identity. It provides
entertainment and education and it promotes innovation.

Figure 1 will serve us as a guiding, theoretical approach
for this study. All the political and social functions displayed
here have their basis in fundamental human rights such as
freedom of expression and access to information. Any inter-
vention in media development and transformation support-
ing PSM should be oriented along these two lines: creating a
public sphere and supporting integration.

Public Service Ethos — A Broadened Approach

So far in this chapter we have limited our focus in the media
landscapes to classic PSB or PSM. But if one primarily looks at
the content delivered by the media it is in many cases diffi-
cult to tell the difference between public and private media.
We have already discussed the “de-institutionalizing of PSB”
in Chapter 1.3 above. Along these lines new PSM approaches
were developed in the literature which take a fresh look at the
public service remit and allow for a broadening of the public
service idea.

In order to integrate private media into a public service
system, Barnett and Docherty introduce a “total philosophy of
the public service ethos.”® After analyzing the interrelations
between different actors in the media system and society as a
whole, the authors come to the conclusion that PSM is not the
only obliged form. The public remit can also include the pri-
vate sector as long as the “public service ethos” is the overall
philosophy. Barnett and Docherty point towards a broad and
dynamic societal process that includes many actors. This phi-
losophy can be defined as a mutual agreement of all the ac-
tors in society. The obligations of the actors in a media system
might differ, but all are based on the public service idea. All
actors could, in an ideal case, be committed to the idea that the
media serve the public.

Ideally in such a media environment PSM would take the
lead in setting standards and the general tone of the media.
They would promote innovation and help to advance the qual-
ity of journalism, education and entertainment.

But it may also be the other way around in societies that
have no strong public service tradition. Innovative private me-
dia or community media may aim at delivering a service to
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the public. They may engage in healthy competition with state
or public service media - and put these under pressure to be
more active and innovative.

This approach can bear fruit in the context of transition
countries with a media landscape that shows a range of di-
verse private media outlets and state-owned media. If a public
service ethos can be built in a society, different paths for me-
dia development are possible. One may strengthen PSM which
then set standards for the whole media sector. Or one may as
an alternative strengthen private and community media and
thus deliver certain public service functions to the people —
thereby advancing the media sector overall.

In applying the public ethos concept in this study, we take
an open approach toward public service functions. Instead of
setting up a checklist of functions, legal rules or programming
content as criteria for a “true” PSM we only attempt to make an
assessment as to which functions are fulfilled — and which are
not. Also we do not expect to find these functions fulfilled by
transformed state broadcasters only. There may also be other
media, which operate clearly in the interest of the public.

Public Service Ethos

“We must establish from the outset our own empha-
sis on the public service system of broadcasting rather
than the public broadcaster. Public service broadcasting
must be defined in terms of a commitment to a set of
principles rather than in terms of the ownership or fi-
nancing of broadcasting bodies; it is therefore not a phi-
losophy which can be confined to national broadcasters
or state corporations, but through various legislative
and regulatory frameworks must also imbue privately
owned stations and channels. This integration of the
private sector is vital to a total philosophy of the public
service ethos.””



Transitions and Transformations — Developing Media for
the Public

In this study we focus on media landscapes in developing
countries and emerging economies which are very different
from those in Western Europe where PSM was first developed.
The societies in the countries in question are undergoing
transformations on political, social, and economic levels. As
far as their media sectors are concerned, there is usually a co-
existence of private media and (former) state-owned media.
The idea of public service is mostly one that was brought up
and advanced by Western politicians and media development
organizations. As discussed in chapter 1, the attempts to estab-
lish PSM have in many cases not been successful.

To understand why and when this is the case, as a first step,
we need to better analyze the individual media landscapes and
the changes they undergo. According to Raboy there are three
principal types of broadcasting systems in the world:*®

Public service core systems, in which PSBs have his-
torically occupied the center of the system (Western
Europe, Canada, Australia, Japan). These countries have
“mixed ownership systems” today.

Private enterprise core systems, where the whole
broadcasting system is built around commercial broad-
casting practices, as in the US.

State core systems, where media which are owned and
controlled by the state are dominant.

For this study we focus on the latter. Raboy here differentiates
between

residual state core system (a monolithic state-owned
broadcaster still plays the key role);

emergent state core system (a system in which private
and community radios play an increasingly important
role), and

transitional state core system (where pluralistic mod-
els are established on the old foundations of the state
media).

Media development can take different paths, according to the
situation, to advance a transformation process in the sense of
the public service ethos. Depending on the particular situation
of a media system and the capacities and interests of the dif-
ferent actors involved, one may, for example, choose to change
legislation and reform the state broadcaster towards more in-
dependence. Or one may strengthen private and community
media in their service to the public. Or one may choose to

Part I Definitions and Concepts

strengthen selected areas such as the capacity of regional re-
porting or program formats that allow for public participation.

Inthis context the question arises as to what transformation,
especially in the media sector, actually means. Unfortunately
there is a substantial backlog in the field of communication
science as far as the link between media and transformation
is concerned. So far there is no serious theoretical draft that
can encompass the complexity of the issue. Hafez and Thomaf3
bemoan that there is as yet no answer to the question what
role the media play in the political and societal transformation
process towards democracy.” Ritter recommends pragmatic
approaches and pleads for a focus on empirical country case
studies instead of waiting for an overall theory.>

In the practice of media development, however, there is a
common understanding of what is meant by the terms transi-
tion and transformation:

“Transition in the context of media functions in two ways:
media practitioners are working in political situations that
have been defined as ‘transitional’ by the international com-
munity, and they are tasked with transforming the media
sphere from one that supported the old, authoritarian regime
to one that upholds the new principles of democracy.”*

Taking a closer look at what the key players in media devel-
opment think about transforming state broadcasters into PSM,
it is evident that there is no clear-cut course. On the one hand
there are those who plead in favour of PSM and on the other
hand there are the critics who think it is a waste of time and
money to transform giant state broadcasters and would rather
promote smaller private media. Hadamik, for example, ob-
served in the Eastern and Central European context that estab-
lishing a public service broadcaster in developing countries is
more an issue for the European media development actors than
for the US-led media development actors, since they all tend to
act based on their experience with their own media systems.>

Within this melange of different paradigms in media de-
velopment we can observe that there seems to be a broad
consensus on at least two points: State-owned media serving
as a mouthpiece for those in power is not compatible with a
democracy. And secondly, a society in transformation needs
media that have an obligation to the public.

But beyond this there is in the practice of media assistance a
need for the careful development of strategies of media-related
interventions —based on assessments of the state of transition
in a particular country and its media system. Also a culture of
evaluation and learning is needed in order to assure that posi-
tive change is advanced. This study is an attempt to contribute
to this: It should lead to a better understanding of transforma-
tion processes and help the efforts of media development.

4 Nissen 2006, 22.
*5 Ibid.
1¢ Barnett & Docherty 1991.

9 Hafez 2002; Thomafs 2001.
20 Ritter 2008.

2t Hartenberg 2005, 6f.

17 Barnett & Docherty 1991, 24. 22 Hadamik 2003.

8 Raboy 1995.
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Media Development

The Center for International Media Assistance (CIMA)
sees media development as: “efforts by organizations,
people, and sometimes governments to develop the ca-
pacity and quality of the media sector within a specific
country or region.”*

Banda stresses in addition that media development is
much more than economic and infrastructural growth.
It should rather be seen as “the totality of all support
mechanisms for the growth of media institutions into vi-
brant agents of social and political change in democratic
and undemocratic polities.”**

On top of this it should be added that media develop-
ment does not only focus on the media institutions
alone but equally on the people using the media.
Therefore media development should broaden the
freedom of citizens to use and build media according
to their interests and needs. In a nutshell, media devel-
opment is rooted in efforts towards democratization
and empowerment.

PSM in UNESCO’s Media Development Indicators

According to UNESCO’s Media Development Indicators
report®, PSM are expected to

— be non-partisan, non-profit with a public interest
remit;

— have a national mandate and offer national coverage,
complemented by regional services, particularly
in autonomous states or regions with different
languages. Their transmission systems and
programs should reach all regions, cultures and
language groups;

— deliver their services free of charge or at a cost that is
available to the whole population;

— deliver comprehensive, balanced news, especially at
election times;

— offer a forum for public debate;

— guarantee a minimum of locally generated content;
— deliver creative, diverse, and original programming;
— be protected from political or economic interference;

- have specific guarantees on editorial independence
and appropriate and secure funding arrangements to
protect them from arbitrary interference;

— be financed through public funds and sometimes
additional charges on users, while sometimes also
attracting additional commercial funding;

- play a key role in the modernisation of a country’s
technological environment and put in place proper
tools to fight the digital divide caused by geographical
location, age, education and wealth;

— be publicly accountable through a governing body,
and have public involvements in appointments to the
governing body;

— have a proven commitment to consultation and
engagement with the public and civil society
organisations (CSOs), including a complaints system.

23 CIMA 2014. 25 UNESCO 2008
24 Banda 2009. 26 DW Akademie 2014, 29.



Media Development — A Strategic Model

In order to specify development policy and country strategies
DW Akademie, in consultation with the German Ministry for
Development BMZ, has developed a strategic model for media
development (See Figure below).?® Its purpose is to take a broad,
holistic perspective on a specific media system and to develop
a new approach to media development. The model serves as
a guiding structure to set up media development programs.
Managers of DW Akademie use this model to plan and imple-
ment projects aimed at strengthening sustainable structures
in the media sector. In the following we explain its basic ele-
ments. Then, in a second step, we apply it to the question of
PSM functions.

The strategic model is founded on a human rights ap-
proach towards media development. The principal aim here is
not to strengthen the media sector for its own sake but to fos-
ter a basic human right described in Article 19 of the Universal
Declaration of Human Rights and the UN International Cov-
enant on Civil and Political Rights (ICCPR): the right to free-
dom of opinion and expression and access to information and
ideas. People in developing countries are to be supported to
recognize their choices, express publicly and in dialogue with
their governments their hopes and needs and demands, and
successfully enforce these rights. At the same time, govern-

Four Key Areas of the Strategic Model

Part I Definitions and Concepts

ment stakeholders should be encouraged to fulfil their role as
guarantors of these rights, i.e., to respect, protect and advance
the elements of Article 19.

The guiding principles of this approach and thus of DW
Akademie’s strategies are participation and empowerment,
non-discrimination and equal opportunities, transparency,
and accountability. These elements are fundamental to mod-
ern development policy in general and subject to broad dis-
cussion in this context. But they can also be linked to the pub-
lic service ethos. Elements like communication for citizenship,
programming for range and diversity as well as the different
aspects of regulation and steering can be linked to the develop-
ment principles stated above. This shows why PSM - but also
private and community media servicing the public — should
be an issue of concern in development: they at least hold the
potential to advance elementary human rights in developing
countries through media development.

As Article 19 is fundamental to DW Akademie’s activities, it
forms the centrepiece in the strategic model (Figure 2). Around
it four areas of strategic action are placed: political and legal
framework, qualifications, professionalism and economic sus-
tainability of the media sector and social participation (See
Table The Strategic Model).

pigital change

Social
participation

Political and legal
frameworks

Right to freedom of
expression and access
to information

Professionalism and
economic sustainability of
the media sector

Qualifications

Digital change
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The Strategic Model

Political and legal framework:

— Advising state and government institutions, support for
existing structures, promotion of laws including
application and implementation, legislation and law
enforcement practice (incl. press laws, censorship, and
libel), broadcast regulation, internet regulation, cartel
law, open government) with reference to article 19 and
its guarantee in the national context;

— Strengthening of the self-regulation of the media and of
press freedoms, particularly by means of press and
media councils;

— Support for the activities of non-governmental players
who undertake the protection, security, and legal
assistance of media professionals and activists, super-
vise the political arena and act as watchdogs (e.g., access
to government information, encouragement of trans-
parency and accountability, etc.);

— Support for non-governmental players who actualize
the aforementioned human right (reference to article 19

and its guarantee in the national context); establishment

of a legal framework for education and training in the
media sector, accreditation requirements, recognition
and protection, compliance and observance.

Qualifications

— Institutionalization of study and training programs;

— Development of curricula, including specialist areas
(economic/budget reporting, parliamentary reporting);

— Dual training/sandwich courses, practice-oriented
teaching, accreditation requirements, etc.;

— Stabilization of sustainable and effective training of
media professionals in education and training struc-
tures, with focus on the civil right to free information
and expression (practical vocational training, technical
media training, internships, traineeships, further train-
ing opportunities and formats).
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Professionalism and economic sustainability of the
media sector

Promotion of networks and strengthening of institu-
tions and platforms, both structurally and in terms of
content, of and for the professional community (incl.
trade unions, interest groups, professional associations,
also on a regional scale);

— Promotion of dialogue on a local scale and further
practical development of specialist offers and solutions
in the media sector (incl. trustworthy media, signifi-
cance and potential of independent journalism,
prevention of bribery and corruption, sustainable
financial models and strategies, professional and
ethical standards);

— Consultancy provision for professional media organiza-
tions and institutions: editorial and quality manage-
ment/control for independent, sustainably financed
journalism providing locally relevant, comprehensible,
human resources, high-quality reporting (incl. public
participation, ombudsman/arbitration);

Social participation

— Empowerment of individuals and groups using media,
also in cooperation with NGOs (community media, civic
media and other target group-relevant information and
communication services);

— Improvement of media literacy, human rights education
and guidance on the right to freedom of opinion and
access to information and ideas;

— Digital und mobile security (data protection, encryption,
secure communication devices and methods, etc.);

— Strengthening of NGOs, initiatives und coalitions which
want to use media in creative, effective and secure ways
for their information and expression interests, reinforc-
ing accessibility of social discourse for underprivileged
individuals and groups.

— Consultancy provision also for semi-professional media
providers (e.g., bloggers who create an oppositional voice
under dictatorial regimes, or promote political pluralism).



Around these areas a ring is placed: “digital change” (Figure 2.).
This stands for the fact that in all four strategic areas new de-
velopments related to digital technologies need to be taken
into account. For example: Regulation of the media sector cer-
tainly concerns the internet and mobile phones. And media
outlets, universities as well as other actors from civil society
need to deal with the challenges and opportunities, which the
new technologies offer. All these different areas need to be
considered when developing strategies and planning projects.
Activities in each of them can help foster access to informa-
tion and freedom of expression. Often true progress can only
be achieved through the interplay and synergies between
these areas.

This model can now be applied to projects around PSM and
their transformation. The bottom area in the model “Profes-
sionalism and economic sustainability of the media sector” is
where the functional elements related to content and organi-
zation can be placed. Many projects try to improve the organi-
zational structure and economic model of the broadcaster as
well as the content it provides.

But also the other areas need to be considered. The politi-
cal and legal framework for public service media is of course
of particular importance and needs special attention. Equally
relevant, the question of capacity building of media experts
within the public broadcasting system but also in journalism
schools and universities should not be neglected. And another
key area is the role civil society plays in participating in the
different programs as interviewees, protagonists and partici-
pants in discussion — but also as actors in observing, steering,
and advancing public media as such.

These elements all contribute to a Public Service Media
System and they should be part of establishing a public ser-
vice ethos. Thus we can integrate many elements needed by
PSM to fulfill the principles discussed above into this strategic
model. All the elements mentioned above are assembled in
table 2. In our case studies they will be assessed for each of the
selected media.

Part I Definitions and Concepts

Public Service Media System

Key Areas in the
Strategic Model

Media Development towards
a Public Service Media System

Political and legal - Media laws
framework - The application of these laws
in daily practice
— Bodies controlling the media
— Ethics codices, newsroom
guidelines set up by the media
Qualifications — Journalism education, offered
to the staff of the media
— General structures for capacity
building
Professionalism - Sources of revenue of the
and economic sus- broadcaster
tainability of the — Payment of staff

media sector — Organization of the broadcaster,

newsroom structure (including

regional offices)

— Technological situation of the
media, coverage (including
service in rural areas)

— Human resources management

Social - Civil society organizations
participation engaged in a public service
ethos, and PSM
— Participation, voice, empower-
ment (minorities, disadvantaged)
Change in the — Innovation (technical as well
digital age as content-related)
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Research Questions

To sum up we now use main elements and results of the ar-
gumentation above to prepare for the empirical part of this
study.

As the theoretical understanding of media transformation
processes in general is limited, we choose an explorative ap-
proach and conduct single case studies. The situation and
structure of selected public media systems will be analyzed ac-
cording to the DW strategic model.

We have assembled a number of functions of PSM under two
general functions: creating a public sphere and supporting in-
tegration. With this study we cannot attempt to actually mea-
sure these functions objectively in the different countries.
Nevertheless informed judgments about these functions
can be made, based on our in-depth interviews with different
stakeholders.

By applying the public ethos concept, we take an open ap-
proach towards public service functions. We do not look for
a list of criteria that describe a “true” PSM. Instead we only at-
tempt to make an assessment as to which different functions
are fulfilled by (transformed) state broadcasters - or other me-
dia that operate on behalf of the public.

Media development work, in particular with former state
broadcasters, has turned out to be more complex and chal-
lenging than first expected in the 1990s. We now need to as-
sess the status, experience and learning of stakeholders in the
transformation process.
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In the following, case studies from different countries will be
presented in individual chapters. Based on them, an overall
assessment will be made to answer the following research
questions:

RQ1: Which public service functions can be provided today
by (former) state broadcasters?

RQ2: What change in former state broadcasters could be
achieved through media development in the past and
what were the challenges and limitations?

RQ3: Which public service functions can be provided by
community and private media?

RQ4: What change in private and community media could
be achieved through media development in the past
and what were the challenges and limitations of

this work?

RQ 5: Which approaches and methods in media development
were taken in our case studies?

What recommendations can be made for future media
development projects supporting public service functions?

RQ6:
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Afghanistan: Reform Fear, Limited International Support, Failed Transformation

In Afghanistan, the transformation process of the state broadcaster RTA has failed. The station was reopened after the fall of the
Taliban regime in 2001. After mainly technical assistance in the first years, an international consortium of BBC World Trust Ser-
vice, DW Akademie and Canal France International started to implement a reform strategy financed by the EU from 2004 to 2007.
However, the media development organizations were successful neither in changing the regulatory framework nor in engaging
the top and middle management in the reform.

A lack of coordination and a lack of money for supplementary capacity building measures with RTA's editorial and techni-
cal staff have led to a situation where, for example, high-end technology in new broadcasting studios could not be used by the
employees of the broadcaster due to a lack of technical expertise. As a result, RTA has great difficulties in creating a public sphere
today, even if it does offer certain forums for public information and discussions. The broadcaster still mainly functions as a
mouthpiece of the government.

On the level of integration, RTA still offers the most potential for Afghanistan, although this is far from being fully realized.
With most Afghan media focused on the capital Kabul, RTA is seen as a symbol for national unity since it respects minorities as
the only broadcaster that offers a platform for the smallest minority groups; these are generally ignored by the private media
because they do not form a profitable high-income group of consumers. So despite all difficulties and deficiencies, RTA does offer
a service to the public. It can be concluded that the transformation process of the state broadcaster did not succeed for a variety
of reasons: Most importantly, a lack of follow-through on the media development side coupled with reform fear, confusion, and
lack of information on the Afghan side led to a stagnation of the reform. A renewed attempt would need fresh approaches on

several levels and a well-coordinated long-term engagement from all actors.

Radio Television Afghanistan (RTA)' is the state broadcaster
of Afghanistan. There have been attempts from international
media development organizations to transform RTA into a
public service broadcaster which hitherto were not successful.
The following analysis tries to assess these transformation at-
tempts. This has to be put in an overall context; therefore Af-
ghanistan’s main characteristics, its media landscape and the
status of RTA shall be briefly outlined. Then we discuss to what
extent RTA is fulfilling two general functions of public service
media: creating a public sphere and supporting integration.
As a last step the achievements and challenges as well as the
transformation approach itself are analyzed and recommen-
dations for action are derived.

Afghanistan — A Brief Overview

The Islamic Republic of Afghanistan is a landlocked country
located in Central Asia. It has a population of around 31 mil-
lion inhabiting an area of approximately 652,000 square kilo-
meters. It is bordered by Pakistan in the south and the east,
Iran in the west, Turkmenistan, Uzbekistan, and Tajikistan in
the north, and China in the far northeast. Three decades of
war made Afghanistan one of the world’s most dangerous and
poorest countries with a young population: Approximately 12
million Afghan citizens are under the age of 15. Only 43 percent
of the male and 12 percent of the female population is able to
read and write. Almost 78 percent of the population lives in
rural areas. Afghanistan is characterized by a large urban-rural
discrepancy and a focus on the capital Kabul where over three
million people live.

It is a multi-ethnic, multilingual country with more than 30
ethnic groups and a variety of languages and dialects. Pashto
and Dari are the official languages of Afghanistan. Bilingual-
ism is quite common. The four largest ethnic groups are Pash-
tuns, Tajiks, Hazara, and Uzbeks.3 The first and at the same
time last census of population in Afghanistan was held in 1979
and was not finished due to the invasion of the Soviet troops.+
Therefore there is no valid data on the exact ethnic structure
of the country. This was and still is one of the reasons for con-
flict and discussion amongst the different groups in terms of
distribution of power. Afghanistan is still — after Taliban rule
in 2001 and the efforts of the international community to de-
mocratize the country - facing major problems of insecurity
due to weakness of the state authorities, badly functioning
state institutions, and poor infrastructure.

The Afghans have experienced many shifts of power and
never had a strong central government serving the whole
country and reaching the people in the remote areas. This is
one of the factors that has led to strong tribal and clan affilia-
tion. A nation-building process, which is crucial for a success-
ful state-building process and thus a democratization of the
country has yet not taken place. Despite this sobering conclu-
sion there is at least one success story that Afghanistan can
offer: The development of the media landscape and freedom
of speech have experienced exceptional success.

* http://www.rta.org.af/ 4 In 2008 the Japanese government
2 CIA 2014. tried to finance and to launch a
3 Ibid. census, which never took place due

to the fragile security situation.
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Media Landscape

The development of Afghanistan’s media landscape as one of
the rays of hope needs to be assessed in a more detailed man-
ner. A close look at the history of the Afghan media shows
that this country never had a tradition of free, impartial, and
widespread media. The first newspaper was established 140
years ago by the former king Amir Sher Ali Khan and its only
function was to praise the king’s policy and inform the king’s
court about decisions and agreements. Afghanistan was far
from having a mass media able to inform a great part of the
population, which was and still is illiterate and lives in remote
areas. The focus was much on the capital Kabul and on those
in power ever since.

When in 1928 the first radio station, Radio Kabul, was estab-
lished by the former King Amanullah Khan, only the citizens of
Kabul were able to receive the radio program. At that time the
king recognized the power of the new medium to inform his
people all over the country. By the 1940s, people in many more
parts of the country could listen to the state broadcaster.

With the help of the Soviets in 1976 the new medium televi-
sion was introduced to Afghanistan’s media landscape. Like Ra-
dio Kabul, television was initially a privilege that only Kabul’s
citizens could benefit from. Later many more large cities across
Afghanistan were able to receive the television broadcaster.

Afghanistan’s media landscape has experienced various
relevant transformation steps since the end of 2001. Under
Taliban rule from 1996 to 2001 television was prohibited,
many antennas and transmitters were destroyed and the only
radio station allowed was Radio Shariat run by the Taliban. In
November 2001 RTA’s broadcasting restarted with the help of
the international community in the capital Kabul. The UNES-
CO helped to reconstruct the destroyed premises and re-
building the infrastructure of RTA and the state-owned news
agency, Bakhtar News. Since then the media landscape has
experienced incredible growth: from one non-governmental
radio station in 2002 (Sulh) to over 75 terrestrial television
channels, 175 FM radio stations and 800 regular publications
(in September 2010).5

Print media in Afghanistan cannot be defined as mass me-
dia since the large majority of the population does not have ac-
cess to daily newspapers or weekly magazines and the vast ma-
jority is not able to read. Internet as well still plays a marginal
role for the majority of the rural population.®

Despite the liberties and possibilities for media actors to
launch media outlets and to produce content, pressure, self-
censorship, insecurity, and monetary problems are also part of
journalists’ daily lives.” Afghanistan has a broad mixture of dif-
ferent media and the urban population has the choice between
lots of different sources of information which the rural popula-
tion does not have. Therefore RTA plays an important role since
it is the only Afghan source for a large part of the population.
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Radio Television Afghanistan (RTA)

Radio Television Afghanistan (RTA) consists of television (RTA)
and radio (Radio Afghanistan) at the national level. RTA is the
only Afghan channel that operates as a network of local teams,
with branches in almost every province. It produces content in
the most common languages Pashto and Dari and the minor-
ity languages Uzbek, Tajik, Balochi, and Pashai. According to
the law RTA is obliged to the public which means that it has to
represent all parts of the country and all the different groups
in Afghan society. As a multi-ethnic country where many dif-
ferent languages are spoken, the respective proportion of pro-
gramming in the different languages is a sensitive issue. Dari
and Pashto are the official languages spoken by the majority in
Afghanistan. The ways of mixing languages are varied and de-
batable, for example, combining the two languages with two
hosts in one program or using separate programs from the
same outlet or using different outlets. Some TV channels have
positioned themselves to address specific audiences based on
a single language.

Radio Afghanistan returned in November 2001 when
the Taliban left Kabul and the Northern Alliance forces took
control of the station. The nationwide broadcasting began
in early June 2002 with USAID’s technical and financial sup-
port. A satellite terminal was installed at Radio Afghanistan,
linking Radio Afghanistan’s signal to shortwave transmitters
that broadcast the station’s programs throughout Afghanistan
for a few hours each day.® The television program began a few
weeks later, offering three hours of programming a day. The lo-
cal branches are required to broadcast Kabul RTA from 7-9 p.m.,
and also to produce local content adapted to the local environ-
ment (in terms of language, for instance).?

RTA is the broadcaster with the largest infrastructure, with
22 radio transmitters all over the country covering the larger
cities in the provinces as well as the rural areas. It has ten TV
transmitters with the provincial coverage areas: Faizabad,
Ghazni, Herat, Jalalabad, Kabul, Mazar, Pul-e-Khumri, Qunduz,
Talogan, and Sheberghan.” There is a discrepancy between
the situation in the capital studio and the provincial studios.
In many provinces the studios are declining and run by a few
employees who are not qualified.

It is difficult to get valid information about the outlet’s
strategy and goals since there are no strategy papers or guide-
lines available. According to the Altai study conducted in 2010,
RTAs intended goals are strengthening national unity, pro-
moting a sense of civic responsibility, encouraging the youth
and furthering sports.” Zarin Anzor, RTAs General Director
describes RTA as an important “national institution which re-
flects the people’s needs and their views better than the private
media do.”

RTA does rather well in the audience survey from 2010
(ranking third), although the quality of what is produced by
RTA leaves a lot to be desired and lies behind the best private
channels.? As a result the audience share never exceeds 10 per-
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cent, and even falls to 5 percent during the private channel’s
news flashes at 6pm (Tolo TV), at which time Ashna TV, a Voice
of America production, is broadcast on RTA.*

However, the audience describes a need for more profes-
sional programs reflecting Afghan tradition and produced by
the national broadcaster, and accuses the private channels of
ignoring the national interest driven by greed for profit.s “It
appears that any significant improvement on the part of RTA
would be highly welcomed by the audience.”®

Stakeholders in the Transformation Process

The international community has been actively engaged in
assisting the Afghan media sector since 2002. Key donors in-
volved since the early days include USAID with its Office of
Transition Initiatives (OTI), the European Commission (EC),
the United Kingdom Department for International Devel-
opment (UK DFID) and, to a lesser extent, some European
embassies and national aid agencies and smaller institutes
(Goethe-Institut, Konrad-Adenauer-Stiftung, Heinrich-Boll-
Stiftung and others). In the very first years after the Taliban
regime, the key players in media assistance were focussed on
building media that provide a free exchange of information.
Most of the financial support in the media sector was com-
mitted to infrastructure rebuilding, journalistic training, ad-
visory services, and content building. But transforming RTA
was also on the agenda of different international players and
RTA’s senior management. In June 2002 BBC World Service
Trust took up the assignment of building two new studios
for RTA. The goal was to build robust, modern, digital radio
studios in a location with limited infrastructure and a staff
who had not worked with computers before.” RTA radio and
television transmitters were given significant support from
2006 to 2010 by a range of donors, including India, USA, and
France.® The Japanese government donated 17 million US Dol-
lars in digital equipment to RTA. From 2003 to 2004 the DW
Akademie conducted a project that aimed to establish a pro-
fessional news desk within RTA. It was financed by the Ger-
man Ministry of Foreign Affairs. One of the aims was sharing
international news with the Afghan people and informing
them in the two main languages Dari und Pashto. After hav-
ing established the news desk and the withdrawal of the DW
Akademie project manager and trainers, RTA was not able to
continue the successful work of the news desk and pay the
staff salaries that would have retained the best employees."

Besides the required infrastructural changes and the bea-
con project international news desk, RTAs transformation
needed a strategy for which a consortium of three stakehold-
ers was appointed and financed by the EU: BBC (World Service
Trust), DW Akademie, and Canal France International (CFI)
had entailed joint efforts from 2004 to 2007 to reform the
broadcaster.> The consortium had planned four phases for
the transformation of RTA.

First phase: Assessment of the status at RTA. The DW Akad-
emie took the lead for this initial assessment of the status of
the broadcaster. Since there were no data and statistics avail-
able on what the 1,600 to 2,000 employees at RTA were doing
in detail, a survey amongst the employees was necessary.* An-
other goal of the assessment was finding out how much land
and buildings and technical equipment RTA owns to develop
new financial resources by renting out or selling. The reason
behind this review was finding a financing model which made
it independent from the government.

Second phase: Changing the regulatory framework. The
consortium lobbied for some amendments to underpin RTA
as a PSB.

Third phase: Preparing the top and middle management.
Consulting with management level staff and promoting the
idea of transforming RTA into a PSB was seen as an important
step. At the same time DW offered capacity building workshops
at RTA - mainly aiming to professionalize the news desk staff
in Kabul and some of the broadcaster's regional stations. Since
RTA itself did not and does not have a training department it
was not able to offer training to its staff. This was offered in the
context of the reform process by the international consortium.

Fourth phase: Reconstructing the organization. Preparing
a concept for the broadcaster and an organizational chart that
reflects the reality. Reconstructing the organization meant in
the case of RTA firing 90% of the staff that were on the payroll
but were never productive for the broadcaster. Changing the
personnel structure of RTA was and still is the most difficult
aspect of the transformation efforts.
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There are several factors that can be named which led to a stag-
nation of RTA’s transformation process in the second and third
phase. The legal changes that were prerequisites for RTA's suc-
cessful transformation into a public broadcaster had not been
achieved. The Ministry of Information and Culture and the
government were not able to fulfill what was expected by the
EU —a media law which guarantees RTA’s full and unambiguous
independence, so that the money transactions for the transfor-
mation process were set out. A lack of coordination and a lack
of money for supplementary capacity building measures for
RTA’s editorial and technical staff have led to a situation where,
for example, high-end technology in new broadcasting studios
could not be used by the employees of the broadcaster due to a
lack of technical expertise. This reduced the impact that these
measures had on the improvements in the program’s quality.
Much of the desired progress was therefore not achieved.?

Status of the Media Organization

Legal Framework, Governance and Ethics

The Afghan media law regulates the private media sector as
well as the state media. Between 2002 and 2009 it has been
amended five times. Despite the suggestion of government
advisers who have underlined the need for a more balanced
Afghan media law which is not a copy of Western legal codes,
but rather reflects the mixed system of Islam, tradition, and
secularism, the media law is composed of fragments of West-
ern media laws and concepts. Nevertheless, a number of
outlet managers and journalists were involved in the review
process, so that it is seen as a “successful case of bottom-up
advocacy efforts.”# The Afghan media law consists of ten
chapters and 50 articles.* It is considered the most liberal
media law in Central Asia, despite some restrictive clauses.
Some of the fundamental principles of the law are: inviolable
freedom of expression and the right to print or publish any
topic without prior submission to a state authority (Art. 34);
abidance by international conventions such as the Universal
Declaration of Human Rights (Art. 7); no promotion of values
that are contrary to the beliefs and provisions of Islam (Art. 3).
Even though the law regulates much, there are plenty of ques-
tions unresolved and therefore open for interpretation, com-
promising the freedom of the media. There are eight “prohib-
ited items” (Art. 45), which set the boundaries of what can be
produced, printed, published, and broadcast. Restrictions to
the freedom of expression apply in particular for media con-
tents that (1) are contrary to the principles of Islam, that (2)
are offensive to any other religion, that (3) are defamatory or
insulting to anybody and offensive, that (4) cause damage to
personality and credibility, that (5) are in breach of the legal
provisions of the Afghan Constitution, its Criminal Law, the
Penal Code, that (6) promote religions other than Islam, that
(7) disclose pictures of victims of violence which violate hu-
man dignity or that (8) harm psychological security.
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The key bodies mentioned in the Media Law are the High
Media Council (HMC), the Mass Media Commission (MMC),
and the National Radio Television Afghanistan Commission
(NRTAC). HMC’s role is media policy planning. It has a three
year mandate. Its members are representatives from the Min-
istry of Commerce, the Ulema Council (a religious advisory
body comprised of the country’s leading clerics), the Afghan
Parliament, the Ministry of Information and Culture, the
Supreme Court, two journalists, and two civil society repre-
sentatives. The inclusion of more journalists (increasing the
amount from two to six) in the HMC is a current priority of the
journalistic community.

The Mass Media Commission’s role is monitoring mass
media activities. Its seven members are appointed by the HMC
and have a two- or three-year mandate (depending on mem-
bers). The NRTAC is supposed to regulate RTAs structure and
its transformation process (Art. 41, Par. 4). Its seven members
are also appointed by the HMC and have a three-year mandate.

RTA’s status has yet to be fully agreed on and is a matter
of politics. It has to established out whether RTA should stay
under the tight control of the government, become a truly in-
dependent public broadcaster, or be privatized. Many actors
involved in these discussions recommended that RTA should
be more independent and impartial, less focused on purely
governmental matters and more on public service.?

Capacity Building and Human Resources

Concerning capacity building and human resources, RTA
has always had deficiencies. The cadre factory for almost all
RTA employees is the faculty of journalism at the University
of Kabul. The degree course (Master of Journalism) is mostly
geared towards academic and theoretical work. There is no
practical journalism training center which is based on state
of the art international standards of journalism training. The
graduates from Kabul University therefore are dependent on
vocational trainings and placements in the media in order to
get practical, hands-on experience. Concerning the technical
staff, too, there is a huge lack of qualification possibilities.”
However, a new generation of journalists is emerging in Af-
ghanistan, raised notably not with RTA, but trained and em-
ployed by the flourishing private media scene. The reasons
are that these private media are able to pay their staff higher
salaries than the state broadcaster RTA and they profit from
journalism workshops conducted by international media de-
velopment agencies.

As for the recruiting processes and the promotion of staff
for RTA, one can observe that they are far from being fair and
transparent.®® They are not based on skills assessments but
mostly on nepotism and random appointments without jus-
tification. In fact, the human resource management was one
of the crucial issues that the international consortium raised.
Still there is neither a capacity building plan nor a human re-
sources development strategy for RTA.
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Financing, Management and Newsroom Structures

RTA has various financial sources: advertising (which is a small
amount), paid programming at the national and local levels,
taxes levied on other channels’ antennas, and rental income
from surplus facilities and staff, i.e,, buildings, equipment and
production crew. All revenues are handed over to the Ministry
of Finance and then to the Ministry of Information and Cul-
ture before a small part of the amount is paid out to the broad-
caster. RTA relies on that monthly subsidy of 408,000 US Dol-
lars from the Ministry of Information and Culture. Provincial
branches typically spend between 7,000 and 10,000 US Dol-
lars a month and employ a staff of around 30 per local studio
(with estimates of the total RTA staff in the whole of Afghani-
stan lying at around 1,600 to 2,000).?

Most of the money that RTA gets is spent on payroll. Direc-
tor Zarin Anzor moans that even the smallest investment, for
example, in new equipment or studio supplies, has to be de-
clared to the Ministry of Information so that the broadcaster
seems rather incapable of acting.>° This situation makes it dif-
ficult for RTA to decide independently on the programming
level as well as the staff level.

RTA has no clear newsroom structure or organizational
chart which reflects the real situation within the broadcaster.
As the only broadcaster RTA has special desks for minority lan-
guages like Pashai or Uzbek. Most of the content is translated
Dari or Pashto content and read by an ethnic representative.
There is little journalistic content produced for those minori-
ties, so it stagnates on a folkloric level. There is no newsroom
structure that produces content for all languages and local
outlets. Another problem RTA is faced with is a lack of clearly
identifiable flagship programs with an appealing title and a
lack of a program schedule the audience can rely on. RTA still
displays a “confusing grid where the main contents are not ob-
vious to the viewers.”s There are efforts to bring order into the
confusion and in fact there is a schedule on paper for the capi-
tal channel of RTA, still there is no guarantee that the scheme
is followed.

Perception, Participation and Public Engagement

RTA has a long tradition as the first broadcaster and the only
Afghan broadcaster covering the more remote areas of the
country. It is well known as the state broadcaster. Analyzing
RTA means making a distinction between the radio program
and the television program. In general RTA is the only station
with a broad coverage of rural areas. According to the Altai sur-
vey its radio program is generally the most listened to.3* Radio
Azadi and the BBC are listened to and trusted for their profes-
sionalism and their networks of journalists, as well as their ac-
cess to international news. RTA is listened to and trusted for
a different factor: it is generally praised for being the radio of
all Afghans, with national news and a sense of national unity,
despite a certain government bias. RTA’s local stations are also
appreciated for their responsiveness and reliability in relation
to local news. RTA television is among the four most watched

channels in Afghanistan with 8 percent claiming to watch
it and an audience share of 7 percent.#In the Altai survey of
2010, trust was measured comparatively for radio stations
across the country by asking the audience to report the three
stations they trusted most. The most trusted stations were
those on international networks. Azadi and the BBC received
the highest ratings (44 percent and 41 percent, respectively).
The RTA network also generated a high level of trust. When
considered alone, the Kabul-based national broadcaster was
among the most trusted radio stations for 18 percent of Af-
ghans, when aggregated with local RTA radio stations (Kanda-
har, Jalalabad, etc.), the network ranked third, with 39 percent
of trust expressed at the national level 34

As mentioned before, people are aware of a certain govern-
ment bias and people do criticize that the president and other
officials use RTA as their mouthpiece. Still there is a need to
watch and listen to the program to be informed about what
the government is proclaiming, doing or deciding.® As for
entertainment, the audience tends to watch the private media
which offer international series and films or other attractive
programs. RTA's programs are perceived as rather boring, old-
fashioned and not reliable concerning the program schedule.3®
The prime time news can take from 15 minutes up to one hour,
depending on what the president or another official have to
say and how much footage is available.

RTA’s role is seen as quite diverse: As a national broadcast-
er it should contribute to modernization. It has a clear edu-
cational mandate which it does not live up to and it should
promote the feeling of national unity and social cohesion. In
this regard, it is important to distinguish between the terms
“public” and “national.” In Afghanistan these terms are being
used synonymously. In other contexts it might be important
to differentiate.
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Public Service: General Functions

In the following section we will take a closer look at the two
general functions of public service broadcasting we intro-
duced for this study: creating a public sphere and supporting
integration. We will evaluate to what extent RTA may or may
not fulfill these functions. All the information about the po-
litical transformation process in Afghanistan and the pecu-
liarities of the media landscape given above have to be kept in
mind while assessing the fulfilment of the functions.

Creating a Public Sphere

Creating a public sphere through mass media in Afghanistan
is very challenging. It has to be taken into account that a large
majority of Afghans live in rural areas and secluded mountain
regions so from the mere infrastructural aspect it is a chal-
lenge to reach the masses via media.

A public sphere in the sense of a democratic forum is not
necessarily what can be observed in Afghanistan. This has
primarily two reasons. Firstly, one cannot speak of one public
sphere. One could rather speak of many public spheres due to
the different and still very dominant communication chan-
nels such as tribal assemblies, Friday sermons in the mosques,
bazaars, and market places or family gatherings. Secondly, the
content that is spread via media is not comprehensible for a
large part of the recipients.?” This is mainly due to the fact that
most of the journalists use a language that is not the common
everyday language of the people but merely a written lan-
guage.3® This environment makes it difficult for RTA to fulfill
the function of “creating a public sphere.”

Although RTA has the best prerequisites with its quite
dense regional coverage to create a public sphere, it does not,
or only to a very limited extent, offer politically balanced and
independent reporting. This is not only due to the fact that
RTA still defines itself to a certain extent as a mouthpiece of
those in power, but also due to the lack of professionalism in
the staff.

The general quality of the journalism in RTAs programs is
on a very low level compared to most private channels.?? Wom-
en’s activist Soraya Parlika criticizes: “The state-owned broad-
caster is censored. It will also be in the hands of those in power
and the questions ‘Which minister talked to whom?’ ‘What did
the president say?’ are more favored than real important and
unbiased information. They don’t have balanced reporting.”+

Investigative journalism is a completely new phenomenon
for Afghanistan, which has no mass media tradition. Even fun-
damental journalistic standards like doing basic research or
taking a closer look at a certain issue and questioning proce-
dures, political, or social decisions and asking more than one
or two sources on the same issue, cannot be observed in most
RTA programs.

It has to be said that independent journalistic research is
not necessarily what people expect in the first place from RTA.
Meanwhile, the broadcaster does offer forums for public infor-
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mation and discussions. General Director Zarin Anzoor speaks
of “building a bridge” between the people and those in pow-
er.# Again one has to differentiate between RTA television and
RTA radio. While television does not offer a platform for differ-
ent and opposing opinions, RTA radio gives space to different
opinions and thereby to some extent fulfills a public service
mandate, providing balanced and unbiased news.

The technical director of RTA puts the central political func-
tion RTA has to fulfill this way: “Firstly, RTA should draw the
attention on the different views of the people. Secondly, RTA
should draw the attention on the memory of the 30 years of
war in this country. Thirdly, RTA should draw attention to the
unbelievably bad economic situation of the people. Fourthly,
RTA should be listening to what the people are telling. And for
that we fortunately have a very intensive and close relation-
ship to our listeners and viewers. A lot of people from all over
the country call us and tell us their issues.”

The wishes and ideals do not always match the real situa-
tion in RTAs programs. And it has to be said that this has its
main cause in the lack of quality and professionalism in the
structures and work processes, an obstacle as major as the lack
of independence.

Supporting Integration

Integration is certainly the general function for which RTA still
holds the biggest potential for Afghanistan. As a matter of fact,
however, this function today is far from being fully realized.
RTA TV is still very much focused on the capital Kabul, but
the radio stations in the provinces provide locally-generated
programs which are — in some areas - the only source of in-
formation. The General Director of RTA Zarin Anzor describes
the broadcaster as “mirror for all Afghans” adding that RTA
should be a mirror, despite all the difficulties and deficiencies.
He adds that RTA still does not adequately represent the whole
population of the country and is very much focussed on the
capital Kabul.# Anzor states: “The variety of cultures in the dif-
ferent regions has to be shown and it has to be shown what
progress is achieved. Only when we have covered all the prov-
inces and not only the capital, can we contribute to the people
to get closer to each other through our reporting. We can di-
minish the distance between the people and our reporting.”+

One of the key findings of the Altai study in 2010 was that
the highest expectations voiced by the public across the coun-
try were: media should promote a sense of national unity,
rather than trying to further divide people of different politi-
cal, ethnic or religious groups.# Indeed this goal is difficult to
attain in a country that is multi-ethnic and has to struggle with
religious and tribal tensions (in part reflected in the diversity
of the media actors currently in the country). Difficult as it may
be, though, it does not seem impossible to the media actors.

It is only in a limited sense that RTA is fulfilling this func-
tion better than the private media: especially regarding the
minorities and finding the right balance between the two of-
ficial languages Pashto and Dari, RTA is the only broadcaster
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that offers at least a platform for the smallest minority groups
who are totally ignored by the private media because they do
not form a profitable high-income group of consumers. So de-
spite all difficulties and deficiencies RTA does offer a service
here to the public.

Looking at Afghanistan’s media landscape, the different
media offer a variety of content. But a closer look at functions
like cultural expression, strengthening of identity, values, and
cultural cohesion shows that RTA seems to stay ahead of the
game. It is seen as a national institution despite the limited
quality of some of the programs. As the first broadcaster, RTA
has the largest and oldest archive of old films and music vid-
eos of Afghan musicians. In its program these old clips are
shown and people from the older generations love to watch
them. Although the entertainment programs are somewhat
old-fashioned, some of the programs are successful, for ex-
ample, quiz shows or comedy shows that reflect the cultural
peculiarities.

Education is one of the issues that RTA has been dealing
with since its early days. It was the first broadcaster to have a
children’s program which is also quite popular. But more has
to be done to satisfy the younger audience. Serving the func-
tion education means offering more than a weekly or bi-week-
ly children’s program or offering literacy programs for adults,
like some private TV stations do. It is more an educational
paradigm that shapes all kinds of programs.

Achievements and Challenges

RTA’ final status is still not determined. There are still differ-
ent opinions on what RTA should or could ultimately become.
There are those who argue in favor of a national broadcaster
which is fully independent from the Ministry of Information
yet remains under the control of the government; others
insist on a public broadcaster governed by an independent
commission, more similar to the Western European models
of broadcasting. The Minister of Information und Culture Ra-
heen is supportive of the public service idea but still there are
obstacles in the way, inlcuding a lack of funds and an the ab-
sence of an overall transformation strategy that is accepted by
all stakeholders. All the goals that were defined in 2002, such
as greater editorial independence and a less complicated and
more independent financial situation, are still goals that the
current RTA management wants to achieve. The HMC has yet-
to define the roles, responsibilities and technical means of the
future RTA. There are no achievements yet that can be named.

The challenges that RTA is faced with remain those from 2004.
RTA's problems on the way towards public service broadcast-
ing remain:

— Preparing the top and middle management or rather, first
of all, creating a competent management.

— Reconstructing the organization to prove its editorial
as well as structural independence.

- Involving the technical departments into the current
change management process in order to make it a success.

- An organizational chart which automatically leads to
more structure and clearly defined responsibilities has
to be created.

— Creating a financial and human resources plan.
Transformation Approaches

This case study shows that the transformation of RTA must
start completely anew. There are still basic questions left un-
answered: What should RTA ultimately become? A national
broadcaster which is fully independent from the Ministry of
Information and Culture yet remains under the control of
the government (a model that the government seems more
supportive of)? Or a public broadcaster governed by an inde-
pendent commission, more similar to a European model of
broadcasting, as, for example, in the case of the BBC (a model
more supported by the international community)? The initial
euphoria about transforming RTA was followed by disillusion-
ment. Finding the reasons for that is complex, but two main
causes can be observed: the political unwillingness and diffi-
culties on the Afghan side and the discontinuation of the in-
ternational financial support as a result of those difficulties.
It is still unclear how high the level of willingness to trans-
form RTA on the international side was. It cannot be assessed
whether it was euphoric or rather hesitant. What can be ana-
lyzed are the methods the international consortium applied.
At first glance it seems logical and reasonable to start with an
overall assessment of the broadcaster. But in the meantime
the top and middle management should have been convinced
of the transformation idea. There were not enough capacities
to do so. What was planned as the fourth step, namely recon-
structing the organization, should have been one of the initial
steps. The money that would have been necessary for that was
not available. Firing or retiring large parts of the staff needs
structural and financial preparation.

Instead of focussing on an overall transformation of the
state broadcaster, the stakeholders DW Akademie and BBC
Media Action are running individual projects. Since RTA’s
director signaled willingness on the level of individual proj-
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ects, DW Akademie and BBC Media Action were motivated to
conduct training sessions and establish a new format for a
political talk show in the run-up to the presidential elections
in March 2014 (“Open Jirga”). “Open Jirga is, at least at the mo-
ment, a single project and is the only one with RTA - but I am
hoping it would work as a catalyst to demonstrate RTA’s poten-
tial to Afghan politicians.”+ Media Action project manager Sid-
diqi states that nothing significant has happened to support
the transformation of RTA: “A couple of things that have hap-
pened, have not had any significant impact (even if they had
the potential to do so).” Nevertheless, he has not fully aban-
doned the idea of transforming RTA into a PSB, even though it
would be a lot more difficult now than it was five years ago.

The DW Akademie’s focus in Afghanistan was and is on pro-
grams for children and young people. According to assess-
ments of the regional coordinator Afghanistan at DW Akad-
emie, the projects in 2013 with RTA were quite successful on
the editorial level, despite all the difficulties on the structural
level.# Besides the journalistic trainings the measures in-
cluded consultations for RTA's middle-management, in order
to drum up support and emphasize the relevance of new and
attractive programs for a younger audience. Changes on the
management level are seen as the greatest challenge. Yet DW
Akademie’s measures on the editorial level are backed up by
consulting measures for RTA's management, in order to help
improve internal processes. Some stakeholders prefer the idea
of establishing a completely new public service broadcaster,
others still hold on to the idea that RTA can be transformed
into a public service broadcaster if certain measures are taken:

- Improvements of the legal framework: Amending the
media law in order to give RTA more editorial and financial
independence.

— Advocating for the possibilities of raising money for RTA
and finding financial sources.

- Reducing the RTA staff (to retire the old cadre). A serious
restructuring process of the organization would entail the
firing of 90% of the staff who are currently on the payroll
but were never were productive for the broadcaster. Chang-
ing the personnel structure of RTA was and still is the most
difficult aspect in the transformation efforts.

- Improving professional skills of old and new RTA staff
in production, administration, and technical departments.

— Improving professional skills of the corporation’s middle
management team, in particular, in leadership and organi-
zational skills. Most of the people in those positions are not
qualified for the jobs and have no interest in changing the
status quo. They should be motivated to follow the idea.
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- Implementing structures that provide for long-term
planning within the corporation.

- Help in organizational development for RTA’s basis in
Kabul and the outlets in the provinces.

- Establishing a training department.

- Assessment of the programs in order to develop and
introduce new formats meeting the public service
idea with respect to the major languages and the
minority languages.

In the Altai study RTA is seen as one of the main ways to pur-
sue the goal of supporting integration: “To this end, it would
be necessary to build on RTAs relative success and signifi-
cantly enhance its audience share through a line-up of more
attractive programs, designed with the goal of promoting a
sense of national unity.”#® The Altai authors suggest programs
focussing on positive achievements, showing the results of the
nation-building effort, testimonials of conflict resolution and
well-administered justice, examples of successful (and not cor-
rupt) business ventures and clever promotion of Afghan his-
tory, culture, and identity can contribute to fostering a sense
of national unity. Civil society actors like Seddiqullah Tauhidi,
the advocacy manager of the media watch branch of the jour-
nalists’ union NAI underline the necessity of a strong and reli-
able public broadcaster that fosters a national consciousness
and thus supports integration.

For Afghanistan it can be concluded that the transforma-
tion process of the state broadcaster did not succeed for dif-
ferent reasons: Most importantly short-sightedness on the
media development side and a reform fear and confusion on
the Afghan side led to reform stagnation. A new attempt to
reform the broadcaster would need new approaches on many
levels as well as a well-coordinated long-term engagement
from many actors.

46 Shirazuddin Siddiqi, Project Manager, BBC Media Action for Afghanistan,
written answers, May 29, 2014.

47 Priya Esselborn, Regional Coordinator South Asia, DW Akademie.

4 Altai Consulting 2010, 175.
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Status of Radio Television Afghanistan (RTA)

Characteristics

Channels,
distribution

Legal framework

Public service remit

Regulatory system/
governing body

Engagement of
civil society

Financing

Status

TV: RTA Kabul and in all 32 provinces. They provide basic tele-
vision at a provincial level. They broadcast material produced
in the provinces. No clear scheme, 24/7 on paper, with some
repetition in the programming.

Radio: Radio Afghanistan basis in Kabul with a number of
provincial sub-stations which operate radio services. News
come from Kabul-based news desk. The stations are usually
closely affiliated with the Provincial Governors’ Offices.

The Afghan Media law regulates the private media sector as
well as the state media. The key bodies are: the High Media
Council (HMC), the Mass Media Commission and the National
Radio Television Afghanistan Commission (NRTAC).

According to the Media Law, RTA belongs to the Afghan
nation and performs as an independent directorate. Article
15 says: “National Radio Television Afghanistan is obligated
to adjust its programs in the light of the principles and the
provisions of the holy religion of Islam, national and spiritual
values of the Afghan nation and in its programs shall con-
sider dissemination of information, promotion of religious
education, science, culture, economy, moral and psychologi-
cal wellbeing.” Article 16 says: “National Radio Television, in
compliance with full impartiality in the interest of promot-
ing national unity and strengthening religious and national
values of the country, must organize its programs in such a
way to reflect the culture, language and religious beliefs of all
the ethnic groups residing in the country.”

The NRTAC is commissioned to regulate RTA’s structure and its
transformation process (Art. 41, Par. 4). Its seven members are
appointed by the HMC and have a three-year mandate.

The HMC is allowed to appoint members that are civil
society actors.

All revenues are handed over to the Ministry of Finance and
then to the Ministry of Information and Culture before a
small part of the amount is paid out to the broadcaster. RTA
relies on a monthly subsidy of 408,000 US Dollars from the
Ministry of Information and Culture.

Changes and progress
over the past years

RTA'’s status has yet to be
fully agreed on and is sub-
ject to political debate.
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Characteristics

Use of mobile and internet
communication/modern
technology/challenges of
digitalization

Regional structures
and reporting

Capacity building

Ethic codices, newsroom
guidelines

Public perception and
support for the media
organization
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Status

Not an issue (yet).

There is no chart listing the regional structure and giving
information on how the provincial desks work.

RTA has no training department. Most of the staff is recruited
from the faculty of journalism at Kabul University which

has an old-fashioned, theoretical curriculum and does not
include vocational trainings for aspiring journalists.

There are no documents in which the ethics codices or news-
room guidelines are written down.

RTA is perceived as the national broadcaster and people rely
especially on the radio program because it covers locally-
generated information. Although most of the viewers of RTA
know that the program shows government bias, they still
watch it to at least know what the government is doing and
saying. As for the integrative role and the national unity, RTA
is seen as a symbol for that because it respects minorities and
stands for national unity.

Changes and progress
over the past years



General Functions I: Political Sphere

Function

Information: comprehensive, bal-

anced, objective —and also regional

news.

All political parties have the oppor-
tunity to speak in the program and

are present in interviews, sound-
bites etc.

Criticism of political actors
(government, administration,
other political actors)

Societal criticism (social actors,
individuals, problems in society)

Moderation of debate/
democratic facilitation

Social/political orientation

Agenda setting/
investigative journalism
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Is it fulfilled?
(Yes/partially/no)

Partially

No

Partially

Partially

No

Partially

No

To what extent is the function fulfilled/not fulfilled?

RTA is the only broadcaster that covers all provinces and
thus gives information to a broader public. Programs
delivered by RTA Kabul are strongly focused on the capital
so that not all provinces feel represented - especially in the
prime-time news.

RTA is highly government biased.

Since there are vox pops of average people that are not
censored, criticism can be heard in those voices. Jour-
nalists asking politicians critical questions in the RTA
program are rare.

There is no profound research on social issues. Most of the
programs are based on interviews with individuals and
vox pops. RTA covers merely success stories rather than
showing problems in society.

Since the media landscape offers a broad range of
broadcasters RTA is one pillar of information for its
audience. Thus it gives orientation towards the goal of
national unity.

Investigative journalism is a completely new phenomenon
for Afghanistan and has no tradition in the mass media.
Doing undercover research, having a closer look at a cer-
tain issue and questioning procedures, political or social
decisions and asking more than one or two sources on the
same issue — all these things cannot be observed in the
programs of RTA. And in fact these elements are not neces-
sarily what people would expect in the first place from RTA.
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General Functions II: Integration

Function

Participation, voice, empowerment

Cultural expression, strengthen-
ing of identity, values and cultural
cohesion

Entertainment

Education

Innovation
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Is it fulfilled?
(Yes/partially/no)

Partially

Yes

Yes

Partially

To what extent is the function fulfilled/not fulfilled?

RTA is very much focused on the capital Kabul, but the
radio stations in the provinces provide locally-generated
programs which are — in some areas — the only source of
information.

As the first broadcaster RTA has the largest and oldest
archive of old films and music videos of Afghan musicians.
In its program these old clips are shown and people from
the older generations love to watch them. RTA is seen as a
national institution despite the limited quality.

Although the entertainment programs are somewhat old-
fashioned, some of the shows are successful, for example,
quiz shows or comedy shows.

RTA was the first broadcaster to have a children’s program
which is also quite popular.
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International Media Development Partners

Partner Aim of the cooperation
(e.g., transformation of state
broadcaster, technical sup-
port, capacity building, etc.)

Consortium Transformation of RTA

of BBC, DW into a PSB

and CFI

(started

in 2004)

Methods applied

First phase:

Assessment of the status at RTA.
Figuring out all that belongs to

RTA from buildings to technical
equipment to cars, etc.

Second phase:

Changing the regulatory frame-
work. The consortium has been
lobbied for some amendments to
underline RTA as a PSB.

Third phase:
Preparing the top and middle
management.

Fourth phase:

Reconstructing the organization.
Preparing a concept for the broad-
caster and an organizational chart
that reflects the reality.

N.B. All the information given in the tables above is based on
the interviews, observations and document analysis made by
the author of this chapter. The tables provide very rough sum-
maries of what is elaborated in the texts. Many of the issues

mentioned here are, of course, subject to change.

Main results/progress/
problems

First phase:

There were no documents about
the assets, the donations given
by the international donors, the
staff, the payrolls. Everything had
to be assessed. This phase could
not be accomplished.

Second phase:

As a PSB RTA has to be financially
and organizationally more inde-
pendent from the government.
There was no success in achieving
this independence.

Third phase:

Most of the people in those posi-
tions were not qualified for the
jobs and had no interest in chang-
ing the status quo.

Fourth phase:

Reconstructing the organization
means in the case of RTA firing
90% of the staff that were on the
payroll but were never productive
for the broadcaster. Changing the
personnel structure of RTA was
and still is the most difficult as-
pect of the transformation efforts.
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Kyrgyzstan: Advancements in a Media-Friendly Environment

Kyrgyzstan is the only country in Central Asia whose main state broadcaster (OTRK) has had its status changed to that of public
service media - finalized, after one or two earlier failed attempts, in 2010. In early 2012, the American media development orga-
nization Internews initiated a new attempt to advance the transformation process. The strategy focused first on management
and on television, and different organizational and financial assessments were made.

There was also some lobbying work done in the political sphere and moves towards more citizen participation were made:
Now audience research is being conducted, audience feedback is collected and town-hall meetings between citizens and staff of
OTRK are organized. In addition to this, civil society groups were encouraged in their engagement for the PSM on the Supervi-
sory Board. OTRK is one of the very few Kyrgyz media outlets that provides an international news segment, relying on material
from the BBC here. It also broadcasts parliamentary debate live. Yet much work still needs to be done to improve the quality
of the content. Aside from the questionable balance within OTRK’s news and political programming, the other main problem
dogging news production is the lack of regional content. So far the journalists at OTRK do not make full use of the potential the
press freedom in their country holds. The case of OTRK shows that the transformation of a broadcaster in a country with press
freedoms, an economically weak media landscape, a strong civil society, and media development actors with a dedicated strategy

is possible, but not simple.

In the media landscape of the Central Asian region, the Kyrgyz
Republic represents a “relative bright spot” according to Free-
dom House’s latest report on media freedom.! The 2014 report
said despite its rating as “not free,” there were “positive devel-
opments” to report in the Kyrgyz media. It is, amongst other
things, the only country in the region whose main state broad-
caster (OTRK) has had its status changed to that of public ser-
vice media. In order to understand the particular situation of
the public service media in Kyrgyzstan, a brief overview of the
country’s most important characteristics, its media landscape,
and the status of its current public service media will be given.

Kyrgyzstan — A Brief Overview

Kyrgyzstan is a country still struggling to come to terms with
a past characterised by ethnic strife. The second-poorest coun-
try in Central Asia, one third of the population of just over
five-and-a-half million lives below the poverty line.? Economic
growth and productivity is slow, a large part of the workforce is
employed abroad (mainly in neighbouring countries).

Since gaining independence from the Soviet Union in 1991,
its path towards democracy has been halting, but largely deter-
mined. Power struggles and turf wars were regular and some-
times fierce in a culture heavily marked by clan delineations
and loyalties. The first presidents of the young Republic were
widely respected but hardly brought up in democratic tradi-
tions. The first president was Askar Akayev, a respected physi-
cist, and he maintained his position for the first decade and a
halfof the country’s independence. Initially, NGOs, civil society
groups, and the media were given relative freedom. But by the
late 90s, Akayev was tinkering with the fledgling constitution
and substantially increasing the power of the presidency. He
won re-election in 1995 and again in 2000 - for an unconstitu-
tional third term —, and international observers noted serious
irregularities in both the presidential and the parliamentary
elections of that year.? By 2002, people in the marginalized and
economically disadvantaged southern regions were becoming

frustrated and this led to public protests. Akayev’s ‘island of
democracy’ was becoming increasingly compromised, as the
president took steps to silence the independent media and
suppress opposition. Parliamentary elections in February
2005 were seen as deeply flawed and the country was thrown
into a state of political turmoil. Thousands of protesters took
to the streets, demanding Akayev’s resignation, and when the
demonstrators marched on the presidential headquarters in
Bishkek in March, Akayev departed, fleeing eventually to Mos-
cow. This period became known as the Tulip Revolution. Peo-
ple in Kyrgyzstan refer to it as the First Revolution.

In July of 2005, interim President and opposition leader
Kurmanbek Bakiyev gained a decisive victory in the presiden-
tial ballot. He was practically unopposed but the Organization
for Security and Cooperation in Europe (OSCE) nevertheless
rated the election as “tangible progress” compared to previ-
ous polls.# However, opposition from the streets continued
and people accused Bakiyev of failing to see through promised
constitutional reforms. A referendum in October 2007 was
widely seen as an attempt on Bakiyev’s part to constitution-
ally increase the power of the presidency and when he won the
presidential election of July 2009 with over 80% of the vote,
OSCE observers condemned the poll as “failing to meet key
OSCE commitments for democratic elections.”s

President Bakiyev continued his campaign of political sup-
pression. Opposition figures had to fear harassment or attacks,
not just on themselves but their families as well. Several fled
the country. The media experienced major political pressure,
and a series of vicious attacks on journalists and the assassina-
tion of regime opponents silenced any open criticism.®

1 Freedom House, May 1, 2014. 3 Freedom House 2013a.
Article quotes Freedom House's 4 OSCE/ODIHR 2005.
2014 report’s project director, 5 OSCE/ODIHR 2009.
Karin Karlekar. ¢ Bertelsmann Foundation 2014.

2 USAID 2014.
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Increasing levels of corruption under this president finally
brought tension in the Republic to the breaking point. In
April 2010, there were confrontations with security forces on
the streets of Bishkek and a total of 86 people were reported
killed, with dozens more injured. Bakiyev fled Bishkek and the
formation of an interim government was announced, headed
by another prominent opposition leader, Roza Otunbayeva.
The interim government struggled to maintain order. Later in
the same year, ethnic rioting broke out in the southern half of
the Republic, during which at least 470 people died.

In 2010, the people of Kyrgyzstan were called to the ballot
boxes twice: In June 2010, a constitutional referendum con-
firmed Otunbayeva as President of an Interim Government
and also approved a new constitution, shifting power from
presidency to parliament. Then in October a parliamentary
poll took place. Both polls were judged reasonably fair and
above-board by the OSCE. The organization concluded that
“the competing parties had equal access to mass media and
registration process.”” Some irregularities involving voter lists
and campaign financing were noted.

It is widely recognized that it was this latter, more decisive
shift towards parliamentary democracy in the wake of the
Second Revolution that allowed the Kyrgyz Republic (as it is
officially called) to become a model of transformation for the
region. Of 50 registered political parties — most of which were
only registered shortly before the polls — 29 were able to com-
pete in the 2010 parliamentary election. Five won seats in
parliament and formed a coalition government — which has
been the prevailing form of government since then, though
with changes in the alliances. There have been three differ-
ent coalitions since the adoption of the new constitution, the
latest collapsed on March 18th, 2014, only to come together
again in the same constellation. It is now presided over by
(former Deputy) Prime Minister Joomart Otorbaev, who was
officially named the Kyrgyz Republic’s 26th prime minister,
and the fourth since the parliamentary election of 2010, on
April 3rd, 2014.%

Parties in Kyrgyzstan stand and fall with their ability to
finance campaigns and promote their key leaders. They are
personality-oriented and rely on clan-like loyalties, rather
than on their policies. Corruption is endemic in the Kyrgyz
political landscape - indeed at all levels of society. The coun-
try ranks 150th out of 177 on Transparency International’s
Corruption Perceptions Index 2013.9 However, Transparency
International notes in its report for 2013 that measures are be-
ing taken to strengthen the independence of the judiciary and
other institutions, and that the present climate as a whole is
reform-friendly.

Kyrgyzstan politics are verbose and competitive, and can-
not be separated from the ethnic situation in the country
which remains largely unresolved, especially in the south, in
Osh and Jalal-Abad. Regional politicians tend to find them-
selves frequently at odds with central government: “Presi-
dent [Almazbek] Atambayev... has shown inclination to assert
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more power ... and to promote officials to key posts based on
loyalty rather than merit.”° Ethnic strife and unease are more
prevalent in the south because of border tensions and the dif-
ferent demography: Whilst about 14% of the population in
the country as a whole is Uzbek, that concentration increases
considerably in most southern regions.

Media Landscape

“The considerable social polarization is reflected in the media
and the climate for journalists, who are often harassed by pres-
sure groups,” notes Reporters Without Borders.” However, the
Bertelsmann Foundation believes that “Kyrgyzstan’s mass me-
dia outlets are more diverse and free of government control in
Bishkek compared to provinces, especially in the south.”2 Con-
ditions for Kyrgyz-language media are seen as vastly improved
since 2010, but other ethnicities are if anything worse off with
regards to representation in the media.

Uzbek-language outlets have disappeared almost entirely,
and of the three or four main broadcasters, only one, Yntymak
(a word which means ‘harmony’ in both Uzbek and Kyrgyz)
Public Regional TV and Radio Company, broadcasts in Kyrgyz,
Russian and Uzbek. The station was co-founded by Internews
and the Kyrgyz government as a public broadcaster in Sep-
tember 2012, in Osh, to promote and help improve inter-eth-
nic relations. It is now the only station broadcasting in Uzbek
as well as Russian and Kyrgyz, and has become very popular.”
However, despite the importance of its mission, the station
receives no funding from the state, relying primarily on for-
eign aid and grants.*

Altogether there are 26 radio stations,"s many of which are
privately owned — and have little real editorial independence.
Of the 31 TV networks, three of which are local cable networks,
ratings show the top three to be OTRK, EITR (both state-owned)
and the privately-owned 7th Channel.® Obschestvennaya Tele-
Radio Kompaniya — OTRK - is the main public service media
(PSM). The second biggest national broadcaster is Public Tele-
vision EITR (this is its title and not an acronym, with a lower-
case |, not a capital I), an Osh-based Kyrgyz-language public TV
station. It was established in 2005 by presidential decree. An-
other important player is Radio Azattyk, the Kyrgyz service of
Radio Free Europe/Radio Liberty (RFE/RL). Established in 1953,
the radio station calls itself “the leading source of independent
news and information for elites and ordinary citizens alike.”7 It
is widely regarded as one of the more professional and objec-
tive outlets.

There are four main news agencies, one (Kabar) is state-
owned and the other three are in private ownership. They
have well-developed, professional websites, with at least Eng-
lish and Russian versions available, and at least one of them —
AKlpress, the largest and most well-established online-based
news agency — has a Twitter and Facebook presence. There
are several blogging websites available for those with inter-
net access (which, in Kyrgyzstan, is now around 80% of the



country*); one of these, Kloop Media, also runs a journalism
school. Kloop’s news website is available in Kyrgyz, Russian
and English. This is a well-developed and reasonably well-
funded platform, a private initiative, which we will look at in
more detail later.

Only two of Kyrgyzstan's TV stations have a nationwide
reach, but owing to the mountainous nature of large parts of
the country, more remote areas are often cut off even from
these providers. The same applies to radio, of which again,
only a handful have national reach. Newspapers, especially re-
gional outlets, are more numerous, but national newspapers
will often reach more rural areas in remoter parts of the coun-
try with a two-week delay:

“Any shortage of information in southern Kyrgyzstan and
other remote areas of the country is not unique to a specific
ethnic group, but is rather a sign of poor general access to tele-
vision, radio, and print media.”

Russian television is more widely available* — and also of-
ten more popular, particularly with urban populations, prob-
ably partly because of the greater variety of entertainment
programs on offer, although OTRK holds the floor for news
programs. In urban centers (Bishkek and Osh), cable television
networks offer access to a variety of foreign channel options,
whilst in rural areas people tend to resort to satellite if they can
afford it. Access to foreign media “is not restricted by anything
other than the financial means of the customer.”»

Obschestvennaya Tele-Radio Kompaniya (OTRK)

The Kyrgyz public service media sector, although in its infancy,
is slightly more varied than in many other countries at this
stage of development, where one state broadcaster has been
or is being transformed. In Kyrgyzstan, dominant in the sector
is the main, formerly state, broadcaster OTRK. Yntymak, (full
title Public Regional TV and Radio Company) is purely radio
and was established in the south as an integration initiative.
There is also the public television company EITR — which we
include here on the periphery as an important factor in any
analysis of the Kyrgyz PSM sector. Established in 2005 by
President Bakiyev as a public broadcasting company with the
aim of contributing to the harmony of society, the station is
governed by its own bylaw and fully owned by the state. It is a
small outfit (about 260 employees) which started out in Osh in
the south but has now also established offices and studios in
Bishkek (premises are partially leased from a university) and
intends to broaden its audience base to include the entire Re-
public. There is at present just the one channel but plans are
being made to establish a second one, also in the south.

The main focus here, however, has to be the dominant na-
tional broadcaster: OTRK (sometimes known under varying
acronyms such as KPRT - Kyrgyz Public Radio and TV -KPBC, or
PRTC, whereby OTRK is the most recognisable and will be used
here throughout) has 3 TV channels, two of which are newly-
established specialist channels — a music and a kids’ channel,
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the only children’s channel in the country. A culture channel is
in the planning phase. All of these channels broadcast in Kyr-
gyz and in Russian — the spread of the two languages across
the channels appears to be fairly random. The BBC provides
news segments in English for re-broadcast on the main chan-
nel. At OTRK, there are five radio channels, and these broadcast
in Kyrgyz, Russian and English. Birinchi Radio (First Radio), de-
scribed on the company website as All Talk Radio or “radio ‘ev-
erything,” broadcasts two hours of English news a day. There
is also a tiny segment with the optimistic name of Friendship
Radio (Radio Dostuk). This, at the moment purely an online
presence, puts together programs in most of the minority lan-
guages present in the Kyrgyz Republic, although surprisingly
not in the language of the largest minority, the Uzbeks.? We
will come back to this in a later part of the chapter.

Both EITR and OTRK, and Yntymak are subject to the regu-
lation of the Supervisory Board, which was set up during the
reforms of 2010 specifically to watch over the transformation
to PSM. Members are selected by a parliamentary Committee
for Education, Science, Culture and Sport. The Board consists of
15 members, five from government, five from parliament and
five from the civil society. Its authority as laid down in the con-
stitution is considerable, but is in actual fact tempered by the
influence still wielded by the state.» Many media experts and
observers hold it to be “neither balanced nor independent.”*

7 Bertelsmann Foundation 2012. 16 Ibid.
¢ Trilling, March 31, 2014. 17 Radio Free Europe/ Radio Liberty
9 TI2013. 2013.

1 Bertelsmann Foundation 2014. 18 Bektour Iskender, Kloop Media

11 Reporters Without Borders 2014a.

2 Bertelsmann Foundation 2014.

13 “Over the past year, the opportu-
nities for Kyrgyz citizens to obtain
news and information in the

Uzbek language have improved

Foundation (founding member) —
NB this figure reflects access
capability throughout the
country, largely boosted by mobile
phone networks. Actual digital

literacy figures are much lower.

markedly, with an Uzbek- 19 Freedom House 2013c.

language version of the Kyrgyz- 20 Freedom House 2014.

21 [REX 2013, 266.

22 http://dostuk.ktrk.kg/kRy

23 Employee International Relations
Dept.,, OTRK — does not wish to
be named.

24 [REX 2014, 253.

language Aalam broadcast on
OTRK’s Yntymak channel, along
with news releases and programs
in Uzbek.” See IREX 2014, 260.

14 [REX 2013, 268.

15 [REX 2014, 250.
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Stakeholders in the Transformation Process

There are a considerable number of international organiza-
tions active in the Kyrgyz Republic today, across all sections of
civil society. The main actors in the media sector are the OSCE
(Organization for Security and Cooperation in Europe),® the
US Agency for International Development (USAID),*® the SO-
ROS Foundation,” and the American media development or-
ganization, Internews.?® The Copenhagen-based media devel-
opment NGO International Media Support (IMS)* also works
in the country, mainly with the Public Association of Journal-
ists (PAJ) and Kloop Media.

In the public service media sector, the following recent de-
velopments and activities stand out: With the financial support
of USAID, the US-American media development organization
Internews has been actively involved in the transformation
process of OTRK from state broadcaster to public service me-
dia since March 2012 —and in the development of independent
media in the country for much longer than that. Their program
has a strong focus on management strategies and on televi-
sion. Several organizational and financial assessments were
made. Internews also engaged in lobbying work in the political
sphere and civil society groups were supported in their engage-
ment for PSM on the independent Supervisory Board.

Moves were made towards more regular citizen partici-
pation, with town-hall meetings organized between citizens
and OTRK staff. Following a tender given out by Internews,
an international research organization called InterMedia was
charged in late 2013 with a study of the television and radio
audiences of OTRK.3° Beginning in mid-December 2013, focus
groups were set up across the country to take a closer look at
OTRK audiences. The study is aimed at identifying program-
ming weaknesses — and strengths — as well as determining
future target audiences. The Joint Media Committee, an um-
brella organization which was formed in the latter half of 2012
by joining three separate Kyrgyz media associations,* is ac-
companying this study in a consultancy role

In January 2014, Internews also announced a tender for a
Management Support Component on strategic planning, re-
port writing, and communication. To be based on a functional
analysis already carried out, this project is in response to “a
need to support the OTRK management in compiling annual
reports, strategies and presentations.” It was requested by
the management at OTRK, which would indicate that change
agents have successfully insisted on the need for wide-ranging
improvement of media management skills. This is frequently
singled out as the one of the biggest weak spots, the Achilles
heel (along with insufficient legal frameworks) in the transfor-
mation of the Kyrgyz media sector.3¢ A tender has also been
issued (by Internews and the Soros Foundation) for a review of
the laws and regulations governing OTRK, with a view to clari-
fying funding mechanisms for the broadcaster and adjusting
existing laws to better recognise its public status. Draft laws
and regulations have already been drawn up which need re-
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fining and discussing with ministries and other stakeholders
before being put into the hands of the lawmakers.

Among initiatives already completed, the SOROS Founda-
tion and the OSCE have been instrumental in organizing study
tours for MPs and broadcasters to Georgia, Lithuania and
other countries in the wider region where the transformation
to public service media is further advanced. These have been
taking place since 2011 and have resulted in recommendations
and guidelines being established for further development. An
OTRK ‘top management’ delegation including the Director
General, Kubatbek Otorbaev, was shortly due (at the time of
writing) to visit Estonia to exchange expertise and compare
notes on the transformation process.*®

OTRK itself is becoming more pro-active in this respect
and the International Relations and Protocol Department
(which sometimes calls itself External Relations) has taken
steps to strengthen relations with foreign broadcasters and
broadcasting associations, including Korean Broadcasting
System (KBS) in South Korea, Japanese public broadcaster
NHK, and the Turkish Radio and TV Corporation TRT. OTRK
is a member of the Asia-Pacific Broadcasting Union (ABU), a
cooperation and assistance platform for the region based in
Kuala Lumpur.3 At present, by far the larger part of interna-
tional donor cooperation is provided by Internews and SO-
ROS - without whose considerable financial commitment,
according to one interviewee, many of the Internews projects
could not get off the ground.’® The Japan International Coop-
eration Agency (JICA) also provides some support in the form
of consultancy and equipment.?

Allinternational change agents seem to work very well with
Kyrgyzstani organizations — collaboration on both an abstract
and a more concrete logistical level seems well-developed.
Most collaboration is on a consultancy level or in the form of
funding or a combination of both. There is some training — of
journalists as well as administrators — undertaken by both for-
eign and national organizations,* but it is widely recognised
that more needs to be done here.

EITR works with partners such as USAID and SOROS as well.
The outlet has received financial and technical assistance from
the United Nations Development Program (UNDP), and it has
received direct funding for programming from India and from
China, and peer-to-peer training from the Turkish broadcaster
TRT (for which EITR staff travelled to Turkey).#

Status of the Media Organization

Legal Framework, Governance and Ethics

Ostensibly, the media sector in Kyrgyzstan is governed by
some of the most liberal media legislation in the region. Ac-
cess to public information, and freedoms of speech and of the
press are guaranteed in the Kyrgyz constitution and, to a de-
gree, in law. But practical experience with the law has shown
that it lags behind the constitution to a certain degree. It was
quickly recognized that whilst the media had been reformed,



there had been no parallel reform in other sectors such as the
judiciary or law enforcement.+*

The libel law in particular is currently under debate. Al-
though libel was decriminalized in 2013, it is still a crime to
insult public officials. This law is frequently used against
journalists and bloggers. Over the course of the past months,
there have been three unsuccessful attempts to push through
amendments “that would have severely restricted freedom of
speech in Kyrgyzstan.”# One of these, a bill on false accusations
in the media, was withdrawn, only to be replaced by a version
which, as its backers stress, is aimed not only at journalists, but
at anyone spreading ‘false information’ in the media. On April
16th, 2014, the Kyrgyz parliament approved amendments to
the criminal code which threaten hefty fines and up to three
years’ imprisonment for “spreading false information relating
to a crime or offence.”# Reporters Without Borders calls it a
“pointless backward step” and says it “makes nonsense of the
decriminalization of defamation in 2011. By once again turn-
ing a media-related offence into a crime, the authorities are
sending a deterrent message to all journalists, promoting self-
censorship and hindering investigative reporting.”+

Several interviewees — interviewed in Bishkek in the course
of a four-day research trip in February 2014 — mention a work-
ing group currently formulating new media legislation, which
includes representatives of the media community and parlia-
ment. They have a huge task before them since the new laws
also have to encompass digitalization, set to take place in 2015.
The pace of legal reform needs to be stepped up, says one in-
terviewee, two or three years of intense research (including
projects by international NGOs) have paved the way for it, but
progress is halting.4® This is partly due to the fact that political
interests frequently get in the way of agreement, partly also
due to a mistrust of the fragile status quo and a fear that legis-
lative initiatives could be used to muzzle free speech and block
further progress.

As part of the transition to digital broadcasting, licenses
for analogue broadcasting are no longer being issued. The new
channel Yntymak was the last to receive a license and frequen-
cy allocation for analogue transmission.# By and large, how-
ever, developments have fallen behind initial timetabling. By
late 2011, for example, the assigning of frequencies for digital
broadcasting was meant to have been open to competition.
One online media outlet however reported that the respon-
sible ministry, the Ministry of Transport and Communication,
“allocated four multiplexes without competition to the state-
owned firm, Kyrgyztelecom.”4

Meerim Asanaly, OTRK Head of International Relations
and Protocol, confirms that legislation governing the public
service media status of OTRK also needs to be redrafted, and
again, after a lengthy period of research, reform processes are
being introduced. The broadcaster’s public status needs to be
cemented, as it is widely seen as public service media primarily
in name, with very little by way of legislation to underpin this.+
Financial legislation is one important area of reform, as the
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Finance Ministry still controls most budget issues, including
staffing — a circumstance which must necessarily impact the
outlet’s independence. Also, “the procedure for EITR and OTRK
to defend their budgets in the Jogorku Kenesh [parliament] ev-
ery year adversely affects their editorial independence.”s°

As has been mentioned, OTRK is subject to a Supervisory
Board, the 15 members of which are selected by a parliamen-
tary committee. Members serve a two-year term and elections
take place annually. They approve programming and the bud-
get and monitor the work of the Director General — human
resource management is outside their remit, although it’s
agreed that this isn’t always the case in practice. The Board is
seen by some as the transformation success story, with short-
comings, one of which is the fact that any of their decisions
can be overridden by parliament. For others, this lack of po-
litical clout means that they represent a sort of sham.s It is
pointed out that the kinship and clan squabbles, divided loyal-
ties, political games, and resentments that beset daily politics
are hardly magically absent here, and severely handicap the
Board’s work.s

Meetings are open to the public and members of civil so-
ciety organizations, and this provision is regularly made use
of. Despite the reservations of some observers, the Board is an
important factor in the broadcaster’s independence, since at
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the very least it provides an interface with the audiences — au-
dience feedback is often dealt with at these meetings. So, for
example, after complaints were made about OTRK’s New Year
programs, at the first Board meeting of the new year the pres-
ence of the program manager responsible for the special pro-
gramming was requested. The viewer complaints were made
known and the manager was asked to submit suggestions for
changes in future programming.s

On another occasion, the Board’s attempts to intervene
were not so successful. OTRK Director General, Kubatbek Otor-
baev, has to submit a full report to the Supervisory Board every
April. In a development widely described as ‘unprecedented,
the Board refused to accept his 2013 report and expressed a
vote of no confidence in the Director General — a move which
should normally have meant his dismissal.®> The Board’s vote,
however, was vetoed by President Atambayev and DG Otor-
baev kept his position — with the proviso that the Board would
be scrutinizing his actions more closely in the forthcoming
year. The Director General’s position is presumably not an en-
viable one, and most agree that he is not a political puppet, but
on the contrary, stands up for the station’s independence.s®
Certainly for one interviewee, the President’s intervention
clearly demonstrated the Board’s lack of teeth.5”

Capacity Building and Human Resources

There is a clear need for improved training of journalists in
Kyrgyzstan. Professional standards and journalistic ethics in
the country are underdeveloped or practically non-existent,
particularly in the print media. There is little serious research
done, facts are frequently not distinguished from specula-
tion or rumours, political, ethnic, and clan loyalties are quite
openly displayed, and prejudice is allowed. Plagiarism is
common, particularly of internet sources: “It seems that this
phenomenon has become the scourge of modern journalism
in Kyrgyzstan.”s®

Journalistic ethics are directly impacted when the chase for
ratings and readerships leads to a preference for sensationalist
content. Stories are chosen for their ability to attract an audi-
ence, with little regard for veracity. Analytical or investigative
journalism is rare, mostly to be found in online outlets and,
since most journalists here learn primarily from their peers,
these are skills that few possess. However, the feeling is that
audiences are becoming more discerning and focus groups,
including the ones set up under the auspices of the Internews-
run project mentioned earlier, are determining that audiences
like their news to be balanced and transparent, are concerned
about quality, and also concerned about the qualification of
journalists.? Audiences are growing up.

Censorship is generally not open but is latent in practically
all outlets, and editorial policies are frequently passed on more
or less by word-of-mouth, so that journalists are given clearly
to understand what they can and cannot say, what topics they
can and cannot cover, but there is little in writing.®° Therefore,
as all analyses agree, self-censorship is widespread, since it is
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a sort of safety mechanism which protects the journalist from
undue pressure or interference. The degree of self-censorship
depends on the region - it is much more noticeable in the
south where ethnic and political loyalties are much closer to
the surface and more likely to cause trouble —and on the own-
ership of the media outlet.®*

There is too much of a hiatus between management and
staffers, which also leads to an unhealthy degree of self-cen-
sorship. The relationship between the top floors and the news-
room/studio floor is governed sometimes by mistrust, always
by a lack of certainties as to how much support there is for the
journalist, and by simple lack of communication.®* The situa-
tion is not healthy for the self-confidence of the profession as a
whole, and there is dire need of more rigorous professionaliza-
tion of the sector. But training for the sector is patchy and un-
coordinated and the government has been content for much
too long to leave it to foreign donors and NGOs. Journalism
courses at university level leave much to be desired and a real
practical element is glaringly absent. Most journalism facul-
ties and departments are deplorably underequipped, with
practically no technologically up-to-date facilities.®> The cur-
ricula are basic and the staff insufficiently qualified.

As aresult, most media outlets seem to prefer to train their
journalists from scratch. But again, the outlets themselves
don’t invest in specific training programs, young journalists
are left to ‘learn by doing.’ Technical facilities and equipment
here, too, are in short supply and often outdated. Nearly all
young journalists possess a smartphone or an iPhone and
most have netbooks, laptops or tablets, but access to the in-
ternet, even though readily available, continues to be expen-
sive and not covered by any form of expenses arrangement.
Newsrooms and editorial offices are underequipped, as are
press conference facilities and again, there is no free internet
access. “Managers and owners demand maximum work with
minimum technical investment.”%

OTRK are taking steps on their own behalf to overcome
this major shortcoming in the Kyrgyz media sector. The sta-
tion is setting up a training center of its own and has already
recruited an expert — Adelya Laisheva, who was previously
with Internews - to take it through its development phase.
At present they are using their own resources and trying to
recruit trainers locally, but with little success. The next step is
to register the center as a public foundation so that they can
attract external funding and training. The center has already
run a couple of English courses with the help of a student from
Bishkek University and can report that the feedback was huge-
ly positive and the demand great.®¢

Journalism training is poor in Kyrgyzstan but there is a
precedent for an outlet successfully professionalizing its own
staff. As previously mentioned, the Kloop Media Foundation,
an internet news and blogging platform, runs the Kloop On-
line Journalism School which teaches young people how to
access and identify independent news on the internet, how
to write for online platforms, the basics of good reporting,



etc. The courses have to be paid for but Kloop will help to
fund them for aspiring professionals from poorer economic
backgrounds. This isn’t purely charity, as the majority of the
young people taking the courses also work for Kloop, unpaid.
All their articles are written by young journalists aged 15-25,
and feedback indicates that this works. Everything is done
under careful supervision and the Foundation is a well-re-
spected platform.

Because of the aforementioned hiatus between manage-
ment and staff, many of the younger workers at OTRK don’t
stay for long. One interviewee informed us in late March 2014
(not long after the research was conducted for this report)
that he was looking for another job since his February salary
had not been paid and further budget cuts were imminent.
Pay in the sector in general is poor, however “researchers
found that OTRK salaries fall beneath average monthly wages
in Bishkek, which in 2012 was KGS 10,566 ($204), and are un-
competitive in the labor market.”®”

On the other hand OTRK has, thanks to the reforms pro-
cess, been able to keep some good staff and also to attract a
number of new, well qualified professionals from other me-
dia outlets.

Financing, Management and Newsroom Structures

The question of finance and financial management is, many
feel, the question of the hour in Kyrgyzstan. It is the framework
without which any progress so far achieved may stand or fall,
since it not only touches on the outlets’ independence but also
on their sustainability.®® Journalists in Kyrgyzstan earn below
par. Research carried out by the Bishkek-based Public Associa-
tion of Journalists, with the support of IMS, in October 2013
showed the average salary of a Kyrgyz journalist to be about
7,500 soms (approx. 155 US dollars). Radio journalists receive
some of the highest salaries in the sector but still struggle to
keep up with the average monthly salary in the country as a
whole, which in 2013 was thought to be about 13,500 soms.®
One of the more damaging consequences of this is the migra-
tion of good journalists abroad, or into the private and PR sec-
tor, where they can expect far better pay. The “brain drain” is
an increasing threat to the professionalization of the sector.”
Legal reforms since the events of 2010 have ensured many
basic media freedoms are protected in the constitution, as
mentioned earlier. Like these, financial reforms are there, on
paper, but full legislation lags behind. Most media outlets are
still economically entirely dependent on their owners or, in
the case of state-owned or partially state-owned organizations,
upon the state.

So, notwithstanding the relative press and media freedom
guaranteed in the constitution as of 2010, state bodies feel
fully justified in interfering with editorial policy. This interfer-
ence may be relatively limited and seldom amount to down-
right censorship, but it still gives rise to a certain amount of
self-censorship on the part of the media itself. And so “the
state-owned media and their directors never express dissatis-
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faction with these dictates and do not even consider what their
businesses would be like as an independent media outlet.””

As the main public service media, OTRK has three distinct
streams of income: primarily, of course, it is state-financed,
via a budget which is still under the control of the Ministry
of Finance - probably the primary reason why many observ-
ers, and some among its employees, regard its claims to inde-
pendence with skepticism. It also makes budget management
problematic, as OTRK’s finance managers have no flexibility;
they cannot vary reporting fees, for example, or address the
issues of staff salaries.”” One interviewee felt that too much
of it goes towards programming and not enough is put into
underfunded areas such as staff training and development or
equipment maintenance. The channelling of state-budgeted
funds is circuitous and slow, in part because every transaction
also has to go through a review by the Supervisory Board.”
According to the latest figures, the larger part of the national
media budget is split between OTRK and EITR. OTRK receives
just over USS$8 million per year, with another US$10 million in
spending planned for the transition to digital broadcasting, on
top of around US$2 million already spent out of the 2013 tran-
sition budget.*
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However, thanks to the input of experts (provided by Internews
and others), via financial assessment and consultancies, OTRK
is in a better position to negotiate its case with the ministries
and work towards more autonomy in the budget planning.

Gaps are occasionally filled with the help of international
donors. The broadcaster has recently managed to attract a
grant of US$ 800,000 from the Japanese government, to be
used to upgrade their technical facilities in the move towards
digitalization. In general, aside from the state budget, the other
main revenue source is advertising. The outlet’s International
Relations and Protocol Department is very active in exploring
alternative revenue sources and, apart from looking for part-
ners and grants, it established a PR section three months ago
which is working, for example, to boost their public profile and
raise their value as an advertising partner. Some rebranding
work is being done since the head of the department felt that
their most popular logos, such as that for the Kids’ Channel,
were being widely misused.”

The advertising industry in general in Kyrgyzstan is un-
derdeveloped, and so whilst it is also a source of income, it’s
neither sizeable nor dependable. It is poorly regulated, the
only restrictions under the Advertising Act being that “adver-
tising volumes should not exceed 20% of airtime and 20% of
newspaper space.”” These regulations are neither monitored,
nor are violations sanctioned. OTRK’s main TV channel has ad-
vertising blocks of 5 or 6 minutes, once every two hours for
the larger part of the day, then rising to half-hourly or hourly
intervals during evening peak viewing times. With a total of
17.5 hours of airtime daily, their advertising volume on the
primary channel stays within prescribed limits. It is perhaps
worth noting that the Joint Media Committee has had enor-
mous success in both establishing the worth of the country’s
advertising market and helping it to realise its potential and
expand rapidly.”

News programming is at the heart of OTRK’s value with
audiences: Focus groups set up by the Joint Media Commit-
tee, with the help of USAID and Internews, established that by
and large, audiences like the news and agree that the quality
of news programming with regard to reporting and political
balance is improving.”® There are concerns about the extent
of regional coverage, and about the quality of reporting. Ac-
cording to one interviewee, there are major inconsistencies
in the quality of the programs, and still too many instances
of items being repeated a day later, items being insufficiently
researched, with only one source, and so on. But this, she felt,
was down to poor management, the head of news program-
ming being an excellent journalist but an insufficiently experi-
enced manager. Management, she insisted, is an area that still
requires particular attention, in the newsroom as elsewhere.”
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Perception, Participation and Public Engagement

Civil society in general in Kyrgyzstan is very supportive of the
media and guards basic rights such as freedom of expression
jealously. There are numerous media watchdog organizations
and journalists’ associations, there is a media ombudsman,
and various forms of legal help for journalists, although a de-
crease in the availability of aid and the number of donors in
recent years means many NGOs are struggling to find funding.
Also, online information about the activities of media NGOs
seems to show, according to observers, that “almost all of their
activities take place in the regions.”® Online-based organiza-
tions in particular become very vocal if media freedoms look
threatened by state interference — which happens often.® The
lack of organization, however, sometimes makes civil society
groups vulnerable to political influence. The liveliness of pub-
lic debate — on all societal issues, not just pertaining to media -
is greatly supported by the robustness and ready availability
of online platforms.

Audiences tend to welcome opportunities to vocalize
their wishes and expectations, rare as these are, and there is
no lack of feedback: Quite early on, town-hall meetings be-
tween citizens and the staff of OTRK were organized with the
mediation of Internews. OTRK has an audience feedback sec-
tion, fed partly through a public reception area on the ground
floor of the building itself, where members of the public can
deliver complaints and other feedback in person, partly by
a telephone system, and partly via online platforms such as
Twitter and Facebook. The online feedback in particular has
been hugely improved, with input from an expert: Bektour
Iskender of Kloop Media was sent in (an intervention initi-
ated by Internews) to train OTRK editors in the effective use
of their Facebook and Twitter accounts and other online fa-
cilities, which were already in place but languishing unused
through lack of both expertise and interest. And the feedback
doesn’t simply get ‘filed, it is acted upon: in an oft-cited exam-
ple, during the Sochi Winter Olympics, the broadcaster’s two
commentators (one for Russian and one for Kyrgyz) were very
quickly replaced when complaints about their delivery (too
slow, not professional enough) began to pile up, in particular
on the Facebook page. New commentators were put in place,
the audience response was positive, and the whole episode
was highlighted in local newspapers as an example of good
broadcasting practice.®

Audience and market research is still very underdeveloped
in Kyrgyzstan, although the Joint Media Committee is making
huge progress in this area with the help of USAID. What rat-
ings information there is shows that public radio Yntymak is
very popular in the south of the country and widely listened to.
Osh-based EITR is also the main TV channel in the south, where
it is primarily based, and is the second TV broadcaster on the
overall ratings list.3 According to its own testimony, this is not
so much due to quality as to technical issues, mainly transmis-
sion problems. Its response to feedback is limited, in the DG’s
words, because it is “currently more focused on content.”



Public Service: General Functions

The understanding of public service functions may very well
help to establish a clearer indication of how and in which fields
this transformation can best progress. Therefore, the study
will take a look at the general functions of public service me-
dia, in particular how well OTRK (and the other public media
outlets) are actually delivering these public goods.

Creating a Public Sphere

The assessment of OTRK’s program quality, particularly of
news, is widely varied. General program content, certainly on
the main TV channel, is rated highly by certain segments of
the population (with the exception that a regular gripe is the
lack of Kyrgyz soaps). The general opinion seems to be that
the younger generation tends to turn to the Russian channels
for better-made entertainment programs and talk shows, and
since cable access is widespread and cheap, “most consumers
have access to Russian-language channels.”® News is more
harshly judged, even by those segments of the population
who cite OTRK as their primary source of information (ratings
show the OTRK news programs to be the most popular).®® It is
felt to be unbalanced, too one-sided, and not current enough.
There are people within OTRK who will insist that the broad-
caster’s news programs are entirely unbiased with no gov-
ernment control whatsoever, but few really believe this. One
source within OTRK who wished to remain unnamed blamed
the lack of progress or improvement on aging, unprogressive
management, and partially blamed partners and donors for
not making a greater effort to influence policy and manage-
ment structures.®” But it must also be said that so far, journal-
ists at OTRK do not make full use of the potential that press
freedom in their country holds.

On the plus side, Kloop Media make a bulletin style news
program which is broadcast by OTRK and say that so far it
has been broadcast uncensored, despite occasional critical
content.®® OTRK is one of the very few outlets which provide
an international news segment, relying on material from the
BBC here. They also have a slot from parliament, where parlia-
mentary debate is broadcast live — the timing of this program
seems to be irregular but on average about once a week.®
Then there is Inconvenient Questions, a Radio Azattyk (Radio
Free Europe/Radio Liberty) political talk show rebroadcast by
OTRK (on TV). Radio Azattyk’s website says this program reach-
es one in four Kyrgyz viewers every week and is “considered
among the best programs on Kyrgyz national television.”°
Observation tends to confirm this. The program has been run-
ning since 2008. However, in March 2010, Azattyk was briefly
taken off air and prevented from rebroadcasting via other sta-
tions — observers thought probably because of Inconvenient
Questions, although financial reasons were given (closet cen-
sorship). After the events of April 2010, all restrictions were
lifted. Old editions of the program — dating back to 2010 and
2011 - can be found on YouTube, where Azattyk has an account.
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Aside from the questionable balance within OTRK’s news and
political programming, the other main problem dogging news
production is the lack of regional content. There are seven re-
gional studios/offices (the widest regional distribution of any
Kyrgyz broadcaster)? and a limited network of both own cor-
respondents and stringers, but it doesn’t seem that they get
much to do, mainly leaping into action if government politi-
cians visit the region. According to the head of the Interna-
tional Relations department, aside from the regional bureaus
there is also a ‘mobile studio, in a bus, which does a tour of
all the regions twice a year and produces talk shows with lo-
cal politicians — the resulting production is a popular program
known as Oi-ordo (Brainstorm Battle).9> The mobile studio is
also used within Bishkek to cover live events such as concerts,
operas, and similar happenings. And yet audience feedback
still indicates that there is simply not enough coverage of re-
gional affairs

The other PSM, EITR, provides some things that OTRK does
not provide. It has a strong heritage and culture focus and is
more highly regarded in the south. It rates public education
highly and maintains reasonably good audience relationships.
But EITR is still quite provincial and it is underfinanced, its
management structures are underdeveloped, and develop-
ment of program content is slow moving.

The Director General of EITR, Sultan Zhumagulov, speaks
with some pride of the fact that his was a presidential appoint-
ment, not a Supervisory Board decree and that therefore he is
merely “acting” Director General and has yet to be approved in
office by the Board — but that he has been given full power by
the President to take any action necessary for transformation.
He speaks of the President’s conviction that all media, local or
otherwise, should work according to international standards

s Meerim Asanaly, Head of Inter- 85 IREX 2014, 259.
national Relations and Protocol
Department, OTRK.

76 JREX 2013.

77 IREX 2014, 262.
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and that the present situation of the Kyrgyz media sector is
unacceptable. The clash here, it is evident, is not so much one
of objectives as of leverage and loyalties.”

There is little doubt that Mr. Zhumagulov is a man well
qualified for the post. He is a journalist with many years’ expe-
rience, served as a press advisor to President Kurmanbek Ba-
kiyev, and managed Radio Azattyk for three years. He recently
spent several months on secondment with the BBC in London.
His was nonetheless most likely a political appointment and
symptomatic of the contradiction at the heart of Kyrgyz media
media politics between the freedom of press and expression
as laid out in the constitution and to a certain degree by law,
and the extent to which this freedom of expression is disre-
garded by daily politics.

None of the public media outlets show any evidence of
investigative reporting or programming, nor of independent
initiative that might be regarded as agenda-setting. This is an
area that is, by general admission, sorely underdeveloped in
the media sector of the Kyrgyz Republic. This is in part due
to the unwillingness of journalists to expose themselves to
the repercussions that invariably follow. Online media out-
lets such as Kloop or 24.kg provide users with “lively alterna-
tive news sources,” but online penetration within the Kyrgyz
population is only around 22%. And: “Around half of users
reached the internet through the state-controlled ISP Kyrgyz-
telecom, creating the potential for government influence over
the medium.”o*

Supporting Integration

Since the ethnic strife of June 2010, Uzbek outlets have disap-
peared almost entirely from the Kyrgyz media sector. Uzbeks
make up around 14% of the population as a whole, but this
proportion climbs to around 40% in the southern regions,
where ethnic tension remains close to the surface. Other eth-
nicities (as well as Kyrgyz, of course) are Russian, Ukrainian,
Dungan and Uyghur (each around 1%).5 None of these mi-
norities has much access to news and information, certainly
not in their own languages. But the Broadcasting Act imposes
no restriction on retransmission, so Russian, Chinese, Kazakh
and some English programs are rebroadcast. Foreign chan-
nels are made available and in the south, Tajik and Uzbek
broadcasters can be picked up within Kyrgyzstan.®® Audiences
receive programs in Bishkek and Osh via cable networks, in
more rural areas satellite reception is preferred for the better
signal. Internet access is as yet poor but continues to expand
rapidly, and although there are occasional attempts to control
or even block access to certain websites, access is for the most
part completely unrestricted.

OTRK is available nationwide and has three TV channels (a
main channel, a music channel and a kids’ channel) with some
80 programs (a fourth channel, cultural, is in the planning
stages). There are five radio channels. The main broadcasting
languages are Russian and Kyrgyz with a sprinkling of English.
On the main TV channel, there is an irregular and far too short
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news bulletin, there are films, documentaries and talk shows.
Like many broadcasters, OTRK puts its money primarily on
entertainment. The introduction of the children’s program-
ming, in particular, is innovative for Kyrgyzstan and widely
welcomed as “an important step.”?’ Balastan, according to the
broadcaster’s (English-language) PR, “provides parents and
kids with educational entertainment, from singing and danc-
ing to birthday wishes and bedtime stories.”?

A tentative attempt to reach out to ethnic minorities can be
seen in OTRK’s offshoot, Radio Dostuk (Friendship), started up
in October 2013. A tiny outfit run by seven part-time staff mem-
bers out of a small office with three or four computers, Radio
Friendship is still just an online presence. They put together
half an hour per week of programming for each of the minority
languages Dungan, Uyghur, Ukrainian and even Polish, as well
as Kyrgyz and Russian.? Uzbek is at present not one of the lan-
guages on the program. In addition to these they hope to add a
further four languages — this had not yet happened at the time
of writing. To make the programs, a representative is selected
from each of the relevant communities in Bishkek and this per-
son — usually someone with absolutely no journalistic train-
ing or experience — is then offered minimal training at OTRK.
Each representative will hold the post for a year. There is little
editorial control, since hardly anyone else can speak the lan-
guages concerned. The lack of Uzbek-language programming
here, as elsewhere, is a glaring omission since Uzbeks make up
around 14% of the population as a whole, in the south around
40%. According to a source at OTRK, the Uzbek representatives
wanted too much money. A statement from the Uzbek side
could not be obtained for this study.

There are certainly hopes of expansion, the staff would like
to branch out with an FM station, possibly even, eventually,
into TV. However the equipment is noticeably is noticeably
outdated and the staff complain that there is not enough mon-
ey even for their own salaries. OTRK is to date their only source
of finance and this is obviously not a budget priority. They say
they are attempting to attract funds from foreign partners.

OTRK is currently piloting the use of mobile applications
and social media for its programming.

Achievements and Challenges

The “poor economic health of the market”°° is one of the main
problems dogging the development of PSM in Kyrgyzstan.
Real budget transparency is rare (OTRK is probably the main
exception as the Supervisory Board demands it and a full pub-
lished audit is part of editorial policy).” Therefore potential
investors are reluctant to cooperate because the perception
is still that most outlets are state-run or private mouthpiec-
es. Media management has to become even more of a focus.
Revenue and budget-planning need to improve so that outlets
become more independent and self-sustaining.'* Journalists
need to be better paid so that they don’t go elsewhere - either
into other sectors or abroad —as soon as they become decently



qualified (and this tendency is only likely to increase as train-
ing opportunities, whether through international change
agents or homegrown, improve).

Media management includes the need to develop bet-
ter communication habits between management and staff -
this is a particular problem within an organization the size of
OTRK. The Internews-supported project for a ‘Management
Support Component’ for OTRK (still at the planning phase at
the time of writing) reflects the need for support for strategy
planning, report compilation, and communication skills.’3
This would also improve communication between the broad-
caster and the Supervisory Board, whose existence is one of
the successes of the transformation in Kyrgyzstan. Relations
with OTRK management are often strained, mainly due to po-
litical undercurrents, and an improved awareness of commu-
nication skills could help here.

Overall, it has nonetheless been possible to maintain a
working relationship between OTRK and the Supervisory
Board. Thanks to this exchange and the different assessments
made, a certain transparency regarding finances and manage-
ment could be established which would ease the discussion
and help to advance things.

Training is also a major area for improvement, especially
of the journalists themselves. But some partners are quick to
point out that any interventions have to be based on proper re-
search and coordination. Research needs to be properly done
in order to establish benchmarks for action and this can be
sensitive if the broadcaster doesn’t cooperate.’*4 OTRK so far
has proved fully cooperative and opened up all their processes,
from managerial level downwards, so that progress is improv-
ing. It is important to coordinate with other donors and find
the right approach to each problem — sometimes consultancy
works and sometimes it doesn’t. And in a country like Kyrgyz-
stan where two or more languages are widely spoken, the lan-
guage issue is important, and experts and consultants should,
if possible, know the language and the region. Often over-
looked is the time issue: journalists seldom have a lot of spare
time, so management needs to be supportive and recognizant
of this fact and take their schedules and duties into account
when organizing professional development activities. On the
positive side, journalists in Kyrgyzstan are eager for training
and welcome any opportunity to improve their professional
abilities and qualifications.

There is as yet no such thing as specialized journalism in
Kyrgyzstan. Parliamentary journalism is in its infancy and
there are no recognised ‘specialists’ for it, just as there are no
journalists specialising in business or sports. As already men-
tioned, there is almost no investigative journalism. “Some-
times in the media, most of all on the Kloop platform, free-
lancers carry out small investigations. Among professional
journalists, there is no local, international, entertainment, or
economic journalism.”s

Part II Kyrgyzstan: Advancements in a Media-Friendly Environment

Cooperation on a regional level seems alive and well with re-
gards to the transformation process. As mentioned, several
initiatives have seen Kyrgyz media players travel to countries
in the wider region to compare notes on the transition to PSM.
Digitalization represents a huge hurdle for the media sector in
Kyrgyzstan. The transition is planned for June 2015 and is es-
timated to cost KGS 550 million (Kyrgyz som — around US$11.3
million).*® But with just a few months before the deadline,
“state and private television companies are saying they do not
have enough money to make the switch.”°7 Also, personnel
will have to be trained in the use of new equipment, and new
quality content will have to be produced. The opportunities
here for political posturing and game playing are endless, and
just another potential stumbling block for the fragile status
quo in the country.

Transformation Approaches

Forthcoming parliamentary elections in the autumn of 2015
are being discussed as a possible source of further upheaval
in the not-too-distant future, so that it becomes evident that
OTRK - and the other major players in the public media land-
scape here — can either become a victim, again, of media ma-
nipulation, or a substantial force to be reckoned with in the
shaping of Kyrgyzstan’s future. This report makes some rec-
ommendations as to what could be done to support the trans-
formation process and ensure the latter:

- Consultation and cooperation with the working group
(Joint Media Committee, Ministry of Culture) which is
preparing for digitalization in 2015. This covers neces-
sary legal reform and includes internal legal reform of
OTRK (which is governed by its own legislative frame-
work). An important aspect would be that of the poten-
tial monopoly handed to state-owned Kyrgyztelecom in
management of the multiplexes.

8
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— Consultation on reform of the outdated Media Act of
1992, a process which has been ongoing for several years
now and which many stakeholders are anxious to see
completed. This would help further secure the transfor-
mation to public service media and include revision of
the legislation governing libel and defamation, in par-
ticular with regard to recent attempts to re-criminalize
libel.

— Support for capacity building and on-the-job train-
ing of journalists and staff in production, newsrooms
and editorial staff; particularly in areas such as presen-
tation and investigative reporting: stakeholders urge
that it should be done in close cooperation with outlet
management and ensure that conditions on the ground
(time, availability of staff taking part, logistical provi-
sions) are taken into consideration. Reporting from
conflict situations and safety-training for journalists
should also be considered. OTRK’s own initiative to set
up a training center should be supported.

— Support also needs to be provided to senior and mid-
dle management — some provision is already in place
(Internews — OTRK Management Support Component).
This would help improve communication and coop-
eration between management strata and with editorial
and administrative staff, as well as with governing bod-
ies such as the Supervisory Board.

- Support also in the area of revenue and budget plan-
ning is vital if the broadcaster is to become self-sus-
taining, a pre-condition for independence. This would
help improve retention of good staff as salaries could
improve accordingly.

— Provision of technical know-how and/or equipment
where needed, to enable OTRK to fulfil its role as public
service media.

- Enabling of study trips within the wider region to
compare and exchange experience — some have already
taken place under the auspices of other change agents
(Internews, SOROS).

- Support for underdeveloped civil society sector, jour-
nalists’ associations, etc.
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Status of Obschestvennaya Tele-Radio Kompaniya (OTRK)

Characteristics

Channels,
distribution

Legal framework

Public service remit

Status

TV: 3 channels, main channel, broadcasting 16.5-18 hrs daily;
children’s channel, broadcasting 11.5 hours daily; music
channel. All channels broadcast in Kyrgyz and Russian, main
channel broadcasts some news content in English (provided
by the BBC).

Radio: 5 stations, broadcast in Kyrgyz and Russian, Birinch
radio (First radio) also broadcasts 2 hours/day news content
in English, own production.

Radio Dostuk (Friendship Radio) is online only and provides
half an hour per week of each of five or six languages, includ-
ing minority languages Dungan and Uyghur. Languages such
as Ukrainian or Polish are included on an informal basis and
may be irregular since there is usually insufficient funding
for salaries. These programs are made by non-professionals.

The constitution of 2010, adopted after the Second Revolu-
tion, guarantees and protects the right to freedom of expres-
sion, speech, press and information. The Media Act of 1992

is generally agreed to be relatively liberal but outdated and

a working group is currently formulating a new media act.
Access to information is well-legislated (most recently by the
Access to Information Held by Departments of State and Lo-
cal Government Bodies Act —2006)

The April 2010 Decree of the Provisional Government of the
Kyrgyz Republic “On Creating a Public Broadcasting Service
in the Kyrgyz Republic” assigned public broadcaster status to
the existing National Television and Radio Broadcasting Cor-
poration, renaming it the Public Broadcasting Corporation
of the Kyrgyz Republic. The Decree established a Supervisory
Board and reinstated the April 2007 version (initially formu-
lated by the Law on National TV and Radio) which included
members of civil society.

Changes and progress
over the past years

The TV children’s and
music channels are recent
additions (Oct. 2013), a
fourth channel for cul-
tural content was still in the
planning phase at the time
of writing.

Radio Dostuk is trying to
attract more languages
into its program, hoping to
eventually bring the total
to 10.

The formulation of a new
Media Act is proving dif-
ficult, thanks to conflicting
interests of parliamentar-
ians within the working
group, and the fact that it
also has to take impending
digitalization (June 2015)
into account. The media
community is also heatedly
discussing changes to the
libel laws. Libel was de-
criminalized in 2011 and is
now a civil matter, attempts
to change that are seen as

a potential attack on free
speech.

There would seem to be no
specific spelling out of a
remit for PSM in the Kyrgyz
Republic as yet — which
may be due to the fact that
legitimacy of decrees issued
by the interim government
of 2010 was in doubt and a
fully reformed media law
has yet to be formulated.
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Characteristics

Regulatory system/
governing body

Engagement of civil society

Financing

Use of mobile and internet
communication/modern
technology/challenges of
digitalization

Regional structures and
reporting
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Status

The Supervisory Board is made up of 15 members: 5 from
government, 5 from parliament and 5 from civil society.
Members are elected for a period of two years, elections take
place annually. Theoretically, the Board wields quite a lot of
power, in practice this is constantly tempered by political
pressure. All decisions also go before parliament, budgeting
decisions go to Finance Ministry.

The inclusion of civil society in the Supervisory Board was
a precept only reinstated in the third attempt to establish
PSM in 2010. Civil society in general guards social freedoms
jealously, there are numerous media and press associations,
although no unions.

OTRK is financed primarily by the state: the budget goes to
the Supervisory Board, then to parliament for approval, so all
financial matters are decided on by politicians. The Finance
Ministry holds the purse strings. There is also some revenue
from advertising (not much — the Kyrgyz advertising industry
is small), and funding from international donors and devel-
opment partners.

Digitalization is planned for June 2015, estimated cost, 550
million Kyrgyz som (just over US$ 11 million). Likely to be
problematic as there are already complaints that not enough
money is being made available for the necessary upgrading
of infrastructure and skills.

OTRK has a website presence, with live streaming, and also
runs a Facebook page and a Twitter account.

Radio Dostuk (Friendship Radio) is only online, programs are
made available in MP3 format.

There are 7 regional studios, one in each oblast (region), with
correspondents, and a mobile studio goes out to the regions
twice a year and organizes talk shows with locals and local
dignitaries/politicians. Nonetheless, audience feedback indi-
cates that coverage of regional events/affairs is anything but
satisfactory. Generally, the regional facilities are only used
when members of government or VIPs visit.

Changes and progress
over the past years

The Supervisory Board is
widely seen as one of the
success stories of transfor-
mation in Kyrgyzstan and
as such, attempts to politi-
cally undermine it rarely
get far.

OTRK recently attracted

a Japanese grant worth
USS 800,000 for technical
upgrading.

The use of social media has
recently been improved:
alocal expert (runs one

of the biggest and most
successful news websites in
the country) showed staff at
OTRK how to use the social
network sites and since
then, they are a popular
interface between station
and audience.
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Characteristics Status Changes and progress
over the past years

Capacity building Capacity building up until now was largely left in the hands OTRK have begun the
of international development partners and donors. It is a development of a journal-
sorely neglected area across the Kyrgyz media industry. ism center. They have hired

an expert (formerly with
Internews) but have neither
the funds nor qualified
staff. Looking for recogni-
tion as a public foundation

so that they can attract
donor funding.
Ethic codices, newsroom OTRK statutes apparently cover ethics (no more precise infor- -
guidelines mation was available): The general feeling is that even a very
detailed ethics codex or highly specific editorial guidelines
would tend to be disregarded — the change is one of mindset
within the profession as a whole.
Public perception and sup- Recent focus groups (organized with the support of In- Project involving focus
port for the media organiza- ternews) have crystallized much of what the audiences want groups is ongoing.

tion to see changed at OTRK. Response has been rapid (according
to Joint Media Committee), a lot of programming has been
changed, and ratings are rising. Main competition comes
from Russian-language channels which tend to be more
popular amongst younger segments of population.
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General Functions I: Political Sphere

Function Is it fulfilled?
(Yes/partially/no)

Information: comprehen-  Partially
sive, balanced, objective —
and also regional news.

All political parties have Partially
the opportunity to speak

in the program and are

present in interviews,

sound bites, etc.

Criticism of political No
actors (government,
administration, other

political actors)

Societal criticism Partially
(social actors, individuals,
problems in society)

Moderation of debate/ Partially
democratic facilitation

Social/political Partially
orientation
Agenda-setting/ No

investigative journalism
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To what extent is the function fulfilled/not fulfilled?

Level of program-making in general is relatively poor, therefore the news
too is not of the best quality. Studios, etc., on TV present quite a polished
appearance, but neither presenters nor news editors are well-trained.
News items are repeated without checking sources, hearsay often replaces
sound research. Very little coverage of regional developments; rural audi-
ences and ethnic minorities are largely ignored.

Daily rebroadcast of 10 mins. of BBC (world) news in English, at 10 p.m.

There is a slot from parliament, some parliamentary debates are broad-
cast live; once a week, OTRK rebroadcasts Inconvenient Questions, a highly
popular political talkshow from Radio Azattyk (Kyrgyz service of Radio
Free Europe/Radio Liberty)

The balanced and objective representation of the entire political spec-
trum is laid down in the constitution, the country’s media legislation is
by far the most liberal in the region — but bad journalistic habits are still
too ingrained, and self-censorship is often automatic. Bad political habits
are also proving difficult to eradicate. Still incidents of journalists being
threatened, although no fatalities since 2011.

Self-censorship means that journalists will stay away from topics that
might be uncomfortable for daily politics to deal with. Radio Azattyk’s
Inconvenient Questions may be the only program that doesn’t shy away
from tackling touchy subjects: renaming Russian-named villages in Kyr-
gyz, discussing contentious Islamic leadership policies, etc.

Coverage of parliament; Radio Azattyk’s Inconvenient Questions — debate
is a form still very much in its infancy in radio and TV.

OTRK’s relationships with audiences have been improving thanks to
recent focus group research: audience feedback is being taken on board,
it is likely that this will result in more programs on social/political issues
being provided.

Investigative journalism is completely underdeveloped in Kyrgyzstan,
although this shortcoming has been widely recognized and is likely to be
addressed with increasing diligence. Agenda-setting at present is most
likely to come from foreign news sources, although the Kyrgyz online
news agencies are fairly on-the-ball.



General Functions II: Integration

Function

Participation, voice,
empowerment

Cultural expression,
strengthening of
identity, values and
cultural cohesion

Entertainment

Education

Innovation

Is it fulfilled?
(Yes/partially/no)

Partially

Partially

Yes

Yes

Partially

Part II Kyrgyzstan: Advancements in a Media-Friendly Environment

To what extent is the function fulfilled/not fulfilled?

Social minorities and the disempowered (handicapped, LGBT groups,
women) are completely underserved; ethnic minorities, particularly the
Uzbek, continue to be sidelined; rural populations are occasionally heard,
and get to air their issues when the mobile studio comes around, or if a
VIP turns up on their doorstep.

There is increasing effort to include cultural and historic content - OTRK
lags behind the other public broadcaster, EITR, here. The inauguration of
the new TV culture channel should hopefully change all this.

The majority of OTRK’s programming is entertainment, whether sports,
nature shows or films and the occasional soap. Education

The new children’s channel Balastan prides itself on offering a balanced
mix of entertainment and educational programming, 11.5 hours daily.

Balastan is the first and only specialist children’s channel in Kyrgyz televi-
sion — the initiative is to be supported, quality could be improved.

OTRK gets audience feedback via internet, has improved its use of social
media and is currently working towards the use of mobile applications.
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International Media Development Partners

Partner

Internews
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Aim of the cooperation

(e.g., transformation of state
broadcaster, technical sup-
port, capacity building, etc.)

Involved in the development
of independent media in the
country since the late 9os, the
NGO became actively involved
in transformation of OTRK to
PSM in March 2012.

Beginning in mid-December
2013, focus groups were set up
across the country to take a
closer look at OTRK audiences.

Internews has also announced
tender for a Management Sup-
port Component for OTRK on
strategic planning, report writ-
ing and communication.

Set up Public Regional TV and
Radio Company Yntymak in
colla-boration with Kyrgyz
government

Methods applied

Focus mainly on management
strategies and TV, organizational
and financial assessments, town-
hall meetings between audience
and OTRK staff, consultancy of
civil society, lobbying.

The study is aimed at identifying
programming weaknesses and
strengths — as well as determining
future target audiences. The Joint
Media Committee is accompany-
ing the study in a consultancy
role.

To be based on a functional analy-
sis already carried out, this project
is in response to “a need to sup-
port the OTRK management in
compiling annual reports, strate-
gies and presentations” and was
specifically re-quested by OTRK
management

Funding and consultancy

Main results/progress/
problems

OTRK has in general been open
and eager to cooperate.

Civil society is represented on the
Supervisory Board.

In spite of some difficulties the
board and the management of
OTRK still cooperate.

OTRK is in a better position now
to negotiate finances with the
ministries.

Thanks to the reform OTRK has
been able to attract new well-
qualified staff from other news
outlets.

OTRK has already begun a reform
of some programming as a result
of the feedback

Still in the planning stage.

It is now the only station broad-
casting in Uzbek as well as Rus-
sian and Kyrgyz, and has become
very popular.
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Partner Aim of the cooperation Methods applied Main results/progress/
(e.g., transformation of state problems
broadcaster, technical sup-
port, capacity building, etc.)
US Agency for USAID, along with SOROS and No further information on work =
International the UNDP, offers technical as- in the media sector immediately
Development -  sistance to EITR available.
USAID
USAID is one of Internews’
main partners in offering sup-
port to OTRK and other PSM.
Organization Technical support —as part of In April 2014, the OSCE donated No information available
for Securityand  OSCE efforts to support the computer equipment to Yntymak

Cooperation In
Europe — OSCE

development of pluralistic and
professional media

Radio and TV

SOROS = Since 2011, the Soros Foundation These have resulted in recom-
Foundation and the OSCE have been orga- mendations and guidelines
nizing study tours for MPs and being established for further
broadcasters to Georgia, Lithu- development.
ania, and other countries in
the wider region where the trans-
formation to public service
media is further advanced.
DW Akademie  The Central Asian School of Trainers are brought in from the There are plans to transform the
Contemporary Journalism is entire region, first undergoing a summer school into a more per-
a ten-week annual summer train-the-trainer workshop with manent training venue, possibly
course implemented jointly by = the DWA. Students also come located within a specific media
the OSCE Academy and the DW  from the wider region. outlet such as OTRK. Bishkek
Akademie. seems the ideal location since
the general media climate in
A new project begun in 2014 Kyrgyzstan is the most liberal in
offers regional reporters the region.
working for OTRK capacity-
strengthening measures.
Turkish Radio Capacity building cooperation =~ Peer-to-peer training, for which No information available
and TV Corpo-  with EITR EITR staff were invited to visit TRT
ration TRT studios in Turkey

N.B. All the information given in the tables above is based
on the interviews, observations and document analysis made
by the author of this chapter. The tables provide very rough
summaries of what is being elaborated in the texts. Table 4, in

particular, can only hope to give an impression of the many
and varied activities undertaken by change-agents in the
country. Many of the issues mentioned here are, of course,
subject to change.
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Namibia: Multilingual Content and the Need for Organizational Change

Founded in 1991, Namibia’s state broadcaster NBC has been undergoing a long-term change process since 2008, with Swedish
Radio as the most important partner. While the initial phase focussed on the improvement of editorial guidelines, since 2012,
phase 2 has concentrated on change management towards multimedia production. In 2011, the Board of Directors adopted a
strategy aimed at developing NBC into “the leading multi-media public broadcaster of choice in Africa.” However, the ongoing
reform process has failed to include civil society, with notable impact on the broadcaster’s future integration in society.

In the Namibian media landscape, NBC remains the only provider capable of producing a broad variety of programming in
ten languages within one corporation. Thus, with regard to the public service function of supporting integration, NBC is very
likely to remain the biggest platform for cultural expression and the strengthening of local identities for the foreseeable future.
However, its TV channels do not create a public sphere at the moment, since they mainly follow the agenda set by the govern-
ment. They are biased in their reporting, and controversial topics are excluded from talk shows. But in the less prominent radio
programs in minority languages, critical voices can also be heard. Overall, this state broadcaster plays a vital role in delivering

public service goods in particular to poorer parts of the population.

The Namibian Broadcasting Corporation (NBC)! is the state
broadcaster of Namibia. In order to understand to what extent
NBC has transformed itself into a public service media outlet
(PSM), the following undertakes an analysis of its public ser-
vice functions. The analysis will begin with a brief overview of
the country’s main characteristics, its media landscape, and
the status of NBC as public service provider.

Namibia — A Brief Overview

Namibia is a country of sharp contrasts and disparities. This
statement holds true for its geography, its society as well as
its economy. With a population of only 2.2 million living in
an area of around 820,000 square kilometres, the Republic
of Namibia in Southern Africa is amongst the least populated
countries in the world. A nation, moreover, whose citizens are
very unevenly distributed. Whilst the capital region Windhoek
with around 350,000 citizens is relatively densely populated,
most other parts of the country constitute desert-like rural re-
gions.2 Secondly, Namibia is a country of disparity with respect
to the multiethnic and multilingual background of its society.
Various ethnic groups with their specific indigenous languag-
es live in the country. For half of the population, the mother
tongue is Oshivambo, followed by other languages such as
Damara/Nama and Bushman/San (12.7%), Afrikaans (11.4%),
RuKwangali (9.7%), Otjiherero (7.9%), SiLozi (5%), German (1.1%)
and Setswana (0.3%). For the purpose of uniting this multilin-
gual environment, the founding fathers of Namibia opted in
1990 to introduce English as the sole official language for the
nation — although hardly anybody uses English (2%) today as
their mother tongue.? And thirdly, the country can be charac-
terized by one of the sharpest levels of disparity between rich
and poor worldwide. Whilst Namibia is widely acknowledged
as one of the most stable and most prosperous countries in
Africa, the level of inequality within its economy is stagger-
ing. On paper, the median yearly income of a single Namib-
ian was said to lie at around 8,200 US Dollars in 2013, which
would make Namibia an upper-middle income country.4 Look-
ing at the distribution of family income, however, Namibia is

amongst the Top 10 countries worldwide with the highest de-
gree of inequality. Figures of the United Nations Development
Programme (UNDP) suggest that well over 50 percent of the
population lives below the poverty line, notably on two US-
Dollars per day.s

Thus, Namibian politics remains preoccupied with the con-
stant quest for unity and balance. It wasn’t until 21st March
1990, that a century marked by German colonial rule and by
decades of South African occupation and annexation ended
with Namibia’s independence. What had been a guerrilla
group fighting for independence against the South African
apartheid regime, subsequently became Namibia’s dominant
political force. The South-West Africa People’s Organization,
or SWAPO, has won all elections since the country’s indepen-
dence. Although the most recent elections in November 2009
saw 14 different political parties running for seats in the Na-
tional Assembly, analysts have stressed that the ideological
differences between the various political parties in Namibia
remain rather small. “SWAPO is the template for all other par-
ties,” one interviewee argued.® Some have even stressed that
the political climate is streamlined — with negative effects for
the freedom of speech:

“There is a lack of (self-)critical awareness and extremely
limited willingness to accept divergent opinions, particularly
if they are expressed in public. Non-conformist thinking is in-
terpreted as disloyalty, if not equated with treason. This mar-
ginalisation or elimination of dissent drastically limits the
new system’s capacity for reform and innovation.”

* http://www.nbc.na/
2 (CIA2014.

¢ Nangula Shejavali, Researcher
at the Institute of Public Policy
Research (IPPR).

7 Melber 2010.

3 Namibian Biodiversity Database.
4 CIA2014.
5 UNDP Human Development
Report 2005, as quoted in
CIA 2014.
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Media Landscape

At first glance, this rather challenging environment for the
freedom of speech and freedom of the press does not seem to
influence the media landscape of the country. Namibia is a na-
tion with a small population, but with a surprisingly manifold
and thriving media scene. One of Namibia’s major achieve-
ments with regard to the freedom of speech and information is
the introduction of a three-tier system of broadcasting: Public
media, commercial media and community media are recog-
nized within the 2009 Communication Act and each section
plays a vital role within a freely operating media environment.®
State-owned media as well as commercial and community me-
dia outlets operate successfully side by side. Five daily national
newspapers are on offer, as well as a dozen weekly, bi-weekly
and monthly newspapers and magazines. Namibia is home
to more than 20 commercial and seven community radio sta-
tions and hosts at present three television channels from the
state broadcaster, one commercial and one religious TV chan-
nel. In Namibia, as in other African markets, the use of mobile
phones is booming. Analysts estimate that virtually the entire
population are mobile cellular subscribers, even though only
few have an activated mobile-broadband tariff which allows
them to download videos and heavy data loads. The internet
broadband penetration rate in Namibia remains very low to
date. Official data suggests that approximately 13 percent of the
population accessed the internet in 2012 via broadband.® Stud-
ies suggest that household internet access has been hampered
by monopolistic company structures and difficulties in making
the expensive infrastructures construction a real business case.

Radio is still seen as having the widest reach of all media,
whereas TV, print, and online have significantly lower market
penetration rates.” In regard to access to information, NBC is
and will likely remain the biggest supplier of country-wide cov-
erage and program delivery in radio and television. Particularly
in rural Namibia in the border regions to Angola, Zambia, Bo-
tswana, and South Africa, the NBC transmission network will be
the only way for the local population to access information, as
there is no economic incentive for commercial media outlets
to roll out expensive networks in a nation with a population
density of three people per square mile. In essence, Namibia is
a prime example of a nation where the public service function
of universal access to information should be accomplished by
a public service provider. Even with the existing network, one
interviewee argued as follows: “The rural areas are neglected.”

Namibia Broadcasting Corporation (NBC)

“Inspiring a growing nation”-this is the corporate claim of NBC,
which is by far the most dominant player within the Namibian
media landscape. The corporation was established in 1991 by
act of parliament® and has been operating since then from two
sites in the capital Windhoek. Before independence, NBC was
used as a propaganda channel for the South African occupation
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forces, and was known as the South West African Broadcasting
Corporation (SWABC). For more than 20 years now, NBC has
broadcast on one TV channel via analogue terrestrial signals,
exclusively in the official language English. With the introduc-
tion of the digital broadcasting standard DTT in early 2014, NBC
expanded its TV transmission to three TV channels, accord-
ing to the Director General, two channels with public service
character (NBC1 and NBC2) and one with a commercial touch
(NBC3).3 NBC1 is supposed to concentrate on full-range family
programming, ranging in content from a morning news show
(“Good Morning Namibia”) to entertainment soaps to lifestyle
magazines (“Tutaleni”). NBC2 is to be the news and current
affairs channel, rebroadcasting content from Russia Today,
CCTV Africa, Al Jazeera, and Deutsche Welle, as well as carry-
ing debates from the National Assembly. NBC3, however, is to
focus exclusively on sports programming and movies, soaps,
and shows, mostly third-party content. NBC radio already tra-
ditionally offers ten different language services, reflecting the
language diversity of the country more adequately. The Eng-
lish service, NBC National radio, broadcasts on a 24-hour basis.
The other radio services, namely Afrikaans Service, Damara/
Nama Service, German Service, Otjiherero Service, Tirelo Ya
Setswana, ah! Radio, Lozi Service, Oshiwambo Service and Ru-
kavango Service, suspend broadcasts during the night. Data
from NBC suggests that 98 percent of Namibians receive cov-
erage from NBC radio and 66 percent have access to NBC TV on
the analogue terrestrial standard.’ This includes the services
to rural areas which are mostly ignored by commercial broad-
casters that focus on the financially interesting urban elites in
Windhoek and the few other bigger cities in Namibia. Six out
of ten radio language services are currently available via inter-
net live stream. NBC TV, however, offers to date only selected
video news clips on its website.

Stakeholders in the Transformation Process

Although Namibia is home to a vibrant media scene, the num-
ber of actively-engaged national change agents in a media-rele-
vant context is rather limited. On the systemic level, Namibian
and international actors have established close cooperation
that has the potential to shape the future structure of the me-
dia landscape. The civil society awareness-raising campaign
“ACTION Namibia” advocates the implementation of an access
to information law in Namibia.'® Notably, the country chapter
of the Media Institute of Southern Africa (MISA)” and the In-
stitute of Public Policy Research (IPPR)*® launched an advocacy
campaign in cooperation with the UNESCO Office Windhoek.
The coalition organizes public awareness-raising events to ex-
plain why better access to information from governmental and
state-controlled public authorities is key to fighting corruption
and allows for better control through civil society. A kick-off
conference in August 2012 brought together stakeholders from
media, lawmakers and human rights organizations. And the co-
alition organized a workshop for legal drafters (November 2013)
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for the relevant Namibian ministry committee that was tasked
with drawing up what shall become the text of a future Access
to Information Law.

Meanwhile, say numerous interviewees, the change pro-
cess within the state broadcaster NBC has been driven largely
without the participation of Namibian civil society and the
public at large."” Instead, the corporation is busy working on
what the NBC Board of Directors is calling the “Strategic Trian-
gle 2011, a corporate mission statement that targets one ma-
jor objective: By 2015 the NBC shall, according to the Board'’s
vision, have developed into “the leading multi-media public
broadcaster of choice in Africa.”?° Based on this major objec-
tive at the top of the triangle, the corporate strategy formu-
lates growth goals, critical success factors as well as strategic
initiatives to be accomplished within the same time frame.
The corporate mission also formulates a set of values accord-
ing to which the corporation wants to operate, namely pro-
fessionalism, honesty, integrity, customer focus, teamwork,
courtesy, and employee empowerment.

Two international media development organizations have
been involved - to a varying degree — in NBC’s recent path of
transformation since 2008. Both organizations are briefly in-
troduced below, and their methods summarized:

Swedish Radio

The media development organizations Swedish Radio (SR)*
collaborated with the NBC from 2008 to 2013 on a change
management scheme. With financial backing from the Swed-
ish International Development Cooperation Agency (SIDA)
worth 7,580,000 SEK and a contribution from NBC of 72,000
SEK (together around one million euro at the current exchange
rate), the exchange was called a “partner driven cooperation
project.” It was divided into two phases: Phase 1 (2008 to 2012)
focussed on radio news with the goal of strengthening NBC'’s
role as provider of balanced and independent news. In Phase 2
(2012 to 2013), NBC and Swedish Radio agreed to focus on the
introduction of digital media production within the NBC’s ra-
dio and TV structures.

With regard to Phase 1, neither Swedish Radio nor NBC
publicly specified the methods used or the results that were
achieved so no further information was available for this study.
For Phase 2, some information was available: In line with NBC’s
corporate multimedia strategy, TV and radio departments
were restructured into new multimedia units that create joint
content for radio, TV, internet, and social media.?* In 2013, the
departments “Sports” and “Education for young people” were
chosen as pilot departments for corporate restructuring to-
wards full multimedia production. SR trainers and NBC staff
formed production groups. These teams also introduced audi-
ence research for the first time at NBC. With recurrent SR men-
toring every two months, the two pilot groups went through
joint planning and subsequent production processes of mul-
timedia content. The final result of this collaboration was an

NBC series of programs broadcast via television, radio, and the
internet in autumn 2013. The topic was “Entrepreneurship.”
The challenge was, as one interviewee said, “to change people’s
minds in the way they work.” To this end, exchange visits were
also an important part of the project. NBC staff visited the SR
headquarters in Stockholm to learn more about production
methods in Sweden. The participants had conducted inter-
views in Namibian schools beforehand that were then used
as production material for radio plays by their SR colleagues.
Extending the corporate restructuring to other departments,
such as news and current affairs, remains a major task for 2014
and beyond.

DW Akademie

DW Akademie has also been - to a lesser degree — involved in
NBC’s recent transformation process. Up until 2013, the coop-
eration between DW Akademie and NBC was based on ad-hoc
arrangements focusing on pressing needs in the sector of jour-
nalism training and professionalization of staff. For example,
NBC staff were invited on a regular basis to participate in ad-
vanced TV workshops for an international co-production series
named “African Stories.” These workshops aimed to deliver
theory and practice of full production cycles resulting in high
quality TV reports. From conceptualization to post-production,
the participants from all over Southern Africa had two weeks to
produce the reports. The last of these workshops took place in
Windhoek in autumn 2013. DW also has a member of staff per-
manently based in Windhoek: as DW’s local representative, she
has intensified the cooperation with NBC through weekly con-
sultations and recurrent strategy meetings. This local represen-
tative was also on hand for the final implementation phase of
the launch of a new children’s educational TV show that was
aired for the first time in winter 2013 to 2014. Particularly dur-
ing the phasing out of support from Swedish Radio in 2013, DW
Akademie staff ensured the first months of actual multimedia
production within the corporation through mentoring and
production consultancy.

8 FES 2011, 42. 7 http://www.misanamibia.org.na/
9 ITU 2014. 8 http://www.ippr.org.na/
1° MediaMetrics 2010. 19 Mareike Le Pelley; Director of

11 Elizabeth Kalambo M ule, the Friedrich Ebert Stiftung,

Executive Director, Editors’ Forum Windhoek Office.
of Namibia (EFN). 20 NBC 2014.

2. Namibian Broadcasting Act; 2t Or more specifically SR MDO
Act 9 of1991. (Swedish Radio Media

3 Albertus Aochamub, Director Development Organization).
General of Namibian Broad- 22 http://www.sida.se/English/
casting Corporation (NBC). Countries-and-regions/Termi-

14 NBC 2014. nated-development-cooperation/

15 Albertus Aochamub, Director Namibia/Programmes-and-

General of Namibian Broad- projects1/Radio-Cooperation/
casting Corporation (NBC). 2 Ragna Wallmark, Media

ACTION Namibia 2014. Consultant of Swedish Radio.

>
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NBC’s Strategic Triangle 2011

Our Purpose
To be the leading
multimedia public
broadcaster of choice
in Africa

Growth Goals
The triple own revenue by 2015

Critical Success Factors
Effective financial Drastic revenue
management improvement

Audience
focused and
quality programming

Passionate,
empowered and
motivated team

Strategic Initiatives

— Commission and
conduct research

- Improve production
standards, research
methods, reources

and compliance

- Improve quality control
—Multimedia system plans
— Network and IT

—Review, implement
financialpolicies/
procedures

- Develop or acquire
integratedsystems

— Ownership and
accountability for
cost centres

— Monthly business

— Sponsorship for

programmes

— Sales plan linked to

special events

- Develop action plan

for other revenue
streams

— Define and implement

property management

—Implement HR
management system

— Develop stakeholder
relationship plan

- Implement a Human
Capital Development
Plan

— Develop performance
management plans

systems problems performance reports strategy — Develop an Organizational
— Content sourcing - Plan for IFRS reporting Development plan
— Monitor and evaluate — Review, implement and
programmes enforce policies and
— Marketing Plan procedures
—Production and — Instill corporate purpose
commisssioning plan and objectives with staff
—Plan for designing templates — Review and implement
and formats for programmes corporate values
— Equipped staff with
right tools
Review

Monitoring and Evaluation
6 monthly review of Triangle, quarterly board meeting, monthly business performance review,
monthly departmental meetings, regular access to management information
Our Values

Professionalism, honesty, integrity, costumer focus, teamwork, courtesy, employee empowerment

Source: NBC
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Status of the Organization

Legal Framework, Governance and Ethics

NBC operates on the basis of the Namibian constitution which
guarantees freedom of speech, but its governance struc-
ture lacks concrete evidence of its independence. When the
country celebrates its 25th anniversary in 2015, it will rightly
celebrate its level of political freedom and a degree of free-
dom of speech that is unprecedented in most parts of Africa.
Nevertheless, some constitutional provisions remain that po-
tentially pose a threat to the freedom of expression of freely
operating media, in particular a lack of legal protection for
investigative journalists and whistleblowers. Moreover, the
constitution contains ‘limitation clauses’ that come into play
when the protection of national security, public order or such
vague concepts as decency or morality are endangered.? Fur-
thermore, there is no law guaranteeing access to information
held by public authorities. And the fact that defamation is a
criminal offence under common law in Namibia has resulted
in various civil suits against investigative journalists; the sub-
stantial fines imposed discourage journalists from fulfilling
their watchdog function. As one interviewee said: “We have
never had a strong, investigative journalism in the country.”»

For the governance of NBC in particular, one law is of spe-
cific importance. The 1991 Namibian Broadcasting Act (NBC
Act) constitutes the basis on which the state broadcaster
operates to this day. Several analysts and even the Director-
General of NBC himself argue that the NBC Act is hopelessly
outdated and is urgently in need of legislative renewal. Ac-
cording to the Act, the main objective of the broadcaster is to
“inform and entertain the public of Namibia, to contribute to
the education and unity of the nation, to provide and dissem-
inate information relevant to the socio-economic develop-
ment of Namibia and to promote the use and understanding
of the English language.”*® As several non-NBC interviewees
pointed out, the broadcasting legislation does not include a
guarantee of editorial independence, nor does it provide for a
governance structure that could be called ‘open, transparent,
and free’ NBC is a parastatal organization: it is supervised and
controlled by a group of senior executives who make up the
Board of Directors. All Board members, including the NBC’s
Director General as the chief executive officer, are appointed
directly and exclusively by the Minister of Information and
Communication Technology (MICT) for a five year term.?

Albertus Aochamub has been Director General since Au-
gust 2010, a longevity which is a novelty in NBC’s recent past,
as the corporation has muddled through a constant leadership
crisis for at least a decade. 15 different director generals have
headed the corporation in the 24 years since independence,
with the highest degree of instability from 2000 to 2010.

As aresult, many day-to-day issues were not dealt with. For
instance, until recently NBC lacked a department for the col-
lection of licence fee revenues, which resulted in less than 50
percent of possible income being realized in this field.* And

the corporation still lacks a publicly available editorial policy,
setting out standards for reporting and documenting its edi-
torial independence. NBC has endorsed a journalistic codex
under the supervision of the Editors’ Forum of Namibia (EFN):
It and another 16 Namibian media outlets have signed up to
a Code of Ethics that calls on the signatories to observe the
basic principles of quality journalism, especially accuracy,
fairness, independence, protection of sources, consideration
for the right to privacy, and others. A complaints procedure
was established, handled by a Media Ombudsman,3° for cases
of misconduct. “Especially among the journalists, there is
a striving for more accuracy and objectivity in their stories
because they don’t want people to make complaints.”*' In an
ongoing process, the Communications Regulatory Authority
of Namibia (CRAN) asked the signatories to the self-regulation
mechanism to extend the Code of Ethics to become a “Broad-
casting Code” that goes into more detail within the field of
digital media. Whilst this would have been a welcome op-
portunity for the NBC to reflect on its own editorial policies
in general, the corporation remained passive in this process,
which constitutes a missed opportunity.

Capacity Building and Human Resources
In particular in the field of human resource management,
NBC has seen extraordinary deficiencies in the past decade,
with improvements in professional management from 2012
onwards. This statement is endorsed by practically all stake-
holders interviewed for this study —up to the NBC’s own Direc-
tor General.3 For years, training and training capacities in lo-
cal ownership had been virtually non-existent at NBC and, as
one interviewee said: “When they had to rationalize, the first
department that they closed was the training department.”s
Not surprisingly, program editors with key responsibilities for
the successful day-to-day running of the corporation com-
plain that they were never offered basic research training nor
any advanced courses — with notable effects on the quality of
broadcasts. If there was any training in the past at NBC, says
the corporation’s Head of Training, then it was often done in
a “vacuum” without practical use for day-to-day operations.
From 2012 onwards, a more stable governance structure un-
der the current director general allowed for a restart of train-
ing activities. Instead of a well-established training scheme,
however, the corporation has so far relied mostly on “gap
2 See Namibian Constitution,§ 21 (2). ~ 3° http.//www.mediaombuds-
% Natasha H. Tibinyane, National
Director, MISA Namibia. 31 Clement Daniels, Media

Ombudsman of Namibia.

mannamibia.org/index.html

24

R

Namibian Broadcasting Act,

1991 (Act 9 0f 1991), § 3. 32 Albertus Aochamub, Director
27 http://www.mict.gov.na/ General of Namibian
28 NBC 2014. Broadcasting Corporation (NBC).
29 Albertus Aochamub, Director 33 Emily M. Brown, Head of Depart-

General, Namibian Broadcasting
Corporation (NBC).

ment Media and Technology,
Polytechnic of Namibia.
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training.”34 In essence this means that the corporation has in
the past asked external media training organizations to offer
in-house training ad hoc when a particular gap of skills and
competences was discovered.

Moreover, recruiting processes and the internal promo-
tion of staff within NBC are not based on a fair and transpar-
ent performance and skills assessment, but rather on arbitrary
appointments without justification and without further no-
tice. In effect, this random and non-transparent approach to
human resources management has also left its mark on the
latest reform efforts of the corporation when implementing
its multimedia strategy. The ongoing process of department
restructuring has been hampered by false staff placements
for key positions. In the build-up of the so-called “multimedia
content hub,” a kind of central news desk within the corpora-
tion, staffrecruitment was done by directive. As one interview-
ee said: “All these people that are under the division were not
recruited, but those are people that have been shifted from an-
other department, and that is the big challenge.”>s The current
approach to human resources management at NBC hasled toa
deterioration of corporate spirit. As one NBC employee noted:
“There is no trust in this corporation, nobody trusts anybody,
people even withhold information from each other.” The fact
that there is no NBC intranet sharing information within the
corporation is in this respect telling.

In 2013, NBC’s training department laid the foundations
for a complete overhaul of the recruitment and training pro-
cess. A policy for a “performance assessment system” has been
drafted and forwarded to the NBC Board. With such focus on
a career development policy, the roughly 450 employees with
fixed contracts and approximately 100 freelancers should get
new career opportunities within the corporation, says the
head of training.3® Career opportunities for employees based
on merit rather than on fortune, that seems to be one of the
most pressing needs for NBC, as the rather shocking remark of
one NBC reporter highlights: “I am here at NBC for five years
and I think this is bad for my CV”.

Financing, Management and Newsroom Structures

The financial situation of the NBC has improved from near
bankruptcy in the fiscal year 2007-2008 to a more balanced
management of the state broadcaster’s accounts in recent
years.?” In principle, the state broadcaster is funded mainly by
an annual state subsidy, whilst partly using other sources of
income such as the sale of airtime and programmes, the issu-
ing of yearly television licenses and the rental of transmitters.
For the financial year 2012—2013, the Namibian finance minis-
ter had to provide funding of N$ 154.3 million for NBC, with the
corporation’s own revenue reaching N$ 67.9 million. This left
NBC'’s overall deficit at N$ 2.3 million in that year compared to
a deficit of N$ 48.5 million in 2011/12. The NBC management
is indeed hoping to break even within the foreseeable future.
A small victory, local analysts have argued, as the corporation
remains highly indebted with little room for manoeuvre to
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invest in future projects.® As local media have reported, the
state subsidy for NBC is expected to remain high at a level of
just over NS 1 billion for the upcoming three years.?® Govern-
ment funding rises therefore to a very substantial share of
55 percent, whereas income generated from advertising and
sponsorships accounted lately for 21 percent.4® Or as one in-
terviewee noted, in view of the strictly state-controlled gov-
ernance mode at NBC: “The majority of funds comes directly
from government, so that destroys the whole model of public
service broadcasting.”#

Alongside the corporate mission illustrated in the “Strate-
gic Triangle 2011, the corporation aims to regain financial sus-
tainability. By 2015, the objective is to “triple its own revenue”
through a coherent commercialization strategy.#* According
to the Director General, this can be achieved through an ef-
fort to collect licence fee revenues more vigorously, to rent
out NBC transmission infrastructure at higher prices and to
increase advertising revenue via the roll-out of digital broad-
casting services DTT. “’Our complete orientation from simply
being preoccupied with public broadcasting will have to bring
in stronger elements of the commercial focus. Because it is
out of that we have to match every dollar the public invests
in us, we should be able to match. The commercial model of
NBC will therefore change radically.”# A key tactic, the director
general argues, is to allow for better positioning of the Namib-
ian business community within NBC programming.# Whilst
the newly-established NBC1 (family channel) and NBC2 (news
and current affairs) shall remain dedicated to the public ser-
vice mandate, NBC3 is setting out to become the commercial
NBC channel that aims for sponsored edutainment and sports.
“Whilst we know that our core mandate is public service, with-
in that you have to think is it possible that 10 percent of what
we put out can be content that other people that have a com-
mercial interest might want to buy or sponsor.”#

Despite the fact that the ‘commercial mindset’ has gained
ground in the NBC’s corporate strategy, this has not yet trans-
lated to staff salaries, as on-site research revealed. To date, the
rules and regulations for staff payment remain opaque and
non-transparent. And for staff that are highly engaged and
deliver high-quality output compared to others, the system
provides no incentives, be they financial or otherwise. Accord-
ing to one interviewee, the only real advantage of working in
a state-owned media company rather than a commercial one
remains to date the benefits with respect to social welfare.4
The technological capacity of NBC is at present undergoing its
biggest ever overhaul since the set-up of its initial transmis-
sion network in the 1990s and earlier. According to company
figures, NBC maintains 56 transmission sites, hosting over
260 analogue terrestrial transmitters for radio and television.
In comparison, NBC’s only commercial rival on the national
television market OneAfrica TV has rented out 28 analogue
terrestrial transmitters either at NBC’s transmission sites or
hosted on towers owned by telecommunication companies.+’
However, the NBC transmission network in particular has
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been strongly criticized for being outdated, or, as one member
of the expert panel with the Africa Media Barometer argued:
“The majority of these transmitters do not work to full capac-
ity owing to a lack of maintenance and the NBC has only four
technicians servicing the country’s transmitter network.”+

Although the old transmission network is to remain in
place beyond 2015,4 NBC has begun its switchover to a digital
terrestrial transmission network (DTT), with significant prog-
ress made from 2013 onwards. For years, mismanagement
has meant that the roll-out of a functioning DTT-network has
been on hold at NBC. In early 2014, however, digital broadcast-
ing and the expansion of NBC finally got underway. The DTT
network provides space for up to 16 digital TV channels, of
which three are to be used for NBC purposes (as mentioned
earlier). The rest of the available transmission space will be
rented out to third parties in order to generate revenue for the
state broadcaster — with NBC management particularly hop-
ing for increased advertising through greater coverage. NBC is
in full ownership of the newly established DTT-infrastructure
thanks to the financial backing of the state. This may occa-
sionally lead to competition problems for commercial and
community broadcasters.

The state-owned Communication Regulation Authority of
Namibia (CRAN) has identified this potential ‘conflict of inter-
est’ regarding the newly established DTT infrastructure, in par-
ticular because the state broadcaster does not fall within its
regulatory scope. So far, it is the exclusive right of the Minis-
ter of Information and Communication Technology to decide
on the rates NBC should apply to rent out its infrastructure to
third parties — rates which other outlets have no choice but to
pay in order to go digital. CRAN, which bases its regulation au-
thority for all other telecommunication and broadcasting ser-
vices on the 2009 Communication Act, so far lacks a mandate
for any kind of intervention. “If they [NBC] are not regulated
by CRAN, we can’t bring in effective competition with the com-
mercial broadcasters and we can’t force NBC to share some of
their infrastructure,” CRAN-CEO Stanley Shanapinda argues.s°
While the national regulation authority has geared up its
policies to include NBC within its purview - thereby hoping to
avoid a situation where the state broadcaster dictates rents to
its commercial competitors - the Namibian minister in charge
will have to consent to such a regulatory intervention. NBC’s
current management does not see any need for such a restruc-
turing of the regulatory framework, referring to its mandate in
the NBC Act.

At the time of writing, NBC TV had one newsroom oper-
ating. An organizational change process is to help transform
the news and current affairs department into a multimedia
production department, based on the experience that the cor-
poration has gained in the “Education” and “Sports” depart-
ments. In this respect, the restructuring of the NBC newsroom
(News & Current Affairs) lies at the heart of the corporation’s
change management process. Major components of this
transformation are planned for 2014. However, at the time

of writing, no specific information on the actual proceedings
was available. Besides the newsroom, the corporation has the
following departments and sections at its TV production site:
Human Capital & Organizational Development, TV Programs,
Engineering & IT, Finance & Administration, Marketing & Cor-
porate Communications, Commercial Services, Project Plan-
ning and two TV studios. The NBC Radio building contains of-
fices and studios of six NBC Radio Language Services, namely
Afrikaans Service, Damara/Nama Service, German Service,
National Radio, Otjiherero Service and Tirelo Ya Setswana.
Four NBC Radio Language Services are situated in the regions,
namely ah! Radio in Tsumkwe, Lozi Service in Katima Mulilo,
Oshiwambo Service in Oshakati and Rukavango Service in
Rundu. NBC also has three Contribution Centres with a limited
number of staff and little equipment, namely in Otjiwarongo,
Walvis Bay and Keetmanshoop. In essence, however, the au-
thor’s own research has shown that there is no regionalization
strategy in place which would guarantee content production
throughout the nation from which the whole corporation (TV,
radio and online) would benefit.

Perception, Participation, and Public Engagement

For the general public, the internal functioning of NBC and
its ongoing transformation process has remained opaque
in recent years. This holds particularly true for the adoption
of NBC’s new corporate mission, the “Strategic Triangle 2011”
mentioned earlier. There has neither been a public consulta-
tion process which would have given third parties — such as
civil society and non-governmental organizations — the oppor-
tunity to participate in the run-up to the organization’s stra-
tegic reorientation. Nor has there been an information cam-
paign, raising awareness amongst the public for the ongoing
transformation process, once launched by NBC’s Board of Di-
rectors. One Namibian interviewee argued that one can also
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detect a kind of lethargy in Namibian civil society vis-a-vis its
state broadcaster: “I feel sometimes we became too compla-
cent as Namibians, we are not pushing hard enough from the
civil society.”s!

In the eyes of many analysts, NBC to date remains a “state
broadcaster,” if not a “ruling party broadcaster.”s* The repre-
sentation of Namibian civil society within the NBC steering
committee remains fragmented - it certainly does not reflect
the complexity of Namibian society. The five current Board
Members come from the corporate business community, the
national telecommunications company, the Namibia Literary
Trust and the Christian community, which by and large is not
a representative cross-section of the Namibian public.5 Fi-
nancial turmoil, obscure decision-making processes, a lack of
credible distance to government interests, and some serious
problems with journalistic quality have further damaged the
acceptance of the state broadcaster as the “voice of the people
of Namibia.”s4

Public Service: General Functions

We will use the following pages to evaluate the different public
service functions NBC may or may not fulfill. In doing so, one
has to keep in mind the peculiarities of Namibia, namely the
sharp contrast between the capital region and rural areas, the
variety of ethnicities, and the particularly high percentage of
Namibians living below the poverty line. Seen from this per-
spective, the public service functions of the NBC can be as-
sessed as follows:

Creating a Public Sphere

One of the key functions of public service media is to provide
a platform for political debate, occasionally setting the agen-
da and confronting officials with critical questions from the
public, thereby fostering accountability. To a large extent, say
most impartial observers, the NBC in its current form does not
provide space for such a ‘forum of national debate. Thus, the
broadcaster is often criticized for its reactive news program-
ming. Or as one interviewee argued: “I tend to believe that the
NBC follows the government agenda, [ don’t see them setting
the agenda.”ss Even though NBC TV does have political talk
shows such as “Talk of The Nation,” “One on One” or “The Week
That Was,” many local interviewees have argued that contro-
versial debate remains excluded from the broadcast reality. In
consequence, what is discussed in the public domain is most
likely an agenda as set by government officials or by a ministry
spokesperson. International analysts*® and local media stake-
holders have similarly suggested that in particular the current
predominance of state-owned media in Namibia makes any
criticism of those in power problematic, or as one interviewee
noted: “Self-censorship is a big, big problem because the ma-
jority of journalists are working in government institutions.”s”
Looking at both sides of the story is a guarantee of balanced
reporting: This basic principle of public service media be-
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comes something of a balancing act in the Namibian context —
in particular with regard to national television. Or as one in-
terviewee put it: “The stories are not stories at all, but they
are press releases from the government.”s® In short, many Na-
mibians doubt that NBC currently acts as a reliable vehicle for
unbiased information and diverse perspectives. Often, single
source reports are broadcast, critics argue, featuring the point
of view of the current government exhaustively but with little
or no airtime given to opposing views that might be of equal
interest to the public. In the words of a leading NGO member:
“They simply say nothing about what we are saying, they sim-
ply don’t broadcast that. But once a minister says something
against us, immediately that’s a headline.”s

International observers have also referred to the current
NBC commercialization strategy as potentially dangerous for
its editorial independence - this time from the business angle.
In other words, the state-controlled broadcaster might, on its
current path, find itself trying to overcome financing short-
ages from the national budget by taking on business interests
that will inevitably interfere with its public service mandate.

With regard to biased reporting, NBC is confronted with
what observers are calling a crisis of confidence and trust-
worthiness. In reality, this translates into a scenario where
ordinary citizens in urban areas (with alternative media at
hand) already read between the lines when consuming news
and current affairs products from the state broadcaster. Al-
ternatively, such ‘informed parts of society’ sideline the state
broadcaster completely, consuming media with a reputation
forindependent journalism, such as the national daily The Na-
mibian, or, amongst younger Namibians, the blogs “Free your
Mind” or “Spoken Word.” The MediaMetrics study (2010) sug-
gests NBC nevertheless remains the most popular TV chan-
nel in Namibia with - on average — 1.1 million possible viewers
at a given time. The same data from opinion polls show that
OneAfrica TV was estimated to have around 400,000 viewers
on average.®° In particular with societal multipliers, the small
commercial rival OneAfricaTV has a much better standing
and reputation than NBC.*

However, as far as NBC radio and its different language
services are concerned, some observers state that NBC does
in fact offer small spheres of public space and political dis-
course and thereby fulfills a public service mandate, pro-
viding balanced and unbiased news: “If you listen to NBC
Afrikaans radio, they are actually quite critical and they also
allow critical voices to speak, maybe the politicians feel it’s
not relevant. The NBC Herero radio station is also where lots
of debates take place.”®

Much has been invested in recent years at NBC in improv-
ing the quality of its programming, not only from an editorial
point of view, but also in terms of its production and techni-
cal implementation. In cooperation with the NBC’s training
department, media trainers from SR as well as DW Akademie
have conducted workshops aiming for high-quality output -
and also introducing debate on editorial guidelines. Neverthe-
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less, when it comes to implementing quality standards within
the departments and within production, much remains to be
done. To date, much of NBC’s programming, particularly in
the field of news and current affairs, does not meet the corpo-
rations own already existing quality standards. In interviews
with NBC staff the author was told that overburdened staff
and mismanagement, especially at middle management lev-
el, have led recurrently to tremendous setbacks in the quality
of programming.

One management problem in particular is seen to be at the
heart of the difficulties encountered when trying to enforce
quality standards: “There is no collective planning.”®3 Also the
fact that most journalists do not write news stories in their
mother tongue, but rather in the national language English
leads repeatedly to a drop in output quality. As one interview-
ee said: “There is a lack of basic writing skills.”®+

Supporting Integration

NBC is very likely to remain the biggest platform for cultural
expression and the strengthening of local identities in Na-
mibia for the foreseeable future. Although such a statement
needs further qualification, there is no doubt that in particular
the ten different language channels on NBC radio constitute a
major achievement in the bid to give local minorities a voice.
This holds true in particular because most commercial radio
stations broadcast in former colonial languages, with little or
no access to local content in local languages.

Penetration rates of over 9o percent of the population for
NBC radio and 60 to 70 percent for NBC TV via analogue terres-
trial broadcasting leave room for improvement, but they none-
theless constitute a pivotal asset when it comes to delivering
information to ethnic minorities which, in Namibia, often live
in the remotest regions. The seven community radio stations
currently operating in Namibia may serve their communities
as alternative access-to-information hubs. But to date, none of
them has proven either financially or technically sustainable,
which hampers their capacity to act as “mini-” public service
providers within their local communities.

On this front, however, there are challenges that endanger
NBC'’s role as potential public service provider of local content
throughout the country. Firstly, the ten different language ser-
vices of NBC radio are not available nationwide; most of the
language services can only be accessed in a predetermined
coverage spectrum — according to an interviewee, due to a
lack of NBC funding or a lack of interest in giving each of the
language programmes country-wide coverage.® Or as analysts
from the Open Society Foundations study have put it: “Not all
radio stations are equally accessible throughout the country,
but rather target a concentration of language groups within
different areas.”®® Secondly, the various NBC language servic-
es have not played a significant role in NBC'’s transformation
process towards multimedia broadcasting. All efforts of the
current corporate strategy are geared — according to informa-
tion available to the author — towards implementing media

convergence primarily with the National service in English.
This misses out on the potential that can come from multi-
media and multilingual content production - in particular for
the specific Namibian context. And thirdly, the fact that NBC’s
television broadcasting remains — by and large — exclusively
English, hampers the representation and identification minor-
ity language speakers will have with the contents of the state
broadcaster.®” When asked, NBC’s director general refers to the
NBC Act as the reason why English remains the only broadcast
language for its television service.

The current roll-out of digital television in Namibia will
further cement NBC’s role as key point of access to informa-
tion for the general public, as all other media will depend on
the transmission network of the state broadcaster. This gives
the issue of competition regulation through the national regu-
lator a particular urgency. NBC’s current strategy of digitaliza-
tion of its TV broadcasting as well as its multimedia strategy
do have certain advantages. But both processes also poten-
tially deprive the poorest parts of society of their rights to
universal access to information. There are two main reasons
for this: Firstly, to be able to access digital television, consum-
ers have to buy either DTT-decoders or new TV sets with in-
tegrated DTT adapters. Both options require investments in
hardware which may cause financial difficulties for many of
the 300,000 households in Namibia. For the current NBC di-
rector general, these concerns seem unjustified: “At the kind of
price that the decoder will be sold, it’s something that anybody
would afford.”®® Neither the relevant ministry, nor the broad-
caster itself, however, have so far delivered a credible policy to
counterbalance possible side-effects for those Namibians that
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live on two US Dollars a day or less — and nevertheless should
be offered universal access. Secondly, the state broadcaster is
gearing up to become Africa’s leading multimedia provider,
based on the notion that virtually every Namibian has access
to a mobile phone, which makes multimedia content distribu-
tion an attractive option. However, virtually every Namibian
also knows that mobile broadband tariffs that allow for mul-
timedia consumption are extremely expensive in Namibia,
compared to other African nations. For this reason, even the
CEO of the national regulation authority says: “Data pricing is
the next challenge.”® In order to achieve universal access for
all Namibians, now and in future, the NBC strategy will have to
tackle these challenges.

Yet, there are also fields in which the NBC brief is fully in
line with the classic definition of a public service remit. Look-
ing at the Namibian media landscape, the variety of its dif-
ferent media provides a broad mix of content in the fields of
information, entertainment, education, and sports. NBC re-
mains, however, the only provider capable of producing such
a broad variety of programming within one corporation. And
particularly in certain fields of programming, NBC remains
to date the most prominent if not the only provider of public
service functions; educational programming, for example, is
overlooked by most commercial radio stations and is hope-
lessly underfunded in community media. In the Namibian
context in particular, this is a public service function of great
importance, not least because 56 percent of Namibians are es-
timated to be younger than 24 — which makes them potential
beneficiaries of such programs.’ NBC has gradually expanded
its portfolio of educational programming over recent years.
The author’s research, however, indicates that a more decen-
tralized approach that would give educational programming
greater relevance to local communities would represent a logi-
cal next step in this respect.

In the field of entertainment, NBC is the major supplier of
third-party content from abroad, which is part of its public ser-
vice mandate as stated in the NBC Act. The current process of
digitalization will greatly extend NBC’s entertainment portfo-
lio, as there is to be one channel (NBC3) exclusively dedicated
to entertainment and sports. To what extent such an expan-
sion of the entertainment field is in line with the broadcaster’s
public service mandate, remains open for debate.

Even though NBC is following a path towards substantial
transformation, the corporation does not have a reputation
as a trailblazer, either with consumers or with media experts.
Thus, as several interviewees have stressed, NBC’s potential for
technical as well as editorial innovation remains to be devel-
oped through structured processes.
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Achievements and Challenges

Summarizing the public service functions of the state broad-
caster in Namibia as analysed above, it is difficult to develop
a clear-cut picture of the state of affairs within NBC. Deriving
from a multitude of interviews, the author has established the
following picture of achievements and challenges at NBC:
There are particular strengths that stand out, notably its ana-
logue and digital network which is Namibia’s best possible op-
tion to achieve universal access for all. There is NBC'’s pivotal role
as provider of multilingual media content in radio that enables
the cultural expression of language minorities, an unrivalled
strength and an important public service function. And there
is NBC’s function as the main and only genuine supplier of edu-
cational programming in a media landscape that has otherwise
nothing of the kind to offer a mostly young audience.

But there have also been weaknesses and organizational
flaws that constitute major challenges on NBC’s transforma-
tion path. First and foremost, there is an uncertainty about
and, in parts, neglect of the “public service ethos” and how this
should be translated into reality at Namibia’s state broadcast-
er. Secondly, the current corporate strategy (Strategic Triangle)
may cause difficulties for the most vulnerable media consum-
ers in the country, notably those people living below the pov-
erty line. And thirdly, the ongoing transformation process of
the state broadcaster has failed to include civil society in its
reform processes, with notable impact on the broadcaster’s fu-
ture integration within society.

NBC’s record of achievements, with particular reference to the
past three years, reads as follows:

- The corporation has gained stability in management and
made progress towards financial sustainability, both im-
portant prerequisites for future change processes.”

— NBC has intrinsically endorsed a major organizational
change management project (multimedia strategy),
aiming to upgrade programme quality and reorganize
inefficient structures.”

— NBC has launched a major modernization project of its
transmission network successfully — from the author’s
current perspective —and with potential upgrading of
existing infrastructure as well.

— NBC has initiated a complete overhaul of its human
resources management which in the past has been one
of the main reasons for failed change processes.”
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NBC’s recurrent problems on the way towards public service
broadcasting remain:

- NBC’s low credibility and perceived lack of trustworthiness
amongst major parts of the population — which, as most
independent interviewees noted, pose a threat to any public
service function that the corporation would like to fulfil.

- NBC’s existing governance structure constitutes a major
hindrance to further progress and would need reform in
order to improve the organization’s editorial as well as
structural independence.”

— NBC’s administrative and technical departments will have
to be more closely involved in the current change manage-
ment process in order to make it a success.”

Transformation Approaches

The case study shows that much remains to be done in order
to enable NBC to tap its full potential as public service media.
National as well as international stakeholders in NBC's trans-
formation process have stressed that the following measures
could be supportive:

- Establishing platforms for political debate about the role
and the mandate of the national public broadcaster and its
public service functions.”

- Enhancing advocacy work with Namibian Members of
Parliament involved in the consultation process on redraft-
ing the outdated NBC Act.

— Advocating the implementation of a multi-annual finan-
cial framework for the state broadcaster, reducing the
dependency on advertising revenue.”

— Support measures targeting overall improvements of the
legal framework, in particular in the fields of access to
information, whistleblower protection and the redrafting
of the equally outdated 2009 Communication Act.”®

- Improving professional skills of NBC staff in production,
administration and technical departments, ranging from
basic skills training to awareness-raising interventions to
specialist training.”

— Improving professional skills of the corporation’s middle
management team, in particular with regard to leadership
and organizational skills.®°
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N

o}

N
N

Supporting the NBC’s training department in implemen-
ting a systematic career development system for NBC that
allows for competence-based recruitment and career
planning.®

Implementing structures that provide for long-term news-
room planning which allows the various NBC departments
to coordinate production needs with the use of limited pro-
duction facilities.®

Supporting the ongoing restructuring process of the NBC
towards multimedia content production through mentor-
ing and ‘training on the job.®

Advocacy work with the national media regulation author-
ity CRAN aimed at securing fair access for commercial and
community media to the newly established digital trans-
mission infrastructure owned by NBC.34

Raising awareness for the impact that technology-driven
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in 2011 and 2013. Namibia (CRAN).

“The producers can’t rely on & Phil Ya Nangoloh, Executive

the technical department. Its Director at NamRights.
not a good structure and that

has to do with management.”

Quote from: Ragna Wallmark,

Media Consultant for

Swedish Radio.
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According to the interviewed stakeholders, the following
methods and approaches may be helpful:

Methods that accompany ongoing production processes
through supervision, consultation and mentoring are wel-
come, as they guarantee continuity, accessibility of consul-
tants, and feedback and constant check of results.

- Long-term placements of senior consultants rather
than short term skills workshops (six months and
more or on a regular basis)

— Continuous group-building processes

- Mentoring throughout production cycles — from
concept to broadcast

Establishing a content-sharing platform amongst public ser-
vice media in Southern Africa.®”

- Developing pilot shows with one public broadcaster
— Staff exchange (Twinning) and content exchange

with supervision and mediation by international
consultants
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Exchange of experiences:
- Bringing NBC staff together with civil society groups

- Arranging study trips abroad for administrative
and technical staff

— Giving journalists the possibility to participate in
regional exchange programmes or co-productions
(under the supervision of international consultants)

In its current format, the Namibian Broadcasting Corporation
does not qualify as a fully-fledged public service media outlet.
But the corporation plays a vital role in delivering public ser-
vice goods in particular to poorer parts of the population. For
any media development initiative that is initiated in Namibia,
it would therefore be vital to engage in a dialogue with NBC as
to how certain public service functions could be strengthened
through targeted interventions.

# Ted Scott, Head of Training at Namibian Broadcasting Corporation (NBC)
and Swedish Radio consultants.

87 Albertus Aochamub, Director General of Namibian Broadcasting
Corporation (NBC).
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Status of the Namibia Broadcasting Corporation (NBC)

Characteristics

Channels,
distribution

Legal framework

Public service remit

Regulatory system/
governing body

Status

TV: Three nationwide channels: NBC1 (family channel/pub-
lic service); NBC2 (news and current affairs/public service)
and NBC3 (entertainment and sports/commercial focus); all
channels broadcast in English and are 24/7 on air, while most
content is bought from third parties, local content currently
at35 %

Radio: NBC provides 10 radio channels in ten different lan-
guages; The English service, NBC National radio, broadcasts
on a 24 hour basis. The other radio services, namely Afrikaans
Service, Damara/Nama Service, German Service, Otjiherero
Service, Tirelo Ya Setswana, ah! Radio, Lozi Service, Oshi-
wambo Service and Rukavango Service shut down during the
night; Some broadcast from regional studios, and thereby
have limited coverage to specific regions.

NBC operates on the basis of the Namibia Broadcasting

Act (Act 9 of 1991); Problems: The law is generally seen as
outdated, as it reflects the pre-internet age. Moreover, the
governance structure lacks independence both on a financ-
ing and a decision-making level. The Namibian Constitution
promotes in principle the rights of a free and independent
press.

The NBC law does not refer explicitly to a public service
remit, but it stipulates that NBC is a parastatal organization
(same status as Air Namibia and other state-owned com-
panies) that has the following objectives: to “inform and
entertain the public of Namibia, to contribute to the educa-
tion and unity of the nation, to provide and disseminate
information relevant to the socio-economic development of
Namibia and to promote the use and understanding of the
English language.”

The highest governing body of NBC is the Board of Direc-

tors (Board), a group of senior executives that supervise and
control the corporation. All Board Members, including NBC'’s
Director General as the chief executive officer, are appointed
directly and exclusively by the Minister of Information and
Communication Technology (MICT) for a five year term.
Problem: There is no civil society involvement and no trans-
parency, and there is a strong alignment with the ruling party
SWAPO

Changes and progress
over the past years

In 2014, NBC expanded its
TV portfolio from1to 3
channels, thanks to a move
to digital terrestrial broad-
casting (DTT)

According to the NBC
Director General (CEO), a
consultation process on a
new NBC law has already
started; a move towards
including it on the political
agenda is a prerogative of
the Namibian Information
Minister (MICT)

Progress towards a reform
of this state-controlled
selection procedure is likely
to remain difficult as there
is a lack of problem aware-
ness in the political domain
and, notably, diverging
strategic interests of the
ruling party (SWAPO)
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Characteristics

Engagement of civil society

Financing

Use mobile and internet
communication/modern
technology/challenges of
digitalization

Regional structures
and reporting

Capacity building
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Status

As stated above, the NBC’s Board of Directors is elected with-
out civil society involvement; Problem: The NBC governance
structure encourages public disinterest vis a vis its state
broadcaster.

In principle, NBC is funded mainly by an annual state subsidy
(55%), partially also using other sources of income, such as
the sale of air time and programs (21%), the issuing of yearly
television licenses and the rental of transmitters. Problems:
Firstly, NBC is heavily dependent on direct state subsidies,
which have to be negotiated annually. Second, mismanage-
ment has led to a drop in license fee revenue of more than 50
percent in recent years.

NBC is in the process of digitalizing its TV broadcasting; as of
2014, DTT-broadcasting has extended the NBC channel family
to NBC1, NBC2 and NBC3; for years, NBC lagged behind in this
process due to lack of leadership and public funding. The
NBC’s analogue broadcasting network is the largest network
in the country, but a lack of maintenance means parts of it
are in bad condition; NBC has an online presence and some
NBC radio stations are available via live streaming; however,
the standard of NBC’s online presence remains rudimentary.

Four NBC Radio Language Services are situated in the regions,
namely ah! Radio in Tsumkwe, Lozi Service in Katima Mulilo,
Oshiwambo Service in Oshakati and Rukavango Service in
Rundu. The regional stations are also provided with staff
from NBC Engineering & IT and NBC News & Current Affairs.
NBC furthermore has three Contribution Centres, namely in
Otjiwarongo, Walvis Bay and Keetmanshoop. The Contribu-
tion Centres are smaller in size than the regional stations and
have fewer employees. Problems: Firstly, NBC TV lacks region-
alization which is why local communities often complain
that they do not feel represented; secondly, most regional
stories are dependent on the occasional visits of high-profile
politicians.

From 2000 to 2010, the NBC was in a constant management
crisis; effectively, this led to a total halt of all activities at the
NBC'’s training department; NBC staff had various training op-
portunities through cooperation with external media training
organizations (e.g., Swedish Radio or DW Akademie).

Changes and progress
over the past years

Until recently, NBC had no
department for license fee
collection; restructuring
since 2011 has reduced obvi-
ous cases of management
failure; the NBC Board has
endorsed a new strategy,
the “Strategic Triangle
2011.” The objective is to
“triple its own revenue” by
2015, through a coherent
commercialization strategy.



Characteristics

Ethic codices, newsroom
guidelines

Public perception and
support for the media
organization
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Status Changes and progress
over the past years

The corporation lacks a publicly available editorial policy, -
setting standards for reporting and documenting its editorial
independence. Instead, NBC signed up to a Code of Ethics un-
der the supervision of the Editors’ Forum of Namibia (EFN).
A complaints procedure was established for cases of miscon-
duct, to be handled by a Media Ombudsman. The Communi-
cations Regulatory Authority of Namibia (CRAN) has asked
the signatories to the self-regulation mechanism to extend
the Code of Ethics to become a “Broadcasting Code” that goes
into more detail within the field of digital media. To date, no
progress has been reported.

Overall, NBC has low credibility amongst large parts of the =
population; it is perceived as “one-sided and biased” towards

the government’s agenda; NBC TV is nevertheless hugely

popular, which is also due to a lack of effective national
competition; for example, the NBC TV morning show “Good
Morning Namibia” is amongst the most popular shows in the
country. Low ratings in trustworthiness have led to a situa-

tion where NBC is generally ignored, in particular by elites,

whilst young audiences turn to TV rival OneAfricaTV or com-
mercial or international radio stations.
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General Functions I: Political Sphere

Function

Information:

comprehensive, balanced,

objective —and also
regional news.

All political parties have
the opportunity to speak
in the program and are
present in interviews,
sound bites, etc.

Criticism of political
actors (government,
administration, other
political actors)

Societal criticism (social
actors, individuals, prob-
lems in society)

Moderation of debate/
democratic facilitation

Social/political
orientation

Agenda setting/
investigative journalism
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Is it fulfilled?

(Yes/partially/no)

Partially

No

Partially

Partially

Partially to No

To what extent is the function fulfilled/not fulfilled?

NBC is by far the most dominant media player in Namibia, with the great-
est resources and broadest coverage. But, the availability of resources
does not translate into high-quality news and current affairs reporting.
Problems: Firstly, lack of training has led to problems with staff; sec-
ondly, the public perceives the news agenda of the NBC often as biased
and one-sided, as news is often connected to prominence (government
involvement), rather than actual news value; thirdly, minority language
speakers from Namibia’s rural areas often do not feel represented by the
news selection.

There is a clear tendency in NBC’s news and current affairs broadcast-
ing to favor government voices; opposition parties are only represented
before elections, but in quantity and quality of reporting rather limited;
after election campaigns, the main focus of the media is on ruling party
(SWAPO) representatives

As local and international analysts have argued, the Namibian political
landscape currently lacks a culture of political criticism and debate, which
is in part due to the omnipresence of the dominating political party
SWAPO, which has run the government since independence. Direct criti-
cism of the government is therefore seldom heard on NBC, and if so, in
niche channels such as the minority language channels on NBC radio.

Problems in society are captured very superficially, often lacking in-depth
research that the day-to-day organization of the current NBC set-up does
not allow time for; thus, corruption scandals or the highlighting of social
problems is most often left to newspapers such as the daily The Namibian
or some weekly newspapers that have staff with an investigative mandate.

Even though NBC TV does have political talk shows such as “Talk of the
Nation,” “One on One” or “The Week That Was,” many analysts argue that

controversial debates remain excluded from broadcast reality.

NBC offers the broadest range of programming of all Namibian media.
However, programs that help citizens to develop an understanding of
social and political problems and the various solutions that are at hand
are scarce in NBC programming.

NBC in general follows the government’s agenda quite stringently. Agen-

da-setting in the public sphere is most often to be ascribed to journalists

of daily or weekly newspapers, if at all. Truly investigative research is rare
in Namibia. It is often believed to be too expensive with little commercial
value.



General Functions II: Integration

Function

Participation, voice,
empowerment

Cultural expression,
strengthening of
identity, values, and
cultural cohesion

Entertainment

Education

Innovation

Is it fulfilled?
(Yes/partially/no)

Partially

Yes to partially

Yes

Yes

Partially
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To what extent is the function fulfilled/not fulfilled?

NBC mostly produces in the capital Windhoek, which reduces the input
that local communities in remote areas might have in programming; in
various regions, the NBC has a very small network of regional studios
with few staff; too few provide truly decentralized news from all regions
in Namibia for the specific constituency and give them channels of par-
ticipation.

NBC TV, due to its “English-only” policy, doesn’t set the best example of
providing a sphere for cultural expression in minority languages; NBC
radio, however, provides such a space. NBC is often criticized for being too
focused on the capital, as all its major production capacities are there.
NBC offers a range of 35 percent of local production, which is in itself a
strong statement on strengthening national and cultural identity; how-
ever, this cultural cohesion is not directed at showing diversity, but rather
at stressing the commonalities of cultural expression; this is why, for
instance, a lot of local cultural heritage will not make it into the program-
ming of NBC TV.

NBC provides entertainment programs: however, analysts often criticize
that entertainment is mainly content bought from outside, so there is a
lack of cultural cohesion and representation.

NBC provides various specific educational programs. In fact, NBC is the
biggest provider for this kind of programming in all of Namibia. However,
the outlet is often criticized for the quality of education programming.

NBC'’s potential for technical as well as editorial innovation remains
to be developed through structured processes, as stressed by various
interviewees.
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International Media Development Partners

Partner

Swedish Radio
(2008-2013)

DW Akademie

(2012 -
ongoing)

Aim of the cooperation

(e.g., transformation of state
broadcaster, technical sup-
port, capacity building, etc.)

Project with 2 Phases; Phase 1
from 2008 to 2012 focussed on
editorial guidelines; Phase 2
from 2012 to 2013 focussed on
change management towards
multi media production

— Various short-term work
shops, such as “African
Stories,” capacity building
measures for NBC staff and
staff from other regional
broadcasters

- Production mentoring for
the launch of a TV children’s
show from autumn 2013
onwards

Methods applied

Phase 1: no information on ap-
plied methods available; Phase 2:
mentoring and group-building
workshops that were implement-
ed in two-month intervals, from
conceptualization to implementa-
tion of one multimedia project

- Mentoring of production
processes through perma-
nent staff based in Windhoek

— Capacity building workshops
through visiting DW media
trainers

- Liaison meetings with DW
media consultants

N.B. All the information given in the tables above is based on
the interviews, observations and document analysis made by
the author of this chapter. The tables provide very rough sum-
maries of what is being elaborated in the texts. Many of the
issues mentioned here are, of course, subject to change.
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Main results/progress/
problems

Main result of Phase 1: no infor-
mation available;

Main result of Phase 2: two
departments, “Education” and
Sports,” were regrouped into
multi-media divisions (as pilots
for other departments) and in
winter 2013, one series of multi-
media programmes was broad-
cast (Topic: Entrepreneurship)

— Launch of children’s pro-
gramming in winter 2013

— Internal restructuring of
Education department with
regular meetings, scheduled
task lists and transparent
functional roles within a
teamwork process
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Mongolia: Achievements Through Public Service Capacity Building

In nine years of transformation, Mongolian National Broadcaster (MNB) has undergone a change process with significant
achievements. The decisive factor for this support was the continuous and long-term collaboration — in particular with Radio
Sweden, funded by the Swedish development agency SIDA - which was systematically planned and attuned to everyday chal-
lenges. DW Akademie has been active here since 2011. All stakeholders point out the great importance of the collaboration with
international development experts and organizations which fuel and accelerate MNB’s transformation process. Today, despite
persisting problems, numerous MNB journalists have reached a basic level of professionalism. What remains to be done in par-
ticular is to build capacity at the management level. MNB fulfils important public service broadcasting functions: It provides
the Mongolian society with diverse programming of national coverage which gives a voice to different parts of society. Despite
increasing competition from commercial rivals, it is still the broadcaster with the best ratings and highest credibility among the
population. For the empowerment of the most vulnerable in society, MNB plays an important role. The improvements achieved
during MNB's transformation process so far prove that the efforts made by the different actors were and will be worth it. In Mon-

golia, there are no real alternatives to well-functioning public service media.

In order to understand the particular situation of the public
service broadcaster Mongolian National Broadcaster (MNB), a
brief overview of Mongolia’s most important characteristics,
its media landscape and the status of the media organization
should be given.

Mongolia — A Brief Overview

Mongolia is a country of superlatives: With its population of
around 2.8 million' people living on a surface area of nearly
1.6 million? square kilometers, Mongolia is not only among
the largest countries of the world, but also the least densely
populated one. Another Mongolian superlative is its extreme
climate, with very hot summers and extremely cold winters.
The capital Ulan Bator (or: Ulaanbaatar) is the coldest national
capital in the world with January temperatures as low as -40°C
and an average annual temperature of -2.4°C.3 Almost half of all
Mongolians live in the capital which has a population of more
than 1.2 million people.4 The rest of the country is divided into
21 provinces, the so-called aimags. The Mongolian population
is fairly homogenous: With 85%, the Khalkh or Mongolian are
the largest ethnicity, followed by the Kazakh (7%). The remain-
ing (8%) are divided into small groups with the major linguistic
minorities being Kazakhs and Tuva-speaking Tsaatans.s Other
groups speak varying dialects of Mongolian. Further, there are
small clusters of Chinese and Russian residents.®

As in many other countries, in Mongolia the breakdown
of the Soviet Union initiated a democratic revolution in the
1990s. This led to a multi-party system,” a new constitution
that was adopted in 1992 as well as transition to a market
economy. Today, Mongolia has a number of political parties,
the most powerful of which are the Mongolian People’s Party
(MPP) and the Democratic Party (DP). The MPP® formed the
government of the country from 1921 to 1996 - in a one-party
system until 1990 - and from 2000 to 2004. During the inter-
views conducted for this study? several interviewees asserted
that Mongolia is still in the process of democratization and
that the political education of the population is still weak. The
citizens neither have sufficient understanding of democracy

nor awareness of their rights.”® As reasons for this, both the no-
madic roots and traditions of the Mongolian society and the
communist era are mentioned. According to the World Bank,
a quarter of Mongolia’s population are still nomadic herders."
In the last two decades, an increasingly affluent Mongolian
middle class has emerged. However, wealth is distributed un-
equally and especially the disparities between the urban and
the rural population are staggering.

Media Landscape

The disparities between the urban centers — especially the
capital — and the rural provinces are inherent in the Mongo-
lian media system as well. While the newly-gained freedom in
the 1990s led to a media boom in the capital, not much has
changed in the countryside. According to the latest report
(2013) by the Mongolian NGO Press Institute,”” there are 555
media outlets operating on a regular basis in Mongolia.? In
2012, there were 135 newspapers, 99 magazines, 84 radio sta-
tions (77 are FM stations), 166 television channels and 68 infor-

1 NSO 2014.
2 UN Data 2014.
3 White, January 9, 2013.

from Mongolian National Broad-
caster (journalists, administration
and management level),

4 UBstat 2012. representatives from different
5 Ziyasheva 2007, 4.
¢ MRG 2005.

7 Today, Mongolia’s political

NGOs, researchers, a blogger as
well as a former and a current
member of the National Council.
system can be described as The interviews lasted between
a parliamentary republic. one and two hours.
& The MPP was known as the

People’s Revolutionary Party

0 Zanaa Jurmed, Director of the
Centre for Citizens’ Alliance.
between 1921 and 2010. 11 World Bank 2013.

9 For the purpose of this study, nine  ** The Press Institute is the only
interviews with different people independent NGO that monitors

were conducted in Ulan Bator the Mongolian media landscape

in January 2014. Among the regularly.

interviewees were representatives '3 Press Institute 2013, 2.
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mation websites# in Mongolia. Of the 135 newspapers, 16 are
published daily, 31 weekly and 24 monthly. Currently, there
are 16 TV stations with national coverage and only three na-
tionwide radio stations.’

Since the end of the communist era, the Mongolian media
market has been growing significantly and even in the last few
years the number of media outlets has constantly increased.”
For example, in 2012, seven newspapers closed down, but 16
new ones were launched. Also the sales of newspapers have in-
creased, though they are still relatively low. The biggest growth
has occurred in television —a fact that will be discussed later in
this chapter as it plays an important role regarding the trans-
formation of MNB as well. In the last six years, the number
of TV stations has increased from 50 in 2006 to 166 in 2012.
Seventeen new stations were launched between 2011 and 2012
alone. Also, the number of local media outlets has been increas-
ing and as of 2012, 179 rural media outlets were operating, an
increase of 26% from the previous year.” Around 4,900 Mongo-
lians work in the media business (2,270 for television, 2,095 for
print media and 538 for radio); 2,341 of them are journalists.>

In 2013, television remained the most important source of
information (33%), followed by the internet (22%), whose im-
portance has grown rapidly in recent years.? In particular in
the countryside, local community radio stations play a certain
role in providing access to information for minorities and the
rural population.

Mongolian National Broadcaster (MNB)

Mongolian National Public Television started broadcasting in
1967, while Mongolian National Public Radio had already ex-
isted since 1934.> Under the Law on Public Radio and Televi-
sion, which was adopted in 2005, these state-run television and
radio stations were formally transformed into a public service
broadcaster on January 1, 2006.2 MNB not only consists of the
radio and television branches, but also of the MM News Agency,
which was established in 1967. Today, MNB is the only public
broadcaster in Mongolia, the rest of the Mongolian media land-
scape is mainly privately organized.*# Currently, MNB employs
a total of 745 staff members, with 58 people working for the
MM News Agency, 185 for MNB radio and 273 for MNB televi-
sion.” While MNB is regulated through the Law on Public Radio
and Television, the private broadcasters are controlled by the
Communications Regulatory Commission of Mongolia (CRC),
which was established by the Communications Act of 2001.26
MNB television consists of two nationwide channels: the
main channel, which broadcasts between 17 and 18 hours
per day and MNB2, the second public channel. The latter was
founded in 2011 and targets minorities. MNB2 broadcasts cul-
tural and educational programs, movies and news, among
others, in Kazakh, Tuva and Buryad for 17 hours daily.# Ac-
cording to the Press Institute, MNB’s programming is divided
into 50% information, 27% movies and documentaries, 10%
entertainment shows, 6% arts and music, 2% sports and 4%
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other genres.?® The program schedule provided by MNB for this
study, however, reveals that 49% of its programs are repetitions
and 1% “programs produced by request, with payment.”® This
is important, as these programs are frequently criticized and
thus will be discussed later in this study.

MNB radio consists of four channels, which together pro-
duce 50 hours of programming per day: The nationwide main
channel (17 hours daily), the nationwide second channel,
which targets minorities (16 hours daily), the third channel P3
FM, which broadcasts in the capital and online only (16 hours
daily) and Voice of Mongolia, the country’s only international
broadcasting station for Mongolians living abroad and foreign-
ers, broadcasting in Mongolian, English, Russian, Chinese, and
Japanese (around 8 hours daily).>°

Having been the only broadcaster and a mouthpiece and
propaganda instrument of the government for many decades,
MNB’s main news channel is still the television channel with
the highest daily reach. Further, its daily program “Tsagiin
khurd” remains the news program with the highest ratings
(33%)3' However, the competition from private channels is
high and MNB has lost its leading position especially among
younger viewers.

According to Article 17 of the Law on Public Radio and Tele-
vision, MNB is financed through a mandatory license fee, ad-
vertising and sponsoring, direct support from the state budget,
income from property rental, and donations. Articles 20 and 21
of the same law determine that the highest governing body of
MNB is the National Council, which consists of 15 members and
appoints MNB’s General Director. Both the problems emerging
from the current funding structure of MNB and the work as
well as the appointment process of the National Council will be
discussed later in the study — they are the two main issues that
currently hinder MNB's transformation.

Stakeholders in the Transformation Process

Generally, civil society, i.e., NGOs, play an important role in the
highly politicized and corruption-prone Mongolian society,
though unfortunately the majority of them are not a strong
force for change: “Many organizations like the different jour-
nalistic organizations as well as a number of NGOs are closely
associated with the political rulers.”s Within the field of media,
there are two national NGOs that stand out for their long-term
commitment to supporting the development of free and in-
dependent media: the Press Institute of Mongolia and Globe
International. These NGOs as well as different media outlets
have been supported by a variety of donors. Thus, the two na-
tional NGOs could get involved in the transformation process
of MNB. For that reason, they will be briefly introduced. Apart
from these two national NGOs, several international organi-
zations have supported the development of the Mongolian
media as well as the transformation process of MNB. Notably,
only those organizations that impacted most on MNB’s trans-
formation will be briefly mentioned subsequently.



Part II Mongolia: Achievements Through Public Service Capacity Building

Press Institute of Mongolia

Established in 1995 under the Free Press project and financed
by a grant from the Danish Agency for International Develop-
ment (DANIDA), the Press Institute (PI) is a non-governmen-
tal non-profit organization. It supports the development of
an independent and pluralistic media sector in Mongolia by
improving the qualifications and skills of Mongolian media
workers, analyzing the development of Mongolian media,
and explaining to the public the role and importance of free
media.® PI has implemented more than 50 research projects
and organized around 700 training and information events
for media professionals.3# The NGO plays an important role
in journalism training in Mongolia: It offers short- and long-
term training including a 6-month Journalism Diploma
course, and a 4-year Bachelor program developed jointly with
the Danish School of Journalism, as well as a digital photo-
journalism course developed with funds from UNESCO. PI is
the only journalism school that has a practical focus. Apart
from its academic and its practical training programs, the
methods applied by the Press Institute are: roundtable discus-
sions, events on key issues in the media, constant monitoring
of the overall media landscape, and research studies on spe-
cific topics. Since 2006, PI has extensively supported MNB’s
transformation by, for example, organizing the National Civil
Society Forum 2006 for the nomination of NC members, as
well as in-house training for MNB radio and TV newsroom
journalists and numerous studies.

Globe International

The second organization, Globe International (GI)* was
founded in 1999 as a non-profit NGO. It focuses on freedom of
expression, freedom of information and media independence
and has developed a special expertise in legal aspects, i.e., the
legal framework for journalists.?® Gl has been funded primarily
by international donors, UNESCO and the Soros Foundation
being the leading contributors.?” In cooperation with the NGO
Article 19, GI has conducted research on the Mongolian me-
dia legislation. In 2010, in association with the organization
IFEX, GI established an online self-reporting system where
journalists can report violations and harassments. The NGO
reports all information to national and international networks
such as IFEX, IF], Freedom House, Reporters Without Borders,
Internews, Article 19, and GFMD as well as to embassies and
NGOs. Moreover, GI conducts training workshops for lawyers
in the field of media law.

SIDA - Swedish International Development Cooperation
Agency

SIDA played a very important role right from the beginning of
MNB’s transformation process. From 2006 on, together with
Radio Sweden, the organization focussed on MNB radio aiming
at the following four focal points: (1) increasing management
capacity within MNB radio, (2) increasing news and current af-
fairs capacity at MNB radio, (3) developing a third radio chan-

nel focussing on the youth, and (4) initiating a public service
approach on the coverage of elections.® During the five years
of collaboration, around 50 different training activities were
carried out, among them top-level seminars and workshops,
classroom lecturing and workshops for journalists and techni-
cians as well as on-the-job training directly in the otherwise
on-going production. Further, the collaboration included set-
ting up practical routines and/or technical installations, prac-
tical hands-on consultation concerning for instance election
coverage, current affairs programming or a new salary system.
Moreover, a number of study trips to Sweden were organized
for gathering and sharing experiences of practical journalistic,
technical, and managerial issues.?® A total of about 700 par-
ticipants from different levels at MNB radio were involved in
SIDAs activities.

Today, MNB radio is said to have a higher quality and to be
more professional than MNB television. Several interviewees
pointed out that SIDA’s work led to significant improvements
regarding the quality of MNB radio and the professionalism of
its journalists —both in terms of practical skills and knowledge
and with regard to the understanding of the role and function
of public service media.4° Furthermore, they stressed that it
was very helpful and efficient that SIDA did not only organize
workshops but actually accompanied journalists during their
4 Ibid.
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every day work, e.g., experts went to pre-election events with
MNB journalists and then worked on the piece with them and
gave them direct feedback, allowing for “training on the job.”#
Moreover, P3 FM, which was established with SIDAs help, is a
popular radio station in Ulan Bator today. However, SIDA ter-
minated its work in Mongolia in 2010.

DW Akademie

DW Akademie has supported the transformation process of
MNB since 2011. The cooperation focused on organizational
development, i.e., the consolidation of a strategic plan as well
as the improvement of the internal organization and commu-
nication. Therefore, the collaboration mainly concentrated
on MNB’s Strategy and Finance Department. Activities carried
out were a planning workshop, a workshop on the develop-
ment of a strategic plan, a workshop addressing the topic of
communication and coordination, a television training work-
shop on election reporting, an HR assessment which evalu-
ated MNB’s transition and challenges, and a workshop with
the Board of Directors which identified priority issues for
the Board and how to tackle them (all measures were imple-
mented in 2011 and 2012). In 2013, DW Akademie conducted a
workshop on the strategic plan — both the prioritization and
consolidation of the first Strategic Plan (2009-2013) and the
development of the new Strategic Plan (2014-2017) — and a
roundtable discussion with old and new members of the Na-
tional Council. Further, another human resource workshop
was carried out, addressing the topics of job advertisements,
the salary system, human resource development, and a train-
ing center.#

From 2014 on, two major projects will be carried out over
the course of three years: First, DW Akademie supports Mon-
golian journalists in the foundation of an organ of media self-
regulation, namely a media council. The cooperation partner
is the Friedrich Ebert Foundation — and the national control
group consists of the Press Institute, Globe International, and
the Mongolian Journalists’ Union. In order to successfully es-
tablish a media council, the focus will also lie on an improve-
ment of the legal framework and the training of media law-
yers. Second, DW Akademie aims to strengthen investigative
reporting in Mongolia. Building on the already existing struc-
tures at the Press Institute of Mongolia, a sustainable concept
for investigative reporting will be established. This includes
the development of a module for education and training in
investigative reporting, which is sustainable both with regard
to its contents as well as its financing. The goal is that the
program meet international standards and that it can be fur-
ther integrated in the existing curriculum of the Press Insti-
tute. Moreover, DW Akademie will conduct an analysis of the
chances and risks of the transformation process of MNB, in
cooperation with MNB. This baseline study will contain DW
Akademie‘s consultancy since 2011 as well as recommenda-
tions for the ongoing process. On this basis, decisions about
further advisory services through DW Akademie will be taken.
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Overall, although there are various actors who work for free
and independent media in Mongolia, there is no genuine co-
ordination of activities nor a holistic approach.# As stated,
MNB has benefited from various activities by different orga-
nizations focusing on distinct topics. While with the support
of SIDA mainly the journalistic skills and understanding as
well as the programming was improved, UNESCO enhanced
the broadcaster’s diversity and DW Akademie supported the
strategic and organizational development, among others.

Status of the Media Organization

Legal Framework, Governance and Ethics

MNB's structure and broadcasting are legally based on the Law
on PublicRadio and Television adopted in 2005. Apart from that,
all Mongolian media outlets act in the context of the Constitu-
tion of Mongolia from 1992 and the 1998 Media Freedom Law —
both guarantee freedom of expression. The Law on Public Radio
and Television was developed in close consultation with Globe
International and international organizations including Article
19. The law is widely praised as an essential step and a proper
legal basis for MNB’s functioning as public service media. How-
ever, in particular two issues are frequently criticized and lead
to severe problems regarding the broadcaster’s independence:
the provisions concerning MNB’s funding and the process of
appointing MNB’s governing body, the National Council.

The problems regarding the financing of MNB basically
result from three legal provisions: First, the law imposes ex-
traordinarily stringent restrictions on advertising by MNB de-
termining that “advertisements shall not exceed two percent
of the daily broadcasting time” (Art. 13.3). Further, the law pro-
hibits all kinds of commercial advertisements (Art. 13.1). This
makes it hard for MNB to raise sufficient funds, according to
the broadcaster’s management. Second, the actual pricing of
the license fee is determined by the government (“Government
shall set up the size of the service fee of the Public Radio and
Television on the basis of a proposal of the National Council”,
Art. 18.2), which means that it is not as insulated from political
interference as it could be.# Moreover, at 1100 Tugrik, which is
around 50 Euro cents per month, the license fee is relatively
low. And thirdly, the law states that the fee “shall be imposed to
each radio and television set of the household” (Art. 18.1), which
means that smart phone or computer owners do not pay so far.

These facts leave MNB dependent on other sources of fund-
ing, especially direct government grants. Although the law
stipulated that the state will provide sufficient funding to en-
able MNB to meet its programming mandate (Art. 7.1), there
are no precise regulations and in reality MNB has to negoti-
ate this grant from the government on an annual basis. The
interviewees criticized that these imprecise legal conditions
regarding the funding make it impossible for MNB to act in-
dependently, especially because the amount of the state subsi-
dies currently depend on personal decisions and the “mood”
of the government.4
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The process of appointing MNB’s governing body, the Na-
tional Council, as set out in the 2005 law, is unique. In Article
21, the law provides for the appointment of 15 members —
four by the president, seven by the parliament and four by
the government. In principle, it was intended that the chosen
candidates be selected from a shortlist of nominees that got
consent from representatives of the civil society, i.e.,, NGOs.
Although this is potentially a good approach, the fact that
civil society is largely undefined within this legal framework
has led to serious problems concerning the independence of
MNB’s governing body.4® Further, even though the law states
that it is prohibited to nominate politicians and other officials
as well as individuals working at the management level of a
political party, among others (Art. 21.3), the research for this
study has shown that political influence in the National Coun-
cil is high.

All interviewees, regardless of their affiliation, mentioned
the political closeness of the National Council and the lack of
transparency of its nomination process as one of the main
problems hindering the transformation of MNB. For the first
nomination process in 2006, a national forum was organized
by the Press Institute,# which guaranteed a transparent proce-
dure. Afterwards, 60% of the candidates that had been nomi-
nated by NGOs during the forum were appointed.*®* Hence,
these first NC members were experts in their fields and in
addition benefited from various training activities. Today, in
contrast, it is said that almost all NC members, or at least 80%
of them, are directly connected to the government or politi-
cal parties and have previously worked in PR departments of
political parties or were spokespersons of politicians.+

Moreover, there is no transparent nomination process
and it remains “completely unclear how the members and
the chair of the NC are elected and by whom.”s® Whilst activ-
ists from NGOs do not know what they have to do in order to
be nominated, it is much easier for people that know a politi-
cian.®* The affiliation of the current members, i.e., which NGO
they represent, is dubious and in some cases the stated orga-
nizations do not even exist.5? This raises concerns that politi-
cians use arbitrary methods in order to get their own people
into the NC, which in turn leads to NC members that are not
professional and lack proper knowledge about the function
and role of MNB as a public service broadcaster. As a result of
this opaque nomination procedure, some NC members do not
feel committed. That is why the attendance rate of the coun-
cil's meetings is poor, which blocks decision-making processes
within MNB’s governing body and thus impedes actions and
progress. The fact that shortly after the elections in 2012 many
senior executives of MNB changed is a clear sign that the po-
litical affiliation rather than professional skills count.

According to the interviewees, MNB does not have proper
newsroom guidelines or an ethics code. The only existing doc-
uments regarding rules are the following: the Law on Public
Radio and Television, MNB’s general statutes, the press codex
of Mongolia as well as a document about election coverage.s

The press codex, for instance, contains only very few para-
graphs dealing with general things like the issue that journal-
ists should act according to the law and that they should not
be corrupt. The lack of guidelines leads to daily conflicts be-
cause young journalists often do not know what the rules are.
This is directly connected to the next category, the qualifica-
tion of MNB’s personnel.

Capacity Building and Human Resources

Journalism education and training is of particular importance
in the case of Mongolia, as the country is going through a pro-
cess of democratization on the one hand, whilst on the other
hand patterns and attitudes from the old Soviet system seem
to prevail. This is true also for MNB. Numerous people have
worked for the former state broadcaster for all their life and are
used to the old structures and the old working habits.>+ Since
they were educated and trained in the communist era, they are
not familiar with the specific mandate of public service broad-
casting. This is true not only for the older staff members, but
also for younger journalists — as most journalism schools are
still influenced by the Soviet system and its thinking. Accord-
ing to the interviewees, a lack of understanding of the general
functions, and the role of public service media constitute — at
all employment levels of the corporation — one of the biggest
problems regarding its transformation process. Yet, this lack
of knowledge and awareness does not only apply to MNB staff,
but also to most parts of Mongolian society.

In addition, due to the problems mentioned above (e.g.,
arbitrary employment policies), numerous MNB staff were
never trained in the field that they now work in, which as a
result leads to a lack of professionalism and reduced journal-
istic quality. As a consequence, there is neither much intrin-
sic motivation for change, nor is there the awareness and the
self-perception that change would be necessary.ss
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On the contrary, some MNB employees are convinced that
they have to serve the president, no matter what.>* However,
it should be noted that there are also critical voices and well-
educated people working for MNB.

Financing, Management, and Newsroom Structures

As mentioned earlier, MNB has three main sources of fund-
ing: direct government subsidies, license fees and advertising.
According to MNB, out of its total budget, 51% is government
funding (“national treasury”), 21% is revenues from license
fees from Mongolian households, 26% comes from “programs
produced by special request, collaborations etc.” and 2%
stems from advertising.’’ Information provided by the Press
Institute reveals that out of MNB’s annual budget generated
through own revenues,* 46% is income from license fees and
43% comes from sponsored and paid-for programs as well as
advertisement. 10% of the own revenue comes from the rent
of premises and facilities and other small business activities.®
Both international experts and all national stakeholders in-
terviewed for this study point out that funding remains one of
the main problems that impede MNB’s transformation. There
are difficulties concerning all three major sources of funding:
First, as the numbers above show, MNB is heavily depen-
dent on direct government subsidies. This is highly problem-
atical in terms of the broadcaster’s independence, adequacy
and stability, particularly as MNB has to negotiate this grant
from the government on an annual basis. This gives the gov-
ernment enormous power and enables it to manipulate and
pressure MNB, which has to “beg”® politicians for money and
basically depends on their current mood. Generally, as Men-
del puts it: “Indeed, in most respects a direct government
grant is the worst form of funding for a public broadcaster.”®
Second, another reason for MNB'’s heavy dependence on
state funding is the fact that Mongolia has a population of
only about 2.8 million people, of which a high percentage is
nomadic. So, even if all Mongolian households, including the
nomads, paid license fees, it would not be sufficient.®> On top
of that, currently the license fees are very low. One option
would be to increase the fees, though this is never popular -
and even less in a country where the public is not generally
aware of the role of public service broadcasting. Moreover,
MNB faces problems with the collection of license fees. Espe-
cially in rural areas, MNB staff still knock on people’s doors of-
ten without success, a system which is far from efficient. The
larger part of the fees, however, is collected through electricity
bills with the help of power companies, with which MNB has
contracts. Undraa Bat-Ochir, Director of MNB’s Department
Strategy and Finance, laments that the broadcaster has to beg
the companies to help collect the fees and thus becomes de-
pendent on them: “The power providers want 20% of the col-
lected amount for their performance, next year they maybe
want 25% and so on, and we cannot do anything about it.”®
And third, MNB does not get enough funding through
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advertising because the law only allows non-profit ads.® All
monitoring studies conducted by the Press Institute found
out, however, that MNB actually broadcasts commercial ads,
although its total advertisement time does not reach 2%. The
studies revealed that within the time limit allowed by law, 89%
of all the ads broadcast are commercial.®

Another source of revenue that MNB is highly dependent on
are sponsored and paid-for programs.®® Often, these are actual-
ly hidden ads, which are — in principle - prohibited by law. Ac-
cording to the blogger Tserenjav Demberel, during prime time
more than half of the programs are paid and commissioned.*
The government and the parliament also use these programs
for their purposes. Further, half of all news items in news pro-
grams are paid-for, generating a new genre, the so-called “busi-
ness news.” The programs do not talk about business, but are
wholly financed by businesses.®® Although in most cases the
payment is made transparent at the beginning of the broad-
cast, these programs constitute a big problem, since they en-
danger both MNB’s independence and its credibility.

Recently, MNB introduced a new salary system, which is
based on the scheme for salaries of public officials. Before that,
the middle level, i.e.,, the administration, received a fixed salary
and journalists got a basic salary plus a bonus, depending on
their performance and number of publications. Since this was
considered unfair, the new system was established and now
everyone gets a fixed amount.®® Broadly speaking, journalists
are poorly paid in Mongolia, which is true for commercial me-
dia as well as for MNB. According to an MNB journalist inter-
viewed, the average wage of journalists lies between 450,000
and 500,000 Tugrik (approx. 190-215 Euros) per month;”
only very few journalists earn one million Tugrik, i.e., 430 Eu-
ros monthly. Journalists who have been with MNB for more
than ten years and occupy a leading position receive around
800,000 Tugrik (approx. 340 Euros).” Since very often jour-
nalists cannot live on their salary they depend on so-called
gatekeeper contracts and thus support the system of paid-for
programs. These gatekeeper contracts include deals between
journalists and politicians or companies, which force the jour-
nalist to only report positively about them, negatively about
their competitors, or both.

Still under consideration with MNB, although scantily
planned at the time of writing, is that of a single newsroom
for its television production. To date, there is no centralized
desk that delivers news and current affairs stories for the news
shows. Each department (culture, business, and so on) works
within its own domain — with little cooperation. MNB’s man-
agement has identified the organization of such central struc-
tures as a priority task, though with little to no measurable
result so far.

By request of the Mongolian government and due to in-
ternational developments, another restructuring project has
been approached. MNB is planning to launch digital transmis-
sion starting as early as July 2014. To date, however, the broad-
caster has developed neither a stringent policy, nor a realistic
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plan that would ensure both a successful operational launch
and financial sustainability. While the digitalization of MNB’s
programs is estimated to cost about 50 billion Tugrik (approx.
21.5 million Euros), the government is currently only willing
to pay between 3 and 4 billion Tugrik (1.2-1.7 million Euros).”
In addition, no upfront research has been done, which is why
a lot of fundamentals remain unclear, such as the pricing of
licenses for digital broadcasting as well as the distribution of
digital equipment for households. Thus, if the analogue terres-
trial broadcasting signals were to be switched off in the near
future, nobody knows what would happen. Consequently,
all stakeholders interviewed doubt that digitalization will be
achieved within the scheduled time frame.”

Perception, Participation, and Public Engagement

As shown in the section on “stakeholders,” there are mainly
two national NGOs that both support and at the same time
critically monitor MNB: the Press Institute and Globe Inter-
national. Further, there is a demanding blogger, interviewee
Tserenjav Demberel, who focuses solely on MNB and criti-
cally analyzes and comments on the public broadcaster’s pro-
gramming. The public at large, however, has not been much
involved in MNB’s transformation process. Something that is
also true for many CSOs or NGOs. It has become apparent that
most of them do not know much about media and even less
about public service media.™ Several interviewees argued that
not just journalists, but also and especially the general pub-
lic is not aware of the role and importance of public service
broadcasting. The basic level of education is poor and neither
in families nor in schools or universities are basic democratic
values or the significance of human rights taught.”» “People
want to be loyal to political and economic actors, like bonds-
men. The society thinks that the state is responsible for ev-
erything and, as long as they are not affected directly, people
just do not care.”’® This is one of the reasons why, although
MNB’s problems are well known, there is no public pressure to
counteract obvious errors and power abuses. The public indif-
ference towards MNB is intensified by the fact that there are
plenty of alternative media outlets available in Mongolia, at
least in the capital Ulan Bator.

Overall, MNB continues to enjoy a good reputation among
citizens. Its daily “Tsagiin Khurd” is not only the most viewed
news program, but also — according to opinion polls — has the
highest credibility ratings. In this regard, MNB still benefits
from its decades-long tradition and the fact that for genera-
tions of older Mongolians it was the sole media outlet avail-
able.”” The status of MNB in public opinion is also reflected in
political actions: Apart from politicians trying to influence the
broadcaster, as seen above, political meetings and press con-
ferences often do not start as long as the MNB journalist is not
present.” However, mainly due to the strength of competition
from private channels, MNB’s ratings are falling and especial-
ly young viewers perceive the broadcaster’s programming as
boring and old-fashioned.” However, this is actually a prob-

lem that numerous public service media are facing, includ-
ing those in the highly-industrialized world. Maintaining its
high ratings and credibility is among the biggest challenges
that MNB will face in the future. On the other hand, it is a po-
tential that should serve as motivation for continued efforts
towards transformation.

Public Service: General Functions

The understanding of public service functions may very well
help to establish a clear-cut understanding about the fields
this transformation can and should progress. Therefore, the
study will take a look at the general functions of public ser-
vice media and establish in how far MNB is actually delivering
these public goods.

Creating a Public Sphere

Creating a sphere for public debate and national dialogue is
one such function that public service media should deliver.
MNB in Mongolia provides a platform through which various
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actors within society (government and civil society, the politi-
cal party in power and the opposition) are given a voice. Since
the broadcaster still runs the most important news program,
it definitely has the potential to set the agenda of public top-
ics. Nonetheless, in particular in news and current affairs pro-
grams, the voices of the ruling party dominate because jour-
nalists interview predominantly government representatives.
One would be unlikely to find harsh criticism of the ruling
party and the government on MNB’s programming, yet one
could easily find critical stories on the behavior of politicians
from the opposition parties. Societal problems are also criti-
cized very cautiously within the MNB programming.

The wide range of topics represented in MNB'’s program
schedule, however, is an asset when it comes to its function as
facilitator and moderator of public debate. This program va-
riety helps citizens to gain an overall understanding of their
situation, even though some of these programs might be bi-
ased and not balanced.

Not surprisingly, within the Mongolian media environ-
ment, it is difficult to produce investigative stories due to the
political pressure that journalists face. Moreover, there are le-
gal obligations within the criminal law code that are frequently
used to harass journalists (defamation is a criminal offense).
The program of MNB is affected: Though sometimes there are
good background stories, there are not enough and more in-
depth investigations and critical stories are needed in order
for MNB to be accountable to the public. Moreover, there are
no special gender programs and the issue of women is not on
MNB’s agenda. Nor does the broadcaster have enough regional
programs, i.e., stories from the countryside. Most reporting
is strongly focused on the capital, rather than the rural areas.
Though some topics are covered when, for example, the prime
minister visits the regions, citizens of rural areas complain
regularly about a lack of stories from their reality.

In essence, more in-depth investigations and critical sto-
ries are needed for MNB to be truly accountable to the public.
Yet, on average, the quality of news is not very high — not only
because of paid-for programs, but also due to a general lack of
basic professional skills. For the audience, this means a lack of
quality programming.

Supporting Integration

For the empowerment of the most vulnerable in society, MNB
plays a highly important role. It is the broadcaster with the
most extensive coverage throughout the country. Besides
that, it is the only media outlet that has a special channel for
minorities, namely MNB2. Since the Mongolian population is
relatively homogenous, people regard MNB'’s program choice
for minorities as more than sufficient.®® Apart from broadcast-
ing in the three main minority languages, MNB also provides
programs for deaf people in sign language. Further, it offers
special programs for children and families, as well as a popular
FM radio station for young people, and educational and cultur-
al programs that strengthen the cultural identity and support
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national traditions. Moreover, even critics admit that MNB’s
programming is more diverse and more professional than pri-
vate TV.8! However, there are too few regional programs that
deal with the issues of the population outside of the capital.
Therefore, their participation and voice is limited.

In general, MNB'’s programming puts a strong focus on the
Mongolian culture and its traditions. The function is fulfilled
through a wide range of programs that convey traditional and
modern knowledge and cultural practices to the public. MNB’s
informational, cultural and entertainment programs provide
reference for what is good or important. And in this sense, the
broadcaster contributes to the creation and development of
common values in society.

MNB distinguishes itself from commercial broadcasters
through a high share of local content productions that pro-
mote traditional cultural values and the national identity. In
particular in the field of education programming, MNB offers
a wide variety of shows. But, as indicated earlier, the quality
of the content is frequently questionable and programs for
political education (promoting democratic values) are en-
tirely missing.

Instead, entertainment is prominently featured: 10% of
MNB’s programming is entertainment shows and 27% movies
and documentaries. However, here too, critics argue that the
entertainment shows often lack quality. Moreover, MNB does
not have a reputation as one of the innovators of the Mongo-
lian media scene. Whilst MNB did establish the youth-oriented
channel P3 FM, this radio and online product is only available
to citizens in the capital. Generally, MNB is still perceived as
traditionalist and rather old-fashioned.?

Achievements and Challenges

In 2014, MNB will be in the ninth year of its transformation pro-
cess. And despite all the remaining challenges, the following
statement holds true: MNB, which used to be the former mouth-
piece of the Soviet system, has undergone a change process with
significant achievements on its path of full restructuring.

The initial phase and the first years of the transformation
process in particular are often evaluated positively: First, al-
though there should be some amendments made to the Law
on Public Radio and Television, especially with regard to the
funding and the nomination process of the NC members, it
generally provides a solid legal framework for MNB'’s func-
tioning. Second, the support of SIDA led to a continuing im-
provement both of the professional skills of MNB radio staff
and their understanding of a public service mandate. The
decisive factor in the success of this support was the continu-
ous and long-term (five years) collaboration, which was sys-
tematically planned and attuned to the everyday challenges.
Further, the activities were very practical, which enabled the
journalists to be “learning by doing.” As a consequence, to-
day “MNB radio is better organized, has its own values and is
more professional.”s3
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Moreover, due to the various training activities provided by
different actors, MNB staff are constantly becoming more pro-
fessional and are slowly beginning to understand their special
mission. Third, the establishment of MNB2 guaranteed ac-
cess of information for the country’s minorities and further
strengthened MNB’s diversity. And fourth, through the na-
tional forum, which was organized for the first nomination
process of the National Council, this process was monitored
and made transparent. Together with training activities for the
first NC members this ensured more political independence
and thus professionalism of the NC, which in turn had a posi-
tive influence on the selection of MNB’s executives and, hence,
the broadcaster’s overall functioning.

According to the stakeholders interviewed, however, there
have been increasingly negative trends regarding MNB’s trans-
formation process in recent years. Some have even argued that
currently there is no progress at all.® As indicated earlier, the
issue of MNB'’s funding and the nomination of executives in
its governing body entail numerous problems that have to be
tackled. And despite gradual improvement of the journalistic
quality, there is still a lack of professionalism at all levels with-
in MNB, not only concerning basic journalistic skills, but also
with respect to the understanding of a public service mandate.
And, last but not least, opinion polls show that MNB'’s popular-
ity amongst citizens is decreasing, not least because its pro-
gramming is often perceived as old-fashioned.

Transformation Approaches

This assessment of achievements and challenges of MNB'’s
transformation process can serve as a first step for future strat-
egies and thus further improvements. The following steps are
considered to be fruitful:

First of all, in order to further advance the public broadcast-
er’s transition it is highly important to ensure — both legally
and in practice — appropriate funding, which minimizes po-
tential for political and economic influence. How could this be
done? One consideration could be an increase in the amount
of advertising that MNB is allowed to carry, as determined in
the law - though indeed overall limits should still exist. An al-
ternative could be to require private broadcasters to provide
MNB with some portion of their advertising revenues, as a way
of compensating MNB for not competing with them for adver-
tising.*s Another option would be to allocate MNB with a fixed
percentage, up to a specified maximum, of either the nation-
al budget, or some other revenue source (like mobile phone
charges or taxes on luxury items).*® Consideration could also
be given to increasing the license fees. Although this is nev-
er popular, they provide a relatively independent and stable
source of funding. Finally, it should be ensured that power
companies conclude appropriate agreements with MNB re-
garding the collection of the fees, without exploiting. These
options should be evaluated by national and international
experts and a decision then taken as to whether all or a com-

bination of some measures are introduced and how. Smaller
and less radical reforms should be realized soon: For example,
in order to interrupt the complete dependence on the govern-
ment, other players should be involved in setting the level of
funding, guarantees against reductions in the funding could
be introduced, and there could be a move to multi-year allo-
cations.®” Undoubtedly, even the smallest positive changes in
this field would enhance the independence and professional-
ism MNB needs in order to be accountable to the public.

Secondly, regarding the appointment of NC members, the
process determined in the Law is potentially a good one. The
fact, that “civil society” is largely undefined, however, and
that there are no clear regulations regarding the step-by-step
course of the process have led to the highlighted problems. If
nominations by civil society are involved, then these should
be established and independent civil society groups, such as a
council of human rights NGOs or federation of development
groups: “Leaving this important matter to individual civil soci-
ety groups is likely to lead to manipulation of the sort that has
been witnessed in Mongolia.”®

Another approach would be an open appointment process
overseen by parliament, with an opportunity for the public to
make representations, and the publication of a shortlist, again
with an opportunity for public comment. Another option
would be an appointment committee consisting of leading
figures in society (not politicians), which makes nominations
whilst parliament or these leading figures themselves, appoint
members. In any case, if the process remains as it is foreseen
now, it is very important to organize national forums in order
to give NGOs the opportunity to name candidates and make
the whole process more transparent. Financial support by do-
nor organizations is needed for that.

Thirdly, in order to improve the skills and professionalism of
MNB staff, further engagement will be needed. To begin with,
each intervention should bear in mind that efforts to foster an
understanding of general democratic values are still needed.
Only through such support can awareness be raised for the
significance of MNB’s role as a public service broadcaster that

8 Munkhmandakh Myagmar, & Oyuntungalag Tsend,

Executive Director of the Press Munkhmandakh Myagmar,
Institute. Zanaa Jurmed and Tserenjav
& Ibid. Demberel, in interviews.

o
N

All interviewees. Of course, the MNB employees

%

Munkhmandakh Myagmar, interviewed for this study empha-

Executive Director of the Press sized the positive developments
Institute. and success of the transformation
process, while also reflecting
on the remaining problems.
& Mendel 2010, 8.
& Ibid.
& Ibid,, 7.

8 Mendel 2010, 8.
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functions as a watchdog as well as an unbiased source of infor-
mation. This fact, together with systematic and high-quality
training opportunities, both external and also within MNB,
would bring genuine improvements. On the other hand, well-
educated employees would be able to modernize the broad-
caster’s programming — in terms of structure and with regard
to individual programs and pieces.

Fourthly, all stakeholders interviewed for this study high-
lighted the great importance that the activities of international
organizations have had —and still have —for MNB'’s transforma-
tion process. In overall terms, the past training interventions
have resulted in an increased level of professionalism of in-
dividual employees at MNB, as well as a better understand-
ing of the mandate of MNB as a public service broadcaster.®
According to the interviewees, this is crucial because “even
though the bosses might not have much understanding, it is
important to train the journalists because they take their own
decisions, share common values and professional attitudes.”*°
The interviewees further asserted that despite the persisting
problems, numerous MNB journalists have a certain level of
professionalism. What remains to be done in particular is to
engage in professional training with the management level.
Therefore, interviewees noted that it is important that the
training includes the executive level —and this is exactly where
the support of international organizations is needed: “For lo-
cal NGOs it is difficult to get managers on board because it is
not prestigious to take part in local trainings. When the train-
ing is provided by international organizations, though, and
the experts come from Deutsche Welle or the BBC, it looks a
lot better for them to participate.”

Further, it was stressed that the continuity and the cohesion
of this professional training is essential: There are frequent
staff changes, be that in the journalism staff room or in man-
agement positions, such as the Board of Directors and the Na-
tional Council. Consequently, the training should be repeated
constantly. In general, long-term collaboration rather than ad
hoc and isolated measures is necessary in order to make the
cooperation more sustainable.

In summary, the investigation revealed that the following ac-
tions of both national and international organizations are need-
ed in order to further support MNB’s transformation process:

— Conducting ongoing research and analysis of the
national context in order to ensure success of
development cooperation.

— Improving the professional skills of journalists and
management (including basic journalistic skills,
understanding/awareness of the role and mandate
of public service media, and self-perception).
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Developing an ethics code and clear editorial guidelines
within MNB.

Ensuring sufficient income for journalists in order to put
an end to the system of gatekeeper contracts and paid-for
programs and thus secure a higher quality of the journalis-
tic content.

Developing an active and self-sustaining training center
inside MNB including a high-quality training program
for young journalists.

Increasing the professionalism of MNB’s human resource
development in order to ensure that employees are hired
because of their skills and not because of personal
affiliations.

Developing an adequate strategy of organizational
development which takes the establishment and
professionalization of regional bureaus into account
and makes MNB'’s operations more effective.

Improving the transparency of the nomination and
appointment process of the National Council (NC) and
ensuring its independence.

Develop a financing model for MNB that guarantees
the broadcaster’s sustainability and independence
from political and economic influence.

Improving the legal framework (changes of and
amendments to the existing law, development of new
laws in which the stated shortcomings are tackled).

Supporting the process of programming reform with more
innovative approaches as well as interactive programs,
which give all parts of society the opportunity to raise
their voices.

Improving public communication of MNB in order
to strengthen interaction with the public.

Advocacy work aiming for more support from the side
of the government in favor of public service broadcasting.
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According to the interviewed stakeholders the following meth-
ods are most helpful:

— Practical methods that do not only talk about standards,
but work with precise examples and allow for supervised
“learning by doing” and direct feedback.

— Practical workshops and academic seminars.

— Mentoring and consulting through external experts
working inside MNB for some time (helping to produce
programs and supporting the administrative processes).

— Establishment of a forum for nominating members for the
National Council.

- Training courses to familiarize stakeholders with
international standards, new trends and technological
advancements and support them in the implementation.

- Exchange of experiences.

— International study trips for NC members and MNB
managers.

— Exchange programs for journalists to public service
media abroad, so that they can gain hands-on experience.

- International study trips for administration employees
and engineers.

— Overall: Systematic planning of activities and collaboration
with a broad diversity of players: Media, national NGOs,
politics, international actors, etc.

To conclude, apart from the existing challenges MNB already
fulfills important public service broadcasting functions: It
provides the Mongolian society with diverse programming
of national coverage, which gives a voice to different parts of
society. Despite the increasing competition from commercial
rivals, it is still the broadcaster with the highest ratings and
most credibility. This is the foundation that should be built
on and that should serve as motivation for further advance-
ment. All stakeholders interviewed for this study pointed out
the great importance of the collaboration with international
development organizations and foreign experts, who fuel and
accelerate MNB's transformation process.

In Mongolia, where private TV and radio stations and the
press are politically affiliated and mainly represent views of
ruling elites, where the media market is extremely fragment-
ed, where community radio stations and local media in the
countryside are weak, there are no real alternatives to well-
functioning public service media. The significant and highly
valuable improvements achieved during MNB’s transforma-
tion process so far, prove that the efforts made by the different
actors were and will be worth it.

8 Batzorig Tuvshintugs, 9% Munkhmandakh Myagmar,
in interview.

9t Ibid.

Munkhmandakh Myagmar and
Oyuntungalag Tsend,

in interviews.
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Status of MNB

Characteristics

Channels, distribution

Legal framework

Public service remit

Regulatory system/
governing body

Engagement of civil society

Financing
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Status

TV: Two nationwide channels: main channel broadcasts
17-18 hours daily and second channel MNB2, broadcasts in
minority languages 17 hours daily.

Radio: Four channels, two nationwide: Main channel and
second channel for minorities (nationwide), youth-oriented
channel P3 FM (in capital and online only), and overseas sta-
tion “Voice of Mongolia” for Mongolians living abroad and
foreigners.

Law on Public Radio and Television, adopted in 2005,
regulates MNB. The law is generally evaluated positively,
controversial aspects are financing of MNB, advertising
and nomination of National Council members. Further,
Constitution of Mongolia and Law on Freedom of Media.

The Law on Public Radio and Television stipulates that MNB
is a non-profit legal entity, which “serves only for public
interests, holds responsibility before them, and carries out its
operation under the public control.”

The highest governing body of MNB is the National Council
(NC), which consists of 15 members and appoints MNB’s Gen-
eral Director. The law stipulates that individuals should be
nominated by civil society/NGOs and appointed by the Presi-
dent (4), the Parliament (7) and government (4). Problems:
Although the Law prohibits nominating politicians and other
officials, in reality there is a political closeness of the NC and
a lack of transparency of its nomination process.

As stated above, the NC members should be nominated by
civil society. However, there are problems with the nomina-
tion process of the NC.

MNB has three main sources of funding: Direct government
subsidies (51%), license fees (21%) and advertising/sponsor-
ship (2%/26%).

Problems: First, MNB is heavily dependent on direct state
subsidies, which have to be negotiated annually. Second,
small Mongolian population, many nomads, and license fee
with 50 Euro cents per month relatively low. Third, Law only
allows 2% of the daily broadcasting time to be used for adver-
tising. Commercial advertising is completely forbidden.

Changes and progress
over the past years

In 2011, establishment of
second channel MNB2 for
minorities. P3 FM has be-
come a very popular station
in Ulan Bator.

No amendments so far, but
potential changes of the
law are being discussed.

While the first NC members
were nominated and ap-
pointed transparently, the
new ones were not. Today,
it is assumed that at least
80% of the members are
directly connected to the
government.

License fees are collected
through cooperation with
power companies. Many
programs are paid-for
programs.



Characteristics

Use of mobile and internet
communication/

modern technology/
challenges of digitalization

Regional structures and
reporting

Capacity building

Ethic codices,
newsroom guidelines

Public perception and
support for the media
organization
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Status

MNB originally planned digitalization by July 2014. However,
there is a lack of policy — neither does a strategy or a realistic

plan exist nor financial security. MNB has an online presence
and broadcasts P3 FM for example also via internet.

There are only few correspondents in the countryside and
not enough regional programs, strong focus on Ulan Bator.
Regional topics are covered when politicians travel to the
countryside. Citizens of rural areas complain about a lack of
stories about their own issues.

A training center within MNB was established, but it is not
very active. MNB staff has had various training opportunities
through the cooperation with donor organizations (e.g., SIDA,
DWA) as well as provided by the local NGO “Press Institute.”

MNB does not have proper newsroom guidelines or an ethics
code. The only existing documents regarding rules are the
law, MNB’s general statutes, and the press codex, which con-
tains only very few paragraphs as well as a document about
election coverage

Overall, MNB has a good reputation among citizens. Its daily
“Tsagiin Khurd” is the news program with the highest ratings
and opinion polls show that MNB enjoys the highest cred-
ibility. However, due to the high competition through private
channels MNB'’s ratings are decreasing and especially young
viewers perceive the broadcaster’s programming as boring
and old-fashioned.

Changes and progress
over the past years
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General Functions I: Political Sphere

Function

Information:
comprehensive, balanced,
objective —and also
regional news.

All political parties have
the opportunity to speak
in the program and are
present in interviews,
sound bites, etc.

Criticism of political
actors (government,
administration, other
political actors)

Societal criticism
(social actors, individuals,
problems in society)

Moderation of debate/
democratic facilitation

Social/political
orientation

Agenda setting/
investigative journalism

10

Is it fulfilled?
(Yes/partially/no)

Partially

Yes

Partially

Yes

Partially

No

To what extent is the function fulfilled/not fulfilled?

MNB is the broadcaster with the most extensive coverage. Its program-
ming is more diverse and professional than private TV channels. How-
ever, on average the quality of news is not very high — not only because
of paid-for news items but also due to a general lack of basic professional
skills. There should be more regional programs and less focus on Ulan
Bator.

Though the voices of the ruling party dominate in the news, all political
parties are given a voice. But journalists interview predominantly govern-
ment representatives.

Criticism of opposition party only, no criticism of the ruling party
and government.

Problems in society are criticized very cautiously and quite generally.

In general MNB offers a wide range of programs that try to enhance
public debate on various issues.

MNB offers a wide range of programs that help citizens to get an overall
understanding of the issue or situation, even though some of these pro-
grams are somewhat biased.

Overall, in Mongolia investigative journalism is underdeveloped. MNB
publishes only very few investigative stories. However, since the broad-
caster runs the most important news program it definitely has the
potential to set the agenda of public topics.



General Functions II: Integration

Function

Participation, voice,
empowerment

Cultural expression,
strengthening of
identity, values and
cultural cohesion

Entertainment

Education

Innovation

Is it fulfilled?
(Yes/partially/no)

Partially

Yes

Yes

Partially

No
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To what extent is the function fulfilled/not fulfilled?

Both MNB television and MNB radio have a separate channel that broad-
casts in minority languages. Further, there are programs for young audi-
ences. However, there are too few regional programs that deal with the
issues of the population outside of the capital. Therefore, their participa-
tion and voice is limited.

MNB’s programming puts a strong focus on Mongolian culture and tradi-
tions. The function is fulfilled through a wide range of programs that con-
vey traditional and modern knowledge and cultural practices to the pub-
lic. MNB’s informational, cultural and entertainment programs provide
reference for what is good or important and in this sense the broadcaster
contributes to creating/developing common values in society.

MNB distinguishes itself from commercial broadcasters through a high
share of domestic production content that promote traditional cultural
values and the national identity.

MNB provides entertainment programs: 10% of MNB'’s programming are
entertainment shows and 27% movies and documentaries. However, crit-
ics say the entertainment shows often lack quality.

MNB provides various specific educational programs. But their quality is
questionable and programs for political education are missing.

MNB has no reputation as an innovator on the Mongolian media scene.
While MNB started the youth-oriented channel P3 FM, this radio and
online product is only available to citizens in the capital. Generally, MNB
is still perceived as traditionalist and rather old-fashioned.
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International Media Development Partners

Partner

Swedish
International
Development
Cooperation
Agency (SIDA)
(2006-2010)

Denmark’s
Development
Cooperation
(DANIDA)
(1990s)

Internews
(official
representative
since 2011)

UNESCO
(UNESCO’s
Beijing office,
active in the
communist era
already)

12

Aim of the cooperation

(e.g., transformation of state
broadcaster, technical sup-
port, capacity building, etc.)

Focus on MNB radio: increas-
ing management capacity,
increasing news and current
affairs capacity, development
of a third radio channel focus-
ing on the youth and a public
service approach on the cover-
age of elections.

Among the first organizations
active in the field. As part of
the Free Press project, in 1995
the Press Institute was estab-
lished and in 1996 the Free
Press Printing house.

Improvement of election
coverage, strengthening of
new media and investigative
journalism

Focus on labor law and improv-
ing the working conditions for
journalists; improving the
situation of minorities

Methods applied

Around 50 different training
activities: top-level seminars
and workshops; classroom
lecturing and workshops for
journalists and technicians;
on-the-job training; setting up
practical routines and/or
technical installations;

practical hands-on consultation;
study

No information available.

Television workshop about
election coverage with focus on
social media; workshop about
investigative journalism and
data visualization

Establishment of community
radios for minorities in ten
isolated districts (sums); establish-
ment of MNB2, MNB'’s second
channel for minorities; compre-
hensive analysis of the media
sector; courses on photojournal-
ism and media for transparent
governance; publication of a
practical guide for journalists

Main results/progress/
problems

700 MNB employees participated
in SIDA’s activities. SIDA's work
led to significant improvements
regarding the quality of MNB
radio and professionalism of its
journalists — both in terms of
practical skills and knowledge
and with regard to the under-
standing of the role and function
of public service media. Establish-
ment of popular P3 FM station.

Establishment of the Press Insti-
tute and the Free Press Printing
house.

The election coverage is
mentioned as a positive
example of MNB coverage.

Improved access of information
and representation of minorities,
support of MNB’s public service
remit.
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Partner Aim of the cooperation Methods applied Main results/progress/
(e.g., transformation of state problems
broadcaster, technical sup-
port, capacity building, etc.)
DW Akademie  Transformation of MNB, Planning workshop; workshop Significant improvements regard-
(2011-0ngo- especially organizational on the development of a strategic  ing the transformation process
ing) development; establishment plan; workshop addressing the of MNB, but remaining problems
of a media council; develop- topic of communication and that need to be tackled (see text
ment of a module of education  coordination; television training for details). Since the establish-
and training for investigative on election reporting; assessment ~ ment of the media council and
reporting. and HR workshop; analysis work-  the development of the module
shop with the Board of Directors; ~ for investigative reporting, just
workshop on the strategic plan; started at the beginning of 2014,
round table discussion with old no results and/or methods are
and new members of the National available yet.
Council; human resource work-
shop
Friedrich Ebert ~ Foundation of a journalists’ E.g., workshops on media self- =
Foundation trade union, the development regulation and independence
(FES) of an independent media of media councils.

council (in cooperation with
DWA) and journalistic training.

N.B. All the information given in the tables above is based on
the interviews, observations and document analysis made by
the author of this chapter. The tables provide very rough sum-
maries of what is being elaborated in the texts. Many of the
issues mentioned here are, of course, subject to change.
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Program Schedule MNB Main Channel

No. Program Genre
1 News
2 Documentary, movie, films
3 Entertainment shows, quiz,

sport competition

4 Family, children edutainment
programs

5 Arts and culture

6 Customs, tradition

7 Social programs/interview,

TV portrait, TV article,
rural regional program

8 Nature and science

9 Programs produced by request,
with payment

10 Repeat

11 Morning Show, “Window with
lights on” Night Program

12 Newly produced programs

13 Religion

Total

Source: MNB

14

%

13%

10%

4%

4%

3%

2%

4%

2%

1%

49%

8%

0%

0%

100%

Program Schedule MNB2

No. Program Genre
1 News
2 Science and edutainment

programs, Documentary

3 Movie, film

4 Sport

5 Children and education programs
6 Family programs

7 Arts and culture

8 History, culture and customs

9 Social and economic programs

10 Health, well-being

11 Nature, environment and regional

12 Requested programs

13 Programs for young audiences

Total

Source: MNB

%

10%

13%

13%

10%

2%

6%

5%

13%

6%

6%

9%

2%

5%

100%
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MNB Organizational Chart

Non Staff Committee Audit Committee

National Board
15 members

Complains Solving Committee

Assistant to
General Director
1

General Director Secretary
1 1

Administration Internal Audit IT Section Public Information &
124 Section 6 Researching Center
3 1

MNB-TV Mongolian National MM Strategy & Finance

Total 250 Public Radio News Agency Department
185 58 82

Total staff 760

Source: MNB
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SIDA — Main Activities between 2006 and 2010

2006

Public Service
Seminar

LFA Planning Seminar
April 2006

Management
Needs Survey
May 2006

Basic Management
June 2006

Audience research 1

Study Visit Swedish
Elections
September 2006

Needs Assessment
October 2006

Study Visit Sweden
December 2006

2007

Annual Evaluation
seminar

Audience Research 2
June 2007

P3 installation
September 2007

Basic Staff Skills 1&2,
News & CA
November 2007

Election training
December 2007

P3 Technical training
December 2007

Source: Tuvshintugs & Helgesson, 2010, p. 4.

16

2008

Election training 2
January 2008

Election Training
Follow-up
April 2008

P3 Start
April 2008

Local reporting
May 2008

Election Monitoring
June 2008

P3 support
August 2008

Election Evaluation
September 2008

Annual Evaluation
Seminar

2009

Study Visit Board &
Top Level Manage-
ment January 2009

News at Khurd 1
February 2009

P3 Follow up
April 2009

Top Level Management
& Strategic Action
Planning May 2009

News at Khurd 2
May 2009

Audience Research 3
August 2009

Training of Trainers +
Setting up Training
Organisation
October 2009

Sound engineer
training
October 2009

LFA planning seminar
November 2009

2010

Investigative
reporting
January 2010

Technical consultancy
March 2010

P3 Web
April 2010

HR & Salary System
April 2010

Current Affairs
at Khurd
May 2010

Minority Training
October 2010

P3 support
October 2010

HR/Salary system
December 2010

Final Evaluation +
support News & CA
December 2010
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Moldova: Slow but Successful Reform, Need for Visible Journalistic Quality

Teleradio-Moldova (TRM) has managed to fulfill some of its public service functions through institutional reform. After having
served as a propaganda instrument of the ruling Communist party for years, the media outlet entered into a transformation pro-
cess towards public service media when a pro-European coalition came to power in 2009. DW Akademie supported this process
over many years. Since Moldova’s media landscape is economically very weak and practically no media organization is making
money, private media are not capable of fulfilling public service functions. This explains TRM'’s relatively strong position on the
market. At the beginning of the reform process, the management opted to slow the speed of transformation in order to avoid
conflict with the staff. Nevertheless, the content of its news and current affairs programs has become much more balanced and
independent. With its new programs and talk shows, TRM is creating a public sphere open to debate. However, it still neglects its
agenda-setting function. As to supporting integration, TRM has programs targeting various social groups. However, poor quality
means the public’s concerns are often not addressed adequately. The case of TRM shows that media development can assist in

assuring some basic information services to the public — through processes of organizational reform.

Teleradio-Moldova (TRM) embarked upon the transformation
process towards a public service broadcaster when a pro-Eu-
ropean coalition came to power in 2009. Although the trans-
formation progressed much more slowly than expected, TRM
took significant steps towards fulfilling some of its public
service media (PSM) functions. This study examines TRM’s
achievements and challenges in the course of the process.
Furthermore, its role within society is put into perspective
within Moldova’s media landscape.

Moldova - A Brief Overview

The Republic of Moldova gained independence in 1991. For-
merly known as the “fruit basket” of the Soviet Union, it is
nowadays one of the economically poorest countries in Eu-
rope. The Republic has a population of 3.56 million people.*?
The biggest cities are the capital Chisinau with 650,000 in-
habitants and Balti in the north of the small country with
roughly 150,000. According to the National Bureau of Statis-
tics, 78,0 percent of the population speak Moldovan/Roma-
nian as their native language, 8.3 percent Ukrainian, 5.9 per-
cent Russian, 4.3 percent Gagauz, and 1.9 percent Bulgarian.3

After gaining independence, Moldova fought a bloody
civil war with Transnistria, the separatist republic on the left
bank of the Nistru river. Since August 1992, the Transnistrian-
conflict has been considered a frozen one with a peacekeeping
force under Russian leadership guaranteeing the status quo.
The self-proclaimed “Pridnestrovian Moldovian Republic” is
heavily dependent on Russian support, especially natural gas.
Experts consider it to be a vital element in Moscow’s attempt
to wield control in the region. A peace process moderated by
the OSCE has been without tangible results so far. Transnistria
remains de facto a separate state that has not been recognized
by any country in the world, including Russia.

The Republic of Moldova is divided into 32 districts, 3 mu-
nicipalities and two territorial units, one of them being Trans-
nistria, the other one the autonomous territorial unit of Gaga-
uzia, a region with autonomy in culture, education and other
aspects concerning local development, budget, taxation and
social security. For Gagauzia, ties to Russia and the Russian

language remain important. In February 2014, the autono-
mous region voted in a referendum for closer ties with Rus-
sia over EU integration. After the annexation of the Crimea by
Russia, Transnistria officially appilied in Moscow to be inte-
grated into the Russian Federation, as well.

Politically, Moldova is a unitary parliamentary democracy.
In April 2009, the controversial results of the parliamentary
elections granting victory to the ruling Communist Party
sparked civil unrest in the capital Chisindu. In the end, the
elections were repeated in July of the same year. Since then,
a pro-European coalition has been governing the country in
various constellations. Business and politics are tightly inter-
twined. More than once business interests affected the ruling
coalition. The Republic of Moldova has signed an EU associa-
tion agreement in summer 2014. An agreement on visa-free
travel for Moldovan citizens to the counties of the Schengen
agreement has been put into effect in spring of the same year.

Economically, Moldova is heavily dependent on agriculture.
Wine and produce are the main export goods. In addition, the
country exports textiles and machinery.# Most of the indus-
try of the former Soviet Republic was built on the left (Trans-
nistrian) bank of the Nistru river and is thus now lost to the
Moldovan economy. Because of the dire economic situation,
roughly one third of the Moldovan work force (an estimated
one million people) is currently making a living as migrant
workers in Europe, Russia, and other post-Soviet countries.
Their annual remittances of $1 billion make up a substantial
share of the Moldovan GDP

' Biroul National de Statistica 3 Biroul National de Statistica

al Republicicii Moldova 2014a. al Republicicii Moldova 2014b.
CIA 2014.

Ibid.

2 This data is valid only for 4
Moldova proper, without 5

Transnistria.
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Media Landscape

In terms of language, Moldova’s media landscape is as divided
as the country as a whole. The media report in Romanian and
in Russian. A lot of them even broadcast or print content pro-
duced in Romania or Russia. Media experts consider this to be
“dangerous for Moldovan society”® as it hinders the media in
fulfilling their two basic functions for society: creating a na-
tional public sphere and supporting social integration. Accord-
ing to experts, Russian-language media frequently assume
a pro-Russian and Euro-critical stance while Romanian-lan-
guage media often are more in line with pro-European politics.
Major players in the TV market such as Prime TV (Russian) or
Pro TV (Romanian) mainly rebroadcast channels from abroad.
There is skepticism towards the accuracy of audience ratings
in Moldova. However, according to existing data, Prime TV has
a market share of 50 percent. Nevertheless, its newscasts are of
very low quality. Entertainment content produced in Moldova
has a hard time competing with foreign programs which are
often of much higher quality, while informational programs
are usually produced locally.

Television is the dominant media in Moldova. According to
opinion polls,” 71 percent of Moldovans use TV as the primary
source of information. For another 16 percent, it constitutes
the second most important source. Newspapers play a minor
role (2 percent/11 percent). In terms of TV channels, 60 per-
cent of Moldovan viewers receive most of their information
through Prime TV, 39 percent through Teleradio-Moldova’s
Moldova Unu which rates second.® Newspaper circulation
figures are low; most national papers sell the largest share
of copies in the capital. Media from Russia often have much
higher circulation, and subsequently lower production costs
as well as higher ad revenues. This distorts the market as a
whole. Strong independent regional papers exist throughout
the country, often with only a few thousand copies and very
few journalists. Most of them are organized in the Asociafia
Presei Independente. Equally strong regional TV and radio
broadcasters exist as well. There have been attempts at found-
ing a national regional channel, run by an association of re-
gional broadcasters.

For the association agreement with the EU, Moldova had
to tailor its media legislation to the standards of the OSCE and
the Council of Europe.

Moldova’s TV market is highly concentrated, politicized
and non-transparent. According to Ion Terguta, “it did not
evolve from the audience’s need for information to a devel-
oped TV broadcasting industry, but actually from the need for
political influence on the masses to a controlled and profitable
economic instrument.”®

Most television channels are used as a means of propagan-
da by their owners. Ludmila Andronic, head of the Moldovan
press council, deprecates the fact that their bias is so strong
that critical viewers can guess the owner by analyzing the cov-
erage of certain events.® The most important players on the

122

market are Vladimir Plahotniuc (oligarch, media owner, some-
time vice-head of the ruling democratic party and vice-head of
Parliament) and Chiril Lucinschi (businessman, media owner,
head of the media committee of Parliament).

In addition, Plahotniuc allegedly owns Casa Media, the big-
gest advertising company in the country. “Large operators in
the advertising market continue to concentrate their resourc-
es to maintain a monopoly on the market,” writes Terguta. Pla-
hotniuc’s Prime TV realizes 8 million of the 16 million-euro-
strong Moldovan advertising market. Casa Media dominates
the market of ad agencies with a share of 60 and 72 percent."
,The question of whether it is possible to do business in the
media sector in Moldova is answered by the market itself. And
the answer is negative,” writes Terguta.”” Even with reliable
data in short supply, experts estimate that few media outlets
make a profit.3 While independent newspapers survive on
grants, “commercial” TV channels fill the shortfall between
ad revenues and production costs with their owners’ “private”
money which has the expected effect on their coverage.

All in all, Moldova’s Broadcast Coordinating council (BCC)
had issued 238 broadcast licences by 1st January 2014. 65 were
licences for TV stations, 56 for radio stations and 112 to cable
operators.4 In 2012, there were 207 newspapers. Taking into
consideration the fact that Moldova has a population of 3.6
million people, it becomes clear that there is very tough com-
petition for audience shares, even if not all registered outlets
are actually functioning. In addition, Moldova has some strong
online media outlets, which are a very important source of
information for the large migrant work force of the country.
There are 1.3 million internet users in Moldova.’> Annual ad-
vertising revenues are rather low with 16 million euros for TV,
about 5 million euros for newspapers and 1.5 million euros
for radio stations.’® Altogether, the Moldovan economy is too
weak to support independent journalism — at least in the pres-
ent configuration of the media market.

Teleradio-Moldova (TRM)

In Soviet times, Institutia Publicd Nationala a Audiovizualului
(IPNA) Compania “Teleradio-Moldova” (TRM) was the regional
channel of Gosteleradio, the All-Union radio and television
network. In 1990, it became the national broadcaster of the
new Republic of Moldova. Initially, TRM was legally organized
as a state company before it was turned into a “national public
institute” in 2004.

However, gaining the legal status of a public broadcaster
did not come with the freedom and independence that this
should imply. Moreover, Vladimir Voronin’s communist gov-
ernment (2001-2009) that initiated the reform never meant it
to do so. Voronin’s party turned TRM into a propaganda instru-
ment with very limited access to airtime for the opposition.
Pluralism of opinion was thus drastically diminished while
government successes were overemphasized.” When the Vo-
ronin regime was toppled in 2009, the new pro-European gov-
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ernment installed a different leadership at TRM as one of its
first acts in office. The new management, in office as of Feb-
ruary 2010, started a reform process with the declared aim of
transforming TRM into a genuine public broadcaster serving
the interest of the public. During the first five years of transfor-
mation, the company closed down its international channels
in TV and radio and created a new multimedia news portal and
a youth radio station.

Today, TRM has one TV channel, three radio stations, nota-
bly Radio Actualitati (news) and Radio Tineret (youth) on-air,
as well as Radio Muzical (music) online, and the multimedia
department, producing and distributing content on www.trm.
md and through social media. TRM mostly broadcasts in Ro-
manian. There are TV programs for ethnic minorities in Rus-
sian (including a news show) and radio programs in Russian
and other minority languages such as Ukrainian and Bulgar-
ian. In addition, Gagauz Radio and Television (GRT), the pub-
lic broadcaster of the autonomous territory, cooperates with
TRM. Although GRT is associated with TRM it operates com-
pletely independently from it as part of the cultural autonomy
of the Gagauz territory. Although Gagauz are a Turkic nation
of Orthodox religion, only a few journalists speak and work in
Gagauzian which is why the majority of the programming of
GRT runs in Russian.

TRM has set itself clear objectives, as well as a clear vision,
mission, and values stressing its public service remit.®® The ob-
jectives include “fast, complete, and objective information of
the citizens,” “assuring the right to information on the base of
pluralism of opinions, impartiality,” “assuring access to infor-
mation to all citizens,” “presenting events, contributing to the
formation of public opinion,” “promotion of national values,”
as well as presentation of the socio-political reality of the Re-
public of Moldova. The production of programs for children
and young people is mentioned explicitly.

TRM'’s vision is to promote the restructuralization pro-
cess on a managerial, organizational, editorial, technological,
and human resource level in order to be able to function in
a competitive media environment with topically and artisti-
cally diverse formats, with the aim of improving the quality
of content.”?

TRM'’s mission states that the PSM is “to produce radio and
TV programs for all segments and categories of the public.” Its
values include responsibility, credibility, editorial indepen-
dence, political, and social pluralism.

Overall, TRM has the program structure a public broadcast-
er needs to fulfill its service functions. This applies to special
programs for ethnic minorities as well as young audiences, but
also to other shows for specific social groups such as rural pop-
ulations, children, and families. It is the question of content
which might decide to what extent it can live up to the needs
of the audience.

Stakeholders in the Transformation Process

Although the Moldovan media landscape is very small, it has a
very vibrant media community with strong media NGOs and
competent media experts. The community has taken an active
role in the transformation process of Teleradio-Moldova with
the most important actors being the Independent Journalism
Centre (IJC) and the Electronic Press Association (APEL). Both
Moldovan NGOs have received grants from foreign donors on
a regular basis.?® In 2010, Angela Sarbu was elected director of
the television department of TRM by the Council of Observers.
Before this, Sarbu had headed the IJC for ten years. Thus, civil
society was directly involved in the transformation process
from the very beginning. However, Sarbu resigned in 2012,
declaring she lacked support from the rest of TRM’s manage-
ment for her reform strategy.*

The transformation of Teleradio-Moldova into a genuine
public broadcaster has been supported by various interna-
tional donor organizations: the Council of Europe funded
the creation of the new multimedia department. The United
Nations Development Program (UNDP) financed a “Study on
the restructuring options for the public Company Teleradio-
Moldova” elaborated by the Business Consulting Institute® in
cooperation and a consultant from the European Broadcasting
Union EBU with NPI [National Public Institute] ‘Teleradio-Mol-
dova” in August 2011 that serves the management as a basic
guideline for the reform process.

Soros Foundation Moldova

The Soros Foundation Moldova supported the transforma-
tion process at TRM up until early 2014. Through a long-term
partnership with APEL, it provided Teleradio-Moldova with as-
sistance in producing a set of internal normative acts (regula-
tions and other documents necessary for the implementation
of reform). Furthermore APEL advised TRM’s management
on reforms to the company’s salary system and monitored
its programs in order to evaluate the progress made. It also
monitored the manner in which TRM was managed in or