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THE NEED FOR TRAINING IN THE MEDIA
Is it possible to change the media without the contributions of young people?

T

he impact of the Advanced School of Journalism is
probably little felt. The school could probably do more.
Young reporters are probably not yet fully prepared to enter
the profession, but are the Moldovan media indeed ready for
a change?
Training journalists—habit or need
The Advanced School of Journalism (ASJ) entered the Moldovan media market three years ago (in 2006) as a project of the Independent Journalism Center (IJC). The need for the long-term
training of journalists had been in IJC’s sight for several years
because the impact of seminars and training, of summer school
and of short-term workshops was hard to sustain. “One thing,
however, was clear: the impact was less than we expected or than
what we had wished for,” wrote Angela Sârbu, IJC director, in a
speech presented during an international symposium. She added
that the reasons could be, as usual, both objective and subjective. “No systematic sociological studies have been conducted
to ascertain the real and concrete needs of media organizations.
That is why various training programs addressed the media in
general and did not tackle the specific problems of individual
outlets. Likewise, conferences and seminars did not have continuity because many international donors prefer to fund one-time
activities, not multi-stage ones.”1
Since its inception, IJC has conducted over one hundred training activities involving journalists from various media organizations, and other organizations have held numerous seminars for
Moldovan media representatives. The Moldovan press is even
today invited almost every month to training sessions on various
subjects and in various areas. There are categories of journalists who do not miss a session, and there are organizations that
organize training for the media although they have nothing to
do with this sector. Such activities are part of the inertia of the
country’s long-term political transition and continue to enjoy the
generosity of foreign donors who think (rightly so) that the media are a power that can facilitate the democratization of society.
What must be taken into account is that learning a bit here and
there has not yet yielded the results expected. The dissemination
of knowledge without a well-designed program (only for the
sake of media presence) to individuals present in a training room
(who are often the clients of certain organizations) proved inefficient since the media continue to be poorly prepared to cope
with the changes expected by society. It is necessary to prepare a
generation of journalists with a vertical knowledge of the profession who would know all the rights and obligations that derive
from the trade of journalist. This does not happen in three days;
the purpose and goals established for a short-term activity disappear when the PowerPoint in the training room is shut off.
ASJ has trained and launched 35 young journalists into the
Moldovan media market. ASJ graduates are working today in
1. ”Contrafort”, No. 117-119, July-September 2004, Angela Sârbu, “Training of Journalists – Alternative Solutions”.

many media outlets in Moldova (Ziarul de Gardă, Pro TV, Elita
TV, Business Class, Teleradio Moldova, Radio Europa Liberă),
including in the Transnistrian region (CTV Tiraspol) and in the
Gagauz Autonomous Region (Teleradio Găgăuzia).
The curriculum lasts for ten months and is in line with standards that are already applied in a number of countries in the
region. It is capable of satisfying the requirements for a media
industry in transition2. All students must master what the profession of journalist entails from how to write a news story to how
a journalist should behave in a crisis. During discussions and
workshops with various foreign experts and prominent local
trainers, the two graduating classes have mastered techniques
and methods for working with information, the dangers of
disseminating inaccurate information and the effect of a biased
approach in the media.
How we overcome fear in a sector that is poor, unclear,
compromised, manipulated...
Some graduates were snapped up from their school desks by
local media, while others are still being courted by them. Nonetheless, not all have managed to find their desired workplaces.
In discussions with students from the two graduating classes, I
identified a kind of confusion regarding their future employers.
Young people want to understand better what is hidden by a
media outlet. They know the power of the media and are afraid
that some employers would use them for purposes other than
informing the public. This hesitation of new journalists to enter
the media sector is more than beginner’s fear. It has a much
more profound explanation: it is the fear of a sector that is poor,
unclear, compromised, manipulated…
Ioana Avădani, director of the Bucharest Independent Journalism Center identified more negative aspects of the media after
discussions with the participants in a summer school for young
journalism professors from universities in the Caucasus, Ukraine
and Moldova.3 These included outside influence, taking orders,
lack of responsibility, sensationalism, lack of consistency, corruption and tendencies to corruption, detachment from the public
agenda and insensitivity to the public interest. To the trainer’s
question as to how students could be trained for such a lamentable profession, for such a sorry industry, nobody offered a
concrete answer.
“In this situation, it is obvious that today we are preparing a
generation that must change the image of the media from immoral and amoral to one of a noble, specialized and profitable
industry, subject to the rules of the market,” Ms Avadani added.4
This transitional generation of journalists must be aware
of the environment in which they will work and must devote
2. “Mass Media in Moldova”, December 2006, Vitalie Dogaru, “New School for New
Press”.
3. “Old Dilemma”, No. 184, August 2007, Ioana Avădani, “How New Can aNew Model of
Teaching Journalism Look?”.
4. Ibid
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themselves to shaping it and to subjecting it to the standards and
values they will approach in everything they do. We need people
who understand their roles as doctors for a media industry in
convalescence and who are ready for a change for the better.
Unfortunately, this requires a lot of effort, courage, non-conformity, knowledge and, if you will, a little madness, otherwise
who would want to work in a sector with the characteristics
Ioana Avădani described? It is hard to work in an industry that
has accepted its role of buffoon in court and to confront continuously the arrogance and stupidity of some sources which must be
taken into account only because this is required by writing standards. It is even harder to believe that you can change anything,
keeping in mind that change may be only an illusion served up
each time with the same cynicism every four years around the
elections.
Many young journalists allow themselves to be carried away
by the strong trends in the Moldovan media. They write without
thinking about the effects of their work, they talk only about the
intrigues fabricated by the politicians, they analyze what they
think happens and disregard their public audience. Often they
are dangerous because they have good training and arguments
for everything they do. They serve as a model for journalists that
is enriched with qualities that are envied by young people facing
financial and employment problems and is appreciated by the
authorities.
The lack of an advertising market and of a market economy
in general does not allow media outlets to make a profit and
to develop. This impediment may prevail as long as the media organizations themselves do not change their attitudes to what they
do and do not invest more in passing on to another stage and to
another level in their relations with society. This can be achieved
only by engaging young people who are well trained and capable
of practicing journalism with new principles and who are not
affected by the malice of the transition that made the media a
marginal power that was frequently soundly criticized both by
the authorities and by the public.
The role of ASC is to make young journalists immune to the
risks the profession bears currently in the Moldovan press, to
make them understand and identify by themselves solutions to
the problems they will face in practice, and to prepare them to
cope with pressure from authorities and media managers.
Lack of examples: lack of experience
The ASJ enrolment office encounters the same problem every
time applicants are asked to mention the name of a journalist
they know and like in the Moldovan media. Most applicants
hesitate over this question. Then they mention TV or radio
stars (some of them even mention radio station DJs!) It is a sad
example, but it proves that those who want to become journalists
do not know outstanding representatives of the profession they
want to join.
With the assistance of the enrolment staff, applicants may
name an editor or two…and that is all! I do not think that applicants are to blame for this. It is rather a problem of the Moldovan
media which lacks professional journalists, so prospective students are frequently uniformed about editors and commentators.
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If you have attended journalistic events in recent years, you
may have noticed that the average age of journalists present is
around 25. The young reporters, who many times are students in
their last years at university, learn from each other how to report
news. Occasionally, experienced journalists also come to events
or conferences, but they are concerned with management and
editorials. I do not blame the latter for their lack of interest in
what happens in Moldova; I want only to show how the number
of those who can offer “first hand” examples of good journalism
is limited. In the absence of contact between generations in the
field, currently Moldovan journalism is an imported product
promoted by the young generation and little appreciated by the
“deans” of the profession. The new approach will readily adapt
itself to local conditions and will not resist too much without a
natural selection by practitioners and by theoreticians lacking
media experience.
“Every reporter wants to become an editor”
Often you understand from discussions with future potential
journalists that what they want to do is to sit in offices with air
conditioning, coffee and the Internet and…to write. This is how
a young journalist described to me the working conditions to
which she aspired. What will you write about I asked her. About
life, she said. Our lives, the future journalist specified seeing
confusion on my face.
Such honest confessions can be heard very often in university
auditoriums where they come “to write about life.” This is a very
dangerous tendency which, unfortunately, often occurs. Not
long ago I was a member of the jury at a contest for young journalists who wrote about human rights. Out of the eleven papers
submitted, only two (!) had real stories with real people that
could be documented on the spot; two were based on fairytales
heard in a village, and the other seven (!) were “writing about
life” i.e. second-rate essays, and this even though most of the
contestants were second or third year university students.
This proves that Moldovan journalism is not yet grounded in
reality. During the transition to a media industry that is free and
close to the people, Moldovan journalists got stuck in seminar
and conference theories and got impregnated with concepts that
prevent them from seeing beyond the theoretical and abstract
parts of this profession.
ASJ aims to take the young people away from air conditioners
and into the real world where they are needed to offer alternatives. The new method of teaching journalism must be marked
by practicality and by critical thinking about the information
available and the society for which they work. The rehabilitation
of local media will succeed only in this way. But whether the
media are ready to accept this change is a different question to
which the students of the first two graduating classes have not for
the time being found an answer.

Vitalie Dogaru,
Academic Coordinator,
Advanced School of Journalism
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Media as Business

The Circulation of Moldovan Print Media:
Regulations and Monitoring *

T

he amount of advertising in print media is increasing
(Figure 1)1 despite the fact that both newspapers and
local advertising agents2 feel the lack of a managerial and
marketing culture.
Figure 1: Amount of advertising in Moldovan print media
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Note: Amount shown in USD
Source: International Advertising Agency Zenith Optimedia

With the exception of Komsomolskaya Pravda, Makler, and
more recently, Jurnal de Chişinău and Timpul de Dimineaţă,
Moldovan newspapers and magazines do not have marketing and promotion departments. Most of the time, it is the
editor-in-chief who is in charge of this aspect of the business.3
A solution in this case would be to hire individuals or to contract advertising companies to be in charge of marketing the
publications. Thus, the media outlet’s responsibilities would be
divided, and the task would be decentralized.4
In addition to the lack of a marketing culture, directors of
print media outlets point out other several problems including
the following:
• Although it has increased in recent years, the amount
of advertising offered to Moldovan print media is very small
because newspapers are not printed in color.5 Most companies
that want to promote their products do not conceive of doing
so in black and white which means they rely on television
1. AGB Nielsen Media Research reports prove this. In 2006, the total amount
of advertising in Moldova was approximately $14 million, and, in 2008 it
reached nearly $34 million www.agbnielsen.com.
2. Foreign companies and those with foreign capital understand the value of
advertising and have viable strategies regarding marketing. For instance, the
2007 report of The Ad Age Group “Global Marketers” which includes the top
10 companies with the largest investments in advertising in Moldova lists
only 3 companies with local capital; the others are either foreign companies
or have foreign capital www.adage.com.
3. “Perspectives of Creation of An Audit Bureau of Circulations in Moldova,”
Independent Journalism Center (IJC), Chişinau 2005, page 30 http://www.
ijc.md/Publicatii/resurse/audit.pdf .
4. Victor Gotişan, “Why Media Fear Transparency?”, http://www.azi.md/
comment?ID=51507.
5. This is due to the very small budgets of Moldovan newspapers. Printing a
publication in color form is very expensive. According to newspaper owners,
the publications do not have enough funds at present to come out in color.

(Figure 2). In addition, even the small amount of advertising
provided to the print media often generates certain problems
as generally newspapers and magazines obtain advertising
according to the law of the jungle law. As Ludmila Andronic,
director of Business-Class magazine says, “Journalists are ready
to fight with each other to obtain advertising.”
• Ms. Andronic further points out the fact that, “Print
media have not yet learned how to attract advertising.” Television already has a trade union that regulates advertising and
its pricing, but print media do not yet have such a regulatory
mechanism. On the other hand, Liviu Burlacu, the general secretary of Matesz, the Hungarian Audit Bureau for Circulation
[ABC]), says that it is common everywhere to prefer TV to
print media for advertising; he thinks that, “This argument of
print media directors is a false one, as print media have a long
way to go in their competition with television. If print media
prefer to be caught napping and to complain that the public
prefers television, they might as well stop printing and bury
themselves. Blaming anyone but oneself is extremely counterproductive.”
Figure 2: Amount of advertising in the local media market in 2008
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• Moldovan advertising companies and agencies feel that
providing advertising to print media outlets is like sponsoring
them and often treat the media from exactly that point of view,
i.e., as charity cases. Normally in a society that has an advertising culture and quality print media, it is the advertising agent
that must come up with the advertising initiative. The agent,
however, wants to have a choice in placing ads and expects
certain quality and quantity services6 from print media outlets
which the latter many times regrettably cannot offer. Since a
charitable relationship presumes that there is someone who has
money to give on one side and someone helpless, holding out
a hand begging on the other, “If this is so, wouldn’t the print
media want to change things, to enhance their professionalism
6. Quality of print media from a journalistic point of view encompasses design, professional journalism, color pages etc. By quantity we mean the actual
print-run, of course.
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so as not to depend on ‘donations’ but rather to get their share
of revenues from advertising?” Mr. Burlacu wonders.
Other factors that hamper the development of a sound
advertising market for the Moldovan media are the lack of a
functional market economy, the exceedingly close relationship between politics and the economy, the state monopoly in
distributing print media, the lack of foreign investment from
international media companies and, the most serious problem
in this regard, the lack of transparency regarding media ownership.7
Circulation and transparency of print media
Circulation is one the indicators that can characterize the
health of a publication. In a truly transparent society, this
indicator is a primary one for attracting advertising. During
the Soviet era, the lack of diversity in the media market gave
existing state-controlled publications circulations of hundreds
of thousands copies.8 Even at present there is a desire to have
large circulations, so most Moldovan publications display
print-runs that many times are not justified. This happens for a
number of reasons.
1. Fear of an opponent’s print-run: Stating the actual print-run
would reduce the publication’s credibility with competitors.
2. Fear of advertising agents: Editors say that once advertising
agents find out the actual print-run, they might reduce or
even stop providing advertising and go to other publications.
3. Fear of readers: Newspaper and magazine owners believe
that if they indicate the actual print-run, they will lose their
readership.
Print media experts also acknowledge that we are still influenced by the Soviet mentality with regard to a publication’s
circulation. “We were used to very high print-runs, but at one
point, we realized that we had to state some three-figure printruns,” says Ms. Andronic. While it is very nice to indicate in
the technical boxes that we have print-runs of thousands and
tens of thousands of copies, opinion surveys show that most of
the population does not read the print media (Table 1).
Moldovan print media have not realized that quality is more
important than quantity. While circulation is definitely an
important characteristic of Moldovan print media, the figures
must be real and must reflect the real readership of local
newspapers and magazines. “We must acknowledge that it is
not logical to state high print-runs that are neither supported
by readers’ purchasing power nor justified by sales. If we make
print-runs for returns, then we should subscribe to a scrap
paper collection agency and at least make some money,” added
Ms. Andronic.
7. Angela Sîrbu, “Challenges and Performance of Moldovan Media,” Independent Journalism Center (IJC), www.ijc.md.
8. The Soviet publications, Pravda, Izvestia snd Trud had print-runs of millions of copies.

Table 1: Print media readership
Frequency
Daily
Several times a week
Several times a month
Once a month or more often
Not at all in the past 3 months
Don’t know/No answer

November 2007 (%)
9.3
31.9
18.3
10.3
29.2
1.0

October 2008 (%)
12.7
27.1
22.5
11.3
23.9
2.5

Source: Public Opinion Barometer, October 2008, www.ipp.md

The three fears cannot last forever, and delaying improving
the situation reduces the chance for the press to become transparent and credible in the future, at least to advertising companies and agencies. One of the solutions would be to establish a
mechanism for monitoring and auditing print media.
Would an Audit Bureau for Circulation be a solution?
In 2004, IJC proposed creating an ABC. Such a bureau
would audit print media outlets and would conduct studies
and issue reports containing data about circulation, sales and
returns on newspapers and magazines. The existence of an
ABC would clear up several problems by achieving the following:
• creating a shared space for discussions among the parties
involved including media editors, advertising companies and
advertising agencies;
• dividing responsibilities so each party involved in a project
takes care of its area, i.e., the agent provides advertising, the
company distributes it and the media publicizes it;9
• enhancing credibility with advertising clients and media
consumers and establishing transparency regarding the activity
of the press and of advertising companies;
ABCs have proved their efficiency in countries where they
exist. The first ABC was created in 1914 in the USA. Thirtynine such bureaus function at present worldwide. The essential
elements in opening an ABC are independence and transparency in print media. Unfortunately, both those elements are
hard to find in the case of Moldovan publications. Dumitru
Kalak, director of the economic newspaper Logos-Press, thinks
that, “We cannot speak about the independence of Moldovan
print media as long as the publications are controlled by political or financial structures. As to transparency, many discussions with media editors have proved that they are not yet
interested in stating the actual print-run, which I think makes
the opening of such a bureau impossible for the time being in
our country.”
Many experts think however that it is not necessary that all
publications join the ABC right from the beginning. In fact,
this is unlikely to happen. Newspapers that are truly transpar9. The scheme followed by a viable marketing and promotion activity: advertising agent (source) - advertising company (distributor) - media outlets
(publicizer) - public (receiver).
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ent and independent are expected to join first, to be followed
later by the other publications. “It is possible, or even normal,
that not all press will be in favor of an audit bureau at the
beginning. Or the opposite may happen, when there are too
many publications, and then later, only those publications will
remain that regard the press as a business and not as a simple
mouthpiece. In the end, each publication will be free to choose
whether to join the ABC or not,” Mr. Burlacu believes.
An audit bureau can be the engine of a transparent, healthy
press. We cannot say that it is the only engine, but it is an important one, and the longer its creation is delayed, the longer
the road to a transparent press will be.
Challenges for a future ABC in Moldova
The creation and operation of an ABC raises many questions among newspaper and magazine owners, namely funding
sources, what its structure will be and how it will operate.
Regarding funding, ABC secretaries in Hungary and Romania
think that the dilemma is easy to solve because the money
flows in only one direction: from the advertising supplier to
the publisher through advertising agencies. Thus, the answer
is obvious: the publisher should provide most of the funding.
However, there are cases when most of the funding comes
from advertising agencies, e.g., in Russia, but such cases are
very few (Table 2).
A solution at the outset would be to obtain grants from
international organizations, but “in no case the government,”
says Mr. Burlacu. In the long-term, an ABC should become
self-sufficient.10 The ideal formula would be for the organization at the beginning to be funded from a number of sources,
so that conflicts of interest could be avoided and, as a result,
trust could be built among financers along with a positive
perception of cooperation among them.
Table 2: ABC funding in Romania, Russia and Hungary
Country

Publishers (%) Advertising suppliers (%) Advertising agent (%)

Russia

1

1

98

Romania

75

5

20

Hungary

92

1

7

Source: “Perspectives on the Creation of an Audit Bureau for Circulation in Moldova”, IJC, Chişinău 2005, page 52, http://www.
ijc.md/Publicatii/resurse/audit.pdf

The structure of an audit bureau must be discussed during meetings of the participants. The functioning of various
institutions has been highlighted in a multitude of examples
10. Nonetheless, we should not forget that self-financing does not mean only
money. In addition, the financers will have to do volunteer work or will have
to provide space for the bureau, equipment, donations etc.
11. Evenimentul Zilei and Cotidianul are investigative newspapers and
are among the publications with the highest circulation in Romania. These
newspapers have successfully combined professional journalism with a commercial aspect. This was possible, however, due to good media management
which Moldovan publications generally lack.

that must also be considered. For example, will publications
that specialize in a certain area (like investigations) or that are
party organs and are thus less “commercial” (Ziarul de Gardă,
Flux, Comunistul etc.) find a place in an ABC? How will such
publications manage to attract advertising as most of the time
they claim they are “scarecrows” to advertising agencies. Actually, we can have investigative journalism, political journalism
and at the same time, a media business. Specialized publications also exist in countries that have created ABCs and have
prospered as a result. The case of such publications in Romania
is an eloquent one.11
Most publishers think that they sell advertising space which
is a major mistake. A publication must understand that it sells
its audience, not its space. The advertising agent needs the
readers it obtains by buying space. A business in such a case
needs to create an audience to sell later to advertising agents.
The launching of a newspaper is an exercise in creating a specific audience. Regardless of the content of a newspaper or of a
magazine, even if it is only investigations or only politics, if the
publication has a consistent audience and print-run, advertising agencies will surely choose it.
Instead of conclusions...
The advertising market in Moldova is growing indeed.
In just the past three years, the amount of advertising in the
media has increased nearly three times which proves that the
increase is on going. Print media must attract the money that
comes from advertising as a source of funding for publications.
Although there is little money in advertising, the print media
must be smart and take it, otherwise they will go begging.
Advertising and paying for it can be regulated by an institution, regardless of whether it is called an ABC or something
else. This institution should implement initiatives to change
the orientation of print media in their efforts to sell advertising space; to raise decision making about placing advertising
from a primitive, random level to a professional level and to
change the image of the print media compared with TV, radio,
Internet etc. Such changes must be based on cooperation
among publishers, advertising agents and clients; the essential elements in this regard would be transparency and trust
among the parties.
Victor Gotişan
*This article was published in the framework of the project
“Building the Capacity of Relevant Institutions to Create an Audit
Bureau for Circulation in Moldova,” implemented by the Independent Journalism Center (IJC) with the financial support of the Eurasia Foundation’s Moldova Representative Office with funds from
the United States Agency for International Development (USAID)
and the Royal Netherlands Ministry of Foreign Affairs. The opinions
expressed in this article do not necessarily reflect the point of view
of the donors or of IJC.
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Media Thieves or the Tradition of Theft in
Moldovan Media
A
lthough they claim to be messengers of democratic values and models of correctness in society, the
Moldovan media still have many shortcomings. In addition
to political bias and a lack of impartiality, a significant
“disease” from which our media suffer is plagiarism. In
most countries of the world, the observance of a copyright
is sine qua non; the few cases of plagiarism that occur are
punished by law and by public disapproval. In our country,
however, media thefts occur almost daily, but only a few
complaints have been filed.

From slaves to information
The word plagiarism comes from the Latin plagium which
means to sell slaves who do not belong to you to others, a
very serious crime in ancient times punished in accordance
with existing laws. Today’s values have changed, but so have
the thieves. The item for sale is not a slave any longer but
is instead an intellectual creation, and its equivalent value
is not necessarily measured in money but in professional
prestige, academic titles or other things that satisfy human
vanity.
According to the Explanatory Dictionary of the Romanian
Language (DEX), to plagiarize means, “to appropriate, to
copy in full or in part the ideas, works, etc. of someone else
and present them as one’s own; to commit a literary, artistic
or scientific theft.”
Harsh sanctions
According to the Moldovan Constitution (Article 33, paragraph 2), “The right of citizens to intellectual property, their
pecuniary and non-pecuniary interests arising from various
types of intellectual creation is protected by law.” Thus, the
authors of press stories as well as copyright holders are protected from plagiarism by the Law on Copyright and Related
Rights, the main document establishing how to exercise
such intellectual property rights, and also by the Civil Code,
the Administrative Code and even by the Criminal Code.
These legal acts provide for rather harsh sanctions to be
imposed on those who appropriate work created by others:
from 500 to 500,000 lei to be paid as loss recovery or receipt
of revenues (Law on Copyright and Related Rights, Article
38) to unpaid community work lasting 180 to 240 hours and
depriving the legal entity that committed plagiarism from
carrying out certain activities for a period of from 1 to 5
years (Criminal Code, Article 185).
Agencies are main victims
TAll these possible punishments do not seem to scare information thieves in our country. Cases of plagiarism can

be found equally in print media, on radio and television and
on line. The ones who suffer the most from plagiarism are,
however, news agencies. Despite the fact that each agency
indicates on its website that reproduction in full or in part
of its material is possible only with its written agreement,
there are many “smart minds” that prefer to ignore such
warnings and to offer the agency’s products as their own.
A number of reporters from various news agencies told
me that their own clients are their number-one enemies.
Newspapers and radio and TV stations that subscribe to
a news agency often relay its news without indicating the
source, thinking that by paying for the subscription they are
also buying the copyright. Others who are smarter get rid of
the obligation to quote the agency by changing the sentence
order and sometimes adding a new detail to the story. In
fact, some news agency reporters also use this technique.
A journalist from a Chisinau-based news agency confessed
that sometimes she waits until news about events she attended is published by other agencies, after which she writes
her own text, drawing her “inspiration” from those stories.
The agencies that provide free access to their news items for
their website visitors are the ones that are the most exposed
to the risk of being robbed. For instance, the news of InfoPrim Neo agency (which usually posts most of its news on
its website and gives free access thereto) can be found on various Internet portals, but not always with a reference to the
source. Agencies had a lot of trouble with the news portal
presa.md which used to take news items from other agencies
and sign them with the names of the journalists working for
that portal. Nonetheless, none of the agencies dared to sue
the portal. One of the reasons for this was that according to
the Copyright Law, news of the day and facts with the character of simple information are not subject to copyright.
Television—both thief and victim
Plagiarism is less obvious on radio and television; however,
our TV stations have already made a tradition of not quoting sources for external news. Frequently, images are used
without keeping the logo of the foreign TV station, and the
text is simply translated and read out.
There are cases when reporters from certain TV stations
dare to paste portions of news items or even the full text of
a news story taken from a news agency to pictures taken at
events and offer them as their own original products. Although more rarely done, television also can take inspiration
from print media. In such cases, TV stations limit themselves to stealing the idea. An example in this case is an article
published a few months ago by Jurnal de Chişinău that
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provided details about the death of parliamentary attorney
Ivan Cucu. The evening of the day on which the article came
out, a Chisinau-based TV station broadcast information on
the same subject with the same details during its newscast
but quoted the General Prosecutor’s Office.
On the other hand, TV stations also serve as an important
source of information for the other types of media in our
country. Newspapers, portals and news agencies often use
information broadcast during TV programs without quoting
the source or, in the best case, using the phrase, “during a
program broadcast by a local TV station.”
The spoken word is a good environment for plagiarism
Radio stations have the best conditions for plagiarism. I
have repeatedly noticed that news produced by Jurnal de
Chişinău and posted on its website has later been broadcast on radio stations without indicating the source. More
serious were the cases when certain radio stations broadcast
a number of stories about stars that had been published in
Jurnal de Chişinău, but said that the stories were theirs and
were exclusively presented by them. The newspaper, however, did not respond in any way, nor did the radio station
Vocea Basarabiei whose program “Vorbim corect limba
română” (“We speak Romanian correctly”) has been relayed
for a long time by other radio stations that do not state who
the author is. Valeriu Saharneanu, President of the Union of
Journalists of Moldova and co-founder of Vocea Basarabiei,
says that they did file an action in court about this plagiarism because they decided that the “thieves” were educating
themselves through theft but that filing it did not rectify the
situation.
What is written by pen...
In print media, “informational theft” is seen from a distance; nonetheless, newspaper staffers do not hesitate to
practice it. At the beginning of October, a Moldovan website
(sluhoff.net) posted a press release in which it signaled out
repeated thefts of its news by two journalists of the Moldovan edition of Komsomolskaya Pravda. According to the
release, the Komsomolskaya Pravda journalists copied not
only the articles the sluhoff.net journalists had written and
posted on the website but also the pictures accompanying
them which also belonged to the website, and then signed
them with their names. In fact, newspapers very rarely quote the source when they relay articles from various websites,
especially foreign ones. Foreign news published in newspapers many times does not include the name of the author
or the source. Some publications have developed a habit of
inserting news from agencies in their pages without quoting the source, washing their hands by claiming that they
indicated the names of the agencies they use in the technical
box. It is already an accepted norm for newspapers not to
quote the source when it is a competitor. The formula used
instead is “Chisinau press has written on this subject...” This

december 2008
is what a newspaper did when writing an article about the
award of three 1,000,000 lei prizes, instead of the ten state
prizes promised by the Government prior to that, although
the only publication that had written on this subject was
Jurnal de Chişinău.
Only three cases
At the end of October, the Romanian press wrote about a
case of plagiarism discovered in their media. According to
the newspaper Evenimentul Zilei, Andreea Pora, a journalist from the website HotNews, had to end her cooperation
with a news agency after a number of bloggers reported on
line about presumed plagiarism from Cotidianul and Ziare.
com in her articles. In Moldova, if journalists have been
fired for plagiarism, this has not been made public. In fact,
only three lawsuits related to copyrights have been filed
in Moldovan courts so far according to the lawyer Vitalie
Zamă. These were the cases Tatiana Migulina vs. Aquarelle
SRL, Pavel Bălan vs. Vasile Stati, and Association Copyrights
and Related Rights vs. Teleradio-Moldova. Of these, in only
the last case did the plaintiff win the lawsuit. Most of the
time, victims of plagiarism avoid going to court due to lack
of time and to high legal fees and because those who robbed
them are after all their colleagues or even friends. Therefore,
when a journalist discovers that he has been plagiarized, he
either ignores it or in the best case, he reprimands the thief,
and that is all. Nonetheless, Mr. Zamă thinks that national
legislation contains sufficient remedies for judicial defense
of media copyrights. It is up to the holders of such rights to
defend them in court and for the national courts to apply
these legal provisions coherently and uniformly.
The supervising “eye”
Obviously, plagiarism will cease to exist as a phenomenon
in Moldovan media only when journalists truly understand
that the appropriation of somebody else’s text is a common
theft and will be punished as such. In addition to journalists’ consciences, there should be a means of verifying their
honesty. For instance, Lithuania has a Journalist Ethics
Council that meets every two weeks to review the newspapers published from a number of aspects, including for
plagiarism. Things have gone even further in Russia. Russian programmers have invented and put into use a search
system symbolically called “anti-plagiarism” which searches
for similarities among texts published in the Russian print
media and thus discovers thefts. Moldova also has a National Commission of Journalist Ethics, but according to its
chairman Valeriu Saharneanu, it has not yet discovered any
plagiarism. “Plagiarism is a very bad thing; it means intellectual theft. Although this phenomenon is not unknown
in Moldovan journalism, I think that journalists who care
about their reputations do not practice it; it is common only
for upstarts in this profession,” Saharneanu declared.
Mariana RAŢĂ
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The Coverage of Public Authorities
by the Local Press

L

ocal newspapers encountered more obstacles on their
way to independence at the beginning of the transition period than the national press did. The most frequent
problems were attracting advertising given their small
print-runs, limited access to information and authorities’
attempts to influence the editorial policies of their newsrooms. In order to cope with the new requirements, to
remain truly independent and to enhance the impact of
the independent press in Moldova, some media outlets,
mainly local ones, united in 1997 to form the Association
of Independent Press (API) with a mission to support the
politically non-affiliated press in its efforts to create an
open society.1

At present, several API-member, local publications have strengthened their positions in the media market and have asserted
themselves both as reliable suppliers of information and as businesses that manage to cover their production costs and even
make a profit. They have successfully combined journalism
principles with marketing principles, thus becoming viable.
However, not all media outlets have managed to remain impartial and neutral in their relations with their local public administrations (LPA). In addition to publishing LPA decisions as
advertising, some API publications have concluded agreements
of cooperation with local mayors’ offices to cover LPA activities by publishing a certain number of articles throughout the
year. This sort of financial relationship affects the performance
of the publications and changes them from defenders of the
public interest to promoters of local government interests. This
can jeopardize their objective and fair coverage of important
subjects thus depriving the public of important information.
This study aimed to evaluate the behavior of independent media in covering LPA activities and to have API members evaluate their relations with their LPA. It consisted of two parts. In
the first stage, API-member, local newspapers were surveyed
regarding their relations with their LPA. In the second stage,
the contents of three local newspapers were reviewed to determine how they tackled subjects related to LPA activities.
Survey of Relations between API-member newspapers
and Local Public Authorities
Data analysis
The target group of the survey was all regional API members,
except those in the Transnistrian region. In total, 11 newsrooms were approached and were given sample questionnaires
1. http://www.api.md/about/history/index.html

that had been prepared in conjunction with API management.
They contained a number of questions about their experiences
in cooperating with their LPA. Nine questionnaires were filled
out and returned (82%) and were analyzed from quantity and
quality points of view.
The survey results showed that 65% of the publications had
encountered various difficulties dealing with either the district
council or with representatives of the mayor’s office. The other
respondents stated that they had not had any problems in their
relations with their LPA (Figure 1).
Figure 1: Newsroom relationships with LPA
35%
problems in activity
no problems
65%

Among the problems mentioned by the respondents were
attacks on them in the district press controlled by LPA because
they had published articles criticizing the district leadership
(Cuvântul Liber, Leova), filing lawsuits because of investigations conducted by the independent press (Cuvântul liber,
Leova; Cuvântul, Rezina), limited access to information and
various offices providing information only with the permission
of their chiefs (Unghiul, Ungheni; Ecoul Nostru, Sângerei) irrelevant, pro forma replies to written requests for information
(Cuvântul, Rezina) and restrictions on the access of reporters
to district council meetings (Unghiul, Ungheni; Business info,
Cimislia; Ecoul Nostru, Sângerei; Glia Drochiană, Drochia).
The newspapers surveyed also mentioned that the publications
of district councils were used as tools in denigration campaigns against independent newspapers (Cuvântul, Rezina)
and that reporters were intimidated by public officers (Ecoul
Nostru, Sângerei; Glia Drochiană, Drochia) (Figure 2).
The relationship between the independent press and LPA
should not be of a financial nature because a publication that
is paid from public funds to write about the activities of the
mayor’s office, for instance, might not be candid when reporting about all the actions taken by that office. This leads to
loyalty to state bodies and may deprive readers of the truth if
only the successes of LPA are presented.
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Figure 2: Problems most frequently encountered by media
denigration campaigns
limited access to information
restricted access of reporters to
meetings
intimidation of reporters
law suits
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According to the survey results, six newsrooms stated that
they had signed agreements of cooperation with their LPA and
three had not (Figure 3). These agreements were supplements
to procurement contracts signed after the newspapers won
public procurement tenders announced by the authorities. In
three of the six, the provisions were general and did not specify
the conditions for publishing articles; rather, the agreements
stipulated only that the newspapers shall edit and prepare for
printing the articles provided by the LPA. The other three,
however, stated that the newspaper, “shall not publish articles
about the activities of political entities whose representatives
are part of the district council” and “they shall not publish
articles covering only the viewpoint of the district council
majority.” Also, these agreements stipulated that no articles
covering LPA activities should be published during electoral
campaigns.
The absolute majority (89%) of the newsrooms surveyed said
they did not have any written or unwritten rules about how to
cover their LPA. Just one newspaper answered that it followed
certain rules such as, for instance, “the information about LPA
Figure 3: Media that signed agreements of cooperation with
LPA
6
5

agreements signed w ith LPA

4
3

no agreements signed w ith LPA

2
1
agreements signed
w ith LPA

All respondents said that announcements, including congratulatory messages signed by district leaders, were always paid
for as advertising. They also received payment for publishing
LPA decisions. Two newspapers said that they charged a fee
for publishing only those official decisions that they considered important while seven others did not apply any criteria
for publishing articles. None of the respondents said that they
allotted space for the free publication of LPA decisions.
Conclusions:

1
0.5

0

must be documented and checked with sources, the journalist
has the right to refuse to write an article if ethical conflicts
arise, no contracts are signed if they provide for publication
in the newspaper of pages or supplements of LPA containing information or opinion articles and publication of LPA
documents aimed to facilitate citizens’ access to information of
public interest shall be paid.”

no agreements
signed w ith LPA

Based on the responses given by the survey participants, we
can conclude the following.
— Most independent local publications had encountered problems with their LPA in their operations, the most frequent
ones being restricted access to information and denigration
campaigns undertaken by LPA representatives.
— Over half of the newsrooms questioned had signed agreements of cooperation with their LPAs; however, half of those
agreements contained provisions that left space for maneuvering by the media so that they could not be manipulated
by the LPA.
— Most media outlets did not set rules for how to cover LPA.
They used general rules for accurately and fairly covering
events in society.
Monitoring local press
The newspapers Ecoul Nostru in Sângerei, Glia Drochiană
in Drochia and Business info in Cimislia were selected for
analysis. They were monitored to establish the frequency of
publication of articles referring directly or indirectly to LPA,
the space allocated to those articles, the importance they gave
to them and their tone. In all, 30 issues, published by these
three newspapers from February through December 2007 were
surveyed by analyzing 10 issues per newspaper at intervals of 5
issues starting on February 2, 2007.
The publication Business info was created in 1995 and initially
came out on a monthly basis in Romanian in a four-page A4
format with a print-run of 1000 copies distributed free of charge, mainly in the town of Cimişlia. Eventually, the newspaper
changed its format from A4 to A3 and extended its area of
distribution. At present, the newspaper comes out in a 12-page
A3 format with a print-run of 6000 copies and is distributed in
four districts: Basarabeasca, Cimişlia, Hânceşti and Leova.
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Ecoul Nostru, the first independent newspaper in the District
of Sângerei, was created in 1999. It comes out in Romanian in
an 8-page A3 format with a print-run of 3,300 copies. We find
two relevant points in the newspaper’s promotional announcement: “Ecoul Nostru is a newspaper that does not serve the
authorities or any political party” and “Ecoul Nostru does not
have any other goal than to bring into the readers’ homes the
information as it is.”
The publication Glia Drochiană was registered in 1999 as
an entity not affiliated with state agencies. Initially, it had a
print-run of 250 copies which later increased to 2500 copies. It
comes out in Romanian and Russian in an 8-page A3 format.
Frequency of articles and area
The crucial role of the media in a society in transition is to
serve both as a source of balanced and impartial information
and as a forum for debates and political expression.2 According
to the principles of professional journalism, the information
offered to the public must be truthful and balanced and cannot
tolerate partisanship in favor of one party or another. Journalists must be aware of their roles when they select the news and
should not let themselves be influenced by personal opinions
when they write about a subject. Their role is to offer sufficient
information to citizens so that they are well informed when
they participate in decision making.3
In the 30 issues analyzed, the 3 publications published a total
of 79 relevant articles. The greatest number of articles that
referred directly or indirectly to LPA activities came out in
Business info (40), followed by Ecoul Nostru (20) and Glia
Drochiană (19) (Figure 4). The articles in general referred
to matters discussed during the regular meetings of district
councils and mayor’s offices, or they informed the public about
the decisions adopted by locally elected officers and discussed
various aspects of subjects of public interest.
The three newspapers monitored provided a total area of
18,794 cm2 to relevant articles. The largest area was allocated
by Ecoul Nostru at 7227 cm2. Business Info reserved 6870
cm2 for relevant subjects, and Glia Drochiană had 4697cm2.
However, when related to the total number of articles published during the reference period, Business info ranked first at
approximately 17% of the 231 articles it published followed by
Ecoul Nostru at 15% of 137 and Glia Drochiană at 14% of 137.
Importance/placement of articles
The placement of articles in print media serves as indicator of
their importance. By putting an article on the front page, the

Figure 4: Total number of relevant articles published from
February through December 2007
Frequency
40
30
20
10
0
Business info

Ecoul nostru

Glia drochiana

press indicates its significance. In general, the articles analyzed
were not always considered a high priority by the editors as
they were mainly on the inside pages of the newspapers.
Approximately one third of the total number of articles
analyzed (27 of 79) was on the front page. Most of those (12)
were on the front pages of Business info, and the fewest were
in Ecoul Nostru (Figure 5). Glia Frochiană considered 9 of its
19 relevant articles (over 50%) important enough to be on the
front page. When taking into consideration the total number
of relevant articles, however, the largest percentage on the front
page was in Glia Drochiană at 47% followed by Business info
and Ecoul Nostru at 30% each.
Figure 5: Relevant articles on the front pages of the three newspapers
33%
Business info
Glia drochiană
22%

Ecoul nostru

45%

The front-page articles mostly referred to the regular meetings
of district councils ( “August totals, September tasks” Business
info, 7 Sept 2007, “New, rather relevant points in the district
council’s activities” Business info, 9 Nov 2007; “Organizational
chart and staff positions changed” Glia Drochiană, 9 Nov 2007;
“Education Division has a new chief ” Glia Drochiană, 21 Oct
2007) or were various congratulatory messages addressed to
teachers and librarians on their professional days which although they had been paid for as advertising were not labeled
as such. It must be noted that Ecoul Nostru paid less attention
to articles about LPA official meetings and placed them on
inside pages. Its front-page articles referred more or less to
subjects of public interest (“Bars or brothels?” on 2 Feb 2007

2. Webster, D. (1992). Building free and independent media. Freedom paper, 1. Retrieved January 29, 2008, from http://usinfo.state.gov/products/pubs/archive/
freedom/freedom1.htm
3. Eliot, D. (2003). Balance and context: Maintaining media ethics. Phi Kappa Phi Forum. Retrieved January 25, 2007, from http://findarticles.com/p/articles/
mi_qa4026
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and “Launching a business contact point in Sângerei” on 9 Nov
2007).
Tone of coverage
The central function of the media—to inform the public about
important facts and events—must not be confused or replaced
by propagating special interests, especially those of governments at both the national and local levels. Journalists must
observe their obligation to supply truthful information for
citizens and to provide a forum for discussions and dissenting
opinions.
Most of the articles analyzed presented LPA in a positive (41
of 79) or neutral (35 of 79) context (Figure 6). This fact can be
explained by the existence of agreements of cooperation signed
with LPA that stipulate the coverage of LPA activities. It must
be noted that none of the articles about LPA was marked as
advertising.
Most articles that presented the LPA in a favorable light were
in Business info (22 or 55% of the total number of relevant
articles). Usually, those articles described the activities of the
LPA and often voiced appreciation for LPA representatives.
For instance, Business info allotted space for a complimentary
article about the final meeting of the Division for Social Assistance and Family Protection in Hânceşti District that stressed
that the specialists in this division had done “something big
and important” in 2006 and that they would manage to solve
all remaining problems because, “…there is good cooperation
among all concerned” (“Shared care for people” 2 Feb, p.3).
Another example in this regard is the article about the tense
situation in the village of Albina related to gasification. According to the newspaper, this was solved thanks to the interference of district councilors who appeared in the newspaper as
“saviors” while Albina’s mayor and other people in the village
were presented as incompetent ( “Tense situation” 7 March
2007, p. 10).
Glia Drochiană and Ecoul Nostru had 8 and 11 articles,
respectively that presented the LPA in a positive light. It must
be mentioned, however, that most of the articles published in
Ecoul Nostru were not just an overview of the issues discussed
during the regular meetings of the district councils or items
that stressed activities that would have created a positive image
for the LPA. Instead, they tackled community problems in
depth. On the front page on 2 February was an article entitled
“Bars or brothels?” in which the author started out describing
the unsanitary conditions and inadequate services provided
by many local bars as discussed in a district council meeting
and then added new details. Another article, “Cleaning of
some localities happens once in a blue moon,” referred to
the bimonthly raids conducted by the commission created to
evaluate hygiene as announced by the authorities and pointed

out problems that had arisen along the way (16 March 2007, p.
2).
Glia Drochiană, on the other hand, mainly published articles
about district council meetings in several regular columns.
The column Local public administration: wishes and facts
published articles in which the mayors of various towns
in Drochia District were presented in a positive light (e.g.,
“Antoneuca has a consolidated partnership” 2 February 2007,
p. 6 and “For the benefit of the entire community” 13 April, p.
2). The column Activities of local public agencies included an
article titled “Theory and practice must be consolidated” about
the organization by the district council and the mayor’s office
of a working meeting with the mayors and deputy mayors. At
the district council is a column that included articles about
council meetings ( “Organizational chart and staff positions
changed” 9 Nov 2007, p.1).
The 30 issues analyzed included very few articles in which the
LPA were presented in a negative context. One of them came
out in Business info on 14 Dec 2007 and referred to the lack of
cooperation and stagnation on the council (“Hincesti District
Council has been making ‘declarations war’ for over a year” p.
2). Two more such articles were published in Glia Drochiană:
one criticized the district chairman’s attempt to influence the
newspaper’s editorial policy (“How to understand you, Mr.
Chairman?” 2 Feb 2007, p.1), and the other criticized the LPA
for its failure to do anything about the disastrous situation of a
street in town (“Will Burebista revive”? 9 Nov 2007, p. 3).
Figure 6: Tone of articles on LPA
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It must be noted that most of the articles analyzed presented
reality more from the viewpoint of the LPA than from that
of ordinary people. The journalists gave priority to official subjects to the detriment of community subjects. Thus,
interviews with representatives of various district departments
and sections referred to indicators registered during the year
which, as a rule, were better than those in 2005, and stated that
their work was, “…also appreciated by the central authorities”
(e.g. “Closer attention could avoid tragedies,” an interview with
responsible officers of the Cimislia fire department published
by Business info p.3,; “District’s social-economic situation,”
an article on demographic statistics, salaries and arrears of
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business companies provided by the district statistical division
in Ecoul Nostru on 16 March, p. 8; “Drochia in figures and
facts” citing data from the statistical division published in Glia
Drochiană on 22 June, p. 1).
The newspapers monitored also published a number of articles
signed by police officers and prosecutors presenting their situations in a positive light only. Also, most of the articles/reports
on district council meetings were limited to an overview of the
subjects discussed without presenting or highlighting the most
important issues and the impact they might have had on the
public.
Conclusions
Based on monitoring of the three publications, we can state the
following:
− LPA activities are covered regularly by all three, and they allocate more than sufficient space to inform the public about
them.
− Many of the articles analyzed were published on the front
pages.
− Most of the relevant articles favored LPA which were mainly
portrayed in positive and neutral contexts.

Recommendations
− Independent media should revise and clearly define their
responsibilities to society during a transition to democracy.
− Any attempt by LPA to interfere in the editorial policies of
newsrooms should be denounced publicly as should any
restrictions on access to information or any activities that
denigrate the independent press.
− The independent press must maintain financial independence from public authorities.
− All articles about LPA activities that are published as part of
agreements signed with the LPA should be marked as such.
This will allow newsrooms to remain in a neutral position
and to publish their own articles when they think it is necessary to clear up issues in the public interest.
− Public authorities should abstain from interfering with the
media, should offer access to information requested according to the legislation in force and should respond adequately to critical articles published by the independent press.
Nadine Gogu
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Monitoring Advertisements Paid for with Public Funds
Published in National and Local Newspapers

M

onitoring was conducted from December 2007
through May 2008 to establish the extent to which
state and private media benefit from advertising paid for
with public funds (from the national budget) and who
the suppliers of state advertising are (Moldovan Government, public agencies, state-owned companies, municipal
companies etc.)

The total volume of advertisements was 11,334.52 cm2
(Table 1). It must be noted that most ministries seldom
advertise in this newspaper. The Ministry of Foreign Affairs,
however, published an announcement about a tender for the
development of a logo and slogan for the Moldovan Chairmanship of SEECP (Cooperation in Southeastern Europe) in
January and February.

The advertisements in the publications monitored—4 national and 4 local newspapers in Romanian and Russian—were
identified and measured and included material that could
be considered hidden advertising. The volume was then
determined. Identifying an article as a public notice, as an
advertisement or as hidden advertising did not necessarily
assume that the publications had been paid to publish them.

Moldova Suverană (Sovereign Moldova) is a national paper
that was formerly state run. It comes out Tuesday through
Friday in Romanian in a 4-page A2 format with a weekly
print-run of 18,452 copies. The paper published 972 public
notices and 35 advertisements. Most of them came from the
following sources:
− judges announcing notifications to appear in court, enforcements of court judgments and vacancies at the Ministry
of Justice;

1. Number and sources of public notices and advertising

− local public administrations announcing tenders for the
sale of public goods;

Timpul (Time), an independent Romanian national daily,
comes out Monday through Thursday in an 8-page A3
format and on Friday in a 24-page A3 format. The technical
box indicates a weekly print-run of 46,750 copies. During
the monitoring period, Timpul published 164 notices and
advertisements paid for with public funds from ministries,
departments, local public administrations, state companies
etc. Advertisements in this category came mostly from the
following sources:

− the Ministry of Health and the Ministry of Education and
Youth announcing vacancies, notes of condolence and educational institutions;
− the Academy of Sciences advertising contests and promoting projects;
− state companies announcing vacancies and the leasing of
space and plots of land.

− judges issuing summonses to court; (although the publication of summonses is usually paid for by the plaintiff, this
is done on behalf of the public institution and reveals its
preferences);

In most cases, the President’s Office, Parliament and ministries published vacancies and condolences in Moldova
Suverană. An example of hidden advertising was a story
on 10 Jan 2008 describing the strategy of Moldova State
University for 2008. Two others were an article signed by
Angela Chicu, Head of the Press Service of the Ministry of
Information Development on 5 February 2008 describing
how the ministry would ensure an increase in the development of information technology and a page dedicated to the
University of Physical Education and Sports signed by the
institution’s deputy rector published on 11 March 2008. The

− local public administrations announcing tenders for the
sale of public goods like plots of land or real estate;
− various educational institutions announcing admissions
for enrollment;
− the Ministry of Health and the Ministry of Culture and
Tourism publishing notes of congratulation, condolences and
vacancies.

Table 1: Volume of advertisements in Timpul
DATE

December 2007

January 2008

February

March

Area

1761.7

2447.33

1360.94

2212.04 1421.99 2130.52

11,334.52

26

22

36

168

Notices and
29
advertisements

April
29

May
26

Total
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total volume of advertisements and advertising material was
46,859.04 cm2 (Table 2).
Nezavisimaya Moldova (Independent Moldova) is a national paper that was also formerly state run that comes out
Tuesday through Thursday in Russian in a 4-page A2 format
and on Friday in a 32-page A3 format with a weekly printrun of 18,950 copies. During the monitoring period, the
paper published 199 public notices, 19 advertisements and
38 articles that could be considered hidden advertising. Most
came from the following sources:
− state and municipal companies like Banca Socială, Moldcomuntrans, Tutun-CTC, Air-Moldova, the railway station
and Moldova Gaz. Examples of stories considered hidden
advertising were those on the results, success and objectives
of civil aviation mentioned on the International Day of Civil
Aviation and President Voronin’s visit to Comrat University
where he talked with the students on 28 February 2008 during elections in the Administrative Unit Gagauz-Yeri. In the
same issue the newspaper published a number of activities of
the political bloc “For a Prosperous Gagauzia.” The newspaper also published general articles about the activities of
the State Agency for Public Procurement, Material Reserves
and Humanitarian Aid, of the Lyceum of the Academy of
Sciences on 23 May 2008 about the districts of Dubăsari and
Edineţ and their local companies and about Promteh-gaz”
SA which is responsible for implementing the national gas
supply program on 24 April 2008;;

− local public administrations announcing tenders;
− the Ministry of Education and Youth reporting registration
for courses, notes of congratulations and condolences;
− government agencies advertising contests, state awards,
exhibitions and condolences;
− the Ministry of Justice and the Ministry of Information
Development advertising websites, paid services and regional
work programs.
The total volume of advertising including hidden advertising
was 56,941.4 cm2. (Table 3)
Komsomolskaia Pravda (Komsomolist Truth) is an independent national Russian language daily that comes out
Monday through Wednesday and on Saturday in a 24-page
A3 format with a print-run of 8,635 copies and on Thursday
in a 56-page A3 format with a print-run of 58,500 copies.
During the monitoring period KP published 137 notices, 29
advertisements, and 21 articles containing hidden advertising. Most came from state and municipal companies (railway
station, Air Moldova, Moldasig, Apă-Canal, MoldovaConcert, Moldconstruct, Poşta Moldovei, Moldtelecom), the
Ministry of Agriculture, the Labor Force Office, the Ministry
of Information Development (passports, ID cards and other
documents), the Ministry of Education and Youth and local public administrations. Examples of hidden advertising
included answering a citizen’s question about receiving his

Table 2: Volume of advertising in Moldova Suverană

DATE

December 2007 January 2008

February March

Area

6734.57

14288.88

13367.27

12448.74 6628.06 5840.26 59,307.78

Notices

152

151

212

177

150

Advertisements

1

17

15

1

1

April

May

130

Total

972
35

Table 3: Volume of advertising in Nezavisimaia Moldova

DATE

December 2007

January 2008 February

March

April

Area

9341

1758.25

9973

13680.5

14412.75 7776

56941.4

Notices

21

35

29

32

39

199

Advertisements

3
12

4

5

1

5

Hidden advertising

May

43

7
6

10

Total

19
4

38

Table 4: Volume of Advertising in Komsomolskaia Pravda

DATE

December 2007 January 2008

February

March

April

May

Total

Area

9850

9611.5

10518.25

6896.5

14472

7462

58810,25

Notices

44

16

17

12

29

19

137

Advertisements

2
4

4

14

3

5

1

29

1

3

7

6

21

Hidden advertising
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Table 5: Volume of advertising in Golos Bălţi

DATE

December 2007

January 2008

February March

April

Area

15,754

3888.5

10,909

8844.05

16,165.75 8915.5

64,476.8

Notices

36

36

31

31

48

35

217

Advertisements

6
1

10

2

3

6

3

30

3

3

1

10

Hidden advertising

May

Total

Table 6: Volume of advertising in SP

DATE

December 2007 January 2008

February

March

April

May

Total

Area

814,26

1835.33

1427.6

1466.93

890.18

8094

Notices

10

21

19

21

19

11

Advertising

1

1

1

1659.70

101

1

4

Table 7: Volume of advertising in Observatorul de Nord

DATE

December 2007

January 2008 February

March

April

May

Total

Area

504.23

520.21

1071.28

1256.09

713.94

610.86

4676,61

Notices

19

20

24

28

23

12

Advertisements

1

2

1

pension at Banca de Economii; a citizen’s request to publish
the telephone numbers of Moldova-Gaz on 12 May 2008; two
pages about vacation camps in Vadul lui Vodă published on
23 May 2008 and a Chisinau airport officer’s announcement
about a new air route to Moscow on 22 April 2008. The total
volume of advertising was 58,810.25 cm2 (Table 4).
Golos Bălţi (Voice of Bălţi) is a biweekly regional publication
of the local public administration that comes out in Romanian and Russian on Tuesday in a 4-page A3 format and on
Friday in an 8–16-page A3 format. The print-run was not
indicated. The Russian language version of the newspaper
was monitored. During the monitoring period GB published
217 notices, 30 advertisements and 10 articles which could
be considered hidden advertising. State and municipal companies were by far the most frequent sources: Air Moldova
(ticket prices), Poşta Moldovei (subscription campaign),
electricity suppliers CET-Nord, RED-Nord (requesting payment for services, tenders for construction work, network
disconnections and shareholder meetings), Apă-Canal Bălţi
and Bălţi-Gaz (disconnections, technical services).
An example of hidden advertising was the interview on 8
February 2008 with the director of the insurance company
Moldasig Bălţi who, among others, spoke about his company’s products. Another was the the communist faction on
the city council congratulating citizens on the occasion of the
summer holidays.
The local public administration often published tenders for

126
4

procuring products and condolences. In addition, the Ministry of Transportation announced the services of its agencies
and the courts published summonses. The total volume of
advertising materials was 64,476.8 cm2 (Table 5).
SP (Demand and Supply) is an independent Russian
language regional weekly that comes out on Thursday in a
44-page A3 format with a print-run of 6000 copies. SP published 101 public notices and 4 advertisements during the
monitoring period. The most frequent sources were courts
publishing summonses; the Ministry of Interior announcing
searches for individuals, the disappearance of individuals
and vacancies and local public administrations publicizing
their activities and requests to the public. The total amount
of advertising was 8,094 cm2 (Table 6)
Observatorul de Nord (The Northern Observer), an independent Romanian language regional weekly that comes out
on Friday in 16-page A3 format with a print-run of 7,215
copies, published 126 public notices and 4 advertisements
in the 6-month period. The most frequent sources were the
local public administration (tenders, notes of congratulation,
condolences), Ministry of Health hospitals, Ministry of Education and Youth educational institutions (vacancies, notes of
congratulation, condolences), the Ministry of Foreign Affairs
(services, modern alarm systems) and municipal companies
(space available, vacancies). The total amount was 4,676.61
cm2 (Table 7).
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Table 8: Volume of advertising in Realitatea

DATE

December 2007

January 2008

February March

April

May

Total

Area

3958.8

4892.50

8118

6723.5

2409.5

6574

32676,3

Notices

15

25

40

30

17

24

149

Advertisements

10

9

14

4

3
2

Hidden advertising

Realitatea (Reality) is a Romanian and Russian language
regional weekly published by the district council that comes
out on Friday in an 8-page A3 format. The print-run was
not indicated. The Romanian language version was monitored. Realitatea published 149 notices, 40 advertisements
and 7 articles that could be considered hidden advertising.
Most came from the local public administrations (decisions
of Soroca District Council, tenders for sale of land and real
estate, tenders for the procurement of goods from public
funds, notes of congratulation, condolences); state and municipal companies (Banca Socială offered loans, Moldtelecom
published its contact telephone numbers); the Tax Office and
the Employment Agency (vacancies in the district). Example
of hidden advertising included the State Tax Inspectorate
publicizing on 16 May 2008 its activities during the first 4
months of the year and legislation on the land tax that had
to be paid by 15 June and an SEDP Soroca official explaining
the procedures for citizens to receive documents at home and
their prices on 18 April 2008. The total volume was 32,676.3
cm2 (Table 8).
Table 9 shows the number and volume of advertisements using public funds for each newspaper by source, and Figure 1
Figure 1: Total number of advertisements paid for with public
funds by newspaper
Ads and advertising materials, total number
1200
1000
800
600
400
200
0
Timpul

MS

NM

KP

SP

GB

ON
Realitatea

Note: MS=Moldova Suverana, NM=Nezavisimaia Moldova,
KP=Komsomolskaia Pravda, GB=Golos Balti,
ON=Observatorul du Nord

40
5

7

shows the total number for each during the 6-month period.
In general, the daily number of advertisements was rather
small. Moldova Suverană had an average of 10 per day, and
the other dailies had 2 or 3 at the most in each issue.
2. Volume of advertising using public funds
For total volume of advertising, Golos Bălţi ranks first
with 64,476.8 cm2 followed by Komsomolskaia Pravda at
58,810.25 cm2, Nezavisimaia Moldova at 56,941.4 cm2, Moldova Suverană at 46,859.04 cm2 and Realitatea with 32,676.3
cm2. With the exception of Komsomolskaia Pravda, the
independent newspapers had a noticeably smaller volume:
Timpul had 11,334.52 cm2, SP had 8,094 cm2 and Observatorul de Nord had 4,676.61 cm2. Figures 2 and 3 compare the
volumes of the national papers Timpul, Moldova Suverana,
Nezavisimaia Moldova and Komsomolskaia Pravda.
Figures 4 and 5 compare the volumes of the regional publications SP, Golos Balti, Observatul du Nord and Realitatea.
Referring again to Table 9, the most public notices and advertisements were in the former government daily Moldova
Suverană at 972 and 31 followed by Golos Bălţi with 217 and
30, Nezavisimaia Moldova with 199 and 19, Realitatea at 149
and 40 and Komsomolskaia Pravda with 140 and 29. The
greatest number of articles that qualified as hidden advertising was published in the daily Nezavisimaia Moldova (38),
followed by Komsomolskaia Pravda (21) and Golos Bălţi
(10).
Timpul, SP and Observatorul de Nord did not benefit from
advertising by state companies as they preferred the Russian
language newspapers Golos Bălţi (141 ads), Nezavisimaia
Moldova (88) and Komsomolskaia Pravda (55). The Romanian papers Moldova Suverană and Realitatea had 33 and 22
respectively. Likewise, local public administrations preferred
to place their ads in the former government newspapers and
in their own publications. Moldova Suverană, for example,
published 171 compared with 49 in Timpul, Nezavisimaia
Moldova had 32 compared with 8 in Komsomolskaia Pravda,
Golos Bălţi had 50 compared with 16 in SP and Realitatea
had 95 compared with 31 in Observatorul de Nord.
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Table 9: Advertising using public funds by newspaper and source
Area
Public notices
Advertisements
Hidden advertising
Sources:
State companies
Municipal companies
Other
LPA
Government
MFA
MET
MOF
MII
MAFI
MT
ME
MEY
MoH
MPS
MSP
MoJ
MIA
MD
MID
MR
MLPA
AS
AM
AAM
P
PRES
SAP
TU
FS
ISS
CEC
NBM
CDO
GPO
MDLP
CL
AECCC
ALCR
AA
BRI
AS
LFO
NBS
CCI
Other

Timpul
11,334.52
164
4

4
49
2

1
22
17
8
59

1

2

MS
46,859.04
972
31
4

NM
56,941.4
199
19
38

KP
58,810.25
140
29
21

33
1
4
171
20
9
3
8

88
9
15
32
20
1
6
3
2
1
1

55
6
19
8
10

27
2
3
3
18
2

14
5
4
3

5
5
3
46
97
9
17
435
3
1
4
6
35
1
1
4
2
14
4
5
1
1
4
1
2
1

11

SP
8094
101
4

1
16

GB
64,476.8
217
30
10

ON
4676.61
126
4

Realitatea
32,6763
149
40
7

141
2
2
50

1
7

22
5
9
95

1
2
13
2

1
5
18

6
5
13
27
26
2

31

3
1
1

16

22
24
2
2
8
22

4
6
10
1
1
6

1

6

3
18
1
7
2
2
15
2
1
2

2

3

2

2
1
1
1
1
1

1

24
1
4

11
25

19

19

3

4

2

12

2

1
1

4
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Agencies of the Ministry of Education and Youth, the Ministry of Health and the Ministry of Justice also preferred the
former government newspapers at the national level, but they
did not follow this pattern in the regions. Thus, Observatorul
de Nord benefited from 22 advertisements by educational
institutions compared to only 4 in Realitatea and from 24
from the Ministry of Health compared with 6. Also, the security agencies in Bălţi and Soroca published advertisements
mainly in the private newspapers SP (26) and Observatorul
de Nord (22). The Ministry of Information Development
placed 18 of its ads in the newspaper Komsomolskaia Pravda
and only 1 in Timpul.
Figure 2: Volume of advertising in Timpul and Moldova
Suverană (MS)

During the monitoring period, the exhibition “Made in Moldova” sponsored by the Government, the Ministry of Economy and the Chamber of Trade and Industry was advertised
in the former government newspapers Moldova Suverană
and Nezavisimaia Moldova and in the Russian language
paper Komsomolskaia Pravda but not in Timpul which
appears the most frequently and has a larger print-run than
Moldova Suverană. Similarly, the Ministry of Foreign Affairs
published advertisements 9 times in Moldova Suverană and
only twice in Timpul, the Academy of Sciences also preferred
Moldova Suverană and the Employment Agency favored
Komsomolskaia Pravda and Realitatea.
Figure 4: Volume of advertising in SP and Golos Bălţi
(GB)
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Figure 3: Volume of advertising in Nezavisimaia Moldova
(NM) and Komsomolskaia Pravda (KP)

0
December

January February

March

April

May

Figure 5: Volume of advertising materials in Observatorul
de Nord (ON) and Realitatea
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CONCLUSIONS
• The results of monitoring these 8 papers clearly show
that the volume of state advertising does not depend on
the publication’s print-run. Timpul, with 5 appearances a
week and with a weekly print-run of 46,750 copies received
a much smaller volume of advertising from state institutions, local public administrations and state and municipal
companies than did the former government newspaper
Moldova Suverană which comes out 4 times a week with a
weekly print-run of 19,452 copies. In April, for instance, the
volume was nearly 5 times greater in Moldova Suverană,
and in May it was nearly 3 times as much. On the average,
Moldova Suverană enjoyed a volume of advertising from
public institutions that was 4.1 times greater than that of
Timpul. Also, Komsomolskaia Pravda with a print-run
more than 3 times that of the former government paper
Nezavisimaia Moldova had a relatively equal volume of
advertisements and advertising material at 58,810.25 cm2
and 56,941.4 cm2, respectively.

december 2008
• In the regions, discrimination against private publications
was even more obvious. In Bălţi, the 44-page, weekly SP
received only 8,094 cm2 of advertising from public institutions compared with the local public administration’s paper
Golos Bălţi at 64,476.8 cm2 which comes out in 4 and 16
pages with a print-run that it does want to reveal..
In Soroca, the newspaper Realitatea published by the district
council in 8 pages with an undisclosed print-run published
32,676.3 cm2 of advertisements which is nearly 7 times more
than in Observatorul de Nord at 4,676.61 cm2 which comes
out in 16 pages with a print-run of 7,215 copies.
• At the national level, we conclude that the Romanian
language newspapers Timpul with 11,334.52 cm2 and Moldova Suverană with 46,859.04 cm2 together benefited from
58,193.56 cm2 of advertising from public institutions, which
is half as much as the Russian language newspapers Nezavisimaya Moldova (56,941.4 cm2) and Komsomolsckaya
Pravda (58,810.25 cm2) with a total volume of 115,751.65
cm2.

Students of the Advanced School
of Journalism discuss the layout
of newspapers in Europe with
Dutch trainer Koen Geurts
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European standards for financial relations
between the state and the media
1. Recommendations of the Committee of Ministers of the
Council of Europe
The Council of Europe remains the most active international
organization when it comes to the transparency of sources of
funding for the media. The right to information and freedom
of opinion is established in Article 10 of the Convention for
the Protection of Human Rights and Fundamental Freedoms.
Important for guaranteeing transparency are Recommendation
No. R (23) of 2000 of the Committee of Ministers on promoting media pluralism, Recommendation No. R (94) 13 of 1994
on measures to promote media transparency1 and Recommendation No. R (99) 1 of 1999 on measures to promote media
pluralism.2 These documents do not have a direct effect on the
national legal order, nor are they obligatory for member states;
however, they represent a common standard, consensually accepted by the Member States of the Council of Europe, including Moldova which has been member thereof since 1995.
1.1. Recommendation on measures to promote media
transparency [No. R (94) 13 of 22 November 1994]
This recommendation practically represents the most important guide for the Member States of the Council of Europe in
regulating public access to the sources of funding of radio and
TV stations (broadcast media) and print media. According to
point 10 of the explanatory memorandum in the appendix to
the recommendation, transparency is defined as the, “possibility of the general public to have access in a fair and impartial
way to certain data on the media.” Transparency aims, according to the second theory, to provide to the general public the
possibility to learn who the owners of a media outlet are in
view of forming an opinion about the value of the information
it reports.
In the Council of Europe’s view, the general public must at a
minimum be provided data about the identity of the managers
or of the legal entities, including of the persons who are the
main shareholders in media companies or who hold the majority ownership in a media outlet. The public should have access
to the information on property procurement by the outlet by
submitting a request for such information either to the competent authorities or to the organizations that work expressly
in this area. National legislation must stipulate the obligation
of print media to make such data public periodically. The
recommendation also refers to safeguarding the competition
1. Full text at http://www.coe.int/t/dghl/standardsetting/media/doc/cm/
rec(1994)013&expmem_EN.asp?
2. Full text at http://apel.md/files/docs/Rec_99_1pluralism_mass_media_ro.pdf

that may be affected. or more generally, observing market
economy rules that impose, with certain limits, maintaining
trade secrets.
The Council of Europe makes a distinction between the minimal transparency requirements for broadcasting and those for
print media though both categories of transparency must have
in view the observance of the legal rights and interests of the
persons to whom the information refers. As for print media,
transparency in financial relations between the state and print
media companies may be guaranteed by legal provisions in
national legislation that would oblige print media companies
to insert information in the following categories:
a. Information on the legal entity that owns a publication
This category may include the obligation to disclose either the
identity of all founders or shareholders of periodical publications and news agencies or of only those who hold significant
shares in the company’s capital and to disclose the identity
of the persons who hold, in the execution of contracts or
other arrangements, powers of orientation, administration or
supervision of the functionality of the editorial structure. This
requirement may extend not only to acts conferring part of
the ownership or the power of administration, orientation or
supervision, but also to acts that could achieve the same goal
in the future (for example a promise of alienation).
b. TTransparency about those owning a number of media
outlets
The information in this category refers first of all to holders of
capital in other editorial companies (national and/or foreign)
as well as holders of statutory capital in broadcasting services
in order to identify cross ownership in companies in the sector
and concentration of ownership of multimedia outlets.3 These
provisions can be applied also to shares held in companies
from sectors related to the press sector (e.g. advertising agencies, printing houses).
c. Identification of persons or bodies that exert a decisive
influence on editorial policy
This is information about persons or bodies in addition to the
official administrators who exert a decisive influence on the
editorial orientation of one or more outlets.4
3. Details in 1.2. of the Appendix to Recommendation No. R (99) 1 on measures to promote media pluralism.
4. e.g., the French law No. 86-1067 of 30 September 1986 on freedom of communication (details in section 2.1) or section 6.1 of the German Press Code of
12 Dec 1973 that speaks indirectly about the incompatibility of the profession
of journalist or publicist with holding other functions, e.g. in the Government,
public authority or private company (The version updated on 13 Sept 2006
may be accessed at http://www.presserat.de/Press-Code.227.0.html)
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d. Information about how the activities of publications and
news agencies can be governed by their editorial policies
If the activity of a media outlet is regulated by a text that defines its editorial policy or its political orientation (e.g. internal
rules) this must also be published, as the disclosure of the information which it contains would allow the general public to
form an opinion about the value and credibility to be granted
to this media outlet.
e. Information about the established legal ceiling for media
concentration
This is useful especially for authorities empowered to allocate
direct aid to media companies based on conditions that must
be met.5 This information is also important for ruling on the
legality of mergers as it allows the regulatory authority to
verify if existing ceilings have or have not been exceeded.
1.2. Recommendation on measures to promote media
pluralism [No. R (99) 1 of 19 January 1999]6
This recommendation urges the governments of member states
to do the following:
■ to examine the proposed measures and to consider including them in national legislation and practices as necessary to
promote media pluralism;
■ to evaluate systematically the efficiency of measures adopted and to consider the need to revise them in accordance
with economic and technological developments in the media
sector.
The Council of Europe stresses the importance of developing a legal framework capable of preventing or counteracting
economic concentrations that could endanger media pluralism
at the national, regional or local levels. In this context, member
states must establish ceilings in their national media legislation to limit the influence which one and the same business
company or one and the same business group can have in one
or several media sectors. Such ceilings could take into account
the print-runs or revenue/turnover of media companies. This
determines the need for credible mechanisms to conduct an
audit of print-runs and revenue.
Also, limitations may be established for participating in the
capital of media companies. If national authorities do not con-

december 2008
sider the timely establishment of a separate institution with the
right to act on mergers or other methods of concentration that
threaten media pluralism, the general authority charged with
protecting competition would have to pay special attention to
safeguarding media pluralism.
2. General regulations of the European Union on media
support and financial transparency
There are various systems for protecting pluralism and media
transparency in EU member states that are left to the competence of each one7. Only a few documents indirectly refer
to this sector. Directive 2004/18/EC8 on the coordination of
procedures for awarding contracts for public works, public
supply and public service requires member states to ensure
the transparency of public offers and of costs and benefits of
subsidizing companies. It also requires that national authorities
do not discriminate against private companies in favor of state
companies. The provisions are indirectly related to transparency in the media sector and aim to ensure effective competition
among media companies in awarding such contracts9.
European Directive 92/77/EEC10 generically referred to as the
“Sixth EU VAT Directive” authorizes member states to apply
reduced VAT on goods and services in the categories indicated
in Appendix H which include “newspapers and periodicals.”
As to financial support for media companies, there are only
a few general provisions in the EU on state aid that are valid
for all national economic sectors. The general principle is
established in Article 87 (1) of the EC Treaty11 which forbids
providing state aid that distorts or risks distorting market
competition. The procedures for providing state aid include the
compulsory notification of the European Commission about
any initiative in this regard and are stipulated in Regulation
No. 659/1999/EC.12 Paragraph 3 of Article 87 stipulates that
certain aid can be declared compatible with the common
market. In this regard, Regulation 994/98/EC of the European
Council enables the Commission to grant “block exemptions”13
for state aid for conserving culture and heritage. Member states
have only the obligation to notify the European Commission
about any aid granted in this sector. In order to ensure a better orientation of state aid for culture, in 2005 the European
Commission adopted the final State Aid Action Plan14 No.
COM(2005) 107 which in point 59 clarifies the roles and uses

5. Articles 17 and 18 of the Law on Protecting Competition No. 1103-XIV of 30 June 2000 (not adjusted to the EU legislation on economic concentrations).
6. Can be accessed at http://apel.md/files/docs/Rec_99_1pluralism_mass_media_ro.pdf
7. Issues Paper for the Liverpool Audiovisual Conference Media Pluralism - What should be the European Union’s role?
8. Adopted on 31 March 2004
9. E.g.: Public procurement 244251-2008of advertising and marketing services published in JOUE Supplement http://ted.europa.eu/Exec?DataFlow=N_list_results.dfl&Template=TED/N_result_details_curr.htm&Page=2&docnumber=2008244251&StatLang=FR
10. Directive of the European Council of 19 October 1992 on the Common System of Value Added Tax and modification of Directive 77/388/EEC (approximation
of VAT rates).
11. European Community Treaty (full version), Official Journal C 325 of 24 December 2002.
12. Adopted on 22 March 1999.
13. “Block exemptions” are categories of aid that do not require prior notification before granting.
14. “This would mean that some criteria for exemption of notification would also be criteria for compatibility of aid [e/n – with the common market], which
would enable national jurisdictions [e/n – empowered to grant state aid] to apply block exemptions directly not only by declaring compatibility but also the
incompatibility of certain aid.” http://www.aer.eu/fileadmin/user_upload/MainIssues/CohesionRegionalPolicy/Consultations-2005/Com2005-FR.pdf
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of block exemptions and considers both their positive and
negative effects.
Conclusions and recommendations
Media support from public funds is a common practice both in
EU member states and in other European countries. Regardless of whether the states choose to grant direct and/or indirect
financial aid to the media, the conditions for doing so are
expressly established in legal acts.
Moldovan legislation on media does not contain any such
regulations and does not ensure the necessary transparency
for allocating public funds, nor does the current legal framework ensure the free play of competition in the media market.
Therefore, it is necessary to create a functional media market.
At the same time, we notice that the recommendations of the
Council of Europe on media transparency examined above can
be found in the general European standards. They, however,
are not found in national legislation. The implementation
of these recommendations of the Council of Europe would
constitute real progress in improving the situation in the
media sector which is considered one of the “crucial” sectors in
promoting relations with the EU and in the country’s dialogue
with the Council of Europe. The situation can be redressed
only through a complex approach involving the following
steps.
1. Abrogate the provisions of the law on funding periodical
publications and news agencies that contravene the abovementioned principles.

december 2008
In this regard:
a) in the short term (with immediate effect), an efficient
mechanism must be developed that ensures the publication
of information on the source and amount of donations,
including non-financial ones, as well as information about
the persons who hold and influence the editorial policy of
the outlet;
b) in the medium term, prepare a complex draft law on procedures for supporting media and its activities and create and
establish by law a mechanism for denationalizing the media.
2. Complete the Law on Advertising with a new concept: public advertising, i.e., advertising paid for with public money.
Also, the differences among “commercial advertising,” “social
advertising” and “public advertising” must be established and
regulated to stipulate a number of obligations for the public
sector, starting with the fact that advertising placed by the
public authorities must follow philanthropic and other goals
and must be of social importance (e.g. vacancy announcements etc.)
3. It is also important to adjust the Law on Public Procurement to European standards and to establish the obligation to
ensure public transparency for the entire duration of public
procurement contracts in the media sector, including the
obligation of the contracting authorities to publish reports on
procurement procedures on their websites so that the information can be freely accessed by any citizen.
Beatrice Revenco, Eugen Revenco
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National Legislation that Determines Economic
Relations between the State and the Media

R

elevant national legislation that at present determines
economic relations between the state and the media
includes the following: the Law on the Press, the Broadcasting
Code of Moldova, the Law on Advertising and the Law on
Public Procurement.
Law on the Press:1 This provides that media outlets are in a business environment and acknowledges their right and possibility to
exist autonomously. At the same time, the law provides a number
of exemptions for direct funding by the state of periodicals and
of news agencies founded by public authorities (Article 12):
(1) “Periodical publications and news agencies carry out their
activities based on self-management. Periodical publications
intended for children of preschool and school age are funded by
the state; in such cases, the respective ministries (departments)
become their founders (cofounders).”
(2) “Periodical publications and news agencies founded by public authorities are funded from their respective budgets.”
At the same time, transparency in the origin of funding of periodicals and news agencies is found only in the biannual publication of donations made by individuals and legal entities:
(3) “Donations from Moldovan and foreign individuals and
legal entities shall be accepted for the support of periodical publications and news agencies. Periodical publications and news
agencies are obliged to publish twice a year—in January and
July—information about the sources and amounts of donations,
including of non-financial ones.”
The law contains an interdiction on direct funding by a foreign
country, unless there is a special understanding stipulated in an
international treaty concluded bilaterally with that state:
(4) “The funding or support in any other form of periodical
publications by foreign governments, except the cases stipulated
in bilateral interstate agreements, shall be forbidden.”
A restrictive interpretation of this provision outlaws any support,
direct or indirect, for the media with any foreign public funds.
This provision contains a potential risk for programs of cooperation with international organizations and does not have the
necessary tools for observing all forms of direct and indirect
support practiced by other countries.
This law does not contain any other conditions, forms or procedures for direct or indirect support that would impose conditions of transparency on the media. It does not take into account
new economic realities or the need to create a functional market
for the media that does not distort competition by providing
direct, full and unconditional support to certain entities. Also,
this law does not address other forms of direct or indirect sup1. Law on the Press No.243-XIII of 26.10.1994 (MO RM No.2 of 12.01.1995).

port that can or cannot be used for media support in the general
interest. Modernizing the Law on the Press must also include
provisions on transparency to ensure the public is fully informed about who makes editorial policy and to limit the excessive
concentration of the press in the hands of a few according to
Council of Europe standards.
Modernizarea legii presei ar trebui să reflecte de asemenea şi
elementele de transparenţă, inclusiv pentru a asigura o informare
completă a publicului asupra persoanelor care determină politica
editorială, a limita concentrarea excesivă a presei în mâinile unor
persoane etc. conform standardelor Consiliului Europei.
Law on advertising:2 “...establishes the general principles of
activity in the area of advertising in Moldova and regulates the
relations which appear in the process of production, placement
and dissemination of advertising” (preamble of the law).
According to Article 5, suppliers, producers and disseminators
of advertising can be “individuals and legal entities, regardless of
their type of ownership and legal form of organization,” including state authorities and companies that manage public funds.
Article 14 establishes the conditions for disseminating advertising via periodicals: “The advertising in periodical publications
funded from the state budget, other than those specialized in
advertising information and material, shall not exceed 30% of
the volume of one issue of the publication.”
The Law on Advertising also contains provisions about social
advertising (Article 21):
(1) Social advertising represents the interests of society and of
the state with regard to promoting a healthy lifestyle, healthcare, environmental protection, integrity of energy resources and
social protection of the population. It does not have a lucrative
purpose and follows philanthropic goals and is of social importance.
(2) The production and free dissemination of social advertising
by advertising agents, transmission of their property, including
of funds, to other individuals and legal entities for the production of and dissemination of social advertising is considered
charity and enjoys the incentives provided by the legislation.
In the application of this law, a number of problems arise related
to state funding of the media due to the absence of express provisions on the use of public funds for public and social advertising under objective, impartial and non-discriminatory criteria.
The absence of clear provisions that regulate special provisions
for public authorities to procure advertising entails the risk of
potential voluntary or involuntary abuse by decision makers (for
instance, to promote their achievements for electoral gain.)
2. Law No. 1227-XIII of 27 June 1997 on Advertising (MO RM No.67-68 of 16 Oct
1997).
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The Law on Public Procurement3 is currently one of the most
important legislative tools for determining economic relations
between the state and the media.4 Unfortunately, the use of
public funds for the media under this law is not transparent
enough, especially concerning expenditures for advertising,
assistance and subscriptions. This leads to the application of
subjective, discriminatory and inefficient criteria in the distribution of public funds for the media that favors in an unjustified
way some outlets over others, negatively affects competition in
the media market and stimulates corruption. Amending this law
is necessary in order to establish public procurement procedures
with legal guarantees for the transparent and responsible use of
public funds for the media including the following:
• creating equal conditions for all media institutions to access
public funds, including those used for advertising, by institutions and companies in one form or another subsidized by
public funds;
• stimulating competition in the media market and implicitly
strengthening media independence;
• enhancing the role of the media in promoting democratic
governance, economic transparency and government responsibility and in fighting corruption and stimulating investigative
journalism;
• establishing special standards on access to information on
public procurement that would ensure the implementation of
reforms instituted by public authorities.
To ensure the transparent and responsible use of public funds for
the media, it is necessary to extend the scope of the law to cover
public procurement contracts for media outlets worth, without
VAT, 10,000 or more lei. At the same time, it is necessary to ensure the advertising and transparency of all public procurement
for the media, including in small amounts.
At present, the Law on Public Procurement stipulates the compulsory application of public procurement procedures, as contracting authorities, by public legal entities only, i.e., any entity,
“…established exclusively to satisfy the needs of public interest,
without following a for-profit (industrial or commercial) goal.”
In the author’s opinion, it is necessary to make those procedures
compulsory (within public procurement) for private legal entities
that also comply with one of the conditions stipulated in Article
12 paragraph (2) letter c): “whose activity is funded from public
money or whose management is monitored by public authorities
or other public legal entities, or whose administrative, management or supervisory board is formed in proportion of over 50
percent of members appointed by the mentioned entities.” Thus,
for instance, the use of funds for the media by all state companies, municipal companies and a number of joint-stock compa-
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nies (Apă-Canal Chişinău SA, UNIC SA, Moldtelecom SA, etc.)
would fall under the provisions of the Public Procurement Law.
The amendment of the Public Procurement Law is further necessary, in the author’s opinion, to ensure fairness in advertising
and the transparency of public procurement for the media and
should include the following provisions.
■ Announce all public procurement contracts for the media
anticipated to be concluded until the end of the fiscal year,
regardless of the estimated amount. The announcement of the
intention for public procurement must be published, according to the draft law, both after the approval of the contracting
body’s own budget and in the case of any modifications to the
contracting authority’s budget if such modifications result in
public procurement for the media;
■ Guarantee access to the information stipulated (at present)
by the Public Procurement Law which includes the following:
statements of confidentiality and impartiality signed by the
members of procurement working groups of contracting authorities (for public procurement for the media);
- Article 14 paragraph (3) documents certifying the qualifications of economic operators (participants in public procurement for the media);
- Article 16 paragraph (1) decisions on awarding public procurement contracts for media;
- Article 22 paragraph (2) information about the media public
procurement contracts awarded;
- Article 22 paragraph (3) notification about the rejection of all
offers for public procurement for media;
- Article 29 maintain a media public procurement file;
- Article 32 paragraph (1); document information on the
examination, evaluation and comparison of offers for media
public procurement;
- Article 44 paragraph(9) report on media public procurement
procedures;
- Article70 paragraph (1) publish on the website of the Agency
for Material Reserves, Public Procurement and Humanitarian Aid public procurement contracts and public reports of
procurements in small amounts for media;
- Contracting authorities must also develop, adopt and publish
evaluations of public procurement for the media on this
website
Amendments to this law should also include a special provision
to oblige the contracting authority to open all offers for public
procurement for the media at the same time and to ensure the
right of public access to that information.
Eugen Rîbca

3. Law No. 96-XVI of 13 Apr 2007 on Public Procurement (MO RM No. 107-111 of 27 July 2007).
4. See the Report of the Independent Journalism Center on Activities Carried out Under Component of Collection of Data about the Financial Support Provided to the Media by State
Authorities (Project “Relations between the Media and the State – for Transparency and Accountability”).
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Financial support provided to the media by
the state from 2005 to 2007*
Introduction
The Independent Journalism Center (IJC) set out to determine
how and to what extent state institutions support the media
in Moldova. It is the first time a specialized, non-government
organization (NGO) has undertaken this task.
Despite the existence of a legal framework for access to information of public interest that for the most part complies with
European requirements, the entities from which IJC requested
information in a perfectly legal way either ignored the requests, and thus the law, or provided either incomplete answers
or detailed but inaccurate answers. Only a very small number
of institutions adequately responded to IJC’s initial request.
This required the study’s authors to spend additional effort and
time collecting information including by going to court to get
it. Despite these difficulties, the data offer a general picture of
the financial support provided to the media by state institutions during the reference years and are thus valuable.
The authors thank the state institutions that from the beginning were cooperative and responsible in providing the
information requested and at the same time express their hope
that in time, decision makers will fully realize the importance
of making information in the public interest transparent for all
of society.
I. Collecting data
Of the 96 public institutions that were asked to provide information about the assistance provided to the media and how
the organizations had been selected, only 55 answered though
a significant number was incomplete. Thus, 41 public institutions did not answer and one public institution—Termocom—
answered by refusing to supply the information on the grounds
that its economic/financial activity was a trade secret. In the
opinion of the study’s authors, information that could be
classified as a trade secret was not requested from any of the
institutions as the requests were based on the provisions in
national legislation. This indicates that Termocom’s refusal was
for a different reason than the one they invoked. The period
for collecting information coincided with the dismissal of the
previous government and the establishment of the current one.
The new Prime Minister dissolved the Ministry of Industry
and Infrastructure, so the final number of institutions included
in the study was 95.

IJC sent out letters repeating the requests for information
from the 41 institutions that had ignored the first requests.
As for the institutions that provided incomplete answers, IJC
requested additional information and clarification of certain
data.
The initial data on the requests are as follows:
- 89 institutions out of 95 provided answers;
- Of the 89 institutions that answered, 50 stated that they
had provided financial support to the media, 34 stated that
they had not provided financial support to the media, and 5
refused to provide the information.
IJC sued 15 institutions for restricting access to information.
Eleven were legal entities that under the law or a contract
signed with a public authority or public institution are authorized to manage public services and to collect, select, possess,
keep and dispose of official information, including information
of a personal character, They included 5 local public authorities (Cahul, Cantemir, Călărasi, Taraclia, Teleneşti); 4 state
universities (USM, Tiraspol, Comrat, Taraclia) and 2 commercial companies (Moldova-Gaz SA and Banca de Economii
SA). The other 4 were the Police Academy Ştefan cel Mare and
3 agencies founded by the state and/or funded from the state
budget (Agency for Material Reserves, Public Procurement
and Humanitarian Aid, State Agency for Protection of Intellectual Property (AGEPI) and the Forestry Agency Moldsilva.
Of these 15 institutions, the Police Academy Ştefan cel Mare
refused to provide the information requested on the grounds
that the Ministry of Interior’s consent was necessary; MoldovaGaz SA refused on the grounds that it is not supplier of information in the sense of the Law on Access to Information No.
982/2000; Moldova State University and Banca de Economii
SA refused on the grounds that the information was a trade
secret. The other institutions initially either did not answer
any of the requests or did not answer requests for additional
information.
Transactions of reconciliation were concluded with 3 institutions: Călăraşi Mayor’s Office, Teleneşti Mayor’s Office and
Tiraspol State University, which in the end provided the information. IJC withdrew the complaint it filed in court against
the Agency for Material Reserves, Public Procurement and
Humanitarian Aid on the grounds that, although after a delay
of one and a half months from the expiration of the legal deadline, the agency provided the information. IJC won the lawsuits
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against AGEPI, Taraclia State University and Taraclia Mayor’s
Office in the first instance, and the defendants were obliged to
provide the information requested and to pay court costs. They
did not appeal the court judgments. The other 8 lawsuits are
still pending either in first instance or in appellate courts.
II. Principles under which support was provided to media
organizations
The principles under which assistance was provided cannot
be deduced from the answers given by the public institutions.
The impression created is that support was provided rather
arbitrarily, sometimes ignoring the principles of equal and
fair treatment, of public utility and of transparency. Most of
the responders did not prove that they had selected the media
organizations to be supported in a transparent way, that they
had used trustworthy and measurable criteria, or that they had
prepared the necessary documents (minutes, decisions etc.) in
accordance with legal requirements, including those related to
public procurement (only 2 of the 89—the Moldovan Parliament and State University I. Creangă—contained references to
public procurement in accordance with the national legislation
in force).
Only 8 organizations stipulated the criteria under which media
organizations had been selected for support. For instance, the
Ministry of Ecology and Natural Resources said its criteria
for providing financial assistance was the involvement of the
media outlet, NGOs and the population in environmental
activities and the organization of educational activities for all
categories of citizens. In selecting subscriptions to periodicals,
the Leova Mayor’s Office, had the following criteria: official
informative character, relation of publication’s topic with the
duties of the mayor’s office and the scope of the publication.
For advertising, it chooses local and national publications
with a broad distribution. The Orhei Mayor’s Office selected
publications for advertising based on its duties and responsibilities. The Academy of Music, Theater and Arts indicated
that the need for magazines or newspapers corresponding to
the specific character of the education it provides and convenient prices were its criteria. AGEPI said that it focuses its
cooperation with the national media on the dissemination of
knowledge and information about the protection of intellectual
property and its role in the country’s socio-economic and cultural development. The Anti-Economic Crime and Corruption
Center takes into account the need for multifaceted information for its subdivisions including amendments to legislation in
force, methods and techniques of implementation in jurisprudence, the economy and modern technologies. The Moldovan
President’s Office selected the news agencies to which it subscribed based on its information needs, on their experience, on
the scope of their distribution and on the funds available to the
President’s Office for that purpose. The Ialoveni Mayor’s Office
subscribed to a local publication because it is the only one in

the district, it covers local events, and it is accurate and professional. Although credible, the criteria indicated are not always
adhered to in practice.
Most frequent forms of assistance
Both in 2005 and from 2006 to 2007, state institutions indicated in their answers that the financial assistance provided
to media organizations was mainly subscriptions and advertising and promotional services. A study conducted by IJC
from February to June 2007 that included 420 media outlets
indicated, however, that 4% of the newsrooms were located
in state-owned buildings; 6% were in offices owned by their
founders, and 66% were in rented quarters. With one exception (the Hînceşti Mayor’s Office), this type of assistance was
not mentioned in the answers received as part of this study.
This denotes either a lack of knowledge of public administration by those who answered to the questions or, more seriously,
bad faith in providing the information. The study also revealed
that 52% of the local publications were state-owned, or better
said, required state support.
Media organizations that benefited from public support
In 2005, 107 media organizations benefited from financial
assistance. In 2006 that total was 131, and in 2007 it was 134.
Although this appears numerous, 50–70% of the organizations
that received financial assistance were either founded by state
institutions (including specialized ones with limited distribution of their publications such as the Buletinul Achiziţiilor
Publice [Public Procurement Bulletin], Meridian Ingineresc
[Engineering Meridian], Arta Medica [Medical Art] and Curierul Economic [Economic Courier]), or they were established
by central and local public authorities. Such media outlets usually receive significant direct or indirect financial support. For
example, central publications like Alunelul and Florile dalbe
each received 273.000 lei in 2007. In the same year, Moldova
got 598,500 lei, Curierul Economic got 213,685 lei and Mesager
Universitar received 80,000 lei. Also in 2007, municipal publications Vocea Bălţului received 650,000 lei and Stoliţa–Comrat
got 306,100 lei and district publications Curierul de Edineţ
received 11,152 lei while Curierul de Hânceşti got 25,000. This
support makes it difficult if not impossible for other outlets to
compete for the same audience.
For private media, public financial support is the exception
rather than the rule. In fact, most receive few subscriptions or
advertising/promotional services. Only some state institutions
(for instance the Ministry of Foreign Affairs) and mayors’ offices (for instance Orhei) reported an extended list of periodicals that also included private media with wide distribution.
For the rest, the list was short and usually included either the
publication founded by the responding organization (ASEM
and Bălţi, Ocniţa, Hânceşti, mayors’ offices among others) the
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Monitorul Oficial (Official Gazette) or the newspaper Moldova
Suverană (Leova, Edineţ, Criuleni mayors’ offices among others). If we take into account that Moldova Suverană ceased being a government publication de jure in 2005, the subscriptions
are either due to inertia or are deliberate efforts to support an
“official” publication.
When local mayors’ offices pay for subscriptions for kindergartens, libraries and schools, the list of publication titles is clear.
Less explicable is why, for instance, the Ministry of Transportation and Road Administration or the State University
for Physical Culture and Sports subscribed in 2007 to Florile
dalbe, a newspaper for young students. The reason for AGEPI’s
choice in 2007 to use the services of the radio station Antena
C SRL in the amount of 84,000 lei is also not obvious. Antena
C was privatized on 27 January 2007 under conditions many
experts found illegal. It was a period when this broadcaster was
operating under conditions of extreme turmoil (protests, lawsuits etc.) and thus of increased risk. It would have been more
reliable to have signed a contract at that time with a different
broadcaster such as, for instance, Radio Moldova.
In 2005, 42 state institutions provided financial assistance to
media organizations including 3 ministries, 10 higher education institutions, and 21 mayors’ offices (2 municipal and 19
local). In 2006, 45 state institutions provided financial assistance to media organizations including 6 ministries, 10 higher
education institutions and 22 mayor’s offices (3 municipal and
19 local). In 2007, 48 state institutions provided financial assistance including 8 ministries, 10 higher education institutions
and 23 mayors’ offices (3 municipal and 20 local).
Print media outlets benefited from more financial assistance
With the exception of the national public broadcaster Teleradio-Moldova which by law is funded from the state budget,
print media received more public support than broadcast media. This is explained by the IJC study in 2007 that covered 420
newsrooms which revealed that 82% of the media registered as
“state companies” were print outlets..
The Ministry of Finance indicated in its answer to IJC that
the budgets for 2005–2007 for administrative/territorial
units included expenses to support local broadcasters in the
amounts of 7,854,000, 6,202,400 and 4,518,500 lei respectively
and to support newspapers and magazines in the amounts of
7,854,400, 8,813,700 and 6,812,000 lei. It must be noted that
the financial resources for 2005 were equally distributed, but
in the following two years, probably in view of the 2007 local
elections, priority was given to support for newspapers and
magazines. The answers provided to IJC do not specify clearly
how or what amounts of the funds budgeted were provided to
local broadcasters, newspapers and magazines. The number of
local broadcasters that benefited from financial support was
less than ten in any of the three reference years. Even if we add

up all the amounts indicated by mayors’ offices, except that of
Chisinau Municipality, financial support does not reach even
2,000,000 lei per year. This leads to three assumptions: either
support remained “planned on paper only”, or it had a different
destination, or it was inaccurately reported.
State institutions that according to their answers provided
the largest amounts of support
2005:
1. Ministry of Finance
2. Chişinău Mayor’s Office
3. Ministry of Ecology and Natural Resources
4. Balţi Mayor’s Office
5. Central Electoral Commission
2006:
1. Ministry of Finance
2. Chişinău Mayor’s Office
3. Balţi Mayor’s Office
4. Ministry of Ecology and Natural Resources
5. Ministry of Defense
2007:
1. Ministry of Finance
2. Chişinău Mayor’s Office
3. Balţi Mayor’s Office
4. Ministry of Ecology and Natural Resources
5. Ministry of Culture and Tourism.
In 2007, the year the central government’s press and the
municipal public broadcasters were privatized, the following media organizations (except national and regional public
broadcasters) benefited from the largest contracts with state
institutions:
1. Moldova Suverană 376,800 lei (Ministry of Finance, unplanned sources)
2. Radio Antena C SRL 84,000 lei (AGEPI)
3. Nezavisimaya Moldova 81,300 lei (Ministry of Finance,
unplanned sources)
4. “Art-Club” TV SRL, local TV program “Mayor’s Office
Hour” 53,376 lei (Străşeni Mayor’s Office)
5. Pro Media SRL 37,530 lei (Cimişlia Mayor’s Office).
From 2005 to 2006, 9 public institutions annually provided
cumulative support to various media outlets in the amount of
100,000 lei or more. In 2007, their number reached 14.
State institutions that according to their answers provided
the least support
2005 :
1. Ocniţa Mayor’s Office – 100 lei;
2. Ialoveni Mayor’s Office – 552 lei;
3. Briceni Mayor’s Office – 1162 lei;
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4. Sîngerei Mayor’s Office – 1628 lei;
5. Moldova State Agrarian University – 2530 lei;
2006:
1. Ialoveni Mayor’s Office – 642 lei;
2. Floreşti Mayor’s Office – 2000 lei;
3. Moldova State Agrarian University – 2530 lei;
4. Briceni Mayor’s Office – 3615 lei;
5. Agro-Industrial Agency Moldova-Vin – 5000 lei.
2007 :
1. Ialoveni Mayor’s Office – 864 lei;
2. Ministry of Transportation and Road Administration –
1200 lei;
3. Moldova State Agrarian University – 2530 lei;
4. Agro-Industrial Agency Moldova-Vin – 5000 lei;
5. Sîngerei Mayor’s Office – 5052 lei;
The answers show a striking difference between the maximum
and the minimum support provided to media organizations
by public institutions. For example, the assistance provided by
local mayors’ offices in 2007 varied between 1000 and nearly
70,000 lei. For higher education institutions, the difference was
from circa 2,500 to 230,000 lei.
Conclusions:
1. Access to information about direct or indirect financial
support provided by state institutions to media organizations is limited. A large number of state institutions, even
after repeated requests, provided incomplete, summarized

or ambiguous information. This situation reveals that the
institutions either do not have the necessary information,
or they have it but do not wish to provide it as requested.
2. The assistance provided to media organizations by state
institutions is unfair and does not foster genuine competition among them.
3. A clear and coherent policy for media support is missing
at both the central and local levels. It should facilitate the
establishment, maintenance and development of correct
relations between media organizations and the state for the
benefit of the entire society.
4. The criteria on which media organizations to benefit from
public funding are selected are in most cases not clear. In
the absence of accurate, credible and transparent criteria,
the possibility for an arbitrary and discriminatory attitude
toward various media organizations arises; in the end that
can lead to favoring or disfavoring certain media outlets.
5. Without complete information, it is impossible to establish
that the public procurements made by the responders to
IJC requests were made legally.
6. The results of this study may serve as significant support
for initiating public discussions for formulating proposals
for developing an eventual state strategy for media support.
General recommendation: to develop, in cooperation with
civil society, and after the appropriate public debates to adopt
a state policy for supporting the media that would be based
on accurate, transparent, fair principles and that would fully
justify funding media with public money.
Ion Bunduchi

* The full text of the study can be read at http://ijc.md/Publicatii/presa_stat_raport_final.pdf
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The Political Press in the Transnistrian Region

T

he popularity of a publication depends first of all on the
choice of the reader who “votes” long term by subscribing
to that publication or by taking a ruble out of his or her pocket
to buy the newspaper at the newsstand. How though should
we regard political party press: as propaganda or journalism?
Various media schools have discussed this topic in search of
an answer to this question. Meanwhile, the party press continues to exist and even to develop, more in quantity but also in
quality, regardless of the debates.
The number of party publications in the Transnistrian region
increased in September 2008. This means that political ideologists
had already started an active struggle for the future electorate.
Nine parties are acknowledged to have legal status on the left bank
of the Nistru River, and almost all of them have their own mouthpieces. How are party publications alike and how do they differ?
What goals do they aspire to and what ideas do they promote? Do
people in general read this press or do they, without even glancing at it, use it for scrap paper? Maybe you will be able to answer
these questions if you become acquainted with an overview of the
Transnistrian political press.
Since Moldova is ruled today by the Communist Party, we will
start this overview with the periodical publication of the Communist Party in Transnistria: the newspaper
Pravda Pridnestrovia (Truth of Transnistria). This is a weekly publication of 20
pages in A4 format that has appeared every
Thursday since March 2004. At present, it
has a print-run of 3,500 copies. The first and
last pages are in red, the traditional color of
communists. Eight pages are dedicated to
the TV schedule. There is not much original
information in the newspaper as most is
relayed from the Russian and Ukrainian
press and is usually related to the activities
of Communists abroad. The publication
also relays reportage and releases from news
agency websites about events in Transnistria. You will not find any information
about the activities of party peers in the
Republic of Moldova in it, but it periodically publishes noisy articles which do
nothing more than settle accounts among
regional party organizations in the spirit
of “black” public relations. The newspaper
is distributed by subscription and also sells
for 0.8 Transnistrian rubles (around $ 0.10)
per copy.
The party newspaper with the highest print-run in Transnistria
at 80,000 copies is Оbnovlenie (Renovation). It is the publication
of the party with the same name which is the dominant party

in the Transnistrian parliament. The newspaper comes out on a
monthly basis in a 4-page A3 format. It was re-registered in 2007,
is distributed free of charge and reaches practically every family
in Transnistria. Two pages are in color and contain many photos
depicting the social activities of Obnovlenie. About 40% of its
space is allotted to official releases as well as to interviews with the
representatives of the party’s central council. The newspaper also
periodically publishes articles which allegedly reflect the people’s
voice, i.e., opinions of supporters of the Obnovlenie Party. A
specific feature of the publication is the obligatory column by the
leader E. Şevciuk who is the Speaker of Parliament. Each column
is dedicated to an important topic to be discussed by the public
when the newspaper comes out. The supplement Molodezhnoye
Obnovlenie (Renovation of Youth) comes out each month to offer readers well-illustrated information about the internal and
international activity of the party’s youth wing. This newspaper
does not relay information from foreign publications. Instead, the
picture of the party it presents makes it shine like a satin ribbon
and the paper embellishes parliamentary activities to make them
more substantive and significant.
In contrast with Obnovlenie from the point of view of political
principles, the Patriotic Party of Transnistria led by O. Smirnov,
the younger son of the Transnistrian
president, has recently started to publish
a weekly called Patriot with a print-run of
3,000 copies. When we open the newspaper,
we find a strange statement: The newspaper was registered on 1 August 2007, but
the date of the newspaper’s foundation is
10 June 2008. We conclude that the birth
certificate of this “child” was issued before
its birth, just in case.
Two pages of the 4-page A4 format publication are in color. The layout and style of the
articles is in the spirit of Soviet party publications of Brezhnev’s times. The leader’s
report and his acolytes’ speeches cover
many pages. The photographs seem to be
all alike, all made in the manner of Soviet
newspapers in the epoch of stagnation.
They invariably show speakers at rostrums
reading their speeches printed on sheets of
paper. Although the actual paper itself is of
good quality, the newspaper is boring and
hard to read. It sells at newsstands for 0.6
Transnistrian rubles ($0.07).
Another “newborn” in the family of political publications is the
informational newspaper Spavedlivaia Respublika (Fair Republic).
Its first issue had 12 pages and came out on 2 September 2008.
The newspaper’s founder is the Transnistrian party with the same
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name. Each article either directly or indirectly has a pro-Russian
political orientation. The newspaper also quotes various Russian
media and relays information from the website of the Russian
party Fair Russia. Many pages contain historical articles and
articles dedicated to well-known personalities that at certain
points in their lives either carried out activities in Transnistria or
had something to do with this region. Two interviews with party
leaders take six pages—it is too much. Not every reader is able to
read such interviews through to the end because they are too long
and too full of political ideology. The publication does not have a
chance to get into the free press sphere.
The social-political weekly Svedenia (News) was founded by the
party Respublika (Republic) and has been published since July
2006. Its current print-run is 500 copies. It has 20 pages in A3
format and focuses not so much on the public interested in party
life but on the ordinary consumer. The first and last pages are
in color, and the inside pages are black and white. The editorial
team offers the readers information about events in Transnistria
and from abroad, international sports news and features about
certain calendar dates that are not necessarily related to events in
Transnistria. Each issue contains an 8-page supplement entitled “K
svedeniu” (“We bring to your attention”) that contains entertainment information and articles and also the weekly TV schedule,
horoscopes, an international social chronicle, cinema news,
humor, crossword puzzles and cultural events in Transnistrian
cities. The 2-page supplement, Za respubliku (Pro Republic) comes
out twice a month and is the publication of the supreme council
of the Respublika Party. It publishes reports on meetings, leaders’
statements and other official party information. The newspaper
also contains articles about the activities of local entities of a certain political party of Transnistria that are published on the inside
pages. Svedenia is distributed mostly by subscription. The price of
a copy is 2.25 Transnistrian rubles ($0.27).
Known for its scandalous articles, the international youth organization Proryv! (Advancement!) once put out its own publication,
but at present its ideas are expressed only in the newspaper Russki
proryv! (Russian Advancement!) which appeared as the result of a
merger of three periodicals: Dnestrovski Kurier (Nistrian Courier),
Proryv! and Rossiiski rubezh (Russian Border). It is a 16-page
publication that does not indicate its frequency or print-run,
and defines itself as “the newspaper of Transnistrian and Russian
patriots” although it promotes in fact the ideas of a certain political
entity. Four inside pages are reserved for TV schedules and two
pages contain crossword puzzles, anecdotes, a horoscope and entertainment. All this takes up a total of two thirds of the newspaper. The first pages contain information about the activities of the
Proryv! movement and analyses of political events in Transnistria,
Russia and other neighboring countries including Moldova. Commercial advertising is also present in the newspaper. The price is 2
Transnistrian rubles ($0.24); the newspaper is sold at newsstands.
The social-political weekly newspaper Chelovek and His Rights
(A Person and His Rights) specializes in law, but it is in fact the
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mouthpiece of the Social-Democratic Party of Transnistria. It has
eight pages in A3 format and has come out in black and white
since 2003. Its current print-run is 3,000 copies. The first page is
dedicated to political events relating to Transnistria. The second
and third pages contain articles tackling the problems pointed
out by citizens who have requested assistance from the Fund for
Human Rights Protection and Efficient Policy (Fond zaschity prav
cheloveka i effektivnoi politiki). The newspaper relays articles
from other Transnistrian and Russian publications, and it also has
a column that explains the effects of legislation to the public. The
newsroom also publishes poetry by Transnistrians. The last two
pages offer the readers the weekly TV schedule. The newspaper is
sold at newsstands or via subscription. The price is 1 Transnistrian
ruble ($0.18).
The party Narodnaia Volia Pridnestrovia (Transnistrian People’s
Will) until recently published the newspaper Volia (Will); however, sales have been suspended for several weeks although subscriptions sold well at the beginning of the year. I could not get in
touch with the newsroom; maybe it has taken a vacation to create
new material. Nonetheless, the publication did appear in previous
months and so reached its readers. Printed in black and white, this
8-page newspaper had a print-run of 999 copies. According to the
law, a publication with a print-run of less than 1000 copies cannot
be registered with the state, so Volia was not registered. Like other
party newspapers, it contained long articles covering an entire
page or even two, and it relayed articles from other publications.
Most of its articles were veiled propaganda with references to a
related Russian party, its “older brother” the party Narodnyi Soiuz
(People’s Union). The newspaper fairly often published pictures of
the Russian fellow party leader. The newspaper was sold at newsstands.
The only party that does not have its own mouthpiece at present is
the Liberal Democratic Party of Transnistria.
If we refer to the Transnistrian press as a whole, we note certain
common trends. Most of the newspapers belonging to political
entities are not tolerant of opposition parties. We also notice in
such publications many long articles and poor quality pictures as
well as biased, deliberately negative articles that do not objectively
cover Transnistrian reality and the problems of the people in this
region.
In many countries, opinion leaders and politicians stopped negatively interpreting current events for propaganda purposes a long
time ago. However, the ideologists of Transnistrian political entities, with rare exceptions, continue as before to search insistently
for internal and external enemies. We must also note that there are
too many party leaders on newspaper pages and too few people
of initiative and of action who would embrace the ideology of the
party which results in a rejection of the propaganda and in a lack
of trust in the party by the masses. The readers we surveyed confessed that often they buy party newspapers for the TV schedules
in them and that they do not read party newspapers distributed
for free at all.
Svetlana Petruşevskaia
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Media Awareness in Gagauzia

I

n September and October 2008, IMAS Inc. conducted an audience survey in the Territorial-Administrative Unit of
Gagauzia.1 The survey included people 15 years of age and older residing in non-institutional dwellings in urban and
rural areas. Data were collected daily for 4 weeks (plus 1 back-up week). The sample included 18 jurisdictions: the municipality of Comrat, both urban localities, all rural localities with more than 5,000 residents and 11 rural localities with
fewer than 5,000 residents. Sampling was done by age and sex according to data from the Department of Statistics.
Respondents were also asked what sort of information they most looked for in the publications they read. The following figure
indicates that 44% were interested in national or local items, 36% sought international information and 20% either had no
opinion or didn’t answer
Brand Awareness of TV Stations Broadcasting
in Gagauzia in Percentages
Immediate awareness
First men- Also initially
tioned
mentioned

Brand Awareness of Radio Stations Broadcasting
in Gagauzia in Percentages

Assisted
awareness

Total awareness

Immediate awareness
First
mentioned

Also initially
mentioned

Assisted
awareness

Total
awareness

Pervyi canal (ORT)

55.7

24.6

6.2

86.6

Hit FM

34.6

20.2

7.8

62.6

Rossia (RTR)

8.2

35.1

17.0

60.2

Moldova 1

6.2

22.2

22.9

51.3

19.6

21.0

12.6

53.2

TV Găgăuzia
(GRT)

Radio
Găgăuzia
(GRT)

2.8

19.3

22.6

44.6

5.5

16.0

17.9

39.4

NIT

5.1

23.9

11.7

40.7

Russkoe
Radio

REN TV

2.9

13.0

19.0

35.0

Radio
Moldova

1.7

8.2

12.8

22.7

Eni Ai

3.2

7.0

17.7

27.8

Europa plus

1.3

5.6

9.8

16.7

Aiyn - Aciyc

0.5

2.0

5.4

7.8

Euro TV

0.6

2.0

3.7

6.2

Pro 100
Radio

1.1

6.7

4.4

12.2

ATV (Bizim
Aidinic)

0.2

0.9

3.4

4.5

Radio
Albena

1.5

5.9

3.0

10.4

2 Plus (Antena 1)

0.4

1.5

1.7

3.5

Eni Ai

0.7

1.6

4.4

6.7

1.1

4.1

1.2

6.5

Vultelcom

0.2

2.1

1.2

3.5

French FM

TVK-24

0.1

1.1

1.3

2.6

Radio Noroc

0.4

0.9

2.9

4.1

1.1

Micul
Samaritean

0.5

1.7

1.8

4.0

0.0

0.4

2.1

2.4

1.1

2.3

820
respondents

820
respondents

VDT

0.0

0.7

HTB

2.1

15.0

0.4

CTC

3.2

20.1

Vocea
Basarabiei

THT

1.0

5.0

Antena C

0.9

0.4

Sport

0.4

1.8

Maiak

0.1

1.0

1+1 Ukraine

0.2

2.2

Chanson

0.0

0.7

DTV

0.0

2.0

Other

0.4

2.1

Discovery

0.1

1.5

MUZ TV

0.2

2.9

Total

100%

820
respondents

Other

1.3

13.7

Total

100%

820
respondents

820
820
respondents respondents

Tables 1–5 indicate the results of the survey. The category “First mentioned” is a question with a single answer. The other categories are questions with multiple answers (only “yes” values are indicated).

* Media audience research was funded by the Swedish Helsinki Committee for Human Rights and the OSCE Mission to Moldova. This support
does not imply endorsement by the donors of the content, design or presentation of the information and opinions contained therein.
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Brand Awareness of Weekly Newspapers in Gagauzia
Immediate awareness
First
Also initially
mentioned mentioned

Assisted
awareness

Brand Awareness of Daily Newspapers in Gagauzia
Immediate awareness

Total
awareness

Assisted
awareness

Total awareness

7.4

15.4

51.8

First
mentioned

Also initially
mentioned

Komsomolskaia
Pravda

29.0

Vesti Gagauzii

22.6

18.7

9.6

50.9

Argumenti i fakty

9.0

8.2

18.3

35.4

Edinaya Gagauzia

7.2

9.3

15.5

32.0

Makler

3.4

13.3

19.8

36.5

Znamia

13.2

7.9

0.2

21.3

Shans

3.2

5.1

11.2

19.5

Nezavisimaya
Moldova

6.2

8.3

19.3

33.8

Antenna

3.5

4.5

10.4

18.4

Vremea

1.2

2.1

7.0

10.2

Comunistul

1.5

4.1

11.0

16.6

Moldova Suverană

0.5

1.2

1.3

3.0

Stolitsa Comrat

3.9

4.4

4.6

12.9

Timpul

0.2

0.2

1.6

2.1

Programele TV

0.2

3.2

7.1

10.5

Jurnal de Chişinău

0.0

0.2

1.1

1.3

Trud 7

0.7

2.0

7.4

10.1

Flux

0.4

0.4

0.6

1.3

Kisinevskie
novosti

0.1

0.1

6.2

6.5

62.1

83.8

Panorama

0.7

2.0

2.3

5.0

Moldavskie
Vedomosti

0.5

0.9

3.4

4.8

Puls

0.4

1.1

1.8

3.3

Other

0.5

0.6

None/Don’t know

58.5

72.7

100%

820
respondents

Total

Brand Awareness of Monthly Magazines in Gagauzia
Immediate awareness

Assisted
awareness

Total
awareness

10

39

54

17

5

31

53

Moldova

7

8

34

49

Count

Economicheskoe
obozrenie Logoss
Press

0.2

1.1

1.3

2.7

Novoe vremya

0.0

0.6

2.0

2.6

Kishinevski
obozrevatel

0.0

0.1

1.6

1.7

Vas domashnii
doktor
Ana Sozu Asli
Haber

Democratsia

0.2

0.2

0.9

1.3

Kommersant Plus

0.1

0.2

1.0

1.3

Literatura şi Arta

0.0

0.0

1.0

1.0

Capital Market

0.1

0.4

0.4

0.9

ECO, economic
magazine

0.0

0.1

0.6

0.7

Vocea Poporului

0.1

0.1

0.4

0.6

Others

1.2

2.6

1.1

2.0

None

31.2

54.5

55.9

69.3

Total

100%

820
respondents

820
820
respondents respondents

International
36%

Also initially
mentioned

5

Dreptul

4

1

24

29

Aquarelle

6

2

12

20

Limba română

4

2

9

15

Contabilitate şi
Audit

1

2

10

13

Business Class

3

1

6

10

Natura

1

1

5

7

VIP Magazin

1

5

1

7

Alunelul

1

1

3

5

2

0

2

4

Amic

0

0

0

2

Noi

0

0

2

2

Public

1

0

1

2

Contrafort

0

0

1

1

Profi

0

0

1

1

Liza

12

1

Babushka

7

1

Local (region
level), 23%

National
(country level),
21%

First
mentioned

Tainele sănătăţii

What type of information do you look for most of all in the
daily/ weekly/ monthly publications you read?
Don't no/ No
answer, 20%

820
820
respondents respondents

Others

14

7

None

734

784

Total

820
respondents

820
respondents

820
820
respondents respondents

You can find the full study at www.ijc.md.
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The Journalists’ Code of Ethical Principles:
Experiences and Conclusions
The role of self-regulation: The continuous growth of the
influence of the media in Moldova has been accompanied by
a process to establish the means to guarantee its responsible
operation. The need to establish such mechanisms to prevent
irresponsible actions by the media that were in the past due
to a large extent to the lack of democratic traditions has been
acknowledged over the years by a significant number of print
and broadcast media professionals. Unfortunately, from the
day Moldova declared independence up to the present, legal
regulations have prevailed over self-regulation in establishing these mechanisms. As a result, it has taken a long time to
develop and adopt ethical standards for media operations.
Tools for self-regulation: The first tool for self-regulation in
Moldova, the Journalists’ Code of Ethical Principles (Journalists’ Code), appeared five years after the adoption of the
Press Law on 26 Oct 1994 which was too long a gap. This
tool encompasses both internal self-regulation (within each
media outlet) and the monitoring of journalists’ activities by
relevant non-government organizations (NGOs) and social
service providers. Another tool for self-regulation is the
Code of Principles, Standards and Recommendations for the
National Public Broadcaster Teleradio-Moldova (NPB Code)1
which appeared ten years after the adoption of the Broadcasting Law and three years after the adoption of the Law on the
National Public Broadcaster Teleradio-Moldova.2 At the end
of 2007, the Professional Standards and Principles of Journalistic Ethics for Programs on Teleradio-Moldova3 and Regulations for the Ethics Commission of Teleradio-Moldova4 were
added.
Un alt instrument de autoreglementare în domeniul massmedia este Codul de principii, standarde şi recomandări al
producătorului IPNA Compania „Teleradio-Moldova” (în
continuare – Codul IPNA)1, care şi-a făcut apariţia după zece
ani din momentul adoptării Legii audiovizualului şi trei ani
din momentul adoptării Legii cu privire la instituţia publică
naţională a audiovizualului Compania „Teleradio-Moldova”2.
The social impact of self-regulation: The small advertising
market in Moldova as well as the interests of owners and

managers of private broadcast media have contributed to a
lack of concern on their part for self-regulation, so the social
impact of self-regulation in Moldova has been virtually nil.
Moral standards imposed through tools for self-regulation
have to a large extent centered on rights and obligations, and
therefore, the need for self-regulation has been associated
only with preventing irresponsible actions. As a result, many
journalists have become skeptical about the need for serious
reform in this area. This skepticism has also been fed by a
number of other factors like frequent defamation lawsuits in
which the “defamed heroes” in most cases have been politicians, high public dignitaries or judges and frequent amendments and even more frequent attempts to amend mass
media legislation.
The importance of self-regulation: Today, the attitude in
Moldova toward self-regulation is unfortunately virtually
equivocal. Studying it is useful for one’s career (from a cognitive point of view) but useless in practice. This situation can
be explained first of all by the flaws in the Moldovan system
for self-regulation which we believe include the following.
- The tools for self-regulation are too basic and abstract.
Most standards are similar to the standards of the legislation in force and do not offer either additional information or the mechanisms necessary for journalists to solve
the problems they frequently encounter in practicing their
profession;
- Until now, self-regulation in Moldova has mainly been
viewed as a means for guaranteeing the responsible operation of the media. From this perspective, self-regulation
tools have been regarded as additional mechanisms for
repression. In the future, it will be necessary to promote a
new view on the need for self-regulation that also includes
self-control.
Institutional framework: Article 20 paragraph 4 of the Press
Law explicitly established journalists’ right to create tools
for self-regulation: “A journalist’s obligations derive from
the legislation in force, from the law and from professional
ethics.” Although it is an ambiguous and dangerous provision

1. At present, this document can be accessed on the website www.trm.md/, under the title Code of Principles, Standards and Recommendations of Producers
of the Public Company Teleradio-Moldova with the note “Approved by the Decision of Observers Council No.1/35(3) of 7 Nov 2007.” However, we note that,
during the seminar Balance and Impartiality in the Informative and Political Programs of the Public Broadcasting Service, held on 27 and 28 September 2005,
the representatives of the Observers’ Council of Teleradio-Moldova officially announced the adoption of the this code.
2. The Broadcaster Law No.603-XIII of 3 Oct 1995 and Law No.1320-XV of 26 July 2002 on the National Public Broadcaster Teleradio-Moldova were superceded by the Moldovan Broadcaster Code No.260-XVI of 27 July 2006.
3. Approved by Decision of the Observers’ Council No.1/35(2) of 7 Nov 2007.
4. Approved by Decision of Observers’ Council No.1/35(5) of 7 Nov 2007.
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that distorts the essence of self-regulation, it has not been
the object of serious criticism due to the inefficiency of selfregulation in Moldova. Professional ethics are also addressed
on page 20 of the Journalists’ Code which states, “This code
of ethical principles can serve as support for arguing cases
considered by courts of law and other institutions in litigation involving journalists or the products of their activities.”
The Journalists’ Code was adopted on 4 May 1999 by an extraordinary congress of the Union of Journalists of Moldova
(UJM) which called on all journalists’ organizations to sign
the document. On 26 May 1999, the document was signed by
another 11 professional associations and thus was nationally
acknowledged. The Code was conceived for and addressed to
all media journalists, including print and broadcast media both state and private. It consists of 22 points and has
not been amended since its adoption. The intention was to
harmonize the activities of the media with social values and
standards. The political, social and professional conditions
existing in the country at that time, however, (for example,
the excessive number of journalists working for state media)
and the lack of traditions in this area in the authors’ opinion
determined the absence of regulations in the Code for establishing efficient tools and mechanisms to achieve the goals
pursued.
The Journalists’ Code was based on Resolution of the Parliamentary Assembly of the Council of Europe No. 1003
(1993) on Journalism Ethics (Resolution), whose content and
structure it reflects, and on the principles of conduct of the
International Federation of Journalists. The main differences
between the Journalists’ Code and the Resolution are as follow.
a) The Code makes a distinction between “information
and opinion” (page 4). In fact, the authors were obviously
aiming to include the principle contained on page 3 of the
Resolution, i.e., the difference between “facts and opinions.”
This error in translation has not yet been corrected;
b) The cooperative character of the media is not reflected in
the Code (page 10 and page 32 of the Resolution), so it ahs
not been voluntarily implemented by the principle participants: owners and managers, journalists and the public.
Media owners and managers (public authorities, private
sector, state agencies) are mentioned 6 times, journalists
are referred to 42 times and the public (citizen, person,
individual, society) is mentioned 10 times. In addition, Article 8 paragraphs (1)–(5) and (7) and (8), Article 9, Article
10 paragraphs (1)–(2), Article 11, Article 16 paragraph (1)
and Article 20 paragraph (1) letters g) and h) of the Press
Law establish the most important legal relations among
the owner (“founder” or “co-founder”), media manager
(“editor-in-chief ” or “editor” or “chief of the media agency”)
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and the journalists who work for periodical publications
and news agencies. These relationships are regulated by a)
the legislation in force, b) the charter of the publication or
of the news agency which is adopted by a general assembly
of the staff and approved by the owner and c) a bilateral
agreement concluded between the founder and the periodical publication or the news agency. The law provides for the
appointment of the manager (who can also be the founder)
in accordance with the legislation in force and the charter
of the publication or news agency. It also establishes their
rights to carry out their activities in conditions of professional autonomy. This mechanism in the Press Law for
establishing a balance among these three media components could also be used to make the Code functional and
efficient. Unfortunately, over time the mechanism set out in
the Press Law has not functioned as intended as an absolute majority of periodicals and news agencies adopt their
charters as they are submitted by the owner or manager, and
many journalists have not even heard about the existence of
a bilateral agreement.
c) The principle of transparency of media ownership is not
reflected in the Code (page 12 of the Resolution). It is hard
to understand the relaxed attitude of people who constantly
struggle for access to information toward the lack of transparency about media ownership and management. Currently, the Moldovan public is merely told that the newspaper, news agency, radio or TV station was founded or is
owned by “Y” Ltd. In our opinion, society’s growing lack
of credibility in Moldovan media is justified by the lack of
transparency in media ownership, This is a problem which
must be tackled by journalists as soon as possible.
Agencies and procedures for self-regulation: The last chapter
of the Resolution, “Ethics and self-regulation in journalism,”
reviews self-regulation in relation to the transparency of
journalists’ actions; to the right of citizens to have access to
information about journalists’ work and to form their own
opinions about it and to how to improve the procedures for
conducting journalistic activities. While page 21 of the Journalists’ Code stipulated the creation of a body to monitor the
implementation of standards of professional ethics, i.e., the
National Council of Journalism Ethics (NCE), unfortunately
it did not create a clear concept for achieving these outcomes.
The Code did not create a detailed mechanism for the operation of the NCE; rather, it only stipulated the appointment of
famous journalists to the Council by the UJM Congress and
the NCE’s obligation to carry out its activities in accordance
with its own Regulation. The NCE Regulation was adopted by
the UJM Congress and includes several articles that established it as an advisory body (articles 1 and 2) to promote the
principles of ethics in the media and in all the media organizations that signed it.
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Page 37 of the Resolution provides for the need to create
bodies or mechanisms with large representations: publishers,
journalists, associations of media users, academic experts
and judges. Although the Code stipulated that representatives
of all Moldovan media organizations should sign the NCE
Regulation, NCE members can be famous journalists only.
Public trust in NCE probity would imply the development
and implementation of a mechanism to attract other professionals (teachers, sociologists, lawyers, political scientists)
and minority groups to the NCE.
The number of NCE members is not determined in the Regulation. At present, it is composed of nine individuals who
were appointed by the UJM Congress in 2008. Article 2 states
that there must be a quorum at all meetings which at times
has been a serious problem because of a lack of funding. Article 2 also states that the NCE is obliged to analyze any written complaint about a violation of the rights and freedoms of
journalists or of the persons referred to by journalists in the
media, but it is not obliged to adopt a decision about the issues it reviews. According to current practice, NCE members
vote on approving detailed examinations of problems submitted for review. The NCE has the obligation to make public its
decisions about administrative or political pressure on the
media or on journalists.
From 2001 to 2004, the NCE attempted to create a mechanism for monitoring the media, but it failed. During that
time, the NCE examined complaints about violations of ethical standards by journalists and considered and adopted draft
declarations on observing those standards, but it adopted decisions censuring journalists’ activities in only two cases. As
a result, the Council recommended that the UJM Permanent
Bureau exclude those two journalists from the Union. The
journalists left the profession after the publication of those
decisions though we cannot say that the NCE decisions were
the reason they did so. The NCE has also at times had various other occupations including presenting opinions at court,
adopting and disseminating statements and drafting amendments to the Journalists’ Code to eliminate contradictions.
Practical issues: Unfortunately, the NCE has not contributed
directly or indirectly to drafting new standards for selfregulation or to improving the existing ones. The Council has
developed or specified the rights and professional obligations
of journalists in the context of social values and of morality which could serve as a tool for enhancing the prestige of
agencies for self-regulation in general and of the NCE in particular. In our opinion, the efforts of certain national NGOs
to align national legislation with European standards to solve
current problems could be better directed to establishing
commissions for self-regulation. This could also contribute
to the efforts of civil society to self-regulate media in other
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areas that at present are regulated by the state. In this way, it
may be possible to promote professional and public interest
in self-regulation over abstract and (always) incomplete legal
regulations. Another area of real interest for agencies for selfregulation can be offering advice on draft laws and other legal
acts. According to our information, the NCE has not yet been
involved in this area.
Self-regulation of relations between journalists and publishers:
We think that enhancing the prestige of agencies for selfregulation will in the future allow them to establish provisions that will ensure balance between media managers and
journalists on the NCE. At present, the Journalists’ Code does
not contain any provisions in this regard, and there is no ongoing dialogue between them. The inefficiency of the tools for
self-regulation is, we believe, due to the lack of involvement
on the part of agencies in establishing and maintaining such a
dialogue. The NCE must contribute to determining the working conditions, both professional and social, for journalists
that make it possible for them to follow ethical requirements
under normal conditions. Otherwise, the tools will remain
nothing more than public statements of good intentions by
journalists.
The struggle to overcome the lack of interest and negative
attitude of many journalists to the Journalists’ Code must
include cooperation among all media participants; the agencies for self-regulation have their own roles in this process.
We recall in this context the provisions of the Press Law on
the status of periodical publications or news agencies and
bilateral agreements. The NCE could get involved in drafting and adopting those agreements, but unfortunately these
issues have not received NCE attention.
Public information about professional values and standards
and their observance by journalists:. The public must be
informed about the values and standards of the profession
in order to track and denounce falsehoods, errors and even
a lack of professionalism in the media. Informing the public
about respectful and disrespectful attitudes toward professional ethics creates one of the most efficient tools for influencing self-regulation: public opinion. The population has the
right to this information, but the NCE is not disseminating it.
At present, public information about journalists’ professional
values and standards and their observance in Moldova is provided by the journalists themselves. The most important media outlets have been involved in this form of self-regulation,
and some have even dedicated special columns to it (e.g.,
“Teleobservator”). These articles frequently do not even hint
at an attack on anyone as the journalists are only fulfilling
their professional responsibilities. This form of self-regulation
in Moldova thus functions very well indeed.
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Nonetheless, we think that self-regulation by individual journalists cannot at present perform one of the most important
tasks of agencies for self-regulation: the study and professional analysis of ethical conflicts. The aim is to enable the public
to form an opinion about the moral scope of media coverage
and about journalists’ work in general. The lack of generally
valid self-regulations, the dynamic development of the media
under new technological conditions and social change all
determine the appearance of new types of conflicts. In these
conditions, agencies for self-regulation must be prepared
to get involved in reviewing and solving those conflicts and
must contribute to determining the causes for the appearance of the conflicts and to settling them. The involvement of
regulating bodies in conflicts in the media could facilitate the
appearance of other necessary regulations.
Funding the NCE: The NCE performs its duties during its
irregularly scheduled meetings. Some current and previous
members think it should meet more regularly, but most NCE
members work full-time for media outlets and do not receive
any extra pay for serving on the NCE. Currently, financial
conditions in Moldova are difficult so it is unlikely that
proper funding will be provided.
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If, however, NCE had a regular schedule, it would enable it to
get actively involved in developing and implementing ethical
standards and tools for self-regulation would become of real
use to journalists. This task is presently carried out more efficiently by NGOs that train journalists during electoral campaigns and monitor the public broadcasting service and print
media. We believe that through their contributions, NGOs
have managed to create a true “barometer of credibility” as
stipulated on page 38 of the Resolution that could be used by
citizens as a guide for observing ethical standards. Unfortunately, Moldova has not established adequate enforcement
mechanisms as stipulated on the same page of the Resolution.
Making the results of monitoring public has, in the absolute
majority of cases, not had an effect on public opinion or on
the media monitored. Although, it is a good sign that the
managers of some media outlets have lately started to respond to monitoring results, their responses are regrettably in
an unexpected form—the institution of legal proceedings or
the dissemination (through the media) of offensive articles.
Eugeniu Rîbca, Olivia Pîrţac
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Journalism: Between Theory and Practice
Journalism Textbook by Marc Grigoryan, a native of
Erevan, Armenia and currently employed by the Russian
language service of the BBC in London, has filled the gap
in such teaching resources in the last 7 years in Moldova. It
is interesting that like a number of Romanian journalists
especially Cristian Tudor Popescu, editor-in-chief of the
prestigious daily Gândul (Thought) who have engineering
backgrounds, Mr Grigoryan after graduating from university started working with an institute for scientific research
in automatic urban management systems. He found his
new vocation at the age of 35 when he started working for a
newspaper. Although he settled in London in 2002 and has
lived there since, he has not applied for British citizenship,
remaining loyal to his Armenian nationality.
The textbook presents several journalistic genres—news,
interviews, reportage, portraits, analysis and journalistic investigation. Each chapter contains two subheadings: “Texts for
analysis” and “Practical assignments.”
The author specifies that, “A British citizen would be very
surprised to read under news a text about the good management of a company, about record harvests or about milking. It
is true that the British press sometimes publishes stories about
the economic success of one company or another; however,
they appear when the companies present their annual reports,
and along with the top performing company, the situation of
other companies is always presented. “Such stories are usually
inserted in the business supplements” (p. 15). Using statistics
and establishing top rankings does not mean that British journalists publish stories about good management that leads to
record harvests and milk production, because if they published
such stories, they would qualify as hidden advertising or public
relations. Also, in the chapter “What is news?” the Armenian
author cites the well-known definition of the theoreticians
John Bogart and Charles Dana: “When a dog bites a man, that
is not news because it happens so often. But if a man bites a
dog, that is news.” (p. 35).
In the subheading “Structure of a story” referring to news
items (p. 50, 51, 52), the author mentions that the, “…traditional method of setting forth a journalistic story resembles a
pyramid. The ‘top’ of the pyramid contains the most important
information which is followed, toward the base, by secondary
and less interesting information. This is the essence of the
pyramid and of this story structuring method. This is a struc-

ture which is usually extremely convenient for the reader. He
remembers at once what the most important thing is, he can
stop reading at any point, without missing the key moments”
(p. 50).
I agree with Mr. Grigoryan when he says that, “Not by accident
do people cross the thresholds of newsrooms to tell their
stories, that is, to talk about conflicts which they cannot solve
by themselves” (p. 37). This is probably specific to the ex-soviet
press, because in democratic societies, people go to court to
solve their problems.
I think that of real use to beginning journalists would be the
practical advice given by the author regarding the drafting of
news stories: avoid verbal tics; write short sentences; be careful
how you start the story; offer more information; use active
sentences in the personal mood; titles of news story must be
short i.e., 6–8 words at the most, etc.
Due to the author’s relaxed style, the book can be useful not
only to journalism students but also to those who have not yet
studied it and who aim to master the theory and practice of
this profession by themselves.
Aurelian Lavric
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“Moldovan Press Needs Foreign Investment”
Interview with Val Butnaru, director of the newspaper
Jurnal de Chişinău
Val Butnaru is one of the most well-known managers and
journalists in Moldova. His name associated with the evolution
of the press between the Prut and Nistru rivers in the past decades, and he has become a symbol of local journalism.
Q: Mr. Butnaru, what does it mean to be a media manager in
Moldova: to be influential or rich or to have a lot of problems?
V.B: In the rest of the world, of which we are not a part, a
media owner means exactly this: he is a magnate and influential, and first of all, he runs a business. In our country, it
is the opposite. The independent newspapers from which
people try to make a business are founded by journalists and
by poor people, and as a result, the business looks exactly like
the investment. There are no sufficient sources to promote the
product, to launch new products or to remunerate the staff at
a much higher level than they are now. As a result, the nation’s
press has the light touch of a district newspaper, even the
newspapers that consider themselves to be pretty good. This is
why it is vital for our press that things change, that foreign investors—rich people, magnates—start to come and invest a lot
so that they recover their investments in a short period of time
and start making a profit. In addition to their gain, the gains of
the press would change starting with the quality of the paper
and fortunately or unfortunately, ending with the editorial
policy, with the content.
Q: What conditions must exist in Moldova so that foreign
investment comes? Let us not forget that we have a poorly
developed advertising market and that the purchasing power
of the population, including for newspapers, is very weak.
V.B: Moldova is not the only place in this part of Europe where
things are not so good. For instance, in Macedonia where the
situation is comparable to ours and where I attested to this
myself, the press enjoys the presence of foreign investors. First
of all, these are German investors. They have bought not only
central but also local newspapers. This means that something
moves.
As to the advertising market, I think there is enough advertising for our media. This market can generate sufficient means
for the newspapers to make substantial profit, but (attention!),
the investor who comes here first and attempts to change
things will be the winner! For two investors, the market is too
small! Just one could very quickly increase the print-runs,
despite the low purchasing power of the population. Of course,

the emphasis would not be put on the money earned from
subscriptions and sales: the main feature in this game would be
advertising. The main condition for an investor to come here
is the guarantee of a free market and the freedom from any
political pressure. I think that we will be able to talk about a
serious change in the media market only after the communists
are out of power.
Q: Would the association of Moldovan periodicals with big,
powerful trusts be a solution that would allow the media to
become a prosperous business here, too?
V.B: The media have already become a business in Moldova
and I am referring first of all to TV stations—an area which
I know about more from hearsay. As to the rest of the media,
their prosperity is directly related to this unfortunate division
into Russian language press and Romanian language press.
When 90% of advertisements are in Russian, when announcements and advertising newspapers with high print-runs are
only in Russian, when this idea is instilled in the public and
people wake up every day thinking that advertising is only in
Russian, the situation is not good at all for the Romanian lan-
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guage press. This is an unfortunate division which I hope that
will be eradicated in the end. We must proceed in a simple way,
like in Ukraine, where they decided that all advertising would
be in Ukrainian only. With all the scandal they had, nobody
died; all are alive and place advertising in Ukrainian. It is only
fair!
There are profitable media even in such conditions. Jurnal de
Chişinău is a profitable publication, but its profit is not spectacular. It is not the kind of profit that would let you say that,
from this point of view, it complies with all European requirements. We cannot afford to print in color and on high-quality
paper. Hence, our earnings are somewhat modest.
The formation of media conglomerates is not a desire anymore; it is an axiom, an imminent thing, which will take place and
I repeat: he who comes first into the market will make just one,
maximum two, conglomerates. The division of the media will
end with this.
Q: You worked during the Soviet period and during the period
of “wild capitalism,” i.e. in the first years of Moldova’s independence, and you also work now when things have started to
comply with the requirements of a market economy. You have
personally passed through these periods as a journalist and as
manager. Can you tell us what did not go well in the development of the media? Why are our media organizations, with few
exceptions, not businesses in the true meaning of this word?
V.B: That romanticism, with which we media people looked at
things from the outside got in our way a lot. Instead of looking
at things as pragmatically as possible and of starting to do
what, for instance, our colleagues in Bucharest did, we looked
at things more romantically. They tried to do all kind of press
from street newspapers to more sophisticated newspapers,
but we persevered with enthusiasm and struggles; we were
even the partisans in such fights. We believed more in fiction
than in economic literature. I think that this thing impeded
to some extent our progress. We woke up in the middle of the
last decade of the last century when news agencies, newspapers etc. started to appear here and there. However, the same
thing prevented us from developing, i.e., the division into
Romanian language press and Russian language press. I am
not necessarily talking of the dramatic aspect of this issue, but
merely ascertaining a fact. Russian language journalists have
been if not sharper then at least slyer. They were the first ones
to make an advertising and announcement newspaper, the first
ones to make entertainment newspapers and magazines, and
they focused on a different share of the public. We, those who
consider ourselves serious journalists, have remained within
serious journalism producing analyses, investigations and welldocumented reports. At one point, we realized that our public
had shrunk, that a new generation had appeared that wanted
to read something else, that was not interested in this type of
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journalism no matter how cynical or unpleasant it may sound
to us. And so, we found ourselves with a gap which, for the
Romanian language public, nobody came to fill.
We started to produce the Thursday issue of the Jurnal in this
very line. It contains gossip, entertainment news and information about VIPs, i.e. it is different. I want to say that this issue
is one year old and in one more year it may supplement the
other two issues and become much more important as a source
of revenue.
Q: Over the years, you have “experimented” with various
types of media. I do not know if this word is adequate in this
situation, but I will use it anyway. Now you are publishing an
economic newspaper, you also have a digest, and previously
you had worked for a political publication. Based on your experience, I would like to ask you: in your opinion, what type
of press is more profitable, a digest, a political newspaper, an
economic one, or another type?
V.B: We should not invent things. I was once in Austria with
an acquaintance and we were driving at about 8 p.m. on a
somewhat unusual street because there were characters there
dressed in phosphorescent clothes selling newspapers. I asked
what kind of newspapers they were selling. The person who
was accompanying me said that it was nothing serious, some
tabloid, but which had the highest print-run. I asked if it was
the best newspaper. I was told that, on the contrary, it was
the worst one. I asked which one, in that case, was the best
newspaper. He named a publication, but when I asked if it had
the highest print-run, he said that, on the contrary, it had the
lowest print-run. So, things had been divided long ago at this
juncture. The Bild has the highest print-run, but if you ask people how good it is, opinions differ. The Bild was once said to be
a street newspaper read in all chanceries of the world.
Making press is an intimate undertaking. If you as a person
share certain values and say that you cannot make concessions and you want to make serious press only with in-depth
analyses, then you must undertake such risks as, for instance,
print-runs of one or two thousand copies. This is pretty much
the public for this genre of the press! If you are a businessperson and want to maintain also a certain cultural, philosophical
etc. share, you take this into account, but of course, you also
make a gossip newspaper, an Internet version thereof and an
extremely entertaining and attractive website for young people.
Only in such a way can heads somehow be kept above water.
Q: Does this also include the creation of the first TV station
on-line, “Jurnal.tv”!? It is an innovation in the local media
market that you promoted.
V.B: It is known that the press relies on electronic products
and on online editions. It is also known that the revenues from
them almost reach or even exceed the revenues of the main
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editions. I am very much surprised by the fact that none of
the Romanian language newspapers (I may be mistaken, but
I don’t think so) has an online edition. They post online only
the printed versions that come out on paper. This approach is
far from being correct. Whether we want it or not, both the
concept of the press and the thinking of the consuming public
will radically change in the following ten years. The Internet
will become increasingly more powerful and we will have more
and more users. This is why we started “Jurnal.tv,” this idea of
on-line TV. When we launched it, it seemed to me that nobody
was doing that. We do not have a TV station and we make TV
products that we post on the site. Like newspapers, TV stations
put on their websites what they broadcast.
We have been working for a few months already, but people
need time to get used to the idea. Nonetheless, the public has
got used for many decades to certain comforts as they watch
the news and entertainment at home on TV. It will take awhile
to get people used to the idea that they can sit in their offices
or anywhere they have Internet access and immediately watch
a fresh item of news.
Of course, such television requires a different approach and
a different philosophy. We should in no case (and we talked
about this many times in our newsrooms) compete with traditional TV stations. We are not television; we are a different
method of communication with people. I am sure that kind of
communication will be extremely popular here in one or two
years. Internet televisions will appear in Chişinău like mushrooms after the rain. Maybe we will have even three or four such
broadcasts. They are not costly, you do not have to beg any
kind of permission, licenses and the like from the Coordina-

ting Council of the Audiovisual Media, you have the freedom
to do anything (of course, within the normal limits) and it is
also a rather important source of revenue. I think that in one
year, the revenues from “Jurnal.tv” will be equal to those from
the printed issue.
Q: Knowing you as a promoter of media innovations, I cannot
help asking in the end, what plans do you have, of course, if
this is not a professional secret? Do you intend to come up
with other innovations?
V.B: A lot depends on the human character. Each time I tell
myself to do one thing, I finish it and after that I do not do
anything else. But when you take an issue or a business seriously, you realize that you cannot be satisfied with just a little.
In fact, it is not even correct to stop. Frankly speaking, I could
have avoided doing this “Jurnal.tv” which swallowed significant financial resources and energy and required hiring new
staff. I could have limited myself to the newspaper’s printed
edition which I think brings a satisfying income and there is
money left for profit. But if you do not invent something new,
today’s success turns into dust tomorrow, and then it will be
too late to ask yourself questions like why an apparently prosperous business turned into a lamentable failure? This is why
those who want to make a media business must always invent
new things. You cannot stop just with the newspaper you are
doing. Today it looks good, but tomorrow someone else comes
with new ideas and… Young people with ideas permanently
follow. Of course, they impose new game rules, and he who is
the fastest will win.
Q: Thank you for the interview.

Igor Volniţchi
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