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Introduction

"There can be no higher law
in journalism than to tell the
truth..."
Walter Lippmann
"Me:
What
else
do
newspapers tell about, uncle?
Uncle: Caprice!"
Ion Luca Caragiale

General remarks. The amount of information available and the ease of access to
it indicate the degree of a society's democracy. Francis Bacon stated that
knowledge is power, the power that guarantees freedom to each individual.
Access to truthful and accurate information shapes a society and educates it
within the boundaries of a healthy democracy, and media is exactly the
institution that provides the members of that society with the necessary
instruments during the process of learning and informing.

Accurate information for society can be accomplished only by objective,
balanced and accurate coverage of events. Media content is intended first of all
for the general public; that is why this content has to be truthful (not invented),
impartial (not biased) and objective (not distorted). Rolled into one,
truthfulness, impartiality and objectivity may be summed up into what media
experts call ethics or journalistic philosophy, i.e., the basics of fair journalism.
Being ethical means first of all respecting certain values and secondly assuming
responsibility for the information published, posted online or broadcast by
audiovisual media.

We should understand that ethics are not just a collection of codes and rules to
be followed. Ethics relate to the ability of each media representative to respect a
set of values in various situations (including emergencies), and to provide
objective, truthful and accurate information to media consumers.
Nevertheless, sometimes mass media may be used for propaganda and to
manipulate. In order to avoid these abuses, society needs clear and well-defined
1
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instruments to differentiate truthful information from distorted reality. People
need these instruments to differentiate among truth, lies, gossip and biased
information. Analyses and case studies of specific events may serve as such
instruments. Monitoring mass media performance during a specific event is a
barometer that assesses media institutions from an ethical point of view. This
study aims to assess the qualitative and quantitative content in national and
foreign media about the German Chancellor's visit to the Republic of Moldova
that took place on 22 August 2012.

The topic. The visit of German Chancellor Angela Merkel to the Republic of
Moldova was probably one of the most important events of 2012. According to
the information provided by the Government Press Service, Chancellor Merkel
came to Moldova on the initiative of Prime Minister Vlad Filat. During her visit
she held a press conference, met with the President and Speaker of Parliament
and the leaders of the parliamentary parties and with businessmen from
Moldova and Germany. After giving a speech at the Republican Palace and laying
flowers at the monument of Ştefan cel Mare şi Sfânt, Chancellor Merkel had
dinner at the winery complex Cricova. She was in Moldova for about six hours. In
Chişinău, she was accompanied by journalists representing nearly 20 media
outlets both from Germany and other countries. Also during this visit, Chancellor
Merkel was accompanied by German officials including Christoph Heusgen,
Advisor on Foreign Policy and Security.

To a great extent, this visit represented a test for the Moldovan press which is
not used to covering events of such political importance. Has the Moldovan press
grown up or hasn’t it? With minor exceptions, the way local journalists covered
the visit revealed their immaturity as they covered less important issues and
bypassed the subjects of real importance. Stories from Chişinău analyzed in
detail the meaning of the color of the Chancellor’s clothes and that of the carpets
in the Republican Palace. For some media outlets, the black cat crossing the
street shortly before the cortege passed was of greater significance than the
Chancellor's speech, and "taking a seat in an armchair” at the Residence, the
"bullet-proof limousine" and the menu at Cricova was breaking news for most
newspapers and TV stations.
As a result, Moldovan media failed to deliver a clear message as to why the visit
of Angela Merkel was so important for the country. Ordinary people didn't really
understand that apart from traffic delays and the "closure of the pubs" on the
route of the Chancellor's cortege, this visit also meant something else. Generally,
there was a lack of broad coverage from a variety of perspectives of the visit of
Independent Journalism Center
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the most influential European leader to Chişinău. What political support is
provided by Germany to Moldova? What is the volume of German financial aid
and investment? What problems face German companies that invest in Moldova?
What is known today about the German community in Bessarabia that in 1940
amounted to nearly 100,000 people (actually Merkel mentioned them in her
speech)? What is Horst Köhler, former German President born to ethnically
German parents from Bessarabia, saying today?. Unfortunately, these issues
were covered only briefly by the domestic media.

3
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Part I: Domestic Media
1. Qualitative aspects of coverage
A. Print media
Adevărul. Between 15 and 28 August 2012, the daily newspaper Adevărul
published 15 articles tackling the subject of Chancellor Merkel's visit to Chişinău
including five news items, one interview, four reports and five editorials (Figure
1). Most of them put primary emphasis on the event, and only two had a
secondary (indirect) emphasis. To a large extent, the reports and news items
were published before the visit and on the day of it. Except for one, the editorials
were published after the event. It should be noted that prior to and on the day of
the visit, items about it in most cases appeared on the 2nd and 3rd pages of the
newspaper. After the visit, articles appeared on pages 6 and 7.1 Ten articles had
a political theme, three tackled social subjects and two focused on economics.
Adevărul was among the leaders of the institutions monitored when it came to
diversity of subjects (political, social, economic) and journalistic genres (news,
interview, report, editorial). Medium-length articles (¼ to ½ page) prevailed at
10 out of 15, 1 was very long (one page or more) and 4 were long (longer than ½
page). The very long and long stories were published on 21 and 23 August.
Panorama. The Russian language newspaper Panorama published two news
items before the visit, two on the day of the visit and two news items, a photo
report, an editorial and a report afterwards for a total of 11 stories on the topic.
Half of them had a primary focus, and the rest tackled the event as a secondary
subject. From 15 to 21 August, most stories were published on the front page or
on the second page of the newspaper. On 22 August, page 3 was totally
dedicated to the topic, and starting on 23 August, stories were published on
pages 6 and 20.2 Politics dominated in 8 of the 12 articles, 3 tackled social issues
and 1 addressed economics. The length of the articles varied. Four of them were
medium length, three were very long, three were very short (less than h page)
and two were long. Very long and short stories were published on 22 August.
The online news portal Unimedia and Panorama were the only media outlets
that provided photo reports of the visit.

1
2

It is noteworthy that Monday through Thursday, Adevărul is 16 pages, whereas the Friday issue has 24 pages.
The Tuesday and Wednesday editions of Panorama have 8 pages, and the Friday issue contains 20 pages.
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Figure 1: Ranking of media outlets by number of articles published
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Moldova Suverană. Between 10 August and 4 September, the newspaper
Moldova Suverană was on holiday; however, the editions of 9 August and 4
September were monitored and analyzed. On 9 August, a small news item from
Moldpres news agency was published with some details of the visit. The primary
focus was on the event, and it was published on the front page. On 4 September,
the newspaper translated and published an article from The Economist.3 It was a
medium-length, political story with a secondary focus on the visit. It was
published on the front page and continued on the second page.

Независимая Молдова. Between 3 and 29 August, the newspaper Независимая
Молдова (Nezavisemaya Moldova) was on holiday; however, 1 edition of this
newspaper was issued on 24 August that contained 5 relevant articles, 4 with a
primary and 1 with a secondary focus. They included an open letter from
Communist Party Leader Vladimir Voronin addressed to Chancellor Merkel, two
editorials and two news items, all of which were political. Most (three) were fullpage articles published on the second page. The editorials, in turn, were on
pages 3 and 4, and each occupied about half a page.
3

5

The Economist, “Europe’s tired engine,” available at http://www.economist.com/node/21560601.
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B. Broadcast media
Pro TV Chişinău. From 15 to 28 August, ProTV Chişinău broadcast 20 stories
related to the visit in various genres. In all, 15 stories had a primary focus and 5
had a secondary focus. Before the visit, news items were broadcast to a large
extent in the middle of the newscast, but on the day of the visit and on the two
following days, the stories were at the beginning. The station devoted a total of
43 minutes and 30 seconds of airtime to the visit (Figure 2).
TV Moldova 1. In the 14 news bulletins broadcast from 15 to 28 August, there
were 19 items about the visit, all of which were news items. Most stories (15)
had a primary focus, in 3 the visit was given secondary emphasis and in 1 it was
just mentioned. To a large extent, the news items were broadcast at the
beginning of the bulletins. For instance, on 22 and 23 August, the first four items
of the bulletins were about the visit. The total airtime allotted was 33 minutes
and 30 seconds.

Prime TV. This private station broadcast 20 stories that focused directly (18) or
indirectly (2) on the topic. All stories were presented as news items. In most
cases, bulletins began with news about visit. In all, 14 of the stories were
broadcast on 20 and 21 August, and the total airtime devoted to the visit was 49
minutes.
Table: Media Outlets with the Most Diverse Coverage
News Interviews Reports Vox
items
Pop
1. Radio Free
Europe
2.Adevărul
3. Radio
Moldova
4.Panorama

4

5

2

1

Editorials/
Opinion
pieces
3

6

-

4

-

1

5
11

1
3

4
2

2

5
-

Radio Free Europe (RFE). RFE broadcast 12 stories during its morning and
evening programming. In addition, several short news items about the visit were
also broadcast at the beginning of each news bulletin. RFE was the media outlet
that demonstrated the greatest diversity of journalistic genres: five interviews,
four news items, three commentaries (opinion pieces), one report and one vox
pop in addition to live broadcasts covering the event (see Table). Most of the
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stories had a primary focus (11) and were broadcast at the beginning of news
bulletins. RFE also led in length of the airtime devoted to the visit at 78 minutes.4

Radio Moldova. During the 10 news bulletins aired during the monitoring
period, the public radio station broadcast 18 stories 14 of which focused directly
on the visit and 4that focused indirectly on it. Most of the stories were aired on
22 and 23 August (5 items on each of the 2 days). For the most part, the items
were aired at the beginning of the bulletins. Eleven were news items, 3 were
interviews, 2 were reports and 2 were vox pop. The total airtime allotted was
about 66 minutes.
Figure 2: Airtime Allotted to the Visit (in minutes)
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C. Online media
Unimedia.md. During the two weeks of monitoring, Unimedia posted the most
stories on the visit at 46 including 42 news items, 2 photo reports and 2 live
streaming programs. Most of them were posted on 22 August (16) and 23
August (10). The theme of politics prevailed; however, there were also stories
tackling the economic and social aspects of the Chancellor’s visit. Nearly 80% of
the articles had a primary emphasis. The length of most stories was medium,
and all were accompanied by photos.
4

It is noteworthy that the monitoring period was longer for RFE. The two daily programs, amounted to nearly 60
minutes of monitoring, whereas in the case of other broadcast media outlets, their daily monitored airtime amounted to 30
minutes.
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Omg.md. This portal posted stories about the visit only on 22 and 23 August. In
all, six articles were posted including five news items and the full text of the
letter from Communist Party President Vladimir Voronin to Angela Merkel. Five
of the items were political with a primary emphasis, and one had a social theme
and a secondary focus. Five were medium length, and only three were
accompanied by photos.

D. Assessment
Between 15 and 28 August5 the 11 media outlets monitored published and aired
178 stories that focused directly or indirectly on the German Chancellor’s visit to
Chişinău. About 75% of them were news items. Most stories were published or
aired on the day of the visit (about 70%).
Unimedia published most stories (46), and RFE was the leader in airtime
allotted to coverage (78 minutes) as well as in diversity of genres employed
(news, interview, report, vox pop and live streaming). RFE, Pro TV Chişinău and
Prime TV offered live streaming of the visit.
Adevărul had the greatest diversity of topics (political, social, economic and
cultural) and was among the outlets with a logical journalistic flow regarding the
use of those genres. The newspaper wrote and published news items and
reports prior to the visit and on the day informing readers and providing them
with diverse information. After 22 August, Adevărul mainly published editorials
by opinion makers in Chişinău, offering the public interpretations of some
aspects of the visit.
It is noteworthy that in some cases information was taken partially or wholly
from other sources. For instance, 35% of the information and content posted by
Unimedia was retrieved wholly or partially from other media platforms, and
Moldova Suverană took one story from Moldpres news agency and one from The
Economist.

Except for newspapers Moldova Suverană which was monitored on the issues from 9 August and 4 September, and
Независимая Молдова which was monitored on 24 August.
5
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2. Qualitative Aspects of the Coverage
The quality of a media product depends on several factors including language,
tone, images (photo and video) and the use and citing of sources or persons
referred to. All these can help us understand the overall quality of the content.
We can easily conclude that to a large extent, broadcast media in Moldova lacked
imagination in covering the German Chancellor’s visit to Chişinău. Most media
outlets covered the same subjects and themes in their news bulletins and lacked
original reporting and coverage angles. The visit to the Cricova winery, the
bullet-proof limousine in which Chancellor Merkel road, the carpet color in the
Republican Palace and the color of the roses and the clothes she wore thus got
more coverage than the speech she delivered.

With few exceptions, public broadcasters Radio Moldova and Moldova 1
provided more diversified coverage than other media outlets. For instance,
Radio Moldova aired stories about the way Merkel's visit was viewed by people
from other regions of Moldova (for example, Cahul) unlike most other outlets
that focused only on Chişinău residents. One frequent shortcoming, except at
RFE and the public stations, was that most sources cited were state officials or
employees of government institutions. For instance, several broadcasters
covered in detail Vladimir Voronin's letter to the German Chancellor (Prime TV,
Pro TV, Omg and Независимая Молдова), but very few of them aired or
published the news that several NGOs organized a press conference in which
they on called on Chancellor Merkel to tackle the issue of gender equality among
Moldovan officials. On the bright side, nearly all the outlets monitored directly
cited their sources; in only a few were the citations indirect.
Print press coverage was more original, but this diversity was often limited only
to social issues that in most cases had an indirect or secondary focus on the
topic. Political items with a primary focus were about the same in number as the
ones tackled by broadcast media and referred to the lawn that disappeared on
the eve of the visit; preparations for the visit; the agenda; manhole covers;
Cricova wine cellars; traffic restrictions during the visit; the routes and pubs
closed due to the visit; the Chancellor's security; her "dilemma," i.e., to meet with
Voronin or not and the Molotov cocktail attack.

9
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A. Good head line is a clear headline
A headline represents the reader's first contact with the text. In some cases, this
is also the last contact.6 "The best headlines appeal to the reader's self-interest,"
according to John Caples. Headlines, along with image captions, were and remain
the real challenges for journalists in Moldova. Most of the media outlets
monitored broke the basic rules for writing headlines for articles or broadcasts.7
According to the “Guidelines on Style Containing Ethical Norms for Journalists”
issued by the Association of Independent Press (API), a headline has to be
“...short, concise, to the point, neutral, without nuance. Headlines have to catch
the essence of a problem in a few properly selected words...and have to avoid
ambiguity and reveal the facts without exaggeration."8 In most cases, a headline
has to inform and not ask questions. Of course, there are situations when norms
of headline writing may be bypassed; however, it seems that for domestic media
bypassing has become the rule.

Most of the headlines that didn't follow either ethical or stylistic norms were
spotted in Panorama. For instance, five headlines out of the 11 articles published
were either ambiguous, contained exaggerated information or had too little to
do with the content. Examples include, “Строили для Брежнева, ремонтируют
для Меркель (Built for Brezhnev, repaired for Merkel),” “Меркель – в «бронь»,
водителей – в троллейбусы (Merkel will ride in a bullet-proof limousine and the
drivers in a trolleybus)” and “Черная кошка. Напоминание о пакте
Риббентропа-Молотова. Винные подвалы Крикова (Black cat. A reminder of the
Ribbentrop-Molotov Pact. Cricova Wine Cellars).”
Prime TV led in the number of headlines (crawling titles) that didn't observe
ethical and stylistic standards.9 They included “Treasured as the Apple of One`s
Eye;” “Here's the Lawn, Now It's Gone!”; “A City for Merkel\Silence, the
Chancellor Comes!”; “The Alliance on the ‘Green Carpet’!” and “She Came, She
Saw, She Promised.”

Other headlines that didn't observe stylistic and ethical norms were “Тратя
миллионы «на газоны», власти «не замечают» разрушения памятника
архитектуры в центре Кишинева (Spending Millions on Lawns, the Government
6

Communication and marketing specialists say that when writing a headline journalists should always follow the
principle, “The 80/20 Rule of Headlines.”. According to this rule, on average, eight of ten people read only the headline, and
only two of ten also read the article.
7
Only the headlines in print press, online and TV were analyzed.
8
API, “Guidelines on Style Containing Ethical Norms for Journalists,”Revised and updated Edition, Chişinău, 2012, p.
12, available online at http://consiliuldepresa.md/fileadmin/fisiere/documente/ghid_final.pdf
9
In the case of television, both headlines and crawling titles were analyzed and monitored.
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‘Doesn't See’ that Architectural Monuments in the Center of Chişinău are About
to Crash)”; “В Кишиневе совершено покушение на премьер-министра Филата
(In Chişinău There Was an Attempt on the Life of Prime Minister Vlad Filat)
[Omg.md]”; “Welcomed as a Queen, Spending on Merkel, Soft Landing in
Chişinău,” (a.n. reference to awkwardly taking her seat in the armchair at the
President's State Residence) [Pro TV Chişinău]”; “Angela Merkel Puts Moldova
on the Job and the Authorities on the Anxious Seat” and “Merkel, Exposed to
View” [TV Moldova 1].
Among the media outlets that had the most correct stance in this respect were
the newspaper Adevărul and news portal Unimedia; however, in case of
Unimedia it is important to note that some headlines and content were taken
from other media platforms.
B. Copy-paste journalism
For a news item to be objective and accurate, it is necessary to cite at least two
sources. Only then it is possible to claim that the journalist accurately covered
the event. Citing two sources, however, doesn't necessarily mean that the article
is objective and balanced. It is very important that the sources present the
opinions of two different sides. In addition, an article is balanced only if sources
are granted equal space to express their opinions.

Monitoring, revealed that the public broadcasters covered nearly the same
topics in the same way citing the same sources and people. Ordinary people
were the most commonly used sources and the personalities most often
presented in items broadcast. Most sources were granted nearly equal airtime.
The greatest variety of sources was presented by RFE, ProTV Chişinău and
Adevărul. RFE was also the most original in source selection. While other outlets
to a large extent used the same sources (mainly state authorities, MPs and
government personnel), the main sources for RFE were civil society, ordinary
people and local and foreign experts. It is noteworthy that Adevărul and the
Russian language newspaper Panorama also published general information
about Germany and about the German community in Moldova and did not limit
themselves to information and news items referring directly to the visit.

Prime TV slightly favored the sources from the Democratic Party of Moldova
(DPM) (especially the Speaker of Parliament and leader of DPM, Marian Lupu,
and the President of the Standing Committee for Foreign Policy and European
Integration, Igor Corman). This tendency was noticed especially in news items in
11
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which Marian Lupu and Igor Corman were featured thus giving them more
airtime to express their opinions. In more than half of the articles posted by
Unimedia, the main source was Prime Minister Vlad Filat, the Government Press
Service or Dorin Recean, Minister of Interior Affairs.

For the newspaper Независимая Молдова as well as for Omg.md, the main
source was Vladimir Voronin, the President of the Communist Party of Republic
of Moldova. For instance, in four of the six articles posted by Omg.md, Vladimir
Voronin was either a source or was mentioned, and the entire letter he
addressed to the Chancellor was published.

Adevărul, the public broadcasters and RFE directly cited their sources in most
cases. In approximately 25% of its items, Prime TV rephrased certain sources;
the same tendency was noticed on Pro TV Chişinău where sources in 4 of 20
news items were rephrased. Moldova Suverană, Независимая Молдова and
Omg.md rephrased certain sources without citing them directly in
approximately half of their stories.
Lack of originality (copy-paste journalism) is probably one of the biggest
problems faced by domestic media. This trend was also observed at the online
media platforms. A quick conclusion drawn from this monitoring is that
domestic media platforms to a large extent are more or less distribution
instruments for already existing information, in effect news aggregators that do
not really produce their own content. When choosing between speed on one
hand and quality/originality (own production) on the other, the online news
platforms choose the former. Among the media outlets monitored, the leader in
copy-paste journalism was Unimedia. Approximately every third story posted
was partially or wholly reprinted from another media platform, but in most
cases, Unimedia cited the source.
C. Photo captions
Images are worth more than 1000 words. They are one of the strongest forms of
communication, especially in mass media. An image can represent a certain
event, a person or a nation. An accurate image from an ethical point of view has
to incorporate several features. It has to be topical, objective and deliver a
message, i.e., it has to be narrative. The most important feature, however, in one
word, is that it should be ethical. The photo has to picture reality as it is without
distorting it. The “Guidelines on Style for Journalists” states that, “... an image
Independent Journalism Center
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has to present reality as accurately as possible.”10 It is also important that if it
was taken from another source, this should be specified in detail.

Most of the photos in print and online media were neutral and to a large extent
highlighted certain situations that occurred during the visit; however, there
were some exceptions that demonstrated once again that journalists (implicitly
photojournalists)11 and editors don't yet know how to properly and ethically use
images to cover a story. In many case, the photos published lacked credits.

For instance, on 4 September 2012, Moldova Suverană reprinted an image from
another website of a collage presenting Angela Merkel with a steering wheel in
her hands. The newspaper didn't mention that this image was a collage, a
compulsory rule in the “Guidelines on Style,” “... photos (a.n. of such a nature)
will be accompanied, in all cases by the label ‘COLLAGE’.”12
Panorama published the most problem photos as approximately half didn't
observe ethical principles. For instance, in the 24 August issue on page 3, there
was an awkward image of Angela Merkel taking a seat in an armchair at the
President's State Residence. In the same issue on the last page, Panorama
published a photo report. One of the "important events" included was the black
cat crossing the street before the motorcade passed. This indicates that for this
newspaper's journalists, the "cat case" was more important than the German
Chancellor’s discussions with Parliamentary leaders or her meeting with
Moldovan businessmen.
“Taking her seat in an armchair” was extensively covered in video reports and
news bulletins on Pro TV Chişinău, and even though it was presented as a
rebroadcast from foreign media, the TV station edited this incident and repeated
it several times. "Taking her seat in an armchair" did not deserve so much
airtime. Both Panorama and Pro TV Chişinău capitalized on the event not to
provide public information but rather for sensational purposes.
There were also situations when pictures did not have credits or when the
source was not mentioned. According to the rules, even if the picture was taken
by an editorial office employee, it has to have a credit in order to avoid future
10

API, “Guidelines on Style Containing Ethical Norms for Journalists,” Revised and updated Edition, Chişinău, 2012, p.
21, available online at http://consiliuldepresa.md/fileadmin/fisiere/documente/ghid_final.pdf
11
It is actually the editors, not the photojournalists, who select the images for stories, thus it is editors failure of
choice. The photojournalists just photograph situations, and the editors or the authors of the articles deal with image
selection.
12
API, “Guidelines on Style Containing Ethical Norms for Journalists”… cite. p. 22.
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conflicts. Among the media outlets that either forgot or neglected to provide
credits were the news platform Omg.md and the newspaper Независимая
Молдова.
Most of the difficulties with images were, however, with photo captions. In
approximately 80%, captions were written without considering either ethical or
professional standards. Most didn't explain who appeared in the photo (a basic
requirement) and instead offered information that had nothing to do with the
picture.13 Here are a few examples of captions from the newspaper Panorama:
“Тимофти и Меркель мило улыбались друг другу (Timofti and Merkel smile
nicely at each other)”; “Канцлер Германии была одета в кораловый пиджак и
белые брюки. По случайному совпадению на солдатах молдавского почетного
караула встречавших Меркель была одежда в такой же цветовой гамме (The
German Chancellor was wearing a pink jacket and white trousers. Was it a
coincidence or not that the soldiers in the honor guard who welcomed Merkel at
the airport wore clothes of the same colors?)”; “Кортеж Меркель быстро и
беспрепрятственно носился по Кишеневу и окресностям. Вот бы такую скорость
для евроинтеграции Молдавии (Merkel's cortege moved quickly and smoothly
through Chişinău and its outskirts. It would be good if Moldova moved with the
same speed towards European Union)”; “Вряд ли ‘железная леди’ Германии
верит в наши народные приметы. Между тем, когда кортеж Меркель
возвращался из Крикова, черная кошка перебежала ей дорогу. Всем уже
известно какие события последовали позже (It is unlikely that Germany's ‘iron
lady’ has heard about our superstitions. A black cat crossed the road when her
cortege was returning from Cricova. We know what followed after that)”.

The most covered "news item" was the bullet-proof limousine in which Merkel
traveled. Of the 11 media outlets monitored, 7 published or aired news items
about this vehicle (all except RFE, Moldova Suverană, Независимая Молдова and
Omg.md). Some media outlets took the role of high-class auto specialists.
Unimedia published four stories that focused directly or indirectly on the
limousine, all of which analyzed its technical features, the vehicle's cost and
from whom it was rented. In addition, a series of images of this vehicle was
The “Guidelines on Style Containing Ethical Norms for Journalists” provide clear and well-defined details on how to write
photo captions. "We will explain who is in the photo, but we'll not point at what is already clear in the picture… We will not
speculate when we are not completely sure about what we see in the picture... We will always mention the name of the
persons in the photo, even if they are well known... We will mention the order ("go from left to right") when there are several
person in the picture... We will avoid highlighting any physical features, gender particularities or ethnicities of the persons in
the photo. API, “Guidelines on Style Containing Ethical Norms for Journalists”, Revised and updated Edition, Chişinău, 2012, p.
10-11, available online at http://consiliuldepresa.md/fileadmin/fisiere/documente/ghid_final.pdf
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published. The only thing lacking was the opinion of an auto specialist about this
limousine.
In addition, Pro TV Chişinău tried to manipulate public opinion in some stories
by using audio elements. In the news items aired on 21 August, for example, the
station included the soundtrack from the movie Mission Impossible, and the
images were edited in such a way that they seemed to be in an action movie
instead of in a news item.

D. Language and tone
One of the main principles of the “Code of Professional Ethics for Journalists in
the Republic of Moldova” states that, “Journalists must make a clear difference
between facts and opinions and cannot present their own opinions as facts,”14 so
the language and the tone of articles are very important from an ethical point of
view. Using language, journalists are able to impose—consciously or
subconsciously—their points of view. In mass media, objectivity means
separating facts from opinions. Accurate, objective language is clear and doesn't
leave room for interpretation, so it doesn't contribute to spreading rumors,
gossip, stereotypes and prejudice among media consumers. Media language can
be of two kinds: objective or biased. Media language is intrinsically connected
with the tone and the way in which information is written or disseminated. The
proper way to cover a news item is to be neutral. A journalist doesn't have to get
involved emotionally or personally in writing or disseminating information.

Of the media outlets monitored, RFE, Adevărul and Radio Moldova used the most
objective language and neutral ways of presenting information while the
coverage by Omg.md, Moldova Suverană and Независимая Молдова of the
Chancellor’s visit was biased and mainly negative. These media outlets served
more as Communist party mouthpieces than as sources of public information.
Many articles contained the personal opinions of the reporters. For instance, in
one of the news items posted on Omg.md, the reporter said, “Восточное
партнерство не предусматривает перспективы вхождения стран-членов в
Европейский Союз (An Eastern Partnership doesn't contain the perspective of
integration into the European Union).”

Pro TV Chişinău sometimes used biased language in several cases highlighting
certain details or information that had nothing to do with the subject. For
14

Moldova Press Council, “Code of Professional Ethics for Journalists,” New Version, Chişinău 2011, p. 6, available
online at http://consiliuldepresa.md/fileadmin/fisiere/fisiere/Cod_deontologic_al_jurnalistului_din_Republica_final.pdf
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example, in the news item aired on 22 August about Chancellor Merkel's landing
and Vlad Filat’s welcome, the reporter said, “...recently divorced (!), the Prime
Minister headed towards the door of the plane ... and Angela Merkel came
unaccompanied (!),” then focused on the German Chancellor's clothing: “Dressed
in the latest fashion wearing a pink jacket and white trousers, Angela Merkel
was impressed by the way she was met... She received a bunch of white roses
and also a red rose, so her hands were busy and she didn't know what to do...
Most probably nervous or unused to Moldovan protocol, Angela Merkel repeated
the Prime Minister's gestures." The station continued the "meaning of the color"
theme also referring to the "green carpets” in the Republican Palace, a direct
allusion to the color of Filat’s Liberal Democratic Party (before the visit, the
carpets had been red).
Prime TV in several instances also used biased language to present information
in a negative way. The TV channel drew special attention to certain details that
could hardly be considered as news items for instance the carpet color and the
bullet-proof limousine. Examples of bias include the following: "The decor of the
Republic Palace hall was changed as the red carpets were replaced with green
ones..." "The four-hour visit of the German Chancellor paralyzed the city for two
days..." "Accidentally or not, green carpets were laid in the Republican Palace
where Merkel made her speech..." "Until now all the carpets have been red;
however on the occasion of the German Chancellor’s visit they were replaced
with green carpets"; “The city was crawling with police... "In addition, Prime TV
along with Omg.md and Panorama were the media outlets that used “unofficial
sources” in covering the visit.

On Prime TV we identified some political preferences for the Democratic Party
and its members. One example is the news item referring to the incident when
the cortege was attacked: “Marian Lupu believes that the security of the cortege
was not ensured at the appropriate level... (and) Vlad Filat... avoided the press
for several days...”
E. Assessment
With few exceptions, most media outlets referred mainly to the same aspects
and details of this visit. If we generalize, domestic media outlets functioned more
like copying machines broadcasting or publishing mainly the same subjects,
themes and news items. The political angle of the visit was the most covered;
social and economic aspects were addressed less frequently.
Independent Journalism Center
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Preference was given to issues of little consequence, so the bullet-proof
limousine and the carpet color in the Republican Palace became news of national
importance while the Chancellor’s meeting with Moldovan and German
businessmen and perspectives on European integration became second-hand
news.
Most media outlets monitored (except for RFE, the public broadcasters and
Adevărul) failed to meet qualitative indicators for media accuracy. At some
outlets, hype prevailed over objectivity (Pro TV Chişinău and Unimedia
somewhat), while at other outlets political preference was more important than
professional ethics (Moldova Suverană, Omg.md, Независимая Молдова and to a
certain extent Prime TV). Copy-paste journalism still serves as a source of
inspiration especially for online platforms (Unimedia), and photos and captions
are a real challenge for the print press.
Unlike the Romanian press, Russian language mass media covered the visit in a
negative way using biased, subjective language.
Selecting and citing sources was based either on political preferences or on
accessibility. Journalists didn't strive to find and contact diverse sources but
limited themselves to the most accessible ones in a given situation.
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Part II: International Media
1. Qualitative Aspects of Coverage
The qualitative analysis was based on the following assessment criteria:
frequency of products on the visit, article genre, positioning (page number in the
case of newspapers and magazines and order during news bulletins),
size/length of the article or report and the presence/absence of multimedia
elements (photo, video, podcasts, etc). Of the media outlets that covered the visit
to Chişinău, we selected the following 10 that have a major impact on German
and European society.
Print press. dailies Die Welt (owner publishing company Axel Springer AG.,
250,959 copies sold); Bild (same owner, 2,698,383 copies sold), Frankfurter
Allgemeine Zeitung (belongs to Fazit-Stiftung, 354,317 copies sold), Financial
Times Deutschland (owner Gruner + Jahr, 102,000 copies sold) and the magazine
Der Spiegel (belongs to employees [50 %] the Rudolf Augstein Foundation,
Founder of the magazine [25%] and the rest to the Publishing company Gruner +
Jahr, 941,407 copies sold weekly) and the French newspaper Le Monde (324,
592 copies sold).
Broadcast media. ZDF (public TV station with coverage in Germany, Austria,
Luxembourg, Switzerland, Liechtenstein, Belgium, Italy, the Netherlands,
Denmark and Kosovo) and Deutsche Welle (Germany's international
broadcaster which broadcasts in 30 languages);

Online press. The blog of the American newspaper New York Times (belongs to
The New York Times) and internet-magazine Germany Trade and Invest (issued
by the Federal Ministry of Economy and Technology).

A. Frequency of Stories
During the monitoring period 15–29 August, the media outlets investigated
disseminated 26 articles and videos. In the high-frequency category, i.e., 5 or
more entries, Die Welt was the leader with 8 articles that focused directly or
indirectly on the Chancellor's visit.
In the average-frequency category, i.e., 2–4 entries, Bild had 3 articles, Germany
Trade and Invest (GTAI) had 3, Der Spiegel had 2, Deutsche Welle (DW) had 2
articles but no audio reports, Financial Times Deutschland (FTD) had 2, ZDF had
2 video reports and Le Monde published 2 articles.
Independent Journalism Center
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The newspaper Frankfurter Allgemeine Zeitung (FAZ) and the blog of the New
York Times (BNYT) belong to the category reduced frequency with one article
each.
B. Genres
News items were the preferred genre to inform the public before the visit
(preparations, the issues to be discussed etc), and about what happened during
and after the visit (detention of the young man who threw the gasoline bomb at
the cortege, etc.) Six of the eight articles in Die Welt were news items, two of the
three in Bild were and one of the two in Der Spiegel and DW were news items.
GTAI published a long story and FAZ published only one news item for a total of
12 news items all together.
Among the media outlets that published reports were ZDF (two reports), Der
Spiegel “Having a Glass of Wine in Moldova”; Bild “Merkel's Soft Landing in
Moldova and Other Countries, Other Chairs”; and FTD “Last Day of Rest for
Merkel.” One report with elements of correspondence was published by Le
Monde, and Die Welt offered a photo report from a total of seven reports.

Among the media outlets that offered editorials/opinion pieces/analyses were
FTD (one of the two articles) and the two articles published by GTAI, “The Need
for Increased Investment in the Republic of Moldova” and “German Companies
Wish for A Greater Engagement in the Republic of Moldova.” In all there were
three items in this category. In addition, DW, BNYT, Die Welt and Le Monde each
published one commentary.
C. Article and video positioning
In addition to checking where the articles were placed in the newspapers, we
extended our monitoring to find out if these stories were also posted on the
webpages of media outlets or if they were exclusively in print editions. This is
worth attention because in many foreign newspapers, the print edition differs
from the one online. Some online outlets charge a daily fee (FTD) or a monthly
subscription fee (Le Monde) for accessing the text.
Die Welt published eight articles online, but only one of them was in the print
edition of the newspaper. This article was “A Democrat from the Cold Past”
published on page 6 in the Politics/International section accompanied by a small
photo (see details in the file). All articles in Der Spiegel and Bild were published
exclusively in the online versions while both FTD articles were in the print and
online versions of the newspaper. The first article, “Moldova: Mrs. Merkel's
19
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Travel to the Invisible Zone of Europe,” was published on page 12 in the
Europe/International section. The other article, “Last Day of Rest for Merkel,”
was published on page 7 in the Politics section. In both cases there is a fee of 2.5
euros per article for electronic citations. FAZ published the article “Merkel’s fly
to nowhere” on the front page, in the Politics section. In order to access the
online version of the newspaper Le Monde where the articles about the visit to
Chişinău appeared, we also had to buy a subscription.
The two video reports—“An Overview of Moldova” and “Merkel Visited the
Republic of Moldova for the First Time”—were aired on ZDF as the third and the
fourth items, respectively, in the news bulletin at 9:45 PM, which is a good
position. DW did not air any video or audio reports about the visit though both
articles it published were available on the broadcaster's webpage.
The articles on BNYT and the three stories in GTAI were available free of charge
on their webpages.
D. Length
Medium-length articles were the most common at nine, seven were as long, four
articles were short and three were very short (a few lines). Only the article
“Need for Increased Investment in the Republic of Moldova” in GTAI was very
long. Of the two reports on ZDF one was medium length at 1 minute. 49 sec.
(“An Overview of Moldova”) and one was long at 2 min. 52 sec. (“Merkel Visited
Republic of Moldova for the First Time”).

E. Multimedia elements
The favorite media element of newspapers was, of course the photo. Only short
articles were not accompanied by them. Bild embellished its report “State Visit
with Small Inconveniences. Merkel's Soft Landing in Moldova. Other Countries,
Other Chairs,” with seven pictures on the scene (famously catching the moment
of the Chancellor fell into the armchair at the Residence). Die Welt published a
photo report made up of five pictures (“Merkel Leaves Herself Fallen in
Moldova”), and Der Spiegel included four pictures in its report, “Having a Glass
of Wine in Moldova.” The remaining media outlets either posted one picture
taken during the visit (FAZ, FTD), or several pictures from their archives (DW,
Die Welt).
TV channel ZDF offered its audience both video reports as podcasts and as apps
for iPhone and iPad.
Independent Journalism Center
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F. Assessment
The quantitative analysis revealed that international media, particularly German
outlets, did not offer many articles or video/audio reports on Angela Merkel's
visit to Chişinău. A total of 26 media products produced by 10 media outlets do
not signal a great interest in the event. Most articles were published by Die Welt
(eight) while the remaining media outlets monitored limited themselves to two
or three stories.
The most popular journalistic genres were news items, reports and
commentary. Die Welt had the greatest diversity using news items, commentary,
a photo report and a feature. Six of the 26 stories were published before the
visit, 10 were disseminated on the day of the visit and ten were released after it.
These numbers again reveal a low level of interest in the subject. The relatively
larger number of articles after the visit was due first of all to the incident when
the young man threw an inflammable object at the cortege.
Most of articles (about 75%) were published in the online versions of the media
outlets. Although online versions of newspapers are becoming more popular
(despite fees), the print edition of the newspaper remains the reference one.
Only one article was a headline on the front page (FAZ, “Merkel Travels to the
Country That Doesn't Exist”). Other articles were on back pages.

TV station ZDF was the only broadcaster that aired two video reports on the
subject. German broadcaster DW was content with reporting on the event only
with text.
As in the above cases, the size/length of the articles suggests that the issue was
not a topic of major interest for German newsrooms and hence for the German
consumer/European press. Most of the articles (nine) were of medium length
while seven were short or very short. Only the GTAI article “The Need for
Increased Investment in the Republic of Moldova” was very long.

2. Qualitative Analysis of International Media Outlets
The qualitative analysis was based on the following assessment criteria: novelty
of approach; focus (primary, secondary, only/not mentioned); sources and
people cited; tone of coverage (neutral, positive, negative); manner of coverage
(detached/objective/impartial, biased); journalistic language (accurate, critical,
ironic) and original material or reprints/rebroadcasts.
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We felt it was unfair to analyze the European press (German in this case) which
operates according to the principles of freedom of expression and the market
economy by applying the same criteria for monitoring media in Moldova where
often "whoever pays more" or "the new power" is automatically the new master
media should serve. That is why we decided to analyze the German media based
on its own ethical rules (see section B).
A. Focus on the visit
Of the 26 stories on the visit, 16 focused directly on the event. This ratio is a
good indicator, taking into account that news about the Republic of Moldova is
not widely circulated in European/German media.

The coverage of ZDF and that of GTAI may be of interest. Even though both ZDF
reports were broadcast in the same news bulletins (on 22 August) as items
number 3 and 4, the first report—“An Overview of Moldova”—didn't contain
anything about Merkel's visit; thus, the connection with the next report—
“Merkel Visited Republic of Moldova for the First Time”—was a matter of course.
The same was true of the very long economic analysis GTAI published on 21
August without mentioning anything about the Chancellors's visit to Moldova
on the following day, though the direct connection is easy to observe. This is a
widespread practice in German press called event/context news.
The rest of the stories had a secondary focus or just mentioned the visit either in
relation to the planned meeting between the German Chancellor and the Green
Prime minister, (FAZ, Die Welt, DW), or in the context of Chancellor's itinerary
for the end of August: R. Moldova, China, Canada (Le Monde, BNYT and Die Welt).

B. German journalistic ethics and source citation rules
German journalists have their own code of ethics that is somewhat different
from the one in Moldova. It includes “Rules of Fair Journalism” and it foresees
that, “Not everything allowed by law is ethical.” This set of rules may be reduced
to the following five basic principles:15
• Respect for the truth and preservation of human dignity
• Fair and detailed research
• Clear separation (by the journalist) of editorial content and
advertisements
• Respect for private life and confidentiality
15
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• Refraining from inappropriately sensational portrayal of violence,
brutality and suffering.

The extent to which a particular media outlet does its job properly and observes
this code may be judged by how often it is cited. According to monitoring
reports, the most cited German outlet in the political sphere is Der Spiegel while
Bild is most cited in socio-economics and sports.
We found that need to quote two sources (useful in Moldovan journalism where
political partisanship is still practiced) is not a prerequisite for the German
press. Here, first of all, there is a desire to respect truth and to preserve human
dignity which can be accomplished through meticulous research/investigation,
including by means of getting in touch with as many sources as possible.

Regarding the articles about the Chancellor’s visit, the GTAI analysis “The Need
for Increased Investment in the Republic of Moldova” may be considered as an
in-depth research model. The publication reviews in detail the real economic
situation and the forecasts for Moldova highlighting currently developing areas
or areas of stagnation. The sources cited were the National Bureau of Statistics,
the Economist Intelligence Unit, European Bank for Reconstruction and
Development and the Ministry of Environment of Republic of Moldova among
others.

Nearly all news items about the visit published by Der Spiegel, Bild, Die Welt and
FTD included background information on Moldova to provide readers with
information as accurate as possible. This included the socio-economic situation
in the "poorest country in Europe," GDP, languages spoken, the Transnistrian
conflict and so on. Unfortunately, the publications monitored used the same
source of information so the background was similar in all of them.
C. Preserving human dignity and language
We cannot judge whether the German press complied with its five fundamental
ethical principles based only on how it covered Angela Merkel's visit to Chişinău
as the visit didn’t challenge personal privacy or involve the sensational
presentation of unjustified violence. However, according to Section 9 of the
“German Code of Ethics,”16 violating people’s dignity with inappropriate
representations in word or image contradicts journalistic ethics. Guided by this
principle, we noticed several cases when German institutions diverged from
16
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their own ethical principles as some expressions can be interpreted as
deviations of Moldovan people's dignity. The following headlines are examples:
• “Es geht ein Flug nach niergendwo/Merkel’s fly to nowhere” (FAZ,
headline on the front page);
• “Moldawien: Merkels Ausflug in den toten Winkel Europas/ Moldova:
Mrs. Merkel's Travel to the Invisible Zone of Europe”(FTD, page 12). [in
German the word "tot" also means "dead"];
• “Merkels letzter Ferientag. Die Kanzlerin gönnt sich in Moldawien eine
Krisenauszeit – und freut sich auf den Weinkeller/Last Day of Rest for
Merkel. The Chancellor Allows Herself a Break in Time of Crisis and Takes
a Trip to the Wine Cellars in Moldova” (FTD, page 7);
• “Ein Land am Rande Europas/A Land at Europe's Edge” (Die Welt, 23
August).
We find that Moldova is perceived as a place that "does not exist," that is
"invisible," and "at the edge" and that even a state visit to this country is
associated with "a moment of “rest.” Note that these headlines are somewhat at
odds with the overall tone of those articles which largely were neutral or even
positive with German journalists describing events in an objective/detached
manner.

Examples of proper titles include the following:
• “Merkel besucht Republik Moldau/Merkel Visits the Republic of
Moldova” (Bild, 22 August);
• “Die Republik Moldau im Portrait/An Overview of the Republic of
Moldova” (ZDF, 22 August);
• “Merkel besucht erstmals Republik Moldau/Merkel Visited the
Republic of Moldova for the First Time” (ZDF, 22 August).
The article that provoked the greatest comment was in Die Welt (“The Crisis
Chancellor, Silence before the Storm”):17
17

In the original version: „Am Mittwoch geht es los. Angela Merkel rettet... nein, nicht den Euro. Sondern Moldau. Ja,
richtig gelesen: M-o-l-d-a-u. Das ist nicht nur ein Nebenfluss der Elbe mit sechs Buchstaben im Kreuzworträtsel, sondern auch
ein postsowjetischer Zwergstaat, den keiner kennt und wo noch nie jemand war. Bis jetzt, denn Christoph Heusgen, der ChefAußenpolitiker der Kanzlerin hat ein Faible für besonders knifflige Probleme, und Moldau mit der abtrünnigen Republik
Transnistrien hat ein solches“.
Also fragte Heusgen eines Nachmittages im Kanzleramt, als die Chefin in guter Stimmung war, ob man nicht einmal
in Moldau vorbeischauen könne. Merkel sagte ja. Wir lernen, erstens, Merkel hat am Nachmittage noch gute Stimmung. Und
sie hat, zweitens, noch Zeit für die Steckenpferde ihrer Mitarbeiter“. (Die Welt, Krisenkanzlerin Merkel, die Ruhige vor dem
Sturm, 19.08.12)
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Everything starts on Wednesday. Angela Merkel goes to save... no, not the euro, but
Moldova. Yes, you read that right: M-o-l-d-o-v-a. This is not only a tributary of the Elbe
with six letters in the crossword puzzle, but also a dwarf post-Soviet state that nobody
knows and where no one was until now, because Christoph Heusgen, the Chief of
Foreign Policy for the Chancellor has a penchant for particularly difficult problems, and
Moldova with the breakaway republic of Transnistria has just such a one. So, on an
afternoon in the Chancellery when the boss was in a good mood, Heusgen asked, "Could
we stop by in Moldova?" and Merkel answered, "Yes." Thus we first discover that in the
afternoon Merkel may still be in a good mood and second that she has time for her
employee's hobbies.

In this paragraph, the author makes personal assessments/judgments in relation
to Chancellor Merkel's decision to visit Moldova and also mocks her. In this case,
one can't speak of objectivity and a neutral tone.

The following photo captions have the same shortcoming:18
"What a joy (i.e., Merkel's joy)! Finally, no more euro crisis. Instead, Angela
Merkel can concentrate on the wine cellars of her host Vlad Filat.
“But these trips in the middle of summer (Canada, R. Moldova) can mean
only one thing: as August passes, Angela Merkel will have no time for these
second rank partners.” Le Monde19

D. Novelty of approach
Angela Merkel's visit provided the foreign press an opportunity to write about
Moldova from a new perspective as in the last half of the year, the newspapers
monitored seldom covered events in the country and did not always cover them
in a positive context. Thus, the Chancellor's visit in a certain sense helped to
improve the country's image in the European press. From March to August 2012,
the following was written about Moldova.
The Bild articles that mentioned Moldova covered the stories about Domnica
Cemortan and the sinking of the Italian ship Costa Concordia; Paula Erizanu’s
award for her book at the Leipzig Book Fair about the protests of 2009 and
the 600 packages of contraband Moldovan cigarettes that were discovered
by German customs. In Der Spiegel, Moldova was mentioned in the news items
on Putin's iron hand in the Transistrian region; the fight against contraband
cigarettes in which Moldova appeared next to China, both of them origin
18

In the original version: „Da kommt Freude auf: endlich einmal keine Euro-Krise - stattdessen macht sich Angela
Merkel Gedanken um die Alkoholreserven ihres Gastgebers Vlad Filat“ (Merkels letzter Ferientag. FTD, 23.08.12).
19
In the original version: „Mais ces déplacements en plein cœur de l'été peuvent aussi être le signe qu'une fois le mois
d'août passé, Angela Merkel n'aura plus autant de temps à consacrer à ces partenaires de second rang” (Le Monde: Populaire,
Merkel affronte une rentrée politique semée d'embûches, 15.08.12).
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countries of smuggled cigarettes; and also the country in first place in Europe in
alcohol consumption and on Moldovan people who sell their kidneys. FTD
mentioned Moldova in the context of sport news and Moldova's representative
at Eurovision.
At DW, issues concerning Moldova were quite often addressed especially by the
Romanian language department of the broadcaster. During the monitoring
period, the German and English departments referred to Moldova in the context
of Presidential elections, the Transnistrian conflict and also in reference to
medals won during the Olympic Games in London. The German broadcaster also
mentioned that 70 percent of HIV positive persons in Moldova are under age 29.

Die Welt articles referred to Moldova in the context of sports news, Eurovision
and the launch of the photo album "Jewish Bucovina-echoes" in memory of the
Romania’s Holocaust in Transnistria. Le Monde articles on Moldova were about
Moldovan immigrant remittances as a real salvation for the country, the election
of the country's president and the re-election of the capital's mayor Dorin
Chirtoacă, the youngest mayor of a European capital. FAZ mentioned Moldova in
the context of Eurovision, of the 600 packages of contraband cigarettes that
were supposed to be sent from Moldova through Frankfurt to Italy and also by
publishing a report with the headline, “When You Travel by Train from Odessa
to la Chişinău, You Come from Golden Ukraine to Poor Moldova.”
In BNYT articles, Moldova was mentioned in the context of the presidential
election, the conviction of three persons for illegally trafficking 235 grams of
uranium and the reinstatement of train service in Transnistria.
In the last half of the year, ZDF didn't cover Moldova at all, thus the two reports
about the visit were an absolute novelty.

E. Own content or borrowed stories
It is known that when the editorial office of a newspaper or TV/radio station
doesn't deploy its own journalists and retrieves information exclusively from
news agencies, the event is of no interest to them and consequently to their
readers. Readers’ interests determine the way the foreign press does its job as it
equates with commercial interest, an essential condition in a market economy.
Of the 26 stories published about the visit, exactly half of them were taken from
press agencies. This means that the subject was covered but was of no major
interest for these editorial offices. Of the eight articles in Die Welt, only one was
Independent Journalism Center
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written by a newsroom staffer. Mostly, all news items published by Die Welt,
Bild, Der Spiegel and DW were from the agencies dpa, dapd, sara and others.
They reproduced the same content and referred either to the preparations for
the visit or to the attempted attack. Initially, this information was published by
Moldovan media and then taken over by the international press. In a way, the
ones to blame for the fact that Moldova was not presented in the best light by
the European press are Moldovan journalists as German journalists did nothing
more than take up the information provided by their colleagues.
F. Assessment
A general conclusion is that German journalists did a good job when covering
the visit of Angela Merkel to Chişinău. Their tone was in most cases neutral or
even positive and without bias. There was no critique for the sake of critique.

The Chancellor's trip to Chişinău contributed in a certain way to improving the
country's image which was a little sullied by the issues of contraband cigarettes
and about Moldovans who sold their kidneys.
Of the 26 articles about the visit, 16 focused directly on the event which is
another good indicator taking into account that Moldova is a rather neglected
topic in the international/German media. Most of the articles also contained
background information about the country aiming to better and more accurately
inform readers.

However, we cannot overlook some regrettable shortcomings in the way some
German/French reporters commented on the visit. We noticed a slight violation
of the dignity of Moldovans in connection with the following headlines: “Es geht
ein Flug nach niergendwo/(Merkel’s) Fly to nowhere)” (FAZ, front page) and
“Merkels Ausflug in den toten Winkel Europas/ Moldova: Mrs. Merkel's Travel to
the Invisible Zone of Europe” (FTD, page 12).

In the article “The Crisis Chancellor, Silence before the Storm,” Die Welt
interpreted Angela Merkel's decision to visit Moldova. The article is far from
objective as it contains personal judgments. This shortcoming is also found in
the photo caption in FTD: “What joy (Merkel's)! Finally, no more Euro crisis.
Instead, Angela Merkel can concentrate on the wine cellars of host, Vlad Filat.”
(“Last Day of Rest for Merkel,” 23 August).
As we have already mentioned, adding background information is good;
however to a large extent, the publications monitored disseminated the same
27
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data. In fact, the news items published by one newspaper were almost identical
with those from competing outlets; only the headlines differed.

Also, nearly every article contained references to the "disappearing lawn" and
"general cleaning that hadn’t been done since Brezhnev times." German
journalists took this information from Moldovan journalists who covered these
issues in detail.

The outcome of the qualitative analysis is the same as that of the quantitative
analysis: foreign/German media showed little interest in the Republic of
Moldova, implicitly in the German Chancellor’s visit as evidenced by the
overwhelming use of information from press agencies and the lack of original
stories produced by the newsrooms.
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Part 3: Conclusions
The main duty of mass media in society is to inform. Informing, however,
requires fairness and observing ethical journalistic norms. Was this duty fulfilled
by the domestic and international media when covering the Chancellor’s visit?
To some extent it was, but for some media outlets in the Republic of Moldova,
the quantity of the stories published or aired turned into an obsession that did
not have exactly positive consequences for quality. The quantity of the stories of
certain media outlets was inversely proportional to the quality of the products.
As a result, some outlets that were leaders in the number of stories were also the
ones that had the most shortcomings regarding content quality.
Another trend noted with domestic mass media was the “tabloidization” of the
subject. Topics of secondary importance that could have been summed up in a
few lines dominated media content. These included the technical features of the
bullet-proof limousine, the meaning of the colors of the Angela Merkel's clothing
and the adventure of the black cat crossing the street, all of which were more
important than the discussions between the German Chancellor and Moldovan
and German businessmen or the prospects for Moldova for European
integration. Another conclusion is that domestic media "politicized” the subject
as more attention was paid to its political aspects to the detriment of economic
and social issues.
Regarding German journalists, broadly speaking we can state that unlike their
Moldovan colleagues, they covered the visit in an objective manner, and the tone
of their articles was neutral or even positive. It is noteworthy that this was the
first time in the last six months that Moldova was presented by the European
press in a context other than the sale of kidneys or contraband cigarettes;
however, the relatively small number of articles shows that international media
didn't regard Angela Merkel's visit to Chişinău as a subject worthy of attention.
In addition, we noted certain deviations from the “German Code of Ethics” that
contradicted the fundamental principle of respect for the truth and preservation
of human dignity
German journalists also didn't hesitate to publish "sensational” information, for
instance about the "disappearing lawn" or "general cleaning that hadn’t been
done since Brezhnev times." This information was borrowed from Moldovan
media, thus it would be good for Moldovan journalists to realize that their
approaches might be reprinted in the international press.
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Recommendations
1. Copy-paste journalism has become widespread among journalists in
Moldova which negatively influences the quality of media content. a) We
recommend that media outlet publishers and editors apply internal rules
setting limits and criteria for retrieving content from other sources. b) We
recommend that specialized media organizations (International
Journalism Center, API) continue training journalists and editors of media
outlets in the principles of fair journalism.
2. One of the biggest problems of domestic mass media is headlines and
photo captions that often do not comply with existing rules. In this respect,
we recommend applying the corresponding principles from the “Code of
Ethics for Journalists in the Republic of Moldova” and “Guidelines on Style
Containing Ethical Norms for Journalists” of API.
3. Quantity doesn't always imply quality. By applying the "speed" principle
when publishing or broadcasting news items, some media outlets
disregard (intentionally or unintentionally) qualitative factors (lacking
two sources, the language employed or focus) in favor of qualitative ones
(volume). As a result, the content published becomes biased and one-sided
and doesn't comply with ethical journalistic norms. We recommend that
media outlets focus more attention on qualitative factors (working with
sources, originality in selecting the angle of coverage, neutral and fair
language, objectivity and balance).
4. Publishing photos in print press, especially by online platforms, remains a
real challenge for media outlets in the Republic of Moldova. This might be
explained by the fact that most newsrooms in Moldova don't have
professional photographers on their teams. We recommend that domestic
specialized media organizations organize training courses on photo
journalism so journalists are informed about the techniques for taking
pictures, and for their editors and publishers, we recommend taking into
account the principles on publishing photos stated in the “Guidelines on
Style Containing Ethical Norms for Journalists” of API and the “Code of
Ethics for Journalists in the Republic of Moldova.”
5. In covering the visit of Chancellor Merkel, journalists did not focus
properly on the topic. Media in the Republic of Moldova has to abandon
"tabloidization" and "sensationalism" when covering certain subjects as
the main mission of the press is to inform, not to gather as large an
audience as possible.
6. We recommend that in the future, foreign newspapers abstain from
publishing personal assessments and expressions like “nowhere country”
and “the invisible zone of Europe.” These violations of the “German Code
Independent Journalism Center
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of Ethics” to a certain extent prejudice the dignity of the citizens of the
Republic of Moldova.
7. In addition, we suggest that German media outlets go beyond the
information provided by the press agencies about the Republic of
Moldova.
Source
Front page picture
http://www.flickr.com/photos/dullhunk/7690625340/in/set-72157625833941993/
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