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Journalists’ Code of Ethics as an Indicator of
Professional Maturity
Local journalism is passing through a difficult process of
professionalization. Professionalization in general comprises a
number of basic elements including a common body of
knowledge, training institutions, codes of ethics, agencies to
supervise the observance of professional standards and
professional associations among others. Without denying the
importance of all these elements, we will focus on one: the
professional code.
The appearance of a professional code for journalists anywhere
in the world was a reaction to the authorities’ intentions to
excessively regulate media activities through laws. One of the
first professional codes for journalism was developed in 1923 in
the USA and was named “The Cannons of Journalism.” It was
adopted by the association of newspaper editors; its content
indicates the influence of the libertarian theory on press
freedom. The essence of this theory was that freedom of speech
and the human right to truthful information were supreme
values for journalists. These values can be found in virtually all
self-regulatory journalistic documents. For instance, one of the
most well-known documents—the “Declaration of Journalists’
Principles of Conduct” adopted in Bordeaux (France) in 1954
by the International Federation of Journalists and amended in
1986 at the 18th Congress of the Helsinki Federation
(Finland)—establishes respect for the truth and society’s right
to know the truth as the main obligations of a journalist.
Journalists from European countries can use “Resolution 1003
(1993) of the Parliamentary Assembly of the Council of Europe
on Journalistic Ethics” as a guide for developing professional
standards. The document specifies, among others, that the
rights the media own in relation to freedom of information
depend on citizens, and that citizens also have the right to
request that the information offered by journalists is truthful in
the case of news and honest in the case of opinions.
The Council of Europe encourages the creation of selfregulatory bodies in the media and acknowledges that
legislative regulation may be necessary if self-regulation fails. In
a resolution adopted in 1994 at the Fourth Ministerial
Conference of Media Policies, the Council of Europe requested
that authorities not regulate the media and instead admit that
all those involved in the profession of journalism have the right
to develop self-regulatory standards, e.g., in the form of a code
of ethics that establishes in addition to their responsibilities in
what manner their rights and freedoms comply with the rights,
freedoms and interests of society.

The ideas included in the documents mentioned as well as
those contained in the International Journalists’ Federation
“Declaration of the Conduct of Journalists” were the basis for
the development of the first “Journalists’ Code of Ethical
Principles” in Moldova, approved at the 12th Extraordinary
Congress of the Union of Journalists of Moldova in 1999 and
ratified by 12 journalism organizations. The code comprised 22
points whose provisions included professional standards for
journalists universally recognized and established in most
similar documents. For instance, point 4 of the code established
that “The basic principle behind each ethical judgment of the
journalist is the clear distinction that must be made between
information and opinion so that it is impossible to confuse
them.”
The development of broadcast media in the country stimulated
concerns for separate professional standards for employees of
these outlets. The process of establishing a public broadcaster
also included the development of two self-regulatory
documents: “The Code of Principles, Standards and
Recommendations for the Public Broadcaster TeleradioMoldova” and “Professional Standards and Ethical Principles of
Journalism in Programs of the Public Broadcaster TeleradioMoldova.”
In 2007 in accordance with the requirements of the
Broadcasters’ Code, a new specialized document was
developed—The Code of Conduct for Broadcasters. The
document contains five chapters and 41 articles and establishes
from the outset that the main duty of broadcasters is, “…to
report the truth regardless of the consequences it may have on
them, an obligation that derives from the constitutional right of
the public to be informed justly, completely and adequately.”
While its content is laudable, it was nonetheless imposed by law
which constitutes the direct interference of the judiciary in the
domain that should exclusively belong to journalists.
After 11 years, the Moldovan journalists went back to the
“Code of Ethical Principles” adopted in 1999. Using this code as
a basis, from September 2010 to February 2011, new provisions
were introduced and some of the initial ones were made more
specific so that in the end the code took on a new form. This
revision was organized as part of the Council of Europe and
European Union Joint Program on Democracy Support in the
Republic of Moldova in cooperation with the Union of
Journalists of Moldova and the Press Council. In editing the
document, the authors took account of new trends in media
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development and of the recommendations of international
institutions on journalistic ethics. The draft code was discussed
with journalists at round tables organized in Chişinău, Bălţi
and Comrat in October 2010, and their suggestions were
included in the final text. On Press Freedom Day on 3 May
2011 in a solemn ceremony, 84 media outlets and associations
in Moldova committed to observing ethical and professional
principles by signing the new Moldovan “Journalists’ Code of
Ethics.”
The code is divided into seven sections and contains a
definition of a journalist, a wide range of ethical principles and
answers to professional dilemmas. The section on general
principles stresses that a journalist exercises his/her profession
with a view to serving the public interest and further specifies
the meaning of public interest.. The second section ensures the
accuracy of information and prescribes that facts should be
verified and separated from opinions and that errors should be
corrected. Third section points out the need to protect the
identity of sources and especially to maintain correct relations
between journalists and their sources. The longest section—
Protection of Human Rights—establishes professional
standards for privacy, the presumption of innocence, protection
of individuals in vulnerable situations, protection of juveniles,
tolerance and non-discrimination. The next two sections—
Journalists and Conflicts of Interests and Special Techniques for
Collecting Information—required precise specifications taking
into account the questionable practices present in local media
activities. The last section stipulates that the application of the
code is the responsibility of each signatory and that monitoring
its application and examining violations of its provisions are the
tasks of the Press Council and of the Commission on
Journalists’ Professional Ethics of Moldova.
Thus was a professional self-regulatory system established that
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should in time logically lead to the appearance of responsible
and quality media. There are, however, several obvious
obstacles on the path to normal self-regulation including
heterogeneity of the corporate journalistic environment, lack of
an adequate understanding of the essence of democratic
journalism, “migration” of ethical standards in legal texts and
the lack of an adequate reaction both inside the profession and
outside of it when ethical standards are violated.
These obstacles explain the low degree of social responsibility
in local journalism. To address this situation, a number of
timely actions are advisable including the following.
a) Conduct a campaign for instructing all journalism
professionals in ethics.
b) Raise the awareness of the entire profession about
the need for ethical journalism and about the benefits it brings
to professionals, to society and to democracy.
c) With the support of the entire profession, recognize
and financially support agencies that supervise adherence to
professional standards to ensure their functionality These
agencies must have a separate status and a consistent,
transparent agenda. Transparency can be ensured by the media
outlets themselves or by publishing separate publications
specializing in ethical issues.
d) Organize and hold a media campaign to encourage
each media outlet to develop its own code of conduct and to
make it known to the general public. Such actions will increase
the predictability of media activities, the audience’s respect for
the media and, finally, the conscientious trust of the public
which underlies the social legitimacy of the media.
The respective actions must become the exclusive concern of
the profession’s representatives and of organizations of
professionals. 				
Ion BUNDUCHI
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Moldova Faces an Important Obligation: To Ensure
Loyal Competition in Broadcast Advertising
In 2002, the Moldovan Parliament ratified the European
Convention on Cross-Border Television1 - an important
instrument for strengthening European cultural-economic
space—and the Broadcast Coordinating Council (BCC) was
appointed as the authority responsible for enforcing its
provisions. Transposing the convention’s provisions into national
legislation was clearly the desire of the national authorities in
2006 when developing and adopting the Broadcasting Code of
Moldova.2 Thus, from articles 11–18 of the convention, a number
of provisions referring to advertising, teleshopping and
sponsorship in television were included in the code.

chosen by them, based on a catalogue of programs selected and
made available by a media service provider (for example, a site
where a television station posts its programs so that site users
can watch them in the desired order and at the desired time).
Given the convergence of information services and audiovisual
media made possible by current information technologies,
discussions are also ongoing about creating a common
information space that would include traditional audiovisual
media services and newly available services in both cultural and
economic contexts. Even though they differ with regard to the

In developing Section III of the code - Advertising,
Teleshopping and Sponsorship - Directive 89/552/CEE of the
Council of 3 October 1989, “… on the coordination of certain
provisions laid down by law, regulation or administrative action
in Member States concerning the pursuit of television
broadcasting activities,”3 was taken into account.
This directive was significantly modified several times and in
the end was replaced with Directive 2010/13/EU of the
European Parliament and of the Council of 10 March 2010, “…
on the coordination of certain provisions laid down by law,
regulation or administrative action in Member States
concerning the provision of audiovisual media services
(Audiovisual Media Services Directive).”
The contents of the new directive especially reflect current
concerns in Europe regarding creating and guaranteeing
conditions for loyal competition in television in the context of
new technologies in broadcasting and the structural changes
that these technologies have generated in business models. One
of the most important innovations in the Audiovisual Media
Services Directive is the obligation imposed on member states
to regulate, based on a minimal set of legal provisions, linear
audiovisual media services (traditional television broadcasts)
and newly available audiovisual media services on demand.
The latter refers to audiovisual media services offering
programs on the requests of individual users and at times
1
Law of the Republic of Moldova No.1555-XV of 19 Dec 2002 on
ratifying European Convention on Cross Border Television (Official Gazette of
the Republic of Moldova No. 190-197 of 31 Dec 2002).
2
Broadcasting Code of the Republic of Moldova No.260-XVI of 27
July 2006 (Official Gazette of the Republic of Moldova No.131-133 of 18 Aug
2006).
3
Directive 89/552/CEE was mandatory for European Union countries.

Photo: jourdom.ru

choices and control that the user can exert as well as to the
impact they can have on the public, on-demand audiovisual
services are competing with traditional ones to capture the
same audience and segment of the advertising market and thus
have the potential to partially replace traditional TV
broadcasts.
As a result, it is necessary to create a set of basic standards in
audiovisual commercial communications to protect free
competition and consumers’ rights, especially the physical,
mental and moral development of juveniles.
Unlike the Convention on Cross-Border Television and the
Broadcasting Code of Moldova now in force that contain
regulations only on advertising, teleshopping and sponsorships,
the Audiovisual Media Services Directive establishes the
concept of audiovisual commercial communication as, “An
image with or without sound that is meant to promote, directly
or indirectly, the goods, services or the image of an individual
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or legal entity that carries out an economic activity.” Among
audiovisual commercial forms of communication, the directive
expressly includes traditional ones - TV advertising,
sponsorship, teleshopping, and product placement - as well as
any other forms of audiovisual communication, current or
future, that appear as new advertising techniques or innovative
sales strategies.
Establishing the concept of audiovisual commercial
communication offers the possibility to clearly and efficiently
regulate the new forms of advertising made possible by new
technologies, e.g., virtual advertising, virtual sponsorship,
split-screen advertising and interactive advertising among
others. For traditional services, establishing acceptable forms of
audiovisual commercial communication presents new
opportunities for instituting fair competition in an improved
environment thanks to innovations in on-demand services.
The authors of the directive showed discretion in regulating
new forms of advertising employing the principle of regulating
only what it was necessary to regulate, often defining them as
an area reserved for national regulatory authorities, in our case
the BCC. To ensure judicious and efficient regulation, the
directive requires promoting mechanisms for self-regulation
and/or co-regulation at the national level. In our opinion,
creating such mechanisms in the coming years will be a real
challenge for the BCC.
Given the wide diversity of traditional and on-demand
audiovisual media services available in Moldova since 2009, the
absence in the past three years4 of initiatives for legalizing the
placement of products, established also in the amended
Directive 89/552/CEE, is unexplainable.
The new directive states that placing products, depending on
the form of the ad, “…consists in including a product, service
or its trademark, or mentioning a product, service or trademark
so that it is presented within a program, in exchange for a fee or
similar contribution.”
In accordance with the directive’s provisions, the placement of
products is allowed when the state expressly establishes this
right for the providers of audiovisual media services and must
be legalized in relation to prizes or services offered in contests
like those on the children’s programs in our country.
Currently, the directive offers a great deal of flexibility in
interpreting the convention’s provisions on competition in the
European market. On the one hand, the principles for
4
See Directive 89/552/CEE of the European Parliament and of the
Council of 3 October 1989 on the coordination of certain provisions laid down
by law, regulation or administrative action in Member States concerning the
provision of audiovisual media services (Audiovisual Media Services Directive).
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regulating traditional services and on-demand services are
expressly established and are found in those on sponsoring
programs and advertising in traditional broadcasting services.
On the other hand, the concept of audiovisual commercial
communication in the directive represents a way to establish
and extend the uniform, detailed restrictions in previous
European regulations. As an example, we could mention the
right to interrupt movie broadcasts with advertising at intervals
of 30 minutes (previously this was 45 minutes), the exclusion of
sponsorship announcements and of product placements from
the maximum number admitted (20%) during one hour and
the right to broadcast mini ads during sports broadcasts.
The diverse regulations to be included in the broadcast code
will subsequently generate the development and adoption
(under co-regulatory conditions) by the BCC of a complex legal
act on audiovisual commercial communications that will
include general requirements; the rights and obligations of
service providers; requirements for sponsoring programs;
provisions for inserting advertising and teleshopping in
program services; provisions on advertising in sports programs
and on broadcasting one-off advertisements; the rights and
conditions for placing products; the rules for broadcasting
advertising of alcoholic beverages and regulations on
advertising and teleshopping for food and for medical products
and treatment among others.
Increased attention is required to the directive’s provisions on
protecting juveniles’ rights. This could involve creating a new
code for self-regulating programs for children that would
include detailed provisions on commercial communications
that could negatively affect juveniles from a physical or moral
point of view.
Those provisions could include banning persons whose main
occupation is the manufacturing or sale of alcoholic beverages,
medical products or treatment or food additives from
sponsoring programs for children in addition to those who
organize games and contests forbidden to juveniles. Such a
code could also include rules against split-screen advertising in
children’s programs and advertising food products meant for
juveniles.
In addition to implementing the directive’s provisions, any new
legislation should establish that general interest announcements
(social advertising or non-commercial campaigns) and calls to
join in free humanitarian causes are not audiovisual
commercial communication.
In conclusion, we can state that establishing regulations on
audiovisual commercial communications in national legislation
of will result in favorable conditions for instituting loyal
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competition between national and foreign audiovisual media
services, on the one hand, and traditional audiovisual media
services and newly available on-demand services on the other
Given the bleak, monopolistic advertising market in Moldova,
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this is highly desirable even though the new regulations will at
the outset of implementation cause misunderstandings and
even indignation due to their complex and innovative
character.
Eugen RÎBCA

Moldovan journalists and experts discuss subjects related
to the Agreement on Visa
Liberalization with EU at the
Press Club of Chişinău,
27 January 2011.

analytical magazine

5

Public Broadcasting

June 2011

The Labyrinth of the Public Broadcaster
The idea of a public broadcaster came late to Moldova. That is not
unusual considering that until the 1970s and 1980s, radio and
television were the exclusive monopoly of the state all over the
world, including in Western Europe. Then the information age
descended on all of us, confirming once again that the state is not
a good manager.

joined the Council of Europe. Even more directly, the budget of
the public broadcaster is directly proportional to the
government’s intentions The government has the responsibility
to adopt the budget, and the public broadcaster has the
responsibility to manage it for the benefit of informing the
citizen.

In order to move forward, life and the market required
information, a lot of diverse information, so the state, under
economic pressure, had to give free reign in this area. But life
and the market also controlled information, transforming it
into an asset and assigning it the respective market
characteristics that would make it a viable commodity. Thus,
the world was divided into producers and consumers of
information while citizens were excluded from this process. The
second global division made a distinction between consumers
and citizens; the market has since been invaded by information
meant for the consumer and not for the citizen. Consumers
have always asked for scandals, disasters, gossip, high-society
news, sensations, etc. Such information is also necessary, but
certain limits should be observed. Since nobody knows what
limit means, except that it is somewhere between
oversaturation and insufficiency, we keep on groping for the
elusive middle.

On paper, everything seems clear and logical, but in the
labyrinths of Moldovan realities, things become more tangled.
In our intention to be like everyone else when we declared our
independence, we tried to do what others had already done,
and that’s why we proceeded to import masses of laws, ideas,
slogans, words, behaviors, structures and habits all in a heap. It
was a necessity, but we did not embrace all of them out of
conviction but rather out of obligation. We opted for the
existence of western legislation and structures but not for their
functioning.

The conclusion reached as a result of this search was that in
order to adequately inform the citizen, it would be necessary to
have a public broadcaster in addition to the commercial
broadcast media. The commercial broadcaster would always
work for the consumer while the public broadcaster would
work for the citizen. In order for them to peacefully coexist,
they unanimously agreed that information in the public interest
would not be anyone’s property. This understanding was not a
flimsy compromise between belligerent parties but a condition
for ensuring the universal right of the citizen to information.
The citizen’s rights exist, but the guarantors of their observance
are governments and they - nota bene - do not create rights but
ensure them (or should do so). Hence, guaranteeing the
citizen’s right to information is the direct obligation of the
government of each country. Informing the citizen (and not the
consumer) is the task of the public broadcaster and at the same
time is the direct obligation of the government. If we
understand things in this way (and this is how they should be
understood) then the situation of the public broadcaster, no
matter where it is, is a reflection of the government’s intention
to inform its citizens, a duty undertaken when this country

There are good practices that should be followed but not before
they are understood, perceived and transformed into solid
convictions; this is exactly what we are missing. When we
import ready-made things, the need to contribute with the
mind disappears: “If this works in Belgium, it will work here
too.” In the end, however, we realize that it does not work here
because we are not Belgians. In the human sphere, nothing
works by itself. Positive experiences do not occur by virtue of
such an implacable law as the passing of time but rather
because individuals, condemned with the need to create,
conferred this quality - positive - onto those experiences.
These realities are perfectly reflected in the situation of the
Moldovan public broadcaster. It would have been good if at the
outset it had committed to sharing European values. What
followed instead was truly ridiculous, foolish and rather tragic.
If you remember, there was a time when Teleradio-Moldova
management came to work and started the work day but did
not know how to end it. This happened after Parliament
changed the law on broadcasting to allow it to control the
administration, and that’s why the managers of Teleradio
changed depending on the MPs’ moods. This is how European
values were understood.
Some of the managers of the public broadcaster turned out to
be really curious characters. The naiveté of one of those
managers, as a measure of ignorance, has gone down in history.
He saw a number of (imminently necessary) TV monitors in
the control room and asked his employees why they had so
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many screens and why they did not look at just one to save
energy.
Time has passed, and we have advanced a little in
understanding the essence of the public broadcaster. The
evidence is on the surface. Somebody who recently said that
programs that “bring in money” should remain on public
television has become a member of the Broadcast Coordinating
Council (BCC). At a national conference about the relations of
the media with the authorities, a Teleradio employee was
“convincing” the participants that if the opposition criticized
the communists then someone had to take their side. This is
how he understood his role and mission as a reporter on public
television. More recently during a round table about the
funding of the public broadcaster at the beginning of 2011, a
representative of Radiocomunicaţii insisted that the programs
“for the public” should be precisely priced so that funding
could be provided only for them. Maybe Radiocomunicaţii,
from noble intentions, wanted to propose “social tariffs” for
broadcasting “programs for the public”? At the same round
table, the ministry of finance, annoyed with the financial plan
of Teleradio-Moldova, nicknamed it “the number two mistress
of the budget” taking from the press the statement that the
manager of the project “Caravel of Culture” was allegedly
number one. That was the view at that time of the minister of
finance about the role and mission of the public broadcaster.
Those statements wouldn’t be so important if they didn’t have
repercussions on the actual budget of the broadcaster, but it so
happens that actions are dictated by the understanding of
things. Certainly, actions regarding Teleradio-Moldova are not
all necessarily determined by ill will; in fact, many have been
done out of ignorance. We could, however, certainly state that
regardless of the reasons, the results are the same in any case.
In 2000, the Council of Europe’s recommendations on the
public broadcaster were translated into Romanian. It wasn’t the
government that translated them, although it had the
responsibility to inform the citizen. Although the translation
appeared rather late, practice proves that many people are even
today far from understanding the topic and problem
approached. Although few are those who are knowledgeable in
this area, many are jostling to take key positions be it at the
BCC, the Observers’ Council (OC) or the public broadcaster’s
administration. After 2000, a draft law on the public
broadcaster reached Parliament. Even though this draft law also
came late, practice shows that we were not ready to adopt it.
Now there is another draft law on the broadcaster. Some say
this is too early since the law in force today has not been in
place for even five years. Others say that we had to start
digitizing television long ago, but the law was late in arriving.
It’s clear that everyone is right. On the one hand, it is necessary
for the law to be stable, but this is not a goal in itself. It is
commendable for a good law to be stable, and a bad law should
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not grow old. The current broadcasting code for the most part
is good but is poorly implemented. For instance, the code
stipulates that the BCC should not allow concentrations of
property in broadcasting that could lead to monopolizing
information space. But what has BCC done in reality in this
regard? Since the owners of radio and TV stations are not
known in Moldova, civil society suggested through
amendments to the electoral code made in June 2010 that
broadcasters on the eve of electoral campaigns publicly declare
their editorial policy for the election period and the name(s) of
their owner(s). (Note: the name of the owner and not the
name(s) of the founder(s)!) During the campaign for the
constitutional referendum, the BCC for the most part ignored
this provision. During a round table on the eve of the
anticipated parliamentary elections, some broadcasters said
that they had difficulties indicating the names of their owners,
but certain BCC members readdressed the question/accusation
to those who suggested this amendment, i.e. to civil society.
That fact proved that those BCC members had not asked
themselves then or until then this elementary question: How
can you prevent concentrations of property in broadcasting if
you don’t know the names of the owners? In a way, they proved
they didn’t know either the law or the spirit of the law, not to
mention its proper implementation. For instance, on the day
preceding the elections why should broadcasters that air
electoral education advertising be sanctioned? Is it only because
the agency imposing sanctions does not make a difference
between electoral education and electoral propaganda? Isn’t the
confusion too great?
The BCC also hid under the umbrella of intransience so that
neither parliamentary hearings nor public opinion could make
them act judiciously, in good faith and in the name of
developing democratic principles as required by the
broadcasting code. On the contrary, intransience excused the
inactions or actions of some BCC members who were not
adequately concerned about regulating broadcasting. This is
another reason to change the law in such a way that its
functioning does not depend on how kind hearted the one
responsible for its implementation is.
Moreover, the legislation in force impedes the development of
the public broadcaster in several ways. The following are not
clear: the relationship between the public broadcaster and the
BCC; between the broadcaster and the OC; between the OC
and BCC and among all of them and the authorities. Sufficient
funding of the public service is not ensured. The development
of terms of reference is not reasoned, although the budget of
Teleradio-Moldova is established by the Ministry of Finance. It
is not clear why only one of those three managers appointed by
the OC is responsible for the budget. It is not clear how the
BCC and the OC are held accountable if they function poorly.
In the end, so many changes must be made that it is necessary
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to draft a new code.
For about ten years, discussions have regularly taken place
about the need to reform the current public broadcaster. For
some time now with the changes to part of the broadcasting
code, it seems that the public broadcaster has been recovering
its public character. I say “it seems” because the rhythm of the
metamorphoses is slow and the trend has not become strong
enough to consider it irreversible. In any case, massive political
partisanship has been driven away at least from the news
programs, but the hardest part is still to come. TeleradioMoldova is like a steam engine chugging along behind a train
from the electronic epoch. It has inherited structures devised a
long time ago and keeps them by virtue of its amazing inertia.
Starting with the understanding that the basic mission of the
public broadcaster is to adequately inform the citizen, several
questions/problems appear, the answers to which could
generate corresponding solutions. We will focus on some of
them. The first problem is related to the huge space occupied by
the broadcaster built in times when large teams labored on a
radio or TV program, when one or two programs per week
were a big professional performance. In today’s world, one or
two programs per day are considered normal, but not at
Teleradio-Moldova where many of its employees insist, based
on old habits, on having a salary increase for one or two
programs per month. In other words, something must be done
about the spaces that incur costs and debts and about the
professionalism of the staff.
The second problem is related to artistic groups. Someone
sometime ago confused Teleradio-Moldova with the Ministry
of Culture and ordered the formation of musical groups at the
broadcaster. Thanks to the inertia of thoughts and actions,
these groups, even though they are a burden for the
broadcaster, remain. We consider this to be unjustifiable for
several reasons. First of all, we said that the main concern of the
broadcaster is to adequately inform the citizen while national
artistic groups should normally and logically be the concern of
the line ministry. Currently, we have many artistic groups in the
country and only one public broadcaster that is managing its
own groups, so which ones have privileged access to radio and
television? This question is rhetorical since an artistic group
that is part of Teleradio-Moldova, has not only the privilege but
also the obligation to be at the microphone and on the screen to
justify its salary. In other words, any artistic group in the
country is from the outset in unequal and unfair competition
with an artistic group of the broadcaster, regardless of the
management’s good will.
Obviously, there are also attractive and tempting aspects to
employing artistic teams. They create quality products for the
broadcaster but also for the public. They go on tours, including
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tours abroad, and so promote the name and fame of the
broadcaster and of the country. They contribute to establishing
cooperative relations with other people, and everyone gains
from this. They offer the possibility - why not? - to managers
from Teleradio-Moldova to accompany them on tours, and so
relations with other people extend and diversify. Ths is on the
one hand. On the other hand, however, we wonder if the
country’s fame abroad is the concern of the broadcaster or of
the government? Is maintaining musical groups financially
justified? In 2011, Teleradio-Moldova must spend nearly one
million lei on musical instruments. Maybe it is economically
more reasonable to buy artistic products especially given the
situation of a chronically austere budget and of the long-term,
historical debts of the broadcaster. The final argument against
maintaining artistic groups is that no matter what we say, their
existence imminently means that the management must also
take care of their problems although the time it has for this is
limited. Thus, allocating time and effort for the administration
of artistic groups would obviously be to the detriment of the
broadcaster’s main duty which is to ensure adequate
information for the public.
Another problem is related to broadcasting for other countries.
This type of broadcasting is specific; it comes close to public
relations, to propaganda, because it aims at creating,
maintaining and developing a positive image for the country
abroad. The purpose of the public broadcaster, in contrast, is to
present to the citizen the real image of the country, both its
positive and negative aspects. Hence, two types of journalism
exist under the same roof: one for propaganda and a factual
one. These are contradictory, and there is the danger that
propaganda will influence facts. The countries that realized this
danger removed broadcasts overseas from the umbrella of the
public broadcaster. In the USA, for instance, Voice of America
is forbidden to broadcast inside the country. That is good and
logical. Polishing the country’s image is the concern of the
government (through the Ministry of Foreign Affairs) and not
of the public broadcaster. This means transferring broadcasts
for overseas - either on radio or television - to the duties of the
appropriate government body.
The final problem we will refer to is the continued cohabitation
under the same roof of the two public broadcasters: radio and
television. We inherited them together and they remain
together which in my opinion is not good for reform. In fact, if
during the initial desperate attempts to consolidate a public
broadcaster the current Teleradio-Moldova company had been
liquidated and something new had been built on even ground,
very shortly something that the citizen needs today would have
been created. We didn’t do that, however, and thus we have had
difficulties as did all countries in the world where state radio
and television had to turn into a public broadcaster. Shock
therapy is painful but efficient though it requires adopting
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brave decisions. There was nobody in our country to do it. We
picked the “peaceful” road whose end cannot be seen. I
personally remain convinced that separating radio from
television as an element of reform would in today’s situation
represent the shortest way to achieve what we want to achieve.
In reality, however, it is almost certain that things will happen
differently. Reforms scare everyone; they bring uncertainty. We
prefer things to remain as they are because we at least know
them. If we change something, perhaps things will be better,
but who knows? This puts us on guard.
I have recently discussed this issue with many people inside
and outside the country who are in agreement with the current
formula. Their main argument is that everyone is united today,
all tend toward convergence, to be able to live better, to survive
more easily, to use multimedia platforms. This is a strong
argument, but in my opinion it is insufficient. Here are several
considerations. If they operated separately, the editorial policies
would be developed in two separate centers, not in one. For the
public, this would mean diversification, at least nominally, of
the information product offered by two separate services and a
more extensive diversity of opinions. At the same time, this
would allow a management of funds that is clearer and better
understood by the public. It is easier to implement financial
plans for one institution than for two with multiple common
services, plans that as practice shows become excessively
bureaucratic. In addition, although the services are common
both for radio and for television, still the latter will have
priority as usual. Television has a much greater influence than
radio, but this is not a reason for radio to remain always in
Cinderella’s role. If they operated separately, both radio and
television, by virtue of existing information technology, would
be able to create separate multimedia platforms which is more
than a common platform. This again is equivalent to the
diversity and pluralism that are the defining characteristics of a
public broadcaster. In addition, even though political and
economic interference are unavoidable, exerting influence on
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two broadcasters becomes more difficult than on just one.
Today there are three managers appointed for TeleradioMoldova, but the budget is managed by just one of them. If, for
example, two editing desks break down - one at the radio
station and one at the television station - but money is available
for repairing only one of them, which one will be repaired first?
Money management implies direct responsibility. Finally, when
radio and television are together, their reform must be
synchronized. Neither can rush ahead but must wait for the
other one. If they are separated, it won’t be necessary to
synchronize anything. Also, today when we assess the activities
of those two entities, we usually say that Teleradio functions
well or poorly and don’t tire ourselves by distinguishing the
differences between radio and TV.
Hence, the road to reforming the public broadcaster is shorter
with separation, but this implies big additional efforts.
Everyone avoids big efforts. Therefore, I am almost sure that
only small steps along the road will be taken. It will be long but
convenient, convenient for everyone except for the public. It,
however, can wait, as it has waited until now, and pay the
salaries of those who continue to make a program or two per
month. I do not have exact figures (they are scarce at TeleradioMoldova), but I think it would be cheaper to pay them as many
salaries as the years they have worked and leave them to God to
deal with because, in essence, this is the big problem, bigger
than all the others taken together: the quality of human
resources. From the first to the last employee, it is the people,
the knowledgeable and ambitious ones, who make changes.
Today, it seems their influence at the broadcaster has not come
even close to the point from which a real change starts. Today,
it seems only those who are ambitious are dominating (and for
how long?), and this is dangerous. It is not dangerous for the
management or for the authorities but for the public. This
means that the public must continue to receive what the
broadcaster’s employees know how to do: pull one or two
programs a month out of the boiler of the steam engine.
Ion ŢURCANU
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Print Media: Between the Devil and
the Deep Blue Sea
In an increasingly crowded media market, newspapers see their
organizations threatened. The monopoly of information enjoyed
for a long time by newspapers has been challenged by television
and the Internet. The defining year in this challenge was 2010 as
two new TV stations - Publika TV and Jurnal TV - started
operations, and the number of online publications continuously
grew. According to data published by the Broadcast Coordinating
Council (BCC), 50 TV studios and 48 radio stations are currently
operating in Moldova. Half of them broadcast in other regions of
the country in addition to Chisinau. Although there are no
statistics available for online media, over 20 news portals can be
accessed in Moldova.
As a result of these developments, consumers of information
have undoubtedly gained. If the Moldovan public once acutely
felt the lack of genuine debate programs, in 2011 there was an
overabundance of these TV products as everyone started to
produce talk shows and debates. But while TV and online
media are thriving, the print media, on the other hand, seems
to have lost significant ground in the media market.1
Newspapers feel forced to change their marketing techniques
and strategies to promote their products, The Director of the
Association of Independent Press (API) Petru Macovei says,
“The circulation of a newspaper ensures its financial stability
and position as an opinion maker. That is why every media
consumer especially the young and middle-aged ones who tend
to migrate online or to TV is intensely courted.”
Although some Moldovan publications in the past year have
shown a 5–10% decrease in circulation, from a statistical point
of view this phenomenon cannot be attributed to the online
and TV media boom. This is because until now no audit of
circulation had been conducted in Moldova, says Stanislav
Popov, Director of the Audit Bureau of Circulation and Internet
(BATIM). Thus, “The first audit of circulation conducted in
March-April inst is the only one in this regard for now, so we
do not have a basis for comparison.”
Rodica Mahu, Editor in Chief of Jurnal de Chişinău says that
although in this period the publication lost only about 5% of its
circulation, the newspaper always tries to answer readers’
requests for topics that have an impact on their lives. “Not
being a daily and coming out only twice per week we have
never set out to, nor can we, equal television in promptness.
After getting your necessary dose of information on TV, or at
1

Annual Report on the Situation of Press in Moldova, IJC, 2010

least the most important part thereof, people seek in
newspapers what is not on TV, i.e. more analysis, additional
details, different approaches. We also look for different, new,
even crazy subjects; we try to help people with their daily
needs. We have more time to dig for a story that we want to
produce.”
Television and the Internet can speak to and show people what
is happening very quickly and efficiently. A newspaper,
however, must explain to readers why it happened like it did.
This idea is supported by most mangers of newspapers in the
country who, finding themselves in the situation of having to
fight for readers, try to change their techniques for promoting
and organizing their issues, e.g., introducing novel subjects,
new segments and color pages, bonuses in the form of books or
organizing social media campaigns. These are only some of the
solutions they have tried to maintain their positions at the top
of readers’ preferences.
I met pensioner Andrei Calmiş, an ordinary citizen, at the
newsstand in Cathedral Park in Chişinău. He was reading the
publications posted and said that he had made it a daily habit.
He likes to do so especially because there he finds many more
newspapers than he can afford to buy from the kiosk. “I am a
loyal reader of Timpul and Jurnal de Chişinău which I buy every
day. I also come and read the Russian language publications. In
this way, I arrive at general conclusions about everything that
happens in the country,” he added. Although he welcomes the
appearance of new TV stations in the local media market, he
says that the newspaper is the traditional source of information
for him. “I watch all TV stations and read the online press. This
is because I want to be informed about all the latest news. But
in order to build an opinion about what is going on, I buy a
newspaper. Only there can I find the explanation of the event.
This makes me prefer newspapers over television.”
The role of newspapers is an important one despite competition
in the past two years with growing numbers of television
stations. “The public still looks for an explanation of events in
newspapers, and I hope they will continue to do so,” says Sorina
Ştefârţă, Editor-in-Chief of Timpul. “There are moments when
you have the impression that everything has been said. TV
stations take an event and analyze it from all points of view
before we manage to write about it in newspapers. In the new
reality, Timpul will put more emphasis on analyses, and I do not
exclude the possibility that this is what we will tend to do in the
future,” she added.
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Recently, Timpul has lost 10% of its circulation; this is a cause
for concern for the publication’s managers. “The general trend
is to increase circulation. If the opposite occurs, even several
percent down should be alarming,” Ms Ştefârţă argued. In order
to maintain its circulation, Timpul tries to diversify its product
using various promotion techniques. “We try to maintain the
interest of our readers through the new products we launch.
For instance, last fall we launched the The Woman supplement,
which initially came out only in the Friday issues of the
newspaper. Now it also comes out in the Monday issues to
motivate the public to also read that issue. We periodically go
out into the regions and meet with our readers. We are present
on radio and on TV,” she added.
Although they seem to be undertaking all measures necessary
to motivate the public to read, there is still one aspect that print
media representatives cannot control: their readers’ financial
situations. Some of them check out websites and get their
information for free so do not go down to the kiosk to buy a
newspaper. “Theoretically, we do everything to encourage
people to read our product. People, however, hesitate to take
four lei out of their pockets and buy the newspaper. At one
point we thought about charging for our website. We conducted
a survey among the readers, and most of them said no.
Periodically, when we have special promotions we announce
them only on the website and send people to the kiosk. But we
do not have statistics to check if this influenced them or not,”
Ms Ştefârţă concluded.
The online and TV media boom has influenced the Moldovan
press for the better, stimulating new methods of marketing by
those who want to remain in the market. Experience shows that
the local public has very quickly come to appreciate those
methods. The case of Adevărul de Moldova in this regard is
eloquent. Launched in December 2010 as part of the Adevărul
Holding from România, the newspaper has a circulation of up
to 20,000 copies thanks to the extra services that it offers. “Once
all the press in the world comes out in color and offers bonuses
in the form of books, DVDs or CDs, it is normal to think that a
newspaper cannot come out only in black and white anymore
or to contain the news of yesterday,” says Ramona Ursu, the
publication’s editor-in-chief. “The special book promotions
offered in the newspaper are not a lucky discovery by Adevărul.
It is a marketing strategy, and no other type of advertising
would have achieved the circulation that these book discounts
bring. If on Mondays and Fridays our circulation reaches 4000
copies, then on the days when we offer the books it can be up to
20,000 copies. Nevertheless, the over 200,000 readers who
follow us online monthly show that the brand of Adevărul in
Moldova is not due only to the book sales,” she added.
Similarly to Adevărul, Timpul also attracts a high number of
online visitors compared with the printed version of the
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newspaper. In order not to lose those readers, an increasing
number of national and local publications have re-launched
their websites or have established online newsrooms for their
newspapers. “Periodically studies appear that attest to an
increase in the number of online readers to the detriment of the
print issue. For exactly this reason, one year ago we renovated
the newspaper’s website,” said Sorina Ştefârţă, Editor-in-Chief
of Timpul. “We try to go in parallel directions, which means
that the online version complements the newspaper and vice
versa. At the same time, we try to explore subjects that do not
appear on the website such as specific problems and
investigations,” she added.
With the appearance of www.jurnal.md, Jurnal de Chişinău
acknowledged the net movement of part of its readers to the
online segment. At the same time, Editor-in-Chief Mahu thinks
that the newspaper has also maintained its ordinary readership.
“These are older persons with less access to modern
information sources like the Internet and satellites, a generally
more conservative public with a more bucolic taste. In general,
we must be aware that some readers will never embrace virtual
reading while others might respond to such technological
challenges maybe even against their will. We may even have
young readers for the print issue,” she added.
In the case of Ziarul de Gardă that publishes print issues in
parallel with the online version of the newspaper, the number
of online readers has increased in direct proportion to that of
print readers. “If we were to look at the figures, the online
readers are those located abroad who physically do not have the
possibility to buy the newspaper or are young people entirely
dedicated to the computer whom we cannot even force to buy
the newspaper. At the same, most of the print readers are those
without access to the computer or who are devoted to the print
issue and appreciate the feeling of holding a newspaper in their
hands,” says Alina Radu, Director of Ziarul de Gardă.
Although it may seem that the online and TV media boom
influences mainly national newspapers, local media are not
unaffected by new trends in the media market. Moreover,
groups of young people have started to develop information
portals in the provinces that compete for readership with local
newspapers. Stirilocale.md is the latest appearance in this
regard. “There is a danger indeed, but the managers and
editorial teams that understand it and invest in the
development of new technologies for the newspaper maintain
and have the chance to maintain their dominate positions. I am
glad that many of them have understood that the future is
related to the development of the print issue and of the online
one in parallel, a page to be updated and that offers the
possibility of making money,” API Director Macovei said.
Not all local media managers are concerned about the new

analytical magazine

11

Print media and Competition
trends on the financial desks of the print media outlets,
however. Tudor Iaşcenco, director of the regional newspaper
Cuvântul, says that such fluctuations can be felt only in relation
to the amount of advertising that has gone to TV stations.
“Everyone has an angle. The competition between TV and
newspapers is felt only in regard to advertising as it has mainly
gone to TV, but if they work well, both the newspapers and
television stations have space for maneuvering. Cuvântul has
recently recorded an increase in circulation despite the fact that
we work in the region of Orhei where there are more local and
national TV stations,” he further specified.
Moreover, Mr Iaşcenco also has tips for his colleagues at
national newspapers and suggests that they focus on subjects
unrelated to events in the capital. “In order to survive in the
new market conditions, I would suggest that the national
newspapers also orient themselves to a public different from the
one in Chişinău, or both the newspapers and TV stations in the
capital will canvas the same sources of information and have
the same target public,” he said.
Will printed newspapers disappear? Certainly not. “It is similar
to the case of the appearance of television to the detriment of
the theater. There will always be people who will go to the
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theater as there will always be people who will buy the printed
issue of the newspaper,” API Director Macovei stated. “I don’t
think that newspapers will disappear. I think that their
circulations will drop and that they will stay on the market only
if they develop related services,” he stressed.
The appearance of new TV stations on the local media market
and the rapid growth of the online press are beneficial for
information consumers in our country. The diversity of
programs and information on the one hand and the stiff
competition on the other undoubtedly contribute to enhancing
the quality of media products. At the same time, such
quantitative and qualitative transformations require new
approaches, new marketing methods and new promotion
strategies from media employers to enable them to maintain
the public’s devotion to print. In fact, the new preferences of the
readers direct the print media more and more to online
versions. The migration of print media consumers to the web in
the future will lead to a re-launching thereof, with significant
emphasis on video and audio elements. The new trends to
increasingly focus on the development of online media could
bring considerable financial benefits which would help to
support and develop traditional media as well.
Ludmila BOGHEANU

Participants at the training “Mass
Media – a Tool for Promoting
European Integration”. Comrat,
17-19 February 2011.
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Children’s Press in the “Hands” of Adults
In the past several years, the Moldovan media have registered
significant developments in both quantity and quality. New TV
stations, newspapers, magazines and information portals with
multiple missions and roles have appeared both at the local and
national levels. Note, however, that all such appearances are
mainly oriented to the adult public; children’s press, with small
exceptions, almost cannot be found in the above-mentioned
media. Print and broadcast media with rich experience and
long-standing operations in this area can hardly cope with new
requirements and challenges. No clarity or certainty is currently
present in state policy in the development of this media segment.

The schedule of programs on public station Radio Moldova
includes three for children and teenagers which account for five
hours and five minutes of the station’s broadcasting time
weekly. “Good Night, Children” is broadcast daily except for
Sunday; “Magic Wand” is broadcast weekly and “Children’s
Hour” is aired four times a week. All are entertaining and
interactive and tackle general topics that tend to promote love
of country, a healthy lifestyle and an appreciation for folk
customs and culture.

Public Broadcasters
The public broadcaster Teleradio-Moldova (TRM), in its
capacity as guarantor of the public interest and promoter of
sound values and principles in society, has the obligation to
produce and air programs for children. From 2009 to 2010, the
share of children’s programs of the total number of programs
accounted for only 1%. The TRM terms of reference for 2011
include the objective to increase this amount to 7.34% both on
Moldova 1 and on Radio Moldova. This isl to be realized, “…
by broadcasting documentaries, feature films and cartoons with
an educational character produced by various companies for
the public broadcasters as well as by launching two of their own
programs with weekly frequency: a learning program and an
educational program.”
According to the reform strategy for 2010–2015, TRM aims
to extend the number of programs for children and for youth.
This document says that, “More attention will be paid to
programs for youth and children who represent our public
future, more broadcast space should be given to programs
with an educational content allied with the modern education
curriculum (in cooperation with the Ministry of Education).”
At present, Moldova 1 produces three programs for children:
“Bedtime Story” (broadcast daily at 18:40), “Children’s
Magazine” (Saturday, 10:00) and the musical contest “Ringstar” (Sunday, 10:00). The first two programs are designed to
entertain and educate/inform at the same time. “Children’s
Magazine” contains a number of entertaining/educational
segments, conceived in such a way as to meet children’s
expectations and needs. “Ring-star” aims to promote young
talent through contests. Other TV contests and programs of an
informative nature are missing on the public broadcaster as are
Russian language programs meant for the youngest viewers.

Photo: http://babble.com

Public broadcaster Teleradio-Găgăuzia also produces programs
for children. Radio Găgăuzia broadcasts the program “The
Little Tower” in Russian on weekends for 20 minutes. TV
Găgăuzia broadcasts “Tatlı uукular” daily for children in
Gagauzian at 19:50 and “Bedtime Story” at 20:10. Both
programs also last for 20 minutes. Segments for children are
also included in the morning show “Eni gun” which airs daily
between 6:00 and 7:30.
Private Broadcasters
Private TV stations have their own editorial policies, and it
remains at their discretion to include or not to include
children’s programs in their schedules. For the most part, the
choice is at the children’s expense. Some administrators and
managers rationalize the almost complete lack of children’s
programs by saying that they don’t fit in their station’s format
while others say that they don’t have enough funds to produce
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them as they are unprofitable because they are not very
attractive for advertisers. Programs and/or segments that claim
to be for children, however, still sporadically appear on private
TV stations.
Jurnal TV broadcasts the morning program “Wake Up” which
contains a segment for children suggestively entitled “Young
Scientists” an original concept that is both entertaining and
educational. It lasts for 15 minutes and is aired each Tuesday at
8:00 with children involved in its production. Moldovan TV
station STS produces a weekly program for children entitled
“Listen to Me” (Saturday at 10:30). The program presents an
interview with a child, usually of preschool age, and aims to be
a podium for children from which they can say what they think
but also a track for promoting young talent.
Some TV stations broadcast various concerts featuring children
that are recorded and paid for by parents or sponsors to
promote their children or their relatives’ children regardless of
their artistic or educational value. All these programs at the
national level represent only a tiny part of what would be
desirable for a society that cares about the country’s future.
At local television stations, the situation is even worse. The time
for segments and/or programs for children has been reduced at
some stations while at others it has completely disappeared.
Most existing programs are nothing more than musical shows
that also aim to discover community talent or are programs
with musical dedications for grandchildren or for parents
working abroad.
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that the new radio station would combine national values with
music for children and would contribute to children’s
education. In 2010, the radio station was sold because it was
not profitable. Subsequently, the frequency was assigned to the
first radio station for women: Aquarelle FM.
In the opinion of the founders of Radio Scăpărici, their
experience is obvious proof that in Moldova the press for
children is ignored and that it will readily be sacrificed for the
sake of financial interests. In the absence of long-term
knowledge and experience and of overall views on how the
press for children should be developed and promoted, the
opinion that the press for children is not appealing to the public
will persist.
Magazines and Newspapers for Children
Currently in Moldova there are three regularly published
magazines for children: Alunelul, Noi and Florile Dalbe. They
are considered public institutions and benefit from subsidies
from the government as they are funded by the Ministry of
Education. The catalogue of Moldpresa also includes several
other children’s publications: Amic, Spiriduşii, Tribuna Copiilor
and Clipa siderală.

For TV station owners, this type of program helps to raise
funds to pay for various production costs. In general,
educational programs for children are missing altogether on
local television because their production requires funds that
local TV stations currently do not have.

Alunelul is a color publication for children aged 5 to 10 that has
16 pages and comes out monthly with a circulation of 14,000
copies. Noi is a literary/artistic magazine meant for older
readers. It comes out monthly has and has 30 pages and a
circulation of 4,000 copies. Florile Dalbe is an educational,
literary/artistic weekly with a circulation of 7,500 copies. It is
the only one that has a website (www.floriledalbe.md ) and has
over 10,000 visitors from abroad per year. In fact, this page,
which is an abbreviated version of the magazine, is made for
the most part for Moldovan children and parents abroad who
cannot subscribe to Florile Dalbe.

In addition, some managers say that there is no “great need” for
such programs because more and more children get their
information from the Internet. “It is hard to believe that a child
will try to learn anything from a TV program with a computer
connected to the Internet at home,” Director of Media TV
Andrei Bargan says.

The website, however, is not updated on a weekly basis. The
publications Amic, Spiriduşii and Clipa siderală are private and
do not always regularly appear. Children’s columns can also be
found in the magazine Săptămâna (“Children’s Parliament”),
Timpul (“Children’s Time”), as well as in some Russian language
newspapers though only sporadically.

In 2007, an attempt was made to develop a radio station for
children . Radio Scăpărici was founded by the Union of
Producers of Programs and Videogames in order to realize the
provisions of the UN Convention on the Rights of the Child,
i.e., that any child must, “…have access to information and
items deriving from various national and international sources,
especially those aiming to promote their social, spiritual and
moral wellbeing, as well as their physical and mental health.”
Dumitru Chicu, then director of Radio Scăpărici, mentioned

Articles for children are basically missing in local newspapers.
An exception is the newspaper Ora Locală which publishes two
supplements for children each month: Tropoţel şi Tropoţica
(meant for the youngest children) and Trop şi Tropa (for
teenagers). Both are private publications. According to local
media managers, the reason for this absence is the lack of
interest from readers on the one hand, but also the lack of
journalists who are interested in writing for children on the
other hand. “We had a few columns for children but we had to
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give them up because there was no one to write them even
though we have the necessary resources,” said Nicolae
Sandulea, Director of the newspaper Unghiul in Ungheni.

they realize that they must work under the same market
conditions as other media and must learn how to survive. There
is a big advertising potential here that has not been tapped.

New ways to get information have reduced the popularity of
magazines for children. The Internet has a number of
advantages, among them speed. Nonetheless, in the opinion of
media specialists, it is unacceptable to equate the Internet with
children’s press when talking about the role of these two sources
of information in educating the younger generation. “In a
magazine, for instance, a selection of values is made and a
content and a message with a certain theme are promoted
which educates children, which can be less easily accomplished
on the Internet,” noted Valeriu Volontir, Editor-in-Chief of Noi.

Of course, aid from the government is absolutely necessary, but
children’s publications should not rely solely only on it if they
want to survive and assert themselves in the media market.
Government support could, in fact, actually interfere with a
clear concept for developing a children’s press Director of the
Association of Independent Press Petru Macovei said. “We have
talked many times about the need for a fund for media
development which would sometimes support the children’s
press too,” he added.

The Government Does Not Yet Have a Clear Vision of How to
Develop a Children’s Press
A children’s press can exist only with the sacrifice and
enthusiasm of visionaries, the editors of children’s publications
say. In their view, the children’s press today is facing a number
of major problems including the government’s ignorance and
unawareness of its role in society as well as of the need to invest
in this area. This results in the lack of necessary funding for
such publications on the one hand, and the unfair distribution
of funding on the other hand.
When distributing government subsidies, no account is taken
of certain factors such as the frequency of the publication, its
length or its circulation the editors say. “From an economic
point of view, it is not correct to compare the costs of a weekly
magazine with the costs of a monthly one, for instance, simply
because they all are children’s publications,” said Ion Anton,
Editor-in-Chief of Florile Dalbe.
In the past two years due to the global economic crisis, the
amount allotted by the government has been reduced twice.
Under such conditions, debts also accumulate, and they keep
growing. “The government has three magazines, and all of
them are begging,” Mr Anton stated. Florile Dalbe, for instance,
currently has debts of over 100,000 lei and Noi of 70,000 lei.
The managers of these publications think that children’s print
media must be funded by the government since children’s
publications are not attractive to advertisers and there is no way
for them to survive from subscriptions. “It would be good for
the children’s press in our country to be fully supported by the
government and distributed to children free of charge as is
done in Japan, especially in the current situation when the
number of children abroad with their parents is growing,” said
Mr Anton. At the same time, media experts point out that the
children’s press has every chance to become attractive to
advertisers and to get the funds necessary for operations when

The Ministry of Education has not yet developed a strategy for
developing a children’s press. The government has instead
limited itself to granting annual subsidies to magazines and to
educational institutions to subscribe to children’s newspapers
and magazines.
Another problem for the children’s press, and not only print, is
the lack of qualified journalists to write for children. “Today,
young journalists dream starting in their first university year of
running around the president with a microphone. Nobody
wants to work for a children’s magazine because in the minds of
some, to write for children means to work at the kindergarten
level. It is not prestigious,” Ştefan Melnic Director of Alunelul
noted. The lack of “prestige” generates a lack of interest in this
aspect of the press that is confirmed by many graduates of
journalism schools.
We could also add to such difficulties the lack of an ongoing
concept to enhance the visibility and increase the readership of
children’s publications. Cchildren’s publications are only
occasionally discussed with journalism students. “I don’t know
who will make press for children in about 20 years when the
current enthusiasts will not be able to do their jobs anymore,”
Mr Melnic concluded.
Developments in the children’s press (print and broadcast) have
been weak in recent years and have faced serious difficulties of
either a financial nature or due to the lack of specialists capable
of breathing life into this genre. The honorable mission of the
public broadcaster to inform and educate children and their
intention to increase broadcasts and to diversify programs is
beautiful and welcome; however, the scarcity of funds can cause
big problems in achieving these goals. Private broadcasters and
also all the print media regard this media segment as
unattractive and lacking prestige and perspective.
Along with the emphatic lack of interest of media owners, there
is also the obvious incapacity of the children’s press to realize its
existing potential and to compel recognition from the
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consuming public.
The manner in which state authorities have viewed and
approached the issue of the children’s press in previous years
seems to be inadequate and inappropriate for satisfying new
demands and challenges. In these conditions, it is very
necessary for the new government to adopt a new view and to
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develop a strategy at the national level and a program for
supporting the children’s press.
In this way, its potential for development and its visibility in the
market would be enhanced which will improve the quality of
the product offered to the media consumer.
Ina GREJDEANU

School and university students in
Transnistria are
familiarized with
case studies on the
observance of professional standards
and principles by
the media.
Tighina,
27 May 2011.
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A Foreign Journalist’s Reflections on the
Mass Media in Moldova
In May 2011 in its annual survey on worldwide press freedom,
the international watchdog Freedom House changed Moldova’s
ranking from “not free” in previous years to “partially free.”1 The
country was described as having gone through an “impressive”
and “dramatic” opening up of the media environment with
increased competition and the introduction of new legal and
regulatory reforms. Undoubtedly, 2010 was a year of note for the
mass media in Moldova.
It was also the year I arrived in this small, former Soviet
republic to undertake a ten-week voluntary position with a
Russian-language newspaper. Stepping off the plane in early
March, I was equipped with only a little knowledge of its recent
political history and was not expecting to find myself in the
midst of such a significant transition. Yet this transformation
was not, at least in my first placement, immediately apparent.
My initial impressions contrasted strongly with my Western
conception of a “free and fair” media, and several of the
negative practices I witnessed seemed to be worryingly
ingrained and commonplace.
Fourteen months later, I have observed a different side of
Moldovan mass media, one that reflects more positive trends.
Thanks to funding from the European Union, I returned to
Chisinau in October to work for the Centre for Independent
Journalism (IJC). In the subsequent months, I have gained a
greater understanding of Moldova’s political development, both
recent and historic, and how this, along with other factors, is
continuing to influence media freedom.
The most obvious catalyst for the current changes was the
political upheaval of 2009 beginning with the violent events
that followed the April 5 elections. The eventual ousting some
months later of the incumbent Communist Party after almost a
decade in power can be seen as a clear turning point. The new
government, a coalition of former opposition parties known as
the Alliance for European Integration, has pursued a more
liberal outlook.
This, combined with a commitment to move closer to the
European Union and its values, has allowed for greater
openness and competition within the media. New outlets have
sprung up including two TV channels and several newspapers,
and the use of affiliated news websites by traditional media has
1
“Freedom House releases finding of 2011 Press Freedom Index,”
2May 2011, http://www.wpfd2011.org/freedom-house-releases-findings-2011press-freedom-index

become increasingly popular.
Throughout this period there has also been a flurry of legal and
regulatory reforms; the most significant for the media were the
adoption of the Law on Freedom of Expression in October 2010
and the revision of the Code of Ethics for Journalists earlier this
year. While these are certainly encouraging steps in the right
direction, obstacles on the path towards a genuinely free and
fair mass media in Moldova remain.
On the occasion of this year’s World Press Freedom Day on
May 3, the South East Europe Media Organisation (SEEMO)
listed Moldova among the countries where, “Threats, assaults,
harassment and diverse types of pressure are part of a
journalist’s daily life.”2 SEEMO particularly highlighted the
role of economic issues including, “…obscure media ownership
structures and hidden interests, problems with collective
contracts or the lack of any contracts, as well as low salaries.”3
The primacy that economic factors occupy in Moldovan mass
media was visible during my time at the Russian newspaper.
Although this was my first professional foray in media, I
believed, perhaps naively, that there were basic journalistic
tenets that were universally accepted and non-negotiable: the
pursuit of truth, accuracy and fairness as well as objectively
representing the public interest. I was astonished to learn how
readily these ideals could be infringed upon, subverted or
ignored altogether.
Of all the practices I can recount that in United Kingdom
would be considered ethically dubious or worse, money was at
the root of the decision making. Contrary to Moldovan law,
pictures printed in the paper were not attributed to
photographers so they did not have to pay for using them. A
favourable interview piece, for which I was told the paper had
received a fee, was printed without any indication that this
transaction had taken place, so readers would be unaware that
the item was effectively an advertisement for the featured
person’s organisation.
The overriding feeling I was left with was that this newspaper,
and others like it, operates first and foremost as a business. In a
country as poor as Moldova, it is hard not see negative points as
unfortunate side effects of a larger economic problem. I never
2
Moldova is among countries where press is under pressure,” InfoPrim 3 May 2011, www.azi.md/en/story/18094
3
ibid.
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felt that my colleagues’ actions were undertaken intentionally to
mislead but were rather for the necessity of survival.
Nevertheless, to see how outside factors could affect editorial
policy was frustrating and demoralising.

I find that a little strange, but maybe it will get better as the
country begins to make some compromises about their future.
That said, I have not noticed much in the way of improvement
[so far].”

While the traditional system of censorship may have collapsed
along with the Soviet Union 20 plus years ago, there remains an
apparent reluctance to challenge the status quo. Coming from a
political background (my first degree was in politics and
international relations), I have always been primarily interested
in current affairs and government policies neither of which
were this paper’s particular focus.

Moldova is, however, not alone in this regard as the American
is quick to point out. “Surprisingly, the United States is going
through many of the same problems right now. Channels like
Fox and MSNBC are on the right and left fringes, and
unfortunately they tend to set the agenda so basically you get a
lot of screaming on both sides and a bewildered majority in the
middle who watch what is going on as a kind of circus.”

This in itself was not an issue; it is normal for different
publications to cater to varying interests and tastes. However,
the desire to stay away from anything that could be seen as too
“political” permeated into even seemingly innocuous areas. For
example, some honest responses given by a Moldovan artist in
an interview in which I asked about her hopes for the future art
scene in Moldova were earmarked as potentially contentious,
despite being far from inflammatory.

Another photographer currently based in Chisinau who is able
to draw comparisons with other countries’ media traditions is
Pablo Chignard. Originally from France, he studied in
Bucharest and spent time working in Romania before arriving
in Moldova in November 2010. “The Moldovan press reminds
me of the Romanian press I knew 10 years ago.” He explained,
“Journalists give their microphones sometimes to the elite who
own the power and sometimes to the citizens, with vox pops but
without asking a lot of unsettling, inconvenient, probing
questions and above all without setting real investigations.”

The fear of losing advertising by upsetting those with political
or business interests whose tentacles extend largely hidden
throughout Moldovan society seems to be very real and
prevalent. The result is the cultivation of a culture where
self-censorship is common and damages the health of what
should be the cornerstone of any democratic nation: a critical
and responsible media.
“The role of the media in my mind is to find both sides of the
story, report it as objectively as possible and allow the readers/
viewers to make up their own minds,” argues John McConnico,
an American photojournalist and one of the few other foreign
journalists I have met living in Moldova.
Arriving in 2008 when his wife was appointed Deputy Country
Representative for UNICEF, McConnico works for the
international media organisation Associated Press and was
responsible for many of the dramatic photographs of the April
7 riots that quickly made headlines around the world. He has
been able to witness firsthand the changes, or lack of them, in
the Moldovan media environment over the last few years.
“I think the media does a pretty good job considering the lack
of traditions they have here in terms of an impartial media.
There is no such thing as complete impartiality or objectivity,
but there do need to be big improvements.” One thing that
McConnico has particularly picked up on is the very clear
division of the media into political affiliations. “You see one set
of journalists who are aligned with the pro-European events
and another set at the Communist party events.

“[A journalist] should not bow or give deference to the
governing political power nor ‘dine’ with it (I once saw on TV a
famous journalist kissing Ghimphu when he was the interim
president of the Republic). Instead they should denounce
injustices and the elites’ mistakes whether they are politicians
or businessmen because they are generally the ones who mainly
hold the power.” Yet Chignard, who works in Moldova for the
Radio Free Europe website, notes that the French media, with
some exceptions, is also guilty of making similar concessions
even though it’s generally done “more discretely and with more
subtlety.”
Clearly some of the criticism that can be lobbied at the mass
media here is not unique to Moldova. Compared with its near
neighbours—Ukraine, Russia and Belorussia—where
journalists continue to be frequently harassed and occasionally
murdered for their work, Moldova is definitely better placed.
During my time at the IJC I have witnessed an engaged civil
society that actively monitors the press and advocates for the
kind of legal framework that is already underway. Nevertheless,
the lack of many truly independent media outlets and unclear
ownership structures, including big national companies like
Jurnal TV and Publika TV, provide cause for considerable
concern.
Chignard along with several other expatriates have told me that
they use the websites Curaj.net and Curaj.tv, independently
created by local activists, to stay informed. One of these
activists, Oleg Brega, is a well-known investigative reporter who
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repeatedly dares to cover subjects that the mainstream media
will not, particularly issues such as human rights and sexual
orientation. I met Brega earlier this year and was impressed by
his commitment to his beliefs despite the fact that he was
attacked and beaten in the past.
“I can report anything I wish, and there are no threats,” states
McConnico. “That is probably different for investigative
reporters who are from Moldova, and they probably feel that

June 2011
they can go to only a certain point before worrying about
someone interfering. Slowly that will change. Moldova is
definitely on the right path. They just have to keep fighting.”
That Moldovan media has moved in the eyes of international
observers from ”not free” to “partially free” is a laudable
achievement. Hopefully, it will be able to build upon these
improvements and in time move towards the last category “free.”
Susan COUGHTRIE

Students of the
School of Advanced
Journalism, class of
2010-2011, at the
public presentation
of their final papers.
OSCE Conference
Hall. Chisinau,
10 May 2011.
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Audience Survey of Media Consumption
in Moldova

From 2 to 30 March 2011 at the request of the Independent Journalism Center, the Institute for Marketing and Surveys IMASINC Chişinău conducted a study of TV, radio and print media
audiences in Moldova.
Media outlets have target audiences identified by certain
demographic characteristics like sex, age, occupation, education, living environment and language among others. The
research pool was made up of a random sample by age, sex
and occupation of 1,735 individuals aged 15 and over living
in non-institutionalized dwellings in both the urban and rural
areas of the country.

Data were collected on a daily basis for four weeks. The communities included in the study were divided into four distinct
categories: municipalities, urban communities of more or less
than 15,000 residents and rural communities, and the distribution was balanced geographically by urban and rural locations.

To report on the nation as a whole, the sample was weighted to
reflect the official urban–rural population distribution (42.2%
urban; 57.8% rural).
The media audience was measured using the day-after recall
method which asks respondents in home-based, face-to-face
interviews to remember what TV stations they had watched,
what radio stations they had listened to and what publications
they had read the day before.
In order to register data as accurately as possible, respondents
were given a list of TV channels and radio stations and were
prompted to recall their main activities during the day in question, and then their watching intervals were registered. For
print media, spontaneous brand recall and assisted recall were
measured in addition to readership. The full audience study
can be found on the IJC website www.cji.md.

Table 1: National Audience Surveyed by Age, Gender and Location
Urban

Male

Female

Total

15-19 ani

3,9%

3,7%

7,6%

20-29 ani

12,4%

13,6%

26,0%

30-44 ani

12,4%

13,9%

26,3%

45-59 ani

11,5%

13,9%

25,4%

60+ ani

5,7%

8,9%

14,7%

TOTAL

46,0%

54,0%

100,0%

Rural

Male

Female

Total

15-19 ani

5,6%

5,5%

11,1%

20-29 ani

11,0%

9,8%

20,8%

30-44 ani

12,0%

12,3%

24,3%

45-59 ani

12,0%

13,1%

25,1%

60+ ani

7,5%

11,3%

18,8%

TOTAL

48,0%

52,0%

100,0%

Environment

Working (%)

Non-working (%)

Urban

48,5

51,5

Rural

41,4

58,6
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National Audience Indicators for Television
Daily reach (DR) (% and thousands of people) presents the
number of individuals who watched/listened to a TV/radio
station for at least 15 minutes in one day. Individuals who
watched /listened to TV/radio programs more than once on
the same day or for a longer period of time were taken into
consideration only once regardless of the duration of watching/
listening. This indicator is expressed in percentages from the
weighted sample and thousands of people from the research
pool.
Weekly reach (WR) (% and thousands of people) presents the
number of people who watched/listened to a TV/ radio station regularly at least once a week for at least 15 minutes. It is
calculated by counting the individuals who watched/listened to
the respective TV or radio station in the past seven days. This
indicator is expressed as a percentage of the weighted sample
and thousands of individuals from the research pool.

Market share (MS) represents the total number of 15-minute
intervals watched/listened to for each TV or radio station
divided by the total potential audience in the sample. It is
expressed as a percentage.
Average time spent (ATS) is the average duration of watching/
listening expressed in minutes and represents the average time
spent by a viewer/listener to one channel/station. It is calculated by dividing the number of 15-minute intervals watched
or listened to by the number of viewers or listeners of the TV
or radio station.
Average Quarter Rating (AQR) represents the percentage of the
population that watches/listens to a certain TV or radio station
in an average quarter of an hour. This indicator is expressed
as a percentage of the weighted sample and in thousands of
individuals in the research pool.

Table 2: Audience Indicators for TV Stations
DR (%)

DR (pers)

WR (%)

WR (pers)

MS (%)

ATS (min.)

AQR (%)

AQR (pers)

Total

87,9

2 609 281

96,4

2 862 802

100,0

244,9

16,2

480 792

Doi Plus

5,6

165 216

17,4

515 589

1,7

67,5

0,3

8 384

Acasă TV

1,0

28 486

6,0

179 459

0,3

70,9

0,1

1 295

Animal Planet

1,2

37 031

9,8

290 553

0,3

54,2

0,1

1 360

CTC

8,7

259 219

24,6

729 231

3,8

92,8

0,6

18 192

Discovery

4,1

122 488

16,2

481 407

1,3

69,1

0,2

6 442

Euro TV

4,8

142 428

18,4

546 923

2,0

90,1

0,3

9 711

Euronews

2,4

71 214

9,3

276 310

0,5

47,7

0,1

2 298

Eurosport

2,5

74 063

9,9

293 402

1,0

83,4

0,2

4 467

Jurnal TV

7,7

227 885

21,1

626 683

2,5

69,9

0,4

12 139

Minimax

1,4

42728

7,0

207 945

0,6

84,3

0,1

2 719

Moldova 1

36,0

1 068 210

63,1

1 874 352

13,0

77,7

2,1

62 765

MTV

2,9

85 457

11,9

353 221

0,8

60,8

0,1

3 884

MUZ TV
MOLDOVA

7,5

222 188

20,3

603 895

2,8

79,2

0,4

13 272

N4

5,8

170 914

18,9

561 166

2,1

77,3

0,3

9 840

Nase chino

1,9

56 971

8,6

256 370

0,7

77,1

0,1

3 205

National
geografic

2,2

65 517

11,6

344 676

0,7

64,4

0,1

3 269

NIT

20,8

618 137

51,7

1 535 374

7,1

73,5

1,2

34 345

Prime

50,1

1 486 948

74,0

2 196 239

25,3

108,7

4,1

122 488

PRO TV
Chişinău

19,9

589 652

37,6

1 116 635

6,3

68,7

1,0

30 395

Publika TV

7,1

210 793

17,8

526 984

2,0

59,2

0,3

9 258

Realitatea TV

1,2

34 183

5,1

150 974

0,4

66,3

0,1

1 489
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Telesport

1,9

56 971

4,9

145 277

0,5

52,4

0,1

2 039

TNT

10,7

316 190

24,2

717 837

5,0

101,9

0,8

24 245

TV7

9,4

279 159

27,6

820 385

4,1

93,5

0,7

19 649

TVC21

1,1

31 334

8,8

262 067

0,4

79,1

0,1

1 683

India TV

1,1

31 334

5,6

165 216

0,5

111,6

0,1

2 590

REN TV

3,4

99 700

17,0

504 195

1,6

103,3

0,3

7 672

RTR Planeta

4,9

145 277

23,2

689 351

2,0

88,0

0,3

9 743

TV3

1,6

48 426

9,2

273 462

0,7

90,8

0,1

3 140

Another station

17,9

532 681

20,0

592 500

10,1

121,4

1,6

48 814

Audience Indicators for Prime Time TV (19:00 – 22:59)
Prime Time (PT) measures the interval in which TV channels

enjoy maximum viewing. The impact of advertisements
broadcast in this period is high, and the fees charged are also
higher. For TV programs, prime time is between 19:00 and
22:59 with certain variations from one country to another.

Table 3: National Prime Time Audience Indicators for TV Stations
PT DR (%)

PT DR (pers)

PTMS (%)

PT ATS (min.)

PT AQR (%)

PT AQR (pers)

Total

82,8

2 458 307

100,0

142,1

49,1

1 456 148

Doi Plus

3,8

113 942

1,9

59,2

1,0

28 308

Acasă TV

0,7

19 940

0,3

51,0

0,1

4 095

Animal Planet

0,7

19 940

0,4

61,7

0,2

5 519

CTC

5,2

153 822

3,2

73,4

1,6

47 357

Discovery

2,0

59 820

0,8

47,5

0,4

11 928

Euro TV

2,9

85 457

1,3

51,9

0,6

18 694

Euronews

1,5

45 577

0,5

40,2

0,3

7 656

Eurosport

1,8

54 123

1,0

66,1

0,5

14 599

Jurnal TV

5,4

159 519

2,5

54,0

1,2

35 785

Minimax

0,8

22 788

0,3

49,4

0,1

4 451

Moldova 1

30,4

902 993

15,6

60,5

7,7

227 707

MTV

1,7

51 274

0,7

49,2

0,4

11 038

MUZ TV MOL- 3,9
DOVA

116 791

1,7

52,0

0,9

25 459

N4

3,6

105 397

2,0

66,4

1,0

29 376

Nase chino

1,2

37 031

0,6

59,4

0,3

9 258

National
geografic

1,2

37 031

0,6

56,4

0,3

9 258

NIT

15,5

461 467

8,2

62,0

4,0

119 283

Prime

40,3

1 196 395

25,5

74,5

12,5

371 381

PRO TV
Chişinău

15,6

464 315

7,7

58,2

3,8

112 340

Publika TV

5,5

162 368

2,3

50,0

1,1

33 649

Realitatea TV

1,0

28 486

0,4

52,0

0,2

5 697

Telesport

1,3

39 880

0,5

44,2

0,2

7 299
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TNT

7,2

213 642

4,2

69,2

2,1

61 422

TV7

6,7

199 399

4,0

70,2

2,0

58 217

TVC21

0,8

22 788

0,5

79,9

0,3

7 834

India TV

0,5

14 243

0,3

74,5

0,2

4 629

REN TV

2,4

71 214

1,6

80,3

0,8

23 679

RTR Planeta

2,5

74 063

1,6

73,9

0,8

22 610

TV3

1,1

31 334

0,5

54,8

0,2

6 943

Another station

13,1

390 253

9,0

80,4

4,4

130 678

Audience indicators reported at hourly intervals may vary
depending on the hour of watching as TV watching is not

constant throughout a day.

National Sample of Average Quarterly Ratings for 10 TV Channels

Audience Indicators for Radio Stations
Table 4: National Audience Indicators for Radio Stations
Total
DR (%)

DR (pers)

MS (%)

Total

45,5

1 350 217

100,0

Radio 21

0,8

22 788

1,0
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Radio 7

0,2

5 697

0,3

Radio Alla

1,5

45 577

2,0

Radio Aquarelle

0,5

14 243

0,6

Radio Auto Radio

1,2

34 183

1,6

Radio Chanson

4,0

119 639

5,5

Radio Europa Liberă

0,4

11 394

0,5

Radio Europa Plus

0,7

19 940

0,8

Radio Fresh FM

1,8

54 123

2,4

Radio Hit FM

7,7

227 885

10,3

Radio Kiss FM

2,8

82 608

3,8

Radio Maestro FM

0,5

14 243

0,6

Radio Megapolis

1,4

42 728

1,9

Radio Moldova

10,7

319 039

14,4

Radio Naşe Radio

0,4

11 394

0,5

Radio Noroc

14,8

438 678

19,9

Radio Nova

0,1

2 968

0,1

Radio Plai

0,5

14 243

0,6

Radio Prime FM

1,8

54 123

2,4

Radio Pro FM

1,2

37 031

1,7

Radio Retro FM

2,3

68 365

3,1

Radio Russkoe Radio

8,6

256 370

11,5

Radio Sănătatea/ Jurnal Fm

2,9

85 457

3,9

Radio Serebreanâi dojdi

0,7

19 940

0,9

Radio Univers FM

0,1

2 849

0,2

Radio Vocea Basarabiei

3,3

96 851

4,4

Others

3,8

113 942

5,1

Table 5: National Audience Indicators for Radio Stations by Gender
Male

Female

DR (%)

DR (pers)

MS (%)

DR (%)

DR (pers)

MS (%)

Total

47.2

663 829

100.0

44.0

686 587

100.0

Radio 21

0.6

8 584

0.8

0.9

141 86

1.2

Radio 7

0.4

5 723

0.4

0.2

2 837

0.2

Radio Alla

1.2

17 168

1.5

1.8

28 371

2.5

Radio Aquarelle

0.4

5 723

0.4

0.5

8 511

0.8

Radio Auto Radio

1.4

20 029

1.7

1.1

17 023

1.5

Radio Chanson

4.9

68 672

6.1

3.5

53 906

4.8

Radio Europa Liberă

0.6

8 584

0.7

0.2

2 837

0.2

Radio Europa Plus

0.8

11 445

1.1

0.4

5 674

0.6

Radio Fresh FM

1.8

25 752

2.3

1.8

28 371

2.5
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Radio Hit FM

8.5

120 176

10.8

6.9

107 811

9.8

Radio Kiss FM

3.7

51 504

4.6

2.0

31 208

3.0

Radio Maestro FM

0.6

8 584

0.9

0.4

5 674

0.4

Radio Megapolis

1.2

17 168

1.6

1.5

22 697

2.2

Radio Moldova

10.4

145 928

13.2

11.1

173 065

15.6

Radio Naşe Radio

0.4

5 723

0.5

0.4

5 674

0.4

Radio Noroc

14.6

206 016

18.4

15.1

235 482

21.3

Radio Nova

0.1

1 408

0.1

0.0

0

0.0

Radio Plai

0.6

8 584

0.8

0.2

2 837

0.4

Radio Prime FM

1.6

22 891

2.0

2.0

31 208

2.9

Radio Pro FM

1.4

20 029

1.8

1.1

17 023

1.5

Radio Retro FM

3.9

54 365

4.8

1.1

17 023

1.5

Radio Russkoe Radio

9.6

134 483

12.0

7.8

121 997

11.0

Radio Sănătatea/
Jurnal Fm

2.0

28 613

2.6

3.6

56 743

5.2

Radio Serebreanâi
dojdi

0.6

8 584

0.9

0.7

11 349

0.9

Radio Univers FM

0.1

1 408

0.1

0.2

2 837

0.2

Radio Vocea
Basarabiei

3.5

48 643

4.5

3.1

48 231

4.4

Others

4.3

60 088

5.4

3.5

53 906

4.9

Table 6: National Audience Indicators for Radio Stations by Age Group
15-29

30-44

DR
(%)

DR
(pers)

Total

45.3

Radio 21

MS
(%)

45-59

DR (%) DR
(pers)

MS
(%)

439526 100.0

51.3

390964

1.8

17 124

2.1

0.8

Radio 7

0.3

2 854

0.4

Radio Alla

1.5

14 270

Radio Aquarelle

0.6

5 708

Radio Auto Radio

0.9

Radio Chanson

DR
(%)

60+ ani
DR
(pers)

MS
(%)

DR
(%)

DR
(pers)

MS
(%)

100.0 40.2

306319

100

45.1

225885

100.0

5 835

0.9

0.1

762

0.2

0.0

0

0.0

0.4

2 918

0.3

0.1

762

0.2

0.0

0

0.0

1.8

2.3

17 506

2.8

1.5

11 451

2.4

0.1

500

0.3

0.9

0.8

5 835

1.0

0.0

0

0.0

0.0

0

0.0

8 562

1.2

2.3

17 506

2.5

1.1

8 588

1.9

0.1

500

0.3

3.5

34 249

4.6

5.4

40 847

6.5

3.8

28 628

5.7

3.4

17 156

5.2

Radio Europa Liberă

0.3

2 854

0.5

0.1

762

0.2

0.8

5 726

1.0

0.0

0

0.0

Radio Europa Plus

0.9

8 562

1.2

1.1

8 753

1.2

0.1

762

0.2

0.1

500

0.3

Radio Fresh FM

3.2

31 395

3.9

1.9

14 588

2.4

1.1

8 588

1.7

0.0

0

0.0

Radio Hit FM

13.2

128 433 16.7

10.0

75 859

11.8

3.0

22 902

4.8

0.6

2 859

0.7

Radio Kiss FM

6.5

62 789

8.4

1.5

11 671

1.6

1.1

8 588

2.0

0.0

0

0.0

Radio Maestro FM

0.6

5 708

0.7

0.8

5 835

1.0

0.4

2 863

0.4

0.0

0

0.0

Radio Megapolis

2.6

25 687

3.3

1.1

8 753

1.2

0.8

5 726

1.3

0.6

2 859

0.7

Radio Moldova

5.3

51 373

6.7

10.7

81 694

12.3

9.8

74 433

14.9

23.4

117 231 36.0

Radio Naşe Radio

0.3

2 854

0.4

0.4

2 918

0.3

0.4

2 863

0.7

0.1

500

0.3
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Radio Noroc

12.1

117 017 15.5

18.0

137 129

20.9

15.4

117 375 23.5

14.3

71 483

22.5

Radio Nova

0.1

970

0.1

0.0

0

0.0

0.0

0

0.0

0.0

0

0.0

Radio Plai

0.3

2 854

0.3

0.0

0

0.0

1.1

8 588

1.6

0.6

2 859

0.9

Radio Prime FM

2.4

22 832

3.1

1.9

14 588

2.2

1.5

11 451

2.4

0.6

2 859

1.3

Radio Pro FM

2.1

19 978

2.6

1.9

14 588

2.2

0.4

2 863

0.7

0.0

0

0.0

Radio Retro FM

2.6

25 687

3.2

3.8

29 176

4.4

1.5

11 451

2.6

0.6

2 859

1.2

Radio Russkoe Radio 8.2

79 914

10.6

11.5

87 529

13.5

9.8

74 433

14.7

2.9

14 297

4.8

Radio Sănătatea/
Jurnal FM

2.1

19 978

2.5

1.5

11 671

1.6

3.8

28 628

5.6

5.7

28 593

9.2

Radio Serebreaâi
dojdi

0.6

5 708

0.7

0.4

2 918

0.5

0.8

5 726

1.2

1.1

5 719

1.6

Radio Univers FM

0.0

0

0.0

0.4

2 918

0.3

0.1

762

0.2

0.0

0

0.0

Radio Vocea
Basarabiei

2.4

22 832

3.0

2.7

20 423

3.0

3.0

22 902

4.4

6.9

34 312

10.6

Others

4.1

39 957

5.2

4.6

35 012

5.3

3.8

28 628

5.7

2.3

11 437

3.9

National Print Recall
Brand recall shows the level of recognition/popularity of
a brand among the public and is a measure of its fame or
celebrity. This indicator is expressed as a percentage of the total
population that recognizes the brand.
Spontaneous recall is the ability of a respondent to recall names

or events without the interviewer’s help. It is expressed as a
percentage of the individuals who spontaneously mention the
brand without prompting.
Assisted recall is a research technique through which the
respondent is to a certain extent prompted to recall a brand.
It represents the percentage of individuals who recognize the
brand from a list of various brands offered by the interviewer.

Table 7: National Audience Recall of Newspapers
Spontaneous Recall

Assisted recall

Total recall

First mention

Other spontaneous
mentions

Makler

11.4%

19.3%

35.1%

65.8%

Komsomoliskaia
pravda

13.1%

17.3%

33.0%

63.5%

Argumentî i Faktî

4.6%

12.3%

33.3%

50.0%

Comunistul

4.1%

6.7%

31.5%

42.0%

Săptămâna

4.3%

10.2%

27.1%

41.6%

Timpul

3.8%

7.9%

28.5%

40.2%

Moldova Suverană

2.5%

7.3%

29.8%

39.6%

Antena

3.8%

8.5%

26.2%

38.4%

Flux

1.9%

6.0%

28.0%

36.0%

Trud

0.6%

3.5%

28.9%

33.0%

Jurnal de Chişinău

2.6%

7.3%

22.6%

32.5%

Adevărul

2.7%

6.4%

21.2%

30.2%

Nezavisimaia Moldova

0.4%

3.1%

23.4%

26.7%

Literatura şi Arta

0.6%

3.0%

21.1%

24.8%
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Moldavskie vedomosti

0.4%

2.1%

17.6%

20.1%

Sport Curier

0.8%

2.2%

14.6%

17.7%

Unghiul

2.5%

1.5%

7.7%

11.7%

Observator de Nord

1.5%

1.7%

7.5%

10.8%

Ecomomiceskoe Obozrenie

0.3%

1.4%

8.9%

10.5%

Capitala

0.3%

1.7%

8.2%

10.2%

Ziarul de gardă

0.2%

0.6%

9.5%

10.2%

Business Info

0.2%

1.1%

7.9%

9.2%

Spros i Predlojenie

0.6%

2.0%

6.3%

8.9%

Cuvântul Liber

0.5%

1.2%

7.0%

8.7%

Casa Noastră Chişinău

0.1%

1.3%

6.9%

8.3%

ECO magazin economic

0.1%

0.7%

5.1%

5.9%

Cahul Express

0.9%

1.6%

2.5%

5.1%

Others

10.0%

6.9%

-

-

None/ I don’t know

25.2%

-

-

-

Note: The column first mention contains a question with a
single answer and the other columns include multiple choice

questions (only the affirmative values “Yes” are indicated)

Table 8: National Audience Recall of Monthly Magazines
First mention

Other spontaneous
mentions

Aided recall

Aquarelle

4.1%

5.3%

16.1%

25.5%

Sănătatea

5.5%

5.8%

22.2%

33.5%

VIP Magazin

5.9%

5.4%

18.6%

30.0%

Tainele Sănătăţii

2.7%

2.5%

18.2%

23.4%

Cosmopolitan

2.7%

2.2%

12.9%

17.7%

Auto - Expert

2.6%

2.5%

9.9%

15.0%

Business class

0.8%

1.8%

11.6%

14.2%

Contabilitate şi audit

0.7%

1.6%

9.6%

11.9%

Punct

0.6%

1.2%

8.0%

9.8%

Others

9.7%

2.1%

None/ I don't know

64.7%

Note: The first mention column contains a question with a
single answer and the other columns include multiple choice

questions (only the affirmative values “Yes” are indicated)

National Print Media Audience

MS is the most systematic audience indicator. It reflects the
comparative performance of each daily/weekly/monthly
publication and in this study was calculated based on the
number of individuals who had read a certain daily/weekly/
monthly in a specific period of time divided by the number of
individuals in the sample.

Average Issue Readership (AIR) indicates the number of readers
per issue
Market Share (MS) is the percentage or proportion of the total
available market or market segment serviced by a company.
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Table 9: National Audience Indicators for Daily Newspapers
Total
AIR (%)

AIR (pers)

MS (%)

Total

9.4

279 159

100.0

Adevărul

0.6

17 091

5.2

Capitala

0.0

0

0.0

Comunistul

0.9

25 637

8.3

Flux

0.3

8 546

3.2

Jurnal de Chişinău

0.8

22 788

7.3

Komsomoliskaia pravda

3.1

91 154

29.5

Makler

3.1

91 154

29.2

Moldavskie vedomosti

0.3

8 546

2.6

Moldova Suverană

0.2

5 697

2.0

Nezavisimaia Moldova

0.1

2 849

1.1

Observatorul de nord

0.2

5 697

2.2

Sport Curier

0.8

22 788

7.6

Timpul

0.8

22 788

7.0

AIR (%)

AIR (pers)

MS (%)

Total

27.8

826 566

100.0

Antena

4.6

136 659

12.6

Argumentî i Faktî

5.1

151 169

13.9

Business Info

0.2

6 438

0.6

Cahul Express

0.6

17 863

1.6

Casa Noastra Chişinău

0.2

6 637

0.6

Cuvântul Liber

1.0

28 406

2.6

ECO magazin economic

0.3

10 283

0.9

Economiceskoe obozrenie

0.8

24 449

2.3

Literatura şi Arta

1.7

51 940

4.8

Săptămâna

5.8

171 711

15.8

Spros i Predlojenie

1.1

34 080

3.1

Trud

1.1

32 954

3.0

Unghiul

2.3

69 264

6.4

Ziarul de gardă

1.0

29 094

2.7

Others

10.5

312 907

28.9

Table 10: National Audience Indicators for Weekly Newspapers
Total

The full version of the Audience Study is available on the website www.ijc.md
The media audience survey was carried out within the project “Capacity building for media in Moldova, with the focus on the Gagauz
Yeri autonomous region”, funded by “Civil Rights Defenders “(Sweden)
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Better To Be the First than the Best
Maybe some of the more ambitious
journalists will contradict me and say
that this is not correct and that we have
to strive to be the best. Yes, I would agree
with them if we, those who work in the
media, did only creative work. We have to
admit that those who chose the press just
to create left a long time ago or are about
to leave. The press is also a business,
although a specific one, and guides itself
by certain rules and principles
characteristic of a business. The
newspaper Unghiul was conceived
precisely as a business 14 years ago; its
first issue came out on 20 July 1997.
That was quite a change for us because
we did not have many concerns back
then; our only task was to write as the
rest was taken care of by the
newspaper’s founder: the district council. What we lacked,
though, was independence of expression. This situation did not
seem to bother many of the employees either then or now (I am
talking about those at the district newspaper funded from the
public budget); however, we could not tolerate it and decided to
move to a different building. That move was like a war that
destroyed everything, so we had to start from the beginning.
We had not only to create a new newspaper but also to plan a
business that would ensure its publication and guarantee a
decent living for those working in the newsroom. We were the
first ones in our region to try this, and since then we have
adopted a basic rule for Unghiul: always to be first.
Since then, other publications have appeared in our
community, but many of them did not survive whereas Unghiul
has. We guide ourselves by the principle that it is better to be
the first than the best. No idea can be implemented without
adequate funding. Print media that want to be (and are) truly
independent in their editorial policies depend for funding only
on readers and advertisers, i.e. on the circulation and amount
of advertising, which are mutually linked. The readership will
be higher when the newspaper’s content satisfies their
expectations to a greater extent, and advertisers are interested
in publications with a greater circulation because they want to
attract the attention of the most possible potential buyers of
their products and services.

In July 1997, we started with a trial
circulation of 500 copies. In a month,
at the request of non-Romanian
readers, we started publishing the
Russian version of the newspaper
which is a close translation of the
original except for advertising space
which depends on the advertisers who
choose in which language to have their
ads or items published. Thus, we were
the first ones in the modern history of
Moldovan media to offer to readers a
copy of the newspaper in Russian and
are convinced that if we hadn’t taken
this segment of the media market in
the region, sooner or later it would
have been taken by others, and who
knows what kind of newspaper they
would have published or what
direction they would have taken. In
1998, the (one-time) total circulation of the publication was
already 1,153 copies; in 1999, when the county of Ungheni was
only being formed, the circulation went up to 3,571 copies and
reached 5,450 copies in 2000. The number of copies printed and
distributed grew each year until in March 2011, we were the
first among local newspapers in Moldova to have a total
circulation of 11,300 copies and an increase in page numbers
from 4 to 12 in A3 format.
The first audit by the Audit Bureau of Circulations and Internet,
which was conducted this Februar, established that Unghiul put
out 10,708 papers weekly in the fourth quarter of last year, with
a surplus of 32 copies left in the archives and meant for the
staff. In the entire period of our operations, we have never
indicated an exaggerated circulation as some publications have
had the bad habit of doing in order to prove their appeal and to
mislead advertisers. We are honest with our readers and
advertisers; their trust is indicated by our circulation and by the
amount of advertising in the paper.
One of the factors that determined our circulation numbers at
the beginning but also along the way has been the newspaper’s
content. We publish items about local events, about local people
and their opinions about various issues because this is the
mission of a local newspaper. Readers will not find out, week
after week, in a national newspaper what is happening near
them, nor will they find this out on a TV station. They can find
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this information only in our newspaper. This is our main
mission. We admit that in some cases the quality of the content
still leaves something to be desired, but we all work in this
direction. When we admit our weaknesses, our clients - readers
and advertisers - respond positively. Is it really better to offer
excellent content but to have no one read it? In business you
must know how to give up something to get something else.
Our expanding circulation and advertising accounts allowed us
to collect funds and to solve a number of problems related to
the technical basis of the publication. I would like to stress that
we were the first ones to truly move to a new home. We did not
privatize the space with official support; we did not receive it as
a reward for services: we bought it with the newsroom’s money.
Today our office is practically autonomous both in regard to
heating and electricity (we own an electric generator). Until
recently, if the officials didn’t like something, they could cut our
power supply for many hours, and then we had to work hard to
finalize the newspaper to print it on time. Then we bought a car
(in fact, many newsrooms have a car but it usually belongs to
the manager or editor-in-chief), which was very necessary
because there is no printing house in Ungheni and for a long
time we had to print Unghiul in Străşeni where each edition
would be printed in two installments over two days. Therefore,
three years ago we started working with Universul Printing
House in Chişinău. The newsroom of Unghiul has all the
necessary equipment; each member of the staff has a computer.
We must admit that along the way we have benefited from
grants given by various donors, but they were essentially used
to publish topical supplements or to extend the newspaper’s
coverage, i.e. to develop the main product and not to pay
salaries.
The circulation issue will never be taken off our agenda because
the market dictates that you must always be first or someone
will take your place. Moreover, if you target second place, your
strategy will be determined by the behavior of the leader in the
respective area. The market imposes a harsh struggle for
existence, a life or death fight, where friendship is excluded.
There is only the spirit of competition because those who are
active in the market tend to take as big a portion as possible
and to be first. Our meticulousness in keeping strict records of
our subscriptions and sales surprise some while others
insinuate that we don’t indicate the real circulation in the
masthead. The circulation audit conducted last February,
however, confirmed our circulation data. Some publications
could not account for the differences between the circulation
numbers printed and distributed and the returns, but Unghiul
has never and will never be among them.
We will continue working to conquer other segments of the
regional market in our traditional area of coverage and, why
not, in other regions, too. At the same time, we will strive to
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adjust the newspaper’s content to the interests of our readers.
The staff of certain publications believe that everyone who
reads newspapers can’t wait to find out details about the
election of the Chisinau mayor or about the conflicts among
party leaders, etc. Our readers are more interested in knowing
what is happening around them. It is often imputed that the
subjects and topics we tackle are too simple and insignificant,
but it is those topics that make up the lives of the ordinary
people who are the absolute majority of readers of Unghiul. Our
position is reflected in our mission statement: “See the world as
it is.” If our content didn’t interest the readers, they wouldn’t
subscribe to or buy the newspaper. It is possible to exaggerate
circulation numbers. In fact, there are many ways to do it, but
it is impossible to permanently resort to this artifice. We
conduct annual surveys on our own of readers’ opinions about
the newspaper’s content, so we know more or less what their
expectations for Unghiul are.
About two years ago I visited the newspapers in Gagazia as part
of a project of the Independent Journalism Center. Among
other topics, I was talking with my colleagues there about how
to increase circulation based on classified ads. People are
interested in what is for sale and what people want to buy in
their communities. Many of them do not sell or purchase
anything; instead, their interest is in carefully reading the ads as
a source of information about people’s lives, about various
products about which they have not even heard, etc. For the
newspaper, classified ads are a reliable way to raise funds
because this category of advertising is not affected by economic
crises as in the case of major advertising; on the contrary, the
amount grows during difficult economic times. Initially, we
published classifieds free of charge until the flow became big
enough and we had to offer more space, and we then started
charging special tariffs. The number of ads did not drop. The
same happened with congratulation messages that we started to
publish in our newspaper. When we realized that readers in
remote villages do not have the same opportunity to publish
classified ads in the newspaper as those living in towns or
suburbs, we were the first ones to collect ads directly from our
readers’ communities and to offer different tariffs depending on
their ability to pay. This initiative was welcomed from the very
beginning and has been successful since then. I suggested to my
colleagues in Găgăuzia that they could increase their
circulations, which are not so great, if they started taking
announcements from the people in their communities and
reserving more space in the newspaper for advertising. Do you
know what they answered? That they didn’t have time to deal
with such trifles and that they had to fight to survive. I left them
to fight both in the political arena and with other publications
and to wait for funding from the public budget or from their
founders.
I will not insist here on the fact that the amount of funding
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from advertising has been steadily growing over the years and
that this is because we have an advertising department in the
newsroom (although just one person is working there now),
but I would like to note that those advertisers who two or three
years ago stopped working with us came back in the second
half of last year and so our current flow of advertising allows us
to cover all the costs related to publishing and the growing
paper costs. I won’t talk either about the fact that each member
of the staff has his own job description and knows what they
have to do during a work day and for what they are responsible
and also what salary they will get at the end of the month. I
won’t talk about other aspects that must be improved in each
newsroom, as in any other business, because only in this way
will people come to work and go home in a good mood.
Of course, we are far from perfect; we have not entirely got rid
of problems and difficult situations. One such problem is
designing the electronic version of the newspaper. Unghiul was
one of the first local newspapers to create its own website, but
due to a lack of qualified and interested staff, we haven’t
managed to develop it properly. This is not the only problem.
Someone has developed a “liking” for our site and attacks it two
or three times a year or directs it to porno sites. In 2009, for two
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weeks the site was subject to a DoS (denial of service) attack
until it stopped resisting the requests. After that we decided to
create a new site with a very simple design and content and
with greater security. For nearly six months now it’s been quiet
and the site is not tempting any malevolent people. Anyway, I
would like to note that we have not given up the idea to get
things going here too to ensure a prosperous future for the
newspaper on the Internet.
Some of our colleagues often tell us that we organize
subscription campaigns better, that we have a small network for
selling the newspaper in a bloc, that we receive classifieds from
the communities where our readers live and that we attract
many advertisers because we offer them special conditions.
Maybe they are right to some extent, but we are the ones who
create such special conditions. We do not give up when
problems appear but try to solve them, and this is how we have
managed to turn the publishing of a newspaper into a business.
Such successes do not intoxicate us or make us arrogant
because we look clearly at what is happening around us, and we
know very well that arrogance is not an element of success but a
generator of mistakes and failures.
Nicolae SANDULEAC

analytical magazine

31

Experiences

June 2011

“Nobody Holds Us in Their Arms Nor Does
Anyone Trip Us”
In December 2010, Adevărul de
Moldova - a new newspaper - was
launched on the local media market. It
is published by Adevărul Holding from
România and is the first newspaper in
Moldova to which both Moldovan and
Romanian journalists contribute.
This daily became popular fast,
especially because of its book
collections. Ramona Ursu, editor-inchief of Adevărul de Moldova, tells us
where the interest of the Romanian
trust in our country comes from and
where Adevărul stands in the local
media market.
1. Adevărul Holding is also present
in the Ukrainian media market with
the daily Blik. Also, on 1 December it
opened an office in Brussels (Belgium)
that will provide news and reports
from the European Parliament. Why did you choose to come to
Moldova? Four months ago at the launch of the daily, the project
director of Adevărul de Moldova, Sabin Orcan, said it was a “…
symbolic union that the press here needed.” Is this the only reason
why Adevărul Holding crossed the Prut River?
We picked Moldova because it was natural to extend the
Adevărul Trust to a Romanian language market. Indeed, we can
also talk about a symbolic union of the press on the two banks
of the Prut River. This means that Moldovan journalists work
closely with Romanian ones and exchange ideas and outlooks
so that both the Moldovan and Romanians markets will gain.
2. There have been a number of attempts by Romanian print
media to break into the Moldovan media market. A recent
example is the experience of the newspaper Evenimentul Zilei
that was not successful. What makes you think that Adevărul will
succeed?
The fact that we have come to Moldova as a holding makes us
believe that we will succeed. We have the necessary financial
support to develop the newspaper. We cooperate with hundreds
of Romanian journalists which contributes to the publication’s
development. In addition, Adevărul is the only Romanian
newspaper that also opened a press office at the European

Parliament in December. This means
that Adevărul de Moldova will always
report news from a primary source. In
this connection, Adevărul Holding is a
spider web of connections that will help
us develop very well.
3. How do you find the Moldovan market
and how have the readers accepted you
here?
There is a big difference between how
the readers have accepted us and what
we have found in the print market.
I think that the public needed our
newspaper. This has been evident in
the letters that we received right from
the first appearance of Adevărul de
Moldova. People wrote to tell us how
long they had waited for a publication
to appear on the market made by
Romanian and local journalists. The
Moldovans were also very receptive to the social campaigns
launched by Adevărul and came with presents for their
characters. This showed us once again that the readers
wholeheartedly accepted us.
The print media market, however, reminded me of the 1990s.
Although the print journalists whom I found here are very
good and many of them are now part of the Adevărul team,
the manner in which they tackle subjects and how they present
them to the public leaves much to be desired. Remembering
that people do not have time to read stories spread on more
than one page and that information must be structured in
such a way that the reader is able to assimilate it in the few
free minutes that he or she has is a problem for the print
media here. Also, a newspaper has to adapt to new market
requirements. Once all the press in the world comes out in
color and offers gifts in the form of books, CDs or DVDs, it
is normal to think that a newspaper cannot be only black and
white, just like it cannot contain news from yesterday.
4. Local newspapers in Romanian (Timpul, Jurnal de Chişinău
etc.) already have a name and loyal readers, so in effect, Adevărul
has entered a virtually saturated market. How do you cope with
the competition?
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When we decided to extend into Moldova, we knew from
the beginning that there are newspapers that have made
history here, newspapers that have a very well heard point of
view. Nonetheless, we came with the idea that Adevărul de
Moldova would shortly become the number one publication
in the Moldovan print market. To achieve this, we entered
into normal, honest and constructive competition with the
publications here. Our goal is not to destroy or eliminate
certain newspapers from the market but to be among the top
preferences of the readers here. To a large extent, this depends
on the public.
5. To what extent do you manage to be a leader in the market?
Adevărul de Moldova ranks first which has been confirmed
by the first circulation audit conducted by the National
Audit Bureau of Circulations of Moldova. According to the
audit conducted in December, in less than a month after its
launch, Adevărul ranked among the first newspapers with big
circulations in the country; this is a good indicator.
6. With what investments did Adevărul come to Moldova?
I cannot tell you the exact amount because I am not an
accountant. All I can say is that enough money was invested
to create a strong newsroom in Chisinau capable of doing its
work without any problems and to ensure a measure of security
for the newspaper. The publication is printed at the Adevărul
printing house in Iaşi and transported daily. This shows that it
is a big effort.
7. What are your relations with the authorities in Chişinău? Have
you experienced any impediments or pressure from them with
regard to your activities?
Adevărul made its position clear from the first day of its launch:
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we are not politically affiliated. As to impediments, all I can
say is that we face the same situations and problems as all
journalists in Moldova do. Nobody holds us in their arms, nor
does anyone trip us. We do our job routinely.
8. The December 2010 issue of Mass Media in Moldova included
a broad study about how Moldovan, Romanian and Russian
newspapers covered the events of 7 April 2009. In fact, the
newspaper Adevărul published in Bucureşti wrote a lot then
about this subject. We wonder if this matter remains a priority for
Adevărului de Moldova because we still do not know what in fact
happened on 7 April 2009.
Adevărul de Moldova is concerned with all the subjects that
interest the public here, and Moldovan readers want to find
out what happened on 7 April 2009. If we have information on
this topic, of course we publish it. Moreover, we even started a
campaign entitled “Adevărul despre 7 aprilie” (The truth about
7 April). The same happened with Adevărul in România which
for many years continuously wrote about subjects related to the
events of December 1989. We are even more concerned as the
events in Moldova are only two years old.
9. How do you think Adevărul de Moldova will influence media
consumption in Moldova?
I think we have already started to change it due to the fact that
on many consecutive days our newspaper cannot be found in
kiosks after the first morning hours. In addition, the fact that
we manage to adapt to the interests of all our readers, make
them interact with us and write us any time they have problems
and get involved in all our campaigns makes me believe that
this is the beginning of a change in media consumption in
Moldova.
Ludmila TOMAC
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“One Hundred Fifty Experiments to Understand
Media Manipulation” by Sébastien Bohler
This work, written by doctor of
neurobiology and French journalist
Sébastien Bohler, belongs to the category
of books that attracts readers due both to
its intriguing style and the very practical
approach of the author.
The book also attracts readers with its
interesting structure (questions–
answers) that makes it easy to read and
clear. The author’s expertise in medicine
allowed him to write this work in such a
way that one gets the impression that
each of those 150 experiments used as
examples were from his personal
experience. Readers may omit sections
that seem less interesting or that
examine problems that are not directly
related to their areas of concern because
the work is structured in detail by parts
and items so that its content is
extremely accessible and readers can
easily find whatever interests them. While reading, however,
one realizes that no segment of the work should be omitted
because all of them are so interesting.
The first part of the book is entitled “Mass Media and Beliefs”
and answers 15 essential problems related to how the press
influences our subconscious, especially by using beliefs that are
hard to change over time. Expressions like “real-life syndrome,”
“diminishing orientation,” “TV dependence” or “optimistic
prejudice” seem rather complicated at first sight for the general
public but become clear and familiar after reading the examples
offered in the experiments made by various specialists in
various periods and circumstances. Have you ever wondered,
for example, “…why you become frustrated when changing TV
channels, why your child becomes aggressive after watching
“Lethal Army,” why the media pays more attention to the death
of a family from Chişinău caused by a fire than to the death of
1000 Indians in a railway accident in Calcutta or why you think
the journalist is better informed than the politician whom he
interviews?” Dr Bohler answers these and other questions
through theoretical examples supplemented with the results of
experiments. Thus, we find out that, “A generous proposal does
not necessarily imply satisfaction,” and that unrealized
possibilities that in scientific language are called opportunity
costs represent the main reason for our frustration when we

change TV channels. (People tend to
get lost in the multitude of
possibilities from which they must
choose. This is valid for TV channels,
radio stations or newspapers or
magazines as well as for any other
area that offers a wide choice of
“goods” and multiple possibilities to
choose from) We also learn that,
“Television encourages violent
behavior in certain cases, especially
in young people,” which is why more
and more children who spend a long
time in front of the TV become
aggressive and that, “We assign
specifically human feelings mainly to
people close to us or to those with
whom we have certain things in
common,” which is why we give
priority to events that happen near us
thus confirming the validity and
scope of the “distance from the victim
phenomenon.” Also, in many cases, “We neglect the impact of
the situation on behavior,” and therefore are inclined to believe
that the journalists are better informed and more intelligent
than the persons they interview, an erroneous perception to
which we are guided through media manipulation.
Thus in the first part of the book, the general conclusion that
emerges is that media consumers’ psychology is the same as
that of most people; their behavior is predictable and known to
specialists. The media, especially television, exploits our
“weaknesses” to the maximum to attract an audience, ratings,
fame and financial profit. That is why even the most
conscientious information consumers allow themselves to be
seduced and manipulated.
The second part of the book deals with a sensitive subject that is
frequently discussed, debated upon and often contested: “Mass
Media and Politics.” The key words in this section are power,
manipulation and persuasion, and 14 of the most interesting
questions find their answers in experiments. Although we like
to say and to think that the media and politics must exist and
function independently of each other, the former as the critical
and objective eye of the latter, everyone knows that the two
have an interdependent relationship, sometimes even an
extremely obvious one. We are used to the fact that opinion
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surveys, especially those conducted and published during
eelections,, differ, sometimes significantly, from the actual
election results. Why do surveys make mistakes? Dr Bohler
offers a very simple explanation: we face the situation of the
“fragility of the majority position” because the survey questions
manipulate and influence our answers. Another form of media
manipulation that is explained and proved by Dr Bohler refers
to so-called assertive prejudice which answers the question:
“Why are you convinced that the MP about whom all the
newspapers are talking takes bribes?” The author mentions that
the media, especially print outlets, use punctuation marks to
mislead the public. How many times have we read on the front
page of a newspaper titles such as “Does X MP take bribes?”!
The journalist uses the question mark to avoid any allegations
from the respective MP but also to raise the public’s suspicions
about the MP’s morality and honesty. In most cases, we fall into
a trap and treat an interrogative sentence as an affirmative one,
and as a result, the media achieve their goal.
The third and the longest part of the book is entitled simply
“Advertising in the Media” and refers to a vast and extremely
important area which Dr Bohler associates with “manipulated
minds.” We are aware of the fact that the media manipulate
through advertising, yet in most cases we allow ourselves to be
conquered by the power of advertising, especially on TV. The
author makes reference to the most frequent forms of
manipulation of TV advertising. The experiments and examples
he presents help us find out “why the sequencing of images is
especially fast in advertising.” It’s because the fast pace
stimulates memory and increases the chances of remembering
the product advertised and thus of buying it. If we do not
understand “why we feel like buying a pizza after an evening
ad,” the author explains in detail the extremely close connection
between the sensation of hunger and the capacity to remember
as well as the fact that the media takes full advantage of this
connection taking into account that the interval between 19:30
and 20:30 is ideal for placing advertising on TV.
Advertising is an efficient means for manipulating and
influencing the choices we make, for forming our tastes and
preferences. Advertisements contribute to creating an
imaginary world in which we would like to live; they promise
us that a certain brand of perfume, clothing, footwear or car
will help us to always be winners and will make us happy. There
is an indissoluble connection between prestige and the brain’s
activity, Dr Bohler says, and that is why we more easily
remember advertising for known brands and, we would add,
wait for them to appear on TV, to offer something new and to
convince us, if it is still necessary, that they are our best choice.
In order to strengthen this idea, the author provides a few
additional eloquent examples. Children are an excellent target
for media manipulation, and most of the time adults fall into
the trap and become “collateral victims.” Parents surely realize
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why their children want to go to McDonald’s after they have
watched TV or why they ask for a new video game after
watching Thierry Henry (Adrian Mutu, David Beckham, as the
case maybe) advertising it. “Children need heroes,” Bohler
correctly states, and that’s why a significant percentage of
advertising is for them. Children are easy to influence and allow
themselves to be convinced that if they have a certain video or
game they will surely become as famous as the football players
or actors who appear in advertisements.
At the end of third part, the author asks us a question that
leaves us speechless, namely: “Why are you delighted by an ad
that reminds you of your childhood?” Looking for the answer
to this question we try to remember the circumstances in which
we saw the ad, the musical background that accompanied it and
the connection that we made with certain events in our
personal lives, our experiences and emotions at that moment.
Regardless of how trivial the ad is, if it manages to bring us
back to our childhoods, it will capture our attention. In the end,
the experiments presented by Dr Bohler in this section of his
work only confirm the ideas that persist somewhere in our
subconscious. It is just that we don’t take time to analyze them
and to think about them in the manner proposed by the
journalist. Cataloguing them in one book is beneficial from our
point of view, both for specialists and for the general public.
The fourth part of the book is dedicated to a topic that has been
gaining more and more ground recently in the media and
without which no new general television station, newspaper or
radio station can be conceived. We are talking about
“Entertainment” in the media and its role in the process of
manipulation. How many people say, “I hate the scandal press,”
“I am tired of X gossip program,” “I cannot stand host Y
anymore because he creates problems between people and
makes them say all kinds of stupid things”? Nonetheless, we
still read the tabloids and watch entertainment programs and
are interested in what unbearable host Y is doing. How can this
be explained? Through the connection that exists between the
“need to gossip” and the “evolution of human groups,” Dr
Bohler concludes that the individual is psychologically
programmed to satisfy his need to gossip and to hear gossip
about others. In the same connection, the author sets forth a
number of questions such as why celebrities waste their time
denouncing the injustices in the world; why the most popular
host in France (or in Romania) looks like a child; why the
anchor of “Chain of Weaknesses” has such a dominating
appearance or why program previews are often more attractive
than the programs themselves. The answer to these and other
questions, taken as if from our own lives and experiences, are
contained in this book.
The last section of the work is as important and useful as the
others. It focuses on the characteristics, specific features and
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weaknesses of human psychology called “epidemic reactions.”
The final seven important topics in this context are analyzed
through examples and experiments. In this last part, Bohler
presents the influence of the colors used in television on the
human psyche (for instance, red causes a higher level of bodily
excitement whereas blue is calming); explains why we can’t
stand it when the journalist interrupts his guest (in scientific
language this phenomenon is called semantic inferences and
interruption of speech); explains why certain television hosts
give the impression that they are repulsive (in this case, Bohler
thinks, we judge under the impulse of the first impression) or
why anti-smoking videos, especially the most scary and
repulsive ones, do not convince people to quit smoking (in this
case he talks about “reaction and self-efficiency”) which proves
that fear is not sufficient to change human behavior. On the
contrary, often after watching such advertising, vices “get
revenge” and become more prominent in the individual’s life.
In conclusion, the book One Hundred Fifty Experiments to
Understand Media Manipulation describes and analyzes on 243
pages a multitude of real situations and practical observations
that prove how the media manipulate us by appealing to the
psyche. An extremely positive and useful aspect of the book
is the bibliography and suggestions after each experiment.
Anybody who is interested in learning more details about
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certain aspects is guided by the author in a simple and
professional manner.
The book is useful both for those who work in the media and
for the general public. For the former, although journalists
know the methods used to manipulate the masses very well,
they need a guide to explicitly present such “evidence.” Media
professionals are first of all people, and it is not impossible for
them to fall into the traps set by their own profession. In the
case of the general public, all persons, aware (or not) of the
fact that they have been manipulated by the media, can read
the book if they want to know how and why they have been
influenced and convinced. Television especially gets more and
more addictive and becomes “a drug” without which we cannot
imagine our existence. A simple power failure can easily prove
that we are dependent on television as judged by the anxiety
and irritability that we show at such times.
We highly recommend Sébastien Bohler’s study to professors
and students to use in courses like “TV Journalism,” “Radio
Journalism,” “Print Media,” or “Manipulation Techniques.”
Libraries in departments of journalism, communication, or
even psychology and anthropology can only benefit from
buying this book. The work is both easy to read and profound.
Aneta GONŢA

Mass Media in Moldova

36

Annex

June 2011

Memo on Press Freedom in Moldova
3 May 2010 – 3 May 2011
The situation of the press in Moldova has improved in the past
year as shown in international press freedom rankings that have
placed our country a few positions higher than in previous years.
However, things are not good enough to be part of the group of
countries with a free press. The press in Moldova is partially free.
Despite a number of reforms started by the new governments, the
guarantees enjoyed by journalists under the law are rarely upheld
including in public agencies or in relation to public officers. Since
2010, journalists have had the legal right to criticize public
persons, to publish information that can shock or offend, to not
disclose sources of information and to practice journalism free
from any interference; however, the Criminal Code does not
include sanctions for censorship, so the danger that journalists
can be censored remains real.
In its 2011 - 2014 governance program, the executive branch
undertook a number of reforms for liberalizing the media space
and for guaranteeing freedom of expression. Among others, the
government formulated as priorities passing a new
broadcasting code, stimulating investments in the media
market, drafting a strategy for developing the broadcast market
and a number of other commitments that would stimulate the
development of the press in Moldova.
What has determined the improvement in the situation of the
Moldovan press?
In October 2010, the Law on Freedom of Speech came into
effect. It transposed the case law of the European Court for
Human Rights into national legislation. Thus, no media outlet
or journalist can be held accountable for allegedly defamatory
stories published more than one year ago; for value judgments
or for criticizing public persons, the authorities, or the state.
According to the same law, a court cannot seize the assets or
bank accounts of a publication to ensure payment of claims for
moral damage.
In February 2011, the Law on the Denationalization of Public
Periodical Publications came into effect. This law is an
important achievement for national media outlets as it obliges
public authorities to denationalize newspapers financed with
public funds thus encouraging genuine competition in print
media.
In June 2010, the rules for covering election campaigns in the
media were changed in order to ease the work of broadcasters.
Based on these changes, the Regulations for Covering the

Campaign for the Parliamentary Elections Anticipated on 28
November 2010 were permissive and encouraged broadcasters
to establish their own rules for organizing electoral debates.
In March 2011, Parliament canceled the 5% local tax on placing
advertising in periodical publications, on radio and on TV.
In April 2011, the new Journalist’s Code of Ethics became
effective. It contains a number of new provisions on selfregulation, the legal means for collecting information by
journalists and separating facts from commentary. It was
drafted by the Press Council of Moldova.
A number of periodical publications, radio stations and
information portals have appeared in the past year in the
Moldovan media market. Due to tighter competition, most
media outlets felt compelled to enrich their program schedules
with debates, newscasts and interactive programs.
In November 2010, the Romanian TV station TVR 1 resumed
broadcasts in Moldova on a private TV channel after the
Broadcast Coordinating Council (BCC) unfairly withdrew its
license in 2007.
Reforms at Teleradio-Moldova, the national public broadcaster,
have continued this year as well. The company has made
significant progress with regard to establishing an independent
editorial policy and a balanced and wide-ranging coverage of
events. Their progress is supported by numerous official
monitoring reports, by the opinion of civil society and by
observations of the international community.
Teleradio-Moldova has approved a new organizational chart
that will enable it to enhance its activities and has announced
that it will diversify its offerings by creating a radio Moldova
youth channel, improving the web platform for its components,
creating a multimedia department and making structural
reforms. The management has also announced a number of
other projects meant to raise the quality of the public
broadcaster to the level of private TV stations.
On the eve of the parliamentary elections anticipated on 28
November, the BCC approved a new methodology and a new
format for monitoring broadcasts.
During the electoral campaign, the BCC published four reports
on the monitoring of national broadcasters. Both the reports
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and the monitoring technique were developed according to
recognized professional standards.
The government has launched a website for promoting
e-government initiatives and services in Moldova and has also
decided to create units for information and communication in
24 authorities of central public administration. These two
actions of the executive are meant to enhance the transparency
of governance and to enhance the access of media to public
institutions.
Why do we not have free press yet?
Although the BCC has shown signs of revival, its monit all
confirmed violations of legal provisions by a TV station with
national coverage at least during the campaign for the
parliamentary elections anticipated on 28 November 2010, and
it could not require that broadcaster to observe the law. A small
fine was levied, but the BCC did not manage to oblige that TV
station to change its editorial policy in accordance with the law
and with ethical principles.
Civil society is not convinced that the reshuffling at the BCC
and the change of authorities has excluded any political or
economic influence in its deliberations. On 19 October 2010,
10 of the 11 frequencies tendered were awarded to just one
broadcaster that was almost unknown in the Moldovan
broadcasting market at the expense of two well-known news
stations.
Later, the winner gave up eight of those frequencies. At the
same meeting, the BCC granted four of the seven frequencies
tendered to just one radio station. This raises doubts about the
impartial character of BCC decision making and its
independence from political and economic influence.
On 27 April 2011, the former head of the BCC administrative
division was sentenced to four years imprisonment with a
conditional suspension for three years for misusing his power
in favor of a business. The former head of the BCC is involved
in a similar case.
According to the monitoring reports, the editorial policy of
broadcaster Teleradio-Găgăuzia does not meet professional
standards or support democratic values. The public interest it
should represent is replaced with the interests of the authorities.
On 16 December 2010, the Supreme Court of Justice of the
self-proclaimed Transnistrian Republic sentenced journalist
Ernest Vardanyan to 15 years imprisonment in a high-security
penitentiary for “high treason” under Article 271 of their
Criminal Code. The Transnistrian authorities stated that the
punishment was imposed not for Vardanyan’s journalistic work
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but for his cooperation with the Moldovan secret service. The
journalist was arrested on 7 April 2010 and was tried by
Transnistrian courts behind closed doors.
On 25 May 2010, a Pro TV team was assaulted by the security
agents of the Opera and Ballet Theater.1 The reporter and the
cameraman wanted to discuss the refusal of the theater
management to hold a show by the Falun Dafa movement
although the organizers had already paid the rental fee.
On 17 June 2010, Judge Sergiu Lazar who was presiding over a
case of high public interest, that of the former Commissar of
Chişinău Iacob Gumeniţă, assaulted journalists who wished to
enter the courtroom. Without saying that the session was to be
held behind closed doors, he blocked the entrance. The
journalists tried to find out why they were not allowed access to
the session, but the judge covered his face with a case file, stood
up, and closed the door hitting one of the cameras.2
On 22 June 2010, Prime Minister Vlad Filat limited journalists’
access to a government meeting at which he discussed with
farmers the mechanism for their subsidies. Despite the fact that
the press had been invited to the meeting, the Prime Minister
asked the journalists to leave the room in ten minutes and
recommended that journalists get used to secret government
meetings.3
On 28 June 2010, Buiucani District Court acquitted Nicolae
Agarici, a policeman from the Scut Squad charged by the
prosecution with robbery and abuse of power. According to the
case file, on 8 April 2009, the policeman assaulted journalist
Oleg Brega, beat him up behind the government building and
took his two video cameras. The prosecutor demanded eight
years of detention for the policeman; however, Judge Liuba
Pruteanu found Agarici not guilty.4
On 7 July 2010, a journalist and a cameraman from Publika TV
News Station were assaulted and intimidated by two
bodyguards of a private company who were guarding an
apartment building in the center of Chişinău.5
According to the source quoted, the journalist (Anastasia Nani)
was addressed harshly by one of the two bodyguards both of
whom were armed with automatic pistols and who spoke in
Russian and used licentious language.
The cameraman (Valeriu Isac) was filming the dialogue
1
http://www.protv.md/stiri/social/pro-tv-a-solicitat-sanctionareaangajatilor-care-au-agresat-echipa.html
2
http://www.protv.md/stiri/social/jurnalistii-bruscati-de-judecatorul-lui-iacob-gumenita.html
3
23 June 2010, Monitor Media Agency
4
http://www.stireazilei.md/news-4330
5
7 July 2010, Monitor Media Agency
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between the journalist and the bodyguard when the latter
brutally forced him to stop claiming that they were on private
property. The bodyguard hit the camera and twisted the
cameraman’s hand. The magistrate of the Centru District of
Chisinau confirmed for Publika TV that the site was the
property of businessman Vlad Plahotniuc.
On 28 July 2010 near the Chisinau Court of Appeals, an
employee of the Center for Combating Economic Crime and
Corruption (CCECC) assaulted Victor Ciobanu, a journalist
from Jurnal TV, while he was filming the court building. The
journalist said he was making a report, but the CCECC
employee destroyed his camera and took away the memory
card on which the scenes of the assault had been saved.
Later at the police station, the journalist received the memory
card back but the pictures had been deleted. The aggressor was
investigated under Art. 78, para.1 of the Code for
Contraventions and was found guilty of physical assault by
causing bodily injury without causing damage to the person’s
health. Under that provision, he was fined 100 lei.
On 17 November 2010, the bodyguards of Moldovan President
Ad Interim Mihai Ghimpu denied the access of a film crew
from the Omega Agency to an electoral meeting of the Liberal
Party (LP). According to the State Protection and Guarding
Service (SPGS) that investigated the case, “The investigation
found that the SPGS employee acted legitimately in accordance
with the provisions of Art.12 of the law on the SPGS, as being
entitled to limit or deny access of persons to certain zones and
property.”
At the same time, according to the SPGS response, the
investigation established that, “…the officer in question
behaved unfairly to the journalists by blocking the cameraman
and covering the camera with his hand. As a result, the SPGS
issued an order and sanctioned the said officer with a warning.”6
On 26 November 2010,a bodyguard of President Ad Interim
Mihai Ghimpu responsible for checking journalists who had
come to an LP conference denied the access of a film crew from
the Omega Agency to the meeting room.7 According to the
source quoted, the LP spokesperson stated that the entity, “…
had monitored Omega during the electoral campaign,” and had
decided to not allow it access to the press conference, “…for
political reasons.”
On 10 January 2011, a journalist from Publika TV was harshly
treated in the hall of the government building in Chisinau
while she was making a report about how officials came to work
on time after the holidays.
6
7

http://omg.md/Content.aspx?id=11905&lang=1
http://www.pcrm.md/main/index_md.php?action=news&id=5751
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On 29 January 2011, the bodyguards of President Ad Interim
Marian Lupu denied the access of journalist Oleg Brega to
Mihai Eminescu National Theater in Chişinău where a show
was to take place on the occasion of Prosecutors Day.
On the same day, the second stage of the national Eurovision
Song Contest took place, but the press was not allowed to
attend on the grounds that the singer might become shy and
upset in the presence of the media.
On 31 January 2011, journalists from three media outlets
(Adevărul Moldova, Jurnal TV and ŞtireaZilei.md) were not
allowed to attend a briefing held by theFirst Deputy Speaker of
Parliament Vlad Plahotniuc.
On 15 February 2011, the press did not have access to the trial
of businessman Adrian Nichifor who was charged with murder.
Despite the public nature of the case, policemen kept journalists
outside the court for five hours.
On 25 March 2011, NIT reported that pressure was exerted
against a team of its journalists and that their access to a public
place had been limited. On the evening of 25 March near the
Chisinau residence of the American Ambassador, the
journalists had come to film the cars of some of the Moldovan
officials who had come to an unofficial meeting with the
American diplomat. NIT claims that its cameraman was
harshly treated by a guard of the Ambassador’s residence.
On 28 March and 1 April 2011, at meetings held at the Ministry
of Health and the Ministry of Youth and Sports at which Prime
Minister Vlad Filat met with responsible officers of those
institutions, the press had access only for protocol filming.
The same thing happened earlier at the meeting of the National
Commission for Reintegration as well as at the meeting of 15
March where reforms for law-enforcement bodies were
discussed.
Recommendations:
In order to ensure genuine freedom of the press and in
accordance with the principles of an open and democratic
society and in compliance with international standards, the
Moldovan authorities must do the following.
• React and punish the culprits in the cases of assault
against journalists, of intimidation, of harassment of the press,
of violations of the right to free speech and of restriction of
access to information of public interest.
• Improve the legal framework and ensure compliance
with laws in effect.
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Annex
• Abstain from exerting influence and pressure over the BCC
and public broadcasters and from denying that various interest
or economic groups exert such influence.

June 2011
• Implement the media priorities stipulated in government
plans under the conditions and timeframes set, and avoid
delaying or postponing them.

Independent Journalism Center
Association of Independent Press
Center for Investigative Journalism
Acces-Info Center
Broadcasters Association
Press Freedom Committee
Young Journalists Center
Union of Journalists of Moldova
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