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Introduction
1. Background

IN2004H nnpx GKS ' yAGSR {dFGdSa ! 3SyoOe F2NJ LYGSNytradaz
Initiatives commissioned Altai Consulting to conduct the first comprehensive media evaluation of the
Islamic Republic of Afghanistan, looking at the impzfcthe Afghan media on opinions and behaviors
GKNBS @SIFNR FFGSNI GKS 06S3IAYyYyAy3d 2F GKS O2dzyiNBRQa
things: that Afghans were avid and sophisticated media users and that cultural barriers to media use

were lesssignificant than previously expectetiat the radio played g@redominant role throughout the

country; and that media are instrumental in social progress and education.

However, since publication of that repdEt ! FIAKEF yAadl yQa iMRakhtlchadg&sOTo2 NJ K | 2
inform future assistance from the international community to the Afghan media, it was deemed
necessary to assess the current state of the Afghan medin reflecting a full and accurate audience

profile, to determine program preferares, to measure the impact of the Afghan media on local opinions

and behaviors and to gauge Afghan expectations in terms of programming and messaging.

A largescale researclproject was thus planned and conducted from March to August 2010. This
researchy Of dZRSR | RSSLJ LINP6S Ayid2 GKS YSRAIF aSO02N Iy
methodology used to achieved this included a combinatianitefrature review direct observationskey

informant interviews with most relevant actors involved the media sectar 6,648 closeended

interviews inmore than 900 towns and villages D06 districts, covering all 34 provinces of the country

an audience survey on more than 1,500 individuals run daily for a vedsiut 200 qualitative, open

ended intervews and 10 community case studies. Such an effort guarantees that results presented here

are fairly representative of the Afghan population at large.

This document provides a comprehensive synthesis of data collected dbergurvey. A database of
media actors, 16 priority district reportsl0 case study reports, a complete description of the
methodologyand the original datasets from the main quantitative research and the audience research
are publicly availableallowing anyone interested t@accessnore focusednformationas needed.

2. Objectives of the research

The main goal of the research was to provide USAK well as other international donors and
implementers with a comprehensive analysis of Afghan media in ordemable a better understanding

of recent developmentgo anticipate possible issues and to serve as a tool to inform future assistance to
the sector. Four particular objectives were pursued:

Objective 1 Draw a complete picture dhe Afghan media landsg& in 2010 after eight years of steady
development andive years after the first study of the Afghan media, through:

- An updated and comprehensive review of medaorsin Afghanistan;

- Areview of the capacities and business models of the main Afghararaed their sustainability;

- National and detailed data on mediadience and program preferences;

- An analysis of local perceptions atfié impact of media in Afghasociety on opinion and behavior

! Afghan Media, Three Years After: Media and Alternative Sources of Information in Afghan, Sdtagty
Consulting, March 200%yww.atlaiconsulting.com/docs/media/2005
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Objective 2 Analyze drivers of opinions and behavioAfghan society and the expectations of Afghans

in terms of information

- Access to information in Afghaociety and drivers ofhfluence on key social issues;

- Afghan$expectations when it comes to information/truth/trust irelation to the current direcion
that the country is taking.

Objective8: Provide USAID with a review of areas of opportunities to accompany future investments in

media development and strengthen the sustainability of independent media andt tode in a

democratic society:

- ldentify opportunities at the different levels of the media chain, from macro policy to infrastructure,
program design and communication themes

- Propose methodological guidelines to accompany future developments and monitor the impact of
future projects

Objective 4: Provide USAID ®ffice of Democracy and Governand®@d and Office of Transition
Initiatives OT) with a specific review of media presence, penetration, perception and opportunities in a
small number of targeted priority districts where locally relevant strategies will be proposed.

3.  Methodology

The research performed for thigudy can be dided irto three main componentsspecific research on
16 priority districts, using essentially the same methodological steps as the national snatieyial
research, including media landscape analysis, a quantitative survey and qualitative resaalca;
nationd audience survey.

Each of these componenamsto address one or several of the main layers of information needed to
describe the media in Afghanistan: the media lands¢c&pewledge of the audiengaisage and impact
opinions and behavigand other sairces of influence, as highlightedmigurel.
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Key steps of the study

1.Media Landscape Assessmerfll

a) Policies/laws/freedom
b) Identifcation & coverage
c) Programs/ positioning

d) Skills/ capacities -
e) Business models

b
Communication & content agencie i

2. Audience Analysis 1

a) National audience / media
b) Programs preferences/ expectations
c) GRP (Gross Rating Points)
d) Audience segmentation L

Web

3. Usage & impact analysis

a) Understanding, trust & busin -
b) Circulation of information 7
c) Educational impact

4. Opinions & behavior

——— L

a) Friends & family
b) Tradition, elders
c) Taliban propaganda

Figurel: Methodologyframework
Research components

spectrum of audience
segments

-4 regions / 96 pairedv
-Semi openeditv / ~2h

- Socieanthropological approach
- Local leaders, families, women
- Sources of information on key themes
-Media usage, influence on decisions

A 16 l A National ]
Priority
districts | | Qualitative research (Secondary + Field in prov. centgrs)
\ [Analysis of key media & aC@»l Analysis of programs_|
-Local
media -Secondary research -Selection of key programs &
-Access to -Key informants interviews communication campaigns
natl -Observations -Monitoring
-Data analysis -Analysis / Profiling 8
) E
| Quantitative research (34 Provinces) | £ 2
© =]
|Methodology| ‘| National survey| ) [ GRP phone surve} | & S
-25 fielditv ] » o
-75 phoneitv| | -Fine tuning -34 provinces x 150 itv|| -Phone, 34rov x 50itv 9 =
of approach - Field + phone -Shorter set of quest. 6 >
-Tools design | | - Stratified approach -Repeated over 1 week %
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3.1. Priority districts

The objective of the priority district researetasto provide USAID with a specind rapid review of
media presence, penetration, perception and opportunitiesa small humber of targeted priority
districts before the full completion of the national researdh list of 16 priority district was proposed by
USAID. In each of these districts, three research components were conducted:

- A media checkilist to reviethe presence of media;

- Asurvey, performed partly the field and partly through phone interviews;

- A series of Klls with media actors and community and opinion leaders.

Target locations included the five main cities in Afghanistan: Kabul, Kandahar, Marate-Sharifand
Jalalabad; the districts of two smaller cities: Lashkar Gah (Helprawihce and Khost (Khost); and nine
rural districts:Garmser (Helmand), Nad Alelmand), Arghandab (Kandahar), Spin Boldak (Kandahar),
Sarkani (Kunar), Khogyani (Narfwar), Saubi (Paktika), Urgun (Paktika) and Saydalj@thrdal. A
specific report was written for each of these locations.

The fieldwork was undertaken lsgsearchers hired from the districts they were to work in, guaranteeing
preliminary knowledge of the terrain and frédem of movement.

a. Media checklist

In eachlocation the local researcher mappdbe presence of media, based on coverage of national and
regional media, as well as the specific presence of local media (indeperladip Television of
Afghanistan RTA, Provincial Reconstruction TeamBRT} Taliban, etg Thiswork was performed
through Kllsand field checks. Wwasinformed by prior knowddge of the status of media presence in the
district, gathered through the media landscape component of the broader research.

Over 100 Klls with community leaders, journalists and outlet managers were performed ihlthe
districts (a larger amount of workvas performed in the five main cities during the whole media
landscape research effort: see below) some cases, where insecurity and the remoteness of the district
contribute to a bare media landscape, Klls with community leaders (e.g. village ehdenters of the
shura(council) evidently outnumbered the rest.

b. Survey

The survey componeribllowed the questionnaireused for the national survey, and initiahad a target

of 25 field interviews and 75 phone interviewsr location In this regard, ireach of the 11 districts, 25
interviews of individuals (five per location, in five locations) were performed, following the questionnaire
prepared for the national survey.

As the population oach ofthe five maincities is well above 200,000 was considered problematic to
give statistic§even temporarily¥or these cities based oanly 100 interviews. Instead, larger samples
were drawnfor these citiesby merging with the national survég90 for Kabul, 190 fagach ofthe four
other cities.

Field survey

In the most difficult districts, interviewers condedt interviews without paper questionnaireghg
opaperless approac in order to guarantee their security. In these cases, interviewae down
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interview results in the evening oablank questionnaire. A simplified, more qualitative questionnaire
was designed to this effect. Eventualhgwever,all interviewers coulgperform interviewswith the full
guestionnaire

Considering that most districts included in the list of prioritytritits presened large security challenges
(heavy presence of insurgent groups), selection of locations and interviewees was left to the
interviewers, who were instructed to make sure that the choice vassrepresentative as possible of the
district and is population in a sample of 2&terviewers had tdake careto ensure the representation

of: youth and elders as much as middiged heads of family; rich and influent families as well as poorer
households; womerand, when possible and representativelafger groups, selfleclared insurgents.

Phonesurvey

Phone survey recruitment was performed through snowball sampling, seeded by an initial list of phone
numbers previously collected byAltai Consulting in the target district€&uidelines for diversityof
representation were given to phone surveyorshelp themselect interviewees within the household of

the phone owner. As with the field survey, the questionnaire used was the same as the national research
guestionnaire.

c. Keyinformantinterviews

A seris of Klls was performed by both field researchers and Altai consultants (through phone
interviews). These interview®llowed semidirective, operended guidelines Threesets ofguidelines

were designed to this effect: one for media outlet managers, one for journalists and one for opinion
leaders or community leaders.

Depending on presence of local media outlets and journalists in the district, field researchers were to
perform Klls with up tothree journalists and Kabtbased consultants with as many media outlet
managers as possible. On top of this, field researchers were to cordjittito elevenKlls with opinion
leaders and community leaders.

3.2. Medialandscape

The media landscape componeutt the research aimetbroadly at understanding the current situation
of the media in Afghanistan as seen frdme perspective ofmedia actors. It focuskon the following key
guestions:

- What is the legal and policy environmefdr media development, and how is this environment
enabling or constraining for media actors?

- Who are the media actors in the country, includimgedia outlets content producersdonors and
non-governmental organizationdNGO$ involved in media developent; organizations using the
media as a communication channahd companies or NGOs delivering services to the media? What
are the main characteristics of the media market sector?

- What are the most important programs broadcast in the country? ldomthey characterizel? What
arethey tryingto achieve?

Tools designed ta@onductthis componentincluded: a media organization spreadsheet, filledt for

both secondary research and primary research performed at various stages of the mission; media
checklistdilled out during field missions; anidliguidelines for media actors (media outlet managansi
journalists (interviews with other types of actorsvere more ad hog). Approximately 130 Klls were
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conducted with relevant media stakeholders in Kabul, Kandaherat,Mazare-Sharifand Jalalabad
cities. These includedutlet managers from television, radio and print; government officials involved in
media affairs; NGOs supporting media; representatives from the advertising sector; providers of content
including news agencies and producers; and representatives from the international community
(development agencies, embassies). Additionally, more than 200 media outlets were contacted around
the country to gather detailen their activities (on top of th@nes already contacted through the priority
district component).

Two media roundtables were organized with key representatives from the Afghan media sector, which
specifically contributed to a sense of ownership of this report and its recommendations.

More than 3,000 hours of television and radio programs broadbgshe most important media were
recorded and screened, andaaitical analysis of contenwas performedacross roughly 200 television
programs, 100 radio programs anthnypublicationsand websites

Besides this report, the other main output of this componenaidatabase of media actqrgrouping
information for as manyccessiblenedia outlets in Afghanistan as possible.

3.3. Quantitative survey

The quantitative survey aied at gathering infomation on access to media, consumption behaviors and
opinions in the broader Afghan community. Thigsachieved through a closended, directive, ondo-
one interview conductedvith over6,648people in 102 districts of all provinces in the country.

a. Samping
The sampldollowed a multistep, stratified sampling plan.
Selection of locations

All 34 provinces were visited. It was decidédy” ! { ! L 5 Qifat aNBal§tdhsea districtsn each

province be visitedIn addition for representativenespurposes, three types of locations were to be

visited in each province:

- Urban strata Type 1):Urban areag for some provincs, the provincial center or the most populated
settlement was visited, althougihesemight be considered as rural towns

- Periurban strata (Type 2):Rural or semiural areas within a radius of 180km from urban centers
and still in the coverage area of local television and FM radio stdlivoadcasing;

- Rural strata Type 3):Remote rural areas, well outside the coverage area of the main TV and FM
stations.

In this regard,tiwas decided that districts would be selected according to their coverage statuspmvith
average fivdocationsper district,all fivesharing the sameoverage status

By default, the district of the provincial capital or of the largest city or town in the province was selected
as Type 1 area. Districts fofypes 2 and 3 areas were selectdbm within the list of districts in each
province, taking intaccount media coverage or lack therga$ well agutstanding security and logistics
issues. In some cases, it was impossible to identiffyme 2 district (i.e. a district distindtom the
provincial center districtbut with settlements still withinthe coverageareaof local broadcast media).
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Thus, the provincial center district was considered as Agfies 1 and 2, and two districts were selected

asType 3 areas.

The list of districts was theshared with
USAID for discussion. A small number of
changes were askedor so that a larger
number of US Government (US) a | S @&
RA a { N&ud i Beé covered. When no
methodological concern was identified,
districts were replaced The final list of
districts is attadied as an annex to this
report. As noted above,ni each districtfive
locations were selected, usually at random
from within the list of settlements of the
district. In a number of cases, the target
location had to be changed for outstanding
secuity or logisticyeasons

Figure3: Sampled districts

Sample size

The sample size was initially meant to be 150 per province and 300 in Kabul. As the @igiriofrity
districts included five main cities (Kabul, Kandahar, Herat, Jalalabad/ardre-Sharij, and as the
sample for priority ditrict researchwastoo limited, giveni K$a S OAGASaQ &aAil Sa:z
gquantitative survey work for priority districts in these cities with the national survey. rékalting
sample size was thus of 400 interviews for Kabul, 25&&mdalar, JalalabadHeratand Mazare-Sharif
and 150 for all other provinceSample size per district was selectsttording to thaelative size of the
urban vs. aral population in the provinceSuch segmentatiowas meant to reflect the reality of rural
areas whereby the provincial capital is more a centraldzar than a real town. Sing¢ke demographics
of each provincavere not directly matchedsurvey datavere postweighted.

Selection of respondents

Within eachlocation householdswere selected according to d@random F'9ure4: Random walk protocol

walk protocol¢ starting from a predefined landmark. Interviewestopped
at regular intervalsn the street theyhadto sample

Within the household, intervieweewsere selectedat random with the help c:_—:": Potnt
of a Kish grid. In districts where ivas possible to recruit female

interviewers 50% of interviews were conducted with women/girls As a

result, the sample for the national research contains about 30% fen
respondentsjnterviewed in 70 districts of 28 provinces.

b. Data collection

Data collectionwasperformed by provincial teams of trained intervieweweho were for the major part
recruited from the provincen whichthey had to work. A total of90 interviewers were realited: for

most provincesthe team comprisedone male and one female interviewer, working together in the

samelocationbut on different householdgziveinterviewerswererecruited for Kabul and four in each of
the four main cities (Herat, Jalalabadndahar andViazare-Sharij.
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The questionnaire used for the quantitative surwegs similar to the one used in the priority district
research. lincluded200 questions split o sixsections:

1. General purpose questionnairgjvento every interviewee, idluding sociedemographic questions
and general questions about information sources and media usage (66 questions)

Radio section (40 questions)

Television section (41 questions)

Newspaper section (20 questions)

Internet section (14 questions)

Mobile phone media section (19 questions)

ook wWN

Section®2-6 were asked only to interviewees who declared using the specific media.

The questionnaire was developed and discussed with USAID{ds&tl and translated i@ Dari and
Pashto.

c. Quality control, cata handling and analysis

To ensure quality, interviewers were contacted a daily basiby a consultant in charge of the team. In
each location,interviewers had to perform a series of tasks to facilitate potential checks of their
fieldwork (drawing a map of #hlocation visited and identifying households visjteaking pictures near

a landmark and with a known member of the commun@jyc.)

Interviews were monitoredandomlyduring and after fieldwork by field monitors who were not part of
the data collectionteam. Monitors performed random rterviews on a subset of questions with the
same respondents. Additionally, phone monitoring was performed from Kabul on a random selection of
householdswith a valid phone number. Field monitors were themselves in t@oriscontact with the
management team in Kabul, and monitored through phone calls.

When questionnaires were received in Kabul, they were inspedtdllyto assess the biggest potential
problems A small number of such issyesuallyarising as a result aghisunderstood guidelines rather

than fraud were spotted in time for additional fieldwork to be performed in replacement of unusable
guestionnaires (approximately 2% were redoné a small number of districts)ln some areas,
guestinnaires could not be redone and had to be completely discarded, which lead to a discrepancy
between the target value anthe actual number of useable questionnaire$:tbe 6,700 questionnaires
planned (both priority districts and general survey merged), 51 were discarded (0.76%).

When judged satisfactoryjata were entered irto EpiData data entry software and exported to SPSS,
then checked for consistency and cleaned.

The datawere then weighted to match kown demographics of provinces: weighting variables included
province populationand gender The original (cleaned) dataset, the weighting plan and the recoding
scriptsare annexedo this report

Extractionwasdone on a national, regional or provincial basis. At national level, the confidence interval
is considered to be lower than 1.3%; at provincial level, it is atvests

2 These estimates consider a confidence level of 95% and a standard deviation of answers of 50% of the variable
mean (worst case scenario).
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3.4. Qualitativeresearch

As the quantitative surveyasessentiallymade up ofcloseendedquestions it provided only superficial
information on such topics as preferences, trust, impact, opinibelaviors and use of other sources of
information. To gain kdepth knowledgeon these topics, qualitative researclas organized in two
directions:paired interviews and community case studies.

a. Pairedinterviews

The objective of paired interviewsasto gather enough irdepth information on various segments of
the population of media userso document their preferences, habits,ust, perceptions at behaviors.
Paired interviews take the form of a sedirective, operended discussion along a set of predefined
guidelines.

The rationale behind using paired interviewssto address local issuegising when performindocus
group discussioffrGDexercises. past experience in doing qualitative research in Afghanibtsled us
to consider that classic FGDs have important limitatiQtise main one being that traditional notions of
respect for elders or social rank make it quite hard to assemble a large emgpagpof people ando
ensure that theyparticipate activelyin a debate/discussiomusingtheir own ideas Another limitation
relates tothe ability to recruit groups of peopl@ho aresocially and demographically homogeneous.

Pairedinterviews were therefore preferredEach paired interview involvetivo people witha similar
profile (e.g.two urban teacherstwo uneducated housewiveswo urban students below 25), recruited
usinga snowball approach in the researkdtation The intervieweesisually kneweach other andvere
used to discuss and debate their opinions.

In total, 96 paired interviews (192 respondentsere organized insix regions: Kabuleast, northeast,
northwest, west andsouth. In each region, one urban and one rural locatwere selected. In each
location, six paired interviewswere organized, st by gender, age group and level of education.
Representation of major ethnic groupssensured.

The interviews were based on opemded questions and conducted in a quiet area, away from any
external influenceThere weretwo main objectives:to asses appreciation, understanding, satisfaction
and trust in media in general; anw obtain a deeper understanding of how traditional sources of
information and communication throughout the community interact with media.

b. Communitycasestudies

Objectives

The case studiewere based on a methodology developed and implemensedcessfullyn 20042005
by Altai Consulting for the005mediastudy. These case studies targeted concepts that were too broad
to be dealt with sufficiently by the quantitative resehrandthat required the pursuing ofhvestigative

fAySa (22 aLISOATAMPdzItR( BBl (IO2@SSENBhathiagioreaddlywasddIs A S ¢ a

to the scope of the study.

Theyfocusedin on information sources inoherentcommunities and their impact on the members of
those communiies, with a particular focus on impacon opinions and behavior. Unlike the other tools
in the study, the emphasis wam the communitylevelrather than the individual, and thus on traits and
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habits shared by the majority of those that constitdtthe community. An ancillary aim was to obtain an
understanding of the issues and characteristics unique to the communityguestion, which
characterized is distinctfrom other communities in the amtry, in order to highlight particular issues
of import for the study.

Methodology/tools

A team of national researchemsas trained and supervised by an international Dspieaking project
manager. The main premise of the methodology was for the reseam to become a part of the
community, and of community life, and thereby understand many of the issues by way of integration.
To avoidthe often-observedtrap of overemphasing responses when the topic of research is disclosed,
the research teamdid not revealthat their purpose was to undertake research on media in Afghanistan.
A more general explanatiowas given, that they wereindertaking research on Afghan culture and
traditions. This allowed responses about the media to be given more spontalyedhereby giving
researchersa more natural and realistic understanding of the role of the media. In interviews in
communities, researchers rarely raisethe topic. Rather, they wasd for it to be announced by
intervieweeswhich thenallowed them to prompt further.

A team of researchers, usually composedhef international Darspeaking researcher and one or more
national researchers, travelled to purposively selected communities, spending betimeemand five
days in each. In three out &¢n case studiesn communities located in Kandahar province, a national
researcher was sent alonbecause ofecurity concernsThe researcher receivedtensive training and
wasin constant communication with the project manager.

The main tools adogd in the communities included:

- In-depth and unstructured interviews with different profiles of media users andumsmaTs

- Observation of different forms of media, meetings, communal events and places of informal
gathering in each locationmpsques, chaikéna (tea houses), public baths, bazaars, community
centers, schools, homes and other informal gathering places)

- Debates with locatillage chiefgmalik9, mullahsand shuramembers.

Guidelines were produced to guide the research and to provide a bhtefmi the days spent in the
community. Althoughit was challenging to create specific guidelines for an undertaking that involved
mainly observations and unstructured interviews, after a number of initial drafts the team settled on a
set of guidelines thiaoutlined the essential research questions to be answered and a framework for its
achievement, while allowing enough flexibility for local specifics.

The main topics addressed by the guidelines included:

- The ostorye of the village/community (geographyhistory, economics, population) and other
contextual information

- Feelings and perceptions of the community towards government, the development/reconstruction
process and the international community

- Sources and flow of information and opinions

- Perceptiors and impact of the medja

- Consumption of media and the dynamics surrounding it

- Other locationspecific topics, as outlined in the locations section below
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Ten community case study locations were purposively selected across five provinces in the ddlth, S
andWest of the country, as well as in Kabul and its surrounds, with a mix of urbanyrpan and rural
locations.

Thiscomponent gve birth to a short case study report for each commuiétgnered to thisreport), and
key informationhas beerintegrated in ths report

3.5. Audiencesurvey

Asthe unique generapurpose questionnaire was not adapted to collect very precise audience data, an
audience survey was organizetihe audience survewas meant to collect detailed broadcast media
consumption information over a sample albout 50respondents per provinggandomly selected. Each
respondentwas tobe interviewed every day of the week for one wettkough phone interviews. Each
day, respondets were asked to detail their media consumption for the past 24 houss.thiswas a
difficult aim, the planned methodology had to be adapted to solve particular issues, as explained below.

a. Sampling

The samplewas to bedrawn at randomfrom within phone rumbers collected through the national
survey. The national survéadinterviewed 150-400 people selected at randofrom all provincesfrom
among these interviews, 5Were needed to participate in the audience survey. At the end of the
nationalsurvey qustionnaire, interviewees who listex to radio and/or watcled TVwere asked if they
had access to a phone and would like to participate in the audiesuey. Positive answersvere
ordered randomly in a list of phone numbers for each province. Withentwo weeks prior to the
audience survey, potential respondent®re called to verify that theyvere still willing to participate in
the survey and to fix a preferred time of interview.

Althoughinitial data tended to show that the quota of respondents Webmatch in most provinceshe
final checkshowedthat addtional recruitment was needed. Pecruitment processthrough phonewas
thus organized. Interviewee recruitment and selectiovere donethrough snowball samplingising
existing number®n the phonelist, and a Kish grid systemasused to selectan interviewee within the
household of the phone holder. Each newly identified interviewee askedto answerthe first part of
the national survey quesginnaire toensure theyqualified in relation to ther socicdemographic data.

b. Data collection

The questionnairevas extremely simple andjuick to run: it consistedmerely in asking the following
questions:What radio or TV statiomave you listened to/watched today, from midnight to one hour
ago? For how ong? Did you listen/watch alone or with other peopld?id you listen/watch with
attention or while doing something else?

The survetarted as a test on July 9, 2010, amas begun irfull the next day.Theweek was selected as

the first weeksuitableto represent a normal audience (in particulane not interrupted by the Football
World Cup)Things did not gexactly as planned: several provinces or distnegse totally unreachable

for a whole day owingto mobile network issues. In addition to largeopout rates in some areas, this

left us after the first week of the survey with only a small number of provinces for which we had an
acceptable number of interviewees answeg. A decision was thus taken to extend the polling to the
following weekto accessnterviewees for whom datavere missing. The pollinglowed downfrom July
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19 andendedon July 27Initial analysis of the dataset showed problematic saf@onographic biases, in
particular an extremely low number éémalesinterviewed.

Another decision was thus taken ta@arry out Figue 5: Audience survey questionnaire
another round of interviews with missing profiles, ; T
from August 2-28. By then, the survey counted — .

13,208 interviews of 1,765 unique individuals (on === | N NP M AP B FEHL X
average one individuatach 8.8 days), 1,705 of e ‘ =
whom had attached useful audience information, : 7 _
including 13% female interviewees. ol L] I3 I B 3 i F—

c. Data handling and analysis

Data were entered, checked and cleaned,

normalized andmported into a relatioral database

format (MS Access)here werethen weighted to

match known demographics of provinces (province =& i

populationand gender).The confidence interval resulting frothe sample bias at th national level is
considered to be lower tha@.5%". Althoughonly a third of the sample was drawn from the national
survey respondents, answers to comparable questions usually match closely, giving good confidence in
the accuracy of the results.

4. Incidents during data collection

Security incidenteccurredduring the field research in some districts of the less secure provinces (Logar,
Paktika Pakya, Khost, Kunar, Nuristan, Nangarhar, Kunduz, Helmand, Kandahar, Farah and Badghis).

The main issel encountered was in Tarnaka-Jaldak district of Zabul province, where constlghting
between coalition forces and the Taliban prevented interviewergperformingany workat all

Interviewers in several of these districts reported having been kapt questioned by the Taliban. In a

few cases, villagers reported the presence of the interviewers to the Talildamthreatened to kill field

staff because they were working with foreigners: this happefriedexample in Kharwardistrict (Logar).

In Pudrod district (Farah), the interviewer was rescued by the police after being arrested by the Taliban,

and in Kunduz the police freed another interviewer frank 2 dzée&€ imposed by the locals. A Paktika
AYUSNIASESNDa NBf I GA Adilebelwas trans@edBng quesiiondaies td Kabul. #lé¢ t A 0 |
was released safely only after his family paid a rangdit questionnaires were lost and interviews had

to be redone.

In two districtswhere it had been thought that interviewers could work saféyqur (Ghazni), and
Jawand (Badghis), the security situatitisintegratedenough that it was impossible to find anyone from
the district who would work there. Fortunately, interviewers working on the project in neighboring
provincesagreed toperform thework there as well.

Overall,work went on agplanned except in three districts:

% These estirates consider a confidence level of 95% and a standard deviation of answers of 50% of the variable
mean (worst case scenario).
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- Tarnakwa-JaldakZabul) where the 35 planned interviews were actuatiyrried outin Qalatdistrict;
- Baghlare-Jadid (Baghlan), where only 11 interviews out of the 30rma werecarried out(the rest
were carried ouin Pul Khumri district);

- Kharwar (Logar), where only 37 out of inerviewswere carried out replaced by 26 interviews in
Mohammad Aghasixin PuliAlamand twoin Khushi.
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Section | - MEDIA LANDSCAPE
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Introduction

Afghanistan represents a unique case of media sector developrtiéata country whergunder Taliban
rule, television was prohibited, antennas and transmittevere destroyed and the only radio station
allowed was ShariatSincebroadcasting in the cat restarted (November 2001), the media landscape
hasexperienced incredible growth; fromne nongovernmental radio station in 2002y|8) to over 75
terrestrial television channels, 175 FM radio stations and 800 publications as of Septemb&fi2910
Afghan Telecommunications Regulatory Authof#yT RA)in charge of issuing frequency permits to radio
and television stations, has recently run out of licenses issuable for Kabul. Market forcesewtiain

to some extent the mushrooming of all these oudlén the country (even a national bank, Azizi Béals,
establisted its own radio station and television channed)so seem to be driving a significant amount of
competition in the media job market, makimgtention of trained personnel a challenge fomamber of
outlet managers.

The pace of development within other communication sectors is not lagging. Our study suggests that
mobile phone penetration has reached 61% and has started to impact the ways in which anedia
consumed (offering, for exampleghe chance tovote for a favorite television star through text
messages)Thisis alsoleading to rather fierce competition among the four mobile operattrat use

GSM technologyHnalization of construction o fiber opticsbased internet network iseing hampered

by increagg insecurity around the countrylhat said, Afghanistan does not represent a particular case
of digital isolation when comparedith other countries in the Indian subcontinent; for instance, Nepal,
Bangladesh and Bhutdravesetup their first cable links only in the past three years.

Afghan media outlets have also been receiving increased attention at both national and international
levels. A nationwide seminar took place in Kabul in April 2@4t6, over 300 journalists fromlaaround

the country invited to take part in a twday discussion (on licensing, security and taxation, among other
topics) and ultimatelyto present their key recommendations to President KarZBtie 2010 Asia Media
Summit that took place in Beijinghina (May 2526, 2010) saw the Afghan Minister of Communication
and Culture take part and engage in media is8éadia as a growing sectowith key constraints to
address, is also a regulémpic at conferences organized by NG@m the international state, the
pressure exerted by thgovernmenton journalists has been put in the spotlight a few timesdoent
years.

While offering an increasingly vibrant aaconscious media sector, Afghanistan is also a country where
the governmentwill shut down aprivate television channel, for exampleharging itwith inciting
sectarian tensions and threatening national unity (as was the case EmittozTV on July 27, 20210)
pressure, seltensorship and insecurity are part of the daily lives of media actors.

* These figures consider a Kafbalsed outlet and its local branch with localized content as two different outlets

(e.g. Killid ad Killid Khost; RTA Kabul and RTA Balkh). Numbers are constantly changing, so exact figures are not
reported. More precisely, RadiBulhwas on the frontline in Jab&Saraj (Parwan) in September 2001.

> Nationwide Media Seminar: Challenges and Solutitasul, April %, 2010.

® The summit was organized by the ABiacific Institute for Broadcasting Development (AIBD), headquartered in
Kuala Lumpur, Malaysia.

" Press Now organized the Balkh Professional Journalism Development Conference in AugustN2@A#ré-

Sharif Mediothek organizefuture of Afghan Media in January 2010 in Kabul.
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This reportexaminesthe development and contradictions of Afghan media outlets. It is organized as
follows: Section A (Environmengddresses the key factors underlying the development of the media in
Afghanistan; Section B (The Media Industagopts a vlue chain approachto investigaing key
subsectors of the media industrgnd Section C (Content) conducts an analysis of major programs and
messaging conveyed by outlets.

Altai Consulting Page23



Afghan Medidn 2010 Synthesis Report

A. Environment

The following sections address a number of key environmental factors hbeé influencel the
development of media in Afghanistalm particular, we examine: etdialegislation;jtransformation of the
state-run RTApolitical affiliations; the evolving rolef the international communityand other variables
includingterrainissuesand levels of insecurity around the country.

1. Regulatory environment

The creation of a regulatory environmetd shapethe workings of the media is an ongoing progess
which hasso far produced some concrete results in specific areas, for examfiile MedialLaw. Other
processes, including the transformation of R¥8em to betaking more time. This section specifically
examinesthe status ofmedia legislation and the plan téransform the governmental outlet into an
independent entity.

1.1. TheMedia law in context:a successful work in progress

Themedia regulatory environment includes different pieces of legislation. The Constitution, approved by
a constitutional Loya Jirga(Grand Assembly) in January 2004, states tlla¢ Media Law is to be
regulated by separate legislation, but itself comprises a number of articles thaelneant: inviolable
freedom of expression and the right to print or publish topics without prior subionisto the state
authorities (Art 34); abidance by international conventions such as the Universal Declaration of Human
Rights Art. 7); no promotion of values that are contrary to the beliefs and provisions of the sacred
religion of Islam Art. 3); etc. Furthermore,the Telecommunicationdaw, Copyright Law, Labor Law,
Qiminal Law and CommercialLlaw also organize many aspects of the sector,adthoughdetails on

these are beyond the scope of this study, they should not be sidelined in a full evaluattiome
legislative frameworkn relation to media

In only eight years since the establishment of the interim governpeensotal of fourMedia Laws have
been approved (March 2002, April 2004, June 2006 and August 2008 Wotksi JirgdLower House of
Parliamen}). There wassome confusion among outlet managers and journalists interviewed as to
whether the current versiomadin factbeenofficially published or not.

Local media stakeholders are still actively engaged in lobbying at policyv#iviel the numerous review
processes to whichhis legislation issubject A Media Law Reviewing Committee, includirigmong
others,the Afghanistan Independent Journak#issociationAlJA),the Afghan National Journalists Union
(ANJU),the Ministry of Information and Culture(MolC),the UN Assistance Mission in Afghanistan
(UNAMA) and the UN Educational, Scientific and Cultural Organization (UNE&CI@en formed and
has metregularly since June 2010 to prepare another version of this piece of legishatinch will
presumably be submitted to Parliament after the September 2010 parliamentary elections.

Thislegislative work in progress comprises over 50 articles spread across more than 10 Chapters
wasmentioned by outlet managers as a generally pesipiece of legislation, especially when compared

8 General Provisions; Rights and Obligations; Establishment of Print Media; Establishment of Electronic Mass Media;
CAYLFYOALFT {2dz2NDOS& 27 a taliohs andSOdligatidns; QiERfitdNhsSain® Olidigations di £ A T A
Editorsin-Chief; High Media Council; Works and Materials Prohibited to be Produced, Printed and Published/
Broadcast; Miscellaneous Provisions. $eg://gfmd.info/images/uploads/EnglistMedia_Law_2009.pdf
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with other media laws:d ! FIKF yA&adGlty KlFa (GKS o6Sad YSRAF FTNBSR?2
T oS1AalGlys ¢ @aily GulldokAyari).Majbrireinaining giréas of concern include two

articles that together create a number dfjray areas which are very much open to interpretation,
compromising the freedom dhe media.First, here are eightprohibited itemg (Art. 45), whichsetthe

boundaies of what can be produced, printed and published/broadcast. These include content and work

that: are contrary to the principles of Islarare offensive to other religionsare defamatory/insulting

and offensive; cause damage to personality and cretiibdre contrary to the Constitution an@€riminal

Law as per the Pendlode; promote religions other than Islam; disclose pictures of victims of violence

which damage social dignitgr harm psychtogical security and moral wedkeing.

Second, Article 5 stipulates that the governmentmust provide access to information unleghis
information isconfidential, endangerghe security, national interest and/orterritorial integrity of the
country or damages the rights of other people.

Figure6: Key bodies mentioned in the Media Law
High Media Council (HMC)

Role: Media Policy Planning

Members: MoC, Ulema Coundl, Parllament, MoJ,
Supreme Court, MoC, 2 journalists, 2 civil
society rep,

Mandate: 3 years

Mass Media Commission RTA Commission

Role: Monitoring mass media activities Role: Protecting independence of RTA
Members: 7 members appointed by HMC Members: 7 members appointed by HMC
Mandate: 3 and 2 years (depending on members) Mandate: 3 years

Governmentadvises have underlinedhe need for a more balanced Afghawedia Law, one which
reflects the mixed system of Islam, tradition and secularism and that is not a copy of Wekstayn
encouraged, at least in part, lijie role that theBritish Broadcasting CorporatioBBG World Service
Trust, Deutsche Welle and Canal France International Ipéesgedin supporting the draft legislation
Even spa number of outlet managers and joalists conceiveé of the review process overalis a
successful case of bottoop advocacy efforts. Approximately 80% of witlag reviewing committees
have suggestedncludingthose made up of actors ithe Afghan media community, has reportedly been
included in the law. The High Media Council (HMC), the body in cbrgenong other things, selecting
a Mass Media Commission and a National RTA Commission, now cajquisalists and civil society
representatives in addition tdMembers of Parliamentthe judiciary,the governmentand the Ulena
Council. The inclusion of #&ws such an copyright,the activities of the Mass Media Commissiand
RTArules have also been advocatefdr through these efforts.The inclusion of more journalists
(increasng the amount from two to six) in the HMC iswarent priority of the journalistic community.

1.2. Reforming the national broadcaster: a slow process

The transformation of RTA is addressed in MhedialLaw, according to which RTA belongs to the Afghan
nation and performs as an independent directorate. The corporatization plan, whiclnitialy meant
to includeonly the government news agency, Bakhtdews Agency (BNAhas since 200éntailedjoint
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efforts by the international community (UNESCO, German aid agencies, the BBC, Deutschand/elle
Canal France Internationgleand RTA senior managementowever, certain dynamics, including
obstaclesthrown up byformer Ministers of Information and Cultureate left the process on hold for
someyears.

For example, there remainonflicting ideasas towhat RTA should
mﬁm ultimately become: anational broadcaster which ifully independent
from MolC yet remains under the control of the government (a
P model that the governmentseems more supportive pfor a public
broadcastergoverned by an independent commissianpre similar
to a European model dbroadcasting, as in the case of the BBRC (
model more supported by the international communityh recent ruling ofthe High Council of the
Supreme Court illustrates the divergent take on this rade2009, theproposedMedialaw text stated
that the dDirector of RTA shall be appointed by the President and apprdyed.ower House of
parliamenté ¢ KS | A 3K ele@thisfi @A D SOAKFORY AAAGSY (I HTheitext G KS | 7
now reads thatw ¢ ! shalfi perform, as an independent directorate, within the framework of the
ExecutiveBranclk ¢ ¢ KA OK f Sbr@&rierpht®dry T2 NJ |

Radio and Television of Afghanistan

2. Political environment

Themedia landscape reflects the intricate dynamics of Afghan sq@ety is thus exposed to multiple
political forces which can create tension among media actors and lead them to be significantly
constrained in their work. This section addresses the major constraints that power dynamics can impose
onthe media and the risks that these can entail.

2.1. Multiple influencesand pressure

d ¢ KSNXB aoaflictamdigliptits: free versus conservative medathnic-aligned
media, religious mediaX ! £ f (0 KA & ne@dd yodoM@dywin ko ark axoptable
level, hatredR NRA 98y Y SRA | & K ZAdzNam&dnn&@ 7)G 2 | KE € G ¢

Althougha number of media outlets and personnel comply with professional and ethical standards, and
thus should not be ignored in an evaluation of Afghan media, the interviewed community at large,
including outlet managers and journalists, semhto have avery clear understanding of the wide
affiliations among outlets across the country. Political parties, ethnic groupgs military and
neighboring countries, as well as international donors, allerepeatedly mentioned as being major
source of funds (efiter through core funding or throughdvertising of most outlets in the country,
turning dindependent mediainto a somewhat ambiguous term.

Outlet managers usedisNREy 3 (GSN¥Y& adzOK +Fa a3alFy3d YSRAFE G2 AR
personal intersts of former warlords or adapt to tacit rules of engagement and reportadiylaying a
AAAYATFAOLYG NRBES Ay (iTKiSernOptayes tN&d@teimentad étfacts that khgs® & O LIS
outlets cangenerate not least the confusion they can creater the audience in terms of the
independent/watchdog role that the media should ultimatglay.

Ethnicity can also be a major driver of outlet creatisameoutlets have been established with explicit

ethnicaly R N&A @S y Wéa @antftafight egisting discrimination against Pashtun communitighich

FNE 2FGSy I aaz2 OAShanskad BVRL #filiafioyisicdaNhBl takgriitdo far armhnfoster

confrontation and tension that cannot be underestimatedb 2 Y I GG SNJ 6 KA OK @2A0S ¢
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there is always someone who sa?’L  R2y Qi g y i .8 @omkiSed Buin®sychological OO Sy i €
OperationsTask Force (CJPOTHnternational Security Assistance For@8ARF). Some referred to a

omedia waZX @hereby@poisore is beingusedagainst one tribe oanother (Institute for War and Peace
Reporting,IWPR), withthe risk of not only deepening the existing ethnic divide but also creating new
tensions currentlynot felt in Afghanistan, such asShiaSunn divide.

G! FAKFyAaldly KFLa Ffgléa oSSyantithemSdvlhdvé S INRdzy R F2 N
y2 0S02YS LINIL 2F (GKA& LINRPQOGAaAAZ2ZYXUKSE |INB y240K
6SIHLIRya dzASRIWPR) g NI 2 NRA ¢

dThe nediahavegrown a lot thanks to the supporg ¥ Wo A 3 I dzy(Ki)  ONRP &a (GAYSE

2.2. Censorship andelf-censorship

laW2dzNYFEA&Ga 1y26 TFIN Y2NB (KKMWedigiielbe ¢2dzt R SOSNI 6

With the media being instrumental to different causes and personal interests and agendas, it is
unsurprising that the large majority of outlets interviewed had anecdo#&dsting to pressure, or even

physical violenceby the governmentinsurgents and otér stakeholders. Indeed, only very few outlet

managers and journalists interviewed reported not experiencing pressure of any(Ridlthe BBC,

Shamshad TV and Killicere among the fewthat did not acknowledge any pressute) ¢ KS 32 GSNY Y Sy
recent decisn (July 2010) to shut down a television chani&gshrozTV, according to somexemplifies a

case of interference with freedom of speech. Another vievthat the charges oinciting sectarian

tensions and threatening national unigre an example of theg SNy YSy 4 Qa F GG SYLIW G2
violence in the mediaThis remains an open debatbut government pressure can of course take less

visible forms. An outlet manager in Kandahar, for
instance, reported how government authorities
after being intervieved by journalists askedthem
not to report on specific issues. Another outlet
manager in Mazare-Sharif claimed the following:

o6Afghan Model¢ model casting show ofEmrozTV

GhyOSz ¢S OoONRIROFalG 2 0KS
5ANBOG2NI 6Sa 2F 9t SOUNJ INB X UK
following day we received an affal warning notto

R2 &2 Ay HefahadSBidilardaNgdbtes:

G2 KSy @2dz I RRNBaa 3l LA Fa oS

the country, wehad ourpower supplycut off for one
5SS o¢

The large majority of outlet managers interviewed also reported being contaegpaarlyby insurgents
through press releases, emails and phone caltlgsespeciallyoccurswhen insurgents feethat they are
pictured as the weak part of the stor€iventhat influence from neighboring countries is strongly fielt
Afghanistan pressure on journalists can also come from broader sources. An outlet manager in Herat,
for instance, reported receiving objection letters from the Iranian government. Anothertautmager

in Kabuj reported receiving threats from Iran following the release of a report on the effects of a polio
campaignwhichallegedly actually produced the deadly disease in children.

Altai Consulting Page27



Afghan Medidn 2010 Synthesis Report

Despitethis anecdotal evidence that pressure and influence ambedded inthe Afghan media, our
researchdid not conveya sense that most outlets are fully ruled by feAtthoughthe role ofthe media

as an effective watchdog is perhaps far from being realized, talking openly about cases of experienced
censorshipcan in itself be considered a first move towards counteracting pressure.

Furthermore, examples of investigative journalism denouncingiscussingpower dynamics darise
albeit rarely. Throughout 2009 and 2010, for instance, Pajhwok Afghan News {R&N)een upfront in
reporting cases of power abud®y a judge inDaykundi province and miscondudby a police chief in
Jawzjan province. Despite heavy institutional condemnation in 2006 across Afghanisthrihe
conversion to Christianity of an Afghan zéth (Mr. Abdul Rahmanjnvokinghisarrest and death penalty
threats, some outlets, including Daily Outlook, nonetheless reportedly supported his cause.

Danish Karokhel, Director of Pajhwok, Afghan mediare also much wader than international medidn

Committee to Project Journalists (CPJ)  terms of reporting on insurgent communications or news
International Press-reedom Award laureate  glways using quoteand includng disclaimes relating to the
impossibilityof independently confirnng events. In the recent
killings of 10 international and Afghan eye camp workers
(Badakhshan, August 2010), the international press quickly
attributed the event to the Talibandespite the fact that
analysts have questi@d i K S ¢ | degked bf ¥atéoln the
areasin question Meanwhile local mediawere more likely to
ignore the Tallband\Nhen we are approached by insurgents, there is a procedure that we follow before
NEBfSFEaAYy3d AYyTF2NXYIFGA2YY aAyO0OS 6S | NBO Tl NReHNB Ya a S NI
avoid publicizing information about the Taliban, since they are a terrorist group. We rarely have
interviews with them andf we do, we do not publishéitHasht-e-Sobh).

All in all,in a societywherereligion plays a major role areliltural sensitivities are highhere seems to

be a clear consciousness as to what the media can and cannot talk about. These limits are to some
extent requiredunder the MediaLaw and the Constitution, as mentioned in the section above, but are
more geneally appliedpersonallyby practicing journalists.

Selfcensorship hence plays a seemingly greater role than (outside) censorship in driving the information

that outlets release, for reasons that pertain to appropriateness with respect to the locateudts well

as to personal and general security. An outlet manager mentioned,thad € 62 NJ Ay 3 Ay Yy
environmentg S AYLI2aS a2YS T2 N)Y ltashot GeSegsarly Nipdcdaiuls by ditedi St JS & X
X & R2 a2 7¥F2N 2 dyolcedioAymericdN®A A . MBoghér claimed thatdSome

issuessuch as very religious or ethnic newee not good for the reconstruction of Afghanistan so we
NBadNROG G KSa qDalyloyitlRak, Daily Afghiansstan). 3 S & €

BoxlY aSRAIF YIylI3dSNBRQ (1S 2y OSyazNRBRKALI

- 4! J22R (St SOAAAz2yYy fostetafufefof shhing BroblBmsinksticria|
FAZNIKSNJ 2ySaxDt2o0FtAlT I GA2y ONSBI G S &andlthe
international cultureli Q& vy 2 (block féreign cuitBe, we believe in cultural exchang
odzi I ONRB&a &Noof AM) I NJ Odzf G dzNB & ¢

- @Media should have freedom, but this freedom should not be against our religion, tra
and culture. We want real democracy, not only freedom which is agaim religion and
culture. This is not acceptable for Afghans 6 ! e y I ¢ + 0

- OWe do not practice censorship or believe in it, but we do want to respect the law ar
sensitive to cultural and national security interésts 0 { £ I Y 2 G yRI ND
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oSome mediautlets forget Islamic rules and culture and think they are living in a for

country, not in AfghanistaBaghreyMagazine, Lashkar Gah)

3. Assistance to media

International assistance tthe media in Afghanistan has been consideralled has been imphaented
usinga number of different approaches. This sectigivesa brief history of donor supporto help
contextualize the current state of the nature of this support.

3.1. History of media assistance: key actors, achievements and approaches {2008)

Theinternational community has been actively engaged in assisting the Afghan media sector since 2002.
Media support hagnvolveda complex web of vertical and horizontal relationships among media players

including donors, NGOs and international organizationkhese actors, along with the numerous

independent Afghan journalists ready to get oboard, have proved critical in shaping the media
environment.

Key donors involved since the early days inclu@AID/OTI, the European Commission (E&€)United

Kinglom Department for International Development (IZKID and, to a lesser extent, some European
embassies and national aid agencies and smaller institutes (GoethéSCBFHeinrich Boll). Funding

from donors hasin many casesbeen channeled through international NGOSINGOSs)acting as
implementing agencies of pioneering projects. The first private radio station broadcasting after the fall of
the Taliban in September 2001 was established by the FrenchDdGiOde Parole Within the first few
months of 2002, several media NGOs established a presence in Kabul, including the newly formed French
NGOAinaandi KS . NAGA&AK a@OSUGSNI y¢é
IWPR(UK), Media Action International (MAI, Switzerd) and the Baltic Media Center (BMC, Denmark).

In other casesdonor funding has been targeted to private media (e.g. USANXOA EC to the BBC and

o

2 2 NI R

¢ NHza d =

j dzA O

Killid; DFID to the BBC) or other service providers (e.g. USAID to Afghan entrepreneurs, such as Moby
Group)’. Besides donors, international organizatioireluding mainly UNESCO and UNAMA, have played
a(more limited)part in strengthening Afghan media since 2003 and 26&dpectively.

The first years of media assistance must be analgimugwith an understanding that the priority was to
fill in the dbasic needs of the Afghan media landscape. Some institutions had been destroyed under
Taliban rule others had never existed. Programs and achievements in the first five years of media
assistance thusinvolved infrastructure rebuilding, public broadcasting support, training, advisory

services and content building. Media spendiygdonors also played a significant role.

a. Infrastructure

Infrastructure (re)buildindhasincludedfinancial and technical assistance to establish new media actors
or to restructure preexisting institutions thatvere destroyed by years of waFromUSAIDh ¢ L Q &
grant in 2003, Internewsvasactive in establishing a network of independent commumadio stations

across the countrywhichby 2006 had reached a total of 31 statiohNESCO supported print media

including Kabul Weekly and Raomgazine, as well as a range ather media activities through its
support to the Afghan Media and Cultuenter established by Aina in 20082.the first two years of
Afghan media development, a total of over 200 newspapers and magazines, as well as more than 30

AYAGA

® USAID invested $228,000 in building the infrastructure of Arman FM in 2003 and granted $2.5 million for
transmitters and infrastructure to Tolo TV in 2004.
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radio stations and four TV channglgere createdexnihilo. Besides outlets, infrastructure achiements
haveencompassed the creation of private news agencies (suéhAdsvith the support of IWPR), press
distribution networks (such as Nye Express with support flmral NGevelopment and Humatarian
Services for AfghanistanDHSA), radio distrilution networks (such as Taninsupported by
Internews/USAID andhe EC) and journalist associations (Article Feportes Sans Frontiérgs
Infrastructure support has also been targetatigovernment broadcaststhrough the reconstructiorof
destroyed premisesHducational Radio and Televisi®R(TYj and otherinfrastructuresupport BNAand
KabulUniversity) (UNESCO). Donations of broadcast equipment have been confRigh ttansmitters,
for instance, have beegivensignificant support oer the past four years by a range of dondreluding
Japan, India, USAID and France).

Regardinghe regulatory infrastructure Media Law advisory servicedr(cluding draftingand reviewing
legislatior) and the corporatization plan of the RBasupportel by international outletsseeSections A.
1.1and 1.2.

b. Content

The interaction of a new generation of Afghan journalists (some of them returnees from the Diaspora)
with relatively young international media NG@asled to interesting developments in terms of content

in a countrywhich had lost the concept of independent journalism. A number of locally produced
programs could be mentioned herimcludingnationwide news @Good Morning Afghanist@rsupported

by the EGBMC Salam Watandarby Internews) feature programs (e.gdNew Home, New Life
supported by the ECpolitical and social debate (e.g.dYouAre the Judgeé produced by Awaz in 2004
2005),talk shows, locally produced series aawknoAfghan Stag

c. Capacity building

Shortterm training programs on basic journalism skills have also been a key focus of most NGOs
mentioned above, as well as others which have focused on more specific gspadisaswomen
journalistXraining (nstitute for Media, Potly and Civil SocietyPACY or building human resources

for media through longerm support to universities (Sayarthrough the Novice Journalism Training
Programin 2003-2007)

d. Advertisingand campaigns

The sectoR & S O habhded sustainedn grea measure by public outreach and information

campaigns, particularlin relation to@2 4§ SNEAQ NBIAAGNI A2y YR (GKS LINBaA
(2005) elections, as well as throughmpaigns on disarmament, demobilization and rehabilitatiDBR,
vaccinationand counter-narcotics amongmany othes ¢ to hame only the civilian effortonormedia
spendingdefinitely had a majorrole to play inthe survival of many small local media outlets durihg

initial period

e. Trends and lessons learned

Giventhat assistance in Afghanistan targets both independent and governmental media, interesting

trends and lessons have emerged. First, withoau§ on independent media, volume, flexibility of

funding and consistency over several yeddSAID/OTturned into the leading donorto independent

media development in Afghanistan 2002H nnc ® h¢ L Wa Tt SEAthd IBternatdmaRA y I35
Organization for MigrationlQM), hasbeenrevealedasone of the most efficient mechanisnas funding

to media development in AfghanistaiKey strategic advantages here lay imintaining close contact
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with key media stakeholders through regular meetings and roundtables, offering grants to local private
media and ensuring timely money transfers.

However, no all donors demonstrated such flexibility, and not all had the same potential for innovation
or the sameability to react As an example, a massive amount of equipment was donated by the
Japanesegovernment to the Afghan RTA ($Xdillion in digital equipnent), but human resources
challengesijn relation todealing with several hundred government employees, as well as limitations in
the resources dedicated to training Afghan journalists to operate these sophisticated studios, somewhat
hindered the potentiafor improvemensin programquality. Meanwhile, initiative®y numerous foreign
embassies to support RTA, through limited training and support programs, were rarely coordinated and
contributed vernylittle to changes in public programs.

3.2. A turning point insupporting Afghan media: where do we stand?

a. From basic needs of media developmeatthe advent ofStratComsand PsyOps

Thereis general agreementhat media assistance in the counthas beena significant development
success story, especially when séercomparative perspectivelhis hageportedly beenachievedby a
largernumber of donors engaged in supporting the sector than, for instance, in Iraq; by using less than
10% of the money spentin Iraq on media since 20Q2and by a wise policy decision to invest in
independent media as opposed to concentrating eff@islusivelyon reforming staterun media . The

ARSI 2F dqadlNBAy3A¢e 2dzif Sia FNRBY (GKS o0S3IAyyAy3as |
(JohnWest, formerDirector ofInternews), has resulted in success, considering that a number of small
radio stations created with very small amda (less than $20,000 in stanp costs) are still broadcasting

today.

Yetthe current feelingobservedacross a number of Afghan stakeholders working in media (including
representatives from Killid, Nai Supporting Open MediwaNamaChannel 7)]s that a visible change
has occurred in the assistance provided by the international community, including sapeeerease in
financial support and a move away from core funding to independent media towards a form of
assistance that entails support to media components of other projectgasiclaimed that following the
presidential and parliamentary elections 2004 and 2005, the Afghan medsaw amore than 60%
decreasein the cumulative budget from the two main media development actors supporting
independent media (from a total of $3@illion earmarked by the EC and USAID over the years-2002
2006down to $11 million from USAID over 2062013). Unsurprisinglysincethe presidential elections,
funding for public outreach has also decreased massividlis hadeft the impression among medium
sized independent media that international funding to the Afghan medaonly a shoriterm and
agendadriven effort, thereforeis not really reliable for them to build on.

Assessing actual changd Y R2y 2 NB Q T A Y| Ve mkdia is QiffiaGNowingridSlyhiled G 2
access to informationHowever,it is clear that,since the early days of media assistance, changes have
occurredto the pool of actors involved and the functions coveréde media had different needs
initially, but the donors had different interests as well.

Actors involved

On the donor side, USAIDsSII leading effortswith renewed commitment®of a total of $22million in
20102011 (see following sectionThe EC seems to have reduced its contribution significatit EC
operations sectiorwasactively involved irmonitoring and supporting educkt2 y I £  aLJSOda 2 7F
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bSg¢ |1 2YS3E bS¢ ipitlTrénsfdryation pvaceésand news programsjt its Country

Strategy Paper (CSP) currentigs no specific focus on media. Its approach since 2007 has been to

remove its support to the sector alarge, instead integrating it into individual projects (using
approximately 322 2F (G KS LINR2SOGaQ G@HfttSRF dyRAYVY diy@i OLLJIG MI2
Examples of such projects include Security Sector Reform, Human Rights, Elections attdrAgric

On the INGO side, a large number of actors involved since 2002 have continued to support media (e.g.
Internews with Nai Supporting Open Media, Mediothek, IWRRIitional NGOs supporting media have
stepped in (e.gEqual Accesdhe International Foundation for Electoral Systems (IFE&grnational

Media Support (IMS), Media Support SolusgMSS)Press NowA few organizations (such as IMPACS,
BMGC Sayara) have interrupted their media development activitidse approach isstill focusedlargdy

on building the capacities of local media.

Besides numerous trainings programs on a range of topics $seton B2.3), NGO support has

SELI YRSR (26l NRa (KS ONBLIGAZY 2F GYSRAI @fflydSNaé
working and networking space, following a model initially set imAn 2002 in Kabul and eight regional

centers. IWPR, for instance, established a number of such facilities in Helmand, Herat and Mazar;
Mediothek did so in Kunduz, Jalalabad, Khost, Peghg Kabul and recently Mazar. These hubs
represent an innovative initiative in places like Helmantere there used to be no alternative voice to

those of international journalists embedded in the military.

Some NGOs reported that security efforts fouinalists have become an increasingly important aspect
of their work IWPR is currently involved in launching a text messaging preyaath allows journalists
and partnercivil society organizationsthat have received threats or experierttérouble to @nnect
through frontline text messages to a centralized hub of news.

Box2: NGOs supporting media

IWPR has been operating in Afghanistan since 2( IWPR office irMazar-e-Sharif
and is funded by a number of dongrincluding
Norway (approximately 6@0% of funds), Sweden, the
USStateDepartmentand IMS (for the Helmand Medie
Center).Through approximately 25 staff members, pl
a number of freelance journalists spread around tt
country, the NGO aims at supporting het
professionalization of the media, including th
creation of critical and responsible journalism:2 S
support local media outlets until they can stand up c.
0 KSANI 2@sghagd QuSIWER). The establishment of PAN, the first independent
agency irthe country, has been among its past achievements §eton B.3.1).

In the course of the past five yeammajor changesave occurredn its activities The media
center project started in 2008 and has seen the establishment of three ceritetdéelmand,
Herat and Mazar (witl plan to establish more in Kapisa, Farah, Nangarhar and Kibst)NGC
has also seea shift in the focus of its training components, from a universal approach (inclt
government representatives) to one that is targetembre towards university students. IWPR
currently securing funds for new media centers and is discussing the future of existing
including whether they should be handed over to an Afghan entity or universities so
increase their sustainability.
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Among UN agencies, UNESCO is still involved in supporting,rbhetliaas an implementing agency of
extrabudgetary funds from smaller donors and through its regular budget targeted to ERTV and RTA.
LGrfte Aa OdaNNByiGfe GKS YdudgstaryGundsinb\ing movidedr0,800 ! b 9 { / h
grant contribution for support to ERTV in 202011.

'blal! Qa Ay@2t dSYSYyd Ay YSRAL KI dandgig curre@tly hdtcsi®o a A Iy A
the airing of its program on RTA and some advocaytef(e.g. International Day of Peac#) a total of

$20,000 per year. Other UN agencies are engaged in providing support through informational campaigns

on specific issues (e.g. gender and elections).

Additionally, a number of international journalists and project managens played a key role in the
first years of Afghamedia development have remained in Afghanistan and are still contributing today in
different ways to the development of local mediastainability (namelyAwaz, Sayara).

Key functions covered

Infrastructural support is still provided, althoughrnibw encompasses to a greater extent donations for
the upgrading of equipment, such as more powerful antennas and transmitters (e.g. ISAD,U
Internews)®. Internews is still involved in providing its network of over 40 radio stativith at least
three hours of Salam Watandar every daput in many cases content building seems to have shifted
towards ceproduction betweeninternational cdonors and single private outlets. As of August 2010, for
instance, a number of donors, including the EC, are jointly involved in prodiitg20 episodes for
television on the role of policemen in Afghanistan. With respect to state outlets, initiadiree place
for developing the production capacities of ERiid producing audiovisual content for training teachers
on crosscutting themes such as peace and literacy. Training has experienced a move towards mentoring
and inhouse coaching, as well aseasch for a more targeted audience (s&xtion B.2.3). Lastly, given
the evolving regulatory framework, advocacy still plays a significant role acroddatia Law review
LINE OS&aa | yR w¢ laflaublic dlitrefch arel Mdsrmatidnzafmpaigosntinue to take upa
large proportion of donor spending.

Alongside media development across these categories, international efforts supporting media seem
more il 2 KIFI @S NBOSyidte Y2@0SR (26 NRa {iGNIGS3IAO /2YY
Operationsd dt ae hlLJdaé v o

| 2y aORA 2tdedgovérirerit neéds the media perhaps more than the media needs the govegment
(Public Information Officer at an international organization), since Z0@gbassies of a number of
countries including the US, the UK, the Netherlaradsd Canadaas well a3SAF-have been involved in
building thecapacity of media spokpsrsonswithin the Afghan government through the Government
Media and Information Center (GMIC). GMIC is an Af¢ddirorgankation which was established by a
decree of President Karzai. The aim of this body is, with the close support ofradfriem the

1% Specift cases of infrastructural support can be found in the provinteMazare-Sharif for instance, the UN
Development Programmé (b 5t 0 KF a NBOSydte o! LINRE wnmn0 &adzZllll2 NI SR
with equipment (camera, recorders, computeBBVD players) to strengthen its capacities with respect to its weekly
television program broadcast through RTA (Women and Society).

" salam Watandar (Hello Countryman) is a radio station broadcasting and transmitting from Kabul. Internews
supportedsta® y& Ydzad oNRI ROlFad G €SF&ad GKNBS K2dz2NB 2F GKAaA
2 Embassies are generally more involved in stemtn/ad hocsupport to media than respective aid agencies and,

and also in StratComs activities.
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international community (e.g. US embassy representatives), to fill in the gaps between the government
and the publicby providing media and communication services to the government, so as to ensure the
release of professional information. ThiSState Department has reportedly committed $@tllion to
communications and public diplomacy in Afghanistan in 2010.

Box3: The Government Media and Information Center

GMIC was established in 2008 and works across four focus areas:

1. Media Relations andCoordination Unit: inter alia organizes conferences betwedWolC
spokepersons international embasy representatives and ISAF on different top&eg. how to
present DDR to the media;

2. Public Outreachunit: works on traditional means of communication to convey message
the population through billboards, newsletteos smallshura i.e. tribalelder gatherings;

3. Media Monitoring and Analysis: prepares bulletins and reports for the President and

management officials;

4. CapacityBuilding and Training: trains government spokgsrsonsand press officers tc
respond in a timely and professial way to media inquiries. Government media staff memb
(press officers and spokesrsong are the primary focus of this upnibut non-governmental

outlets are also trained. S@& O A2y . ®duHdo F2NJ FdzNIKSNJ RS

PsyOpsefers tostrategiccommunications activitieaimed exclusively at Afghans, as opposed to media
effort aimed at the international community. This terminology is essentially used by the militaey.
foreign military PsyOps effomcludes funding of progranming and public service announcements with

the aim of fighting insurgents, as well as information campaigns on a range of issues (e.g. how to behave
around checkpoints and convoys, countercotics campaigning)

b.

GhdNJ SySye A& (GKS & yéHANH IB6@a KfSrd Ofce aNA T S A

Reintegration, Resources and Detainee Operations, ISAF)

I ySg o0lFGOK 2F YSRALlF &adzZLJLI2NIY | {!L5Qa ¥Fdzida2NE 1

In June 2010, { ! L BQcalled for applications for the Afghanistan Media Development and
EmpowermentProject (AMDEP). This is a eyear project with a budget of $2aillion that aims at
FRRNBaaAy3 1Se 3JlLlA Ay ! FIAKFyAadlryQa YSRAIFI: RS@St 2
support to regional broadcast media through the creation of statiomsl @raining centers; the
establishment of multimedia production centers to foster access to regional information and training;
support to media advocacy and literacy through the consolidation of existing associations and the
creation of new networks; ass@nce to broadcasters through further expansion of capacities; assistance

to ministries in the regulation of the media sect@nd expansion of mobile phones services for news

and information (Mobile Khabar). The closing date for applications was July &@lLthe project is

expected to commence in October 2010.

4.

Other factors: geography and security

Besides political, legislativand donor-related factors affecting the media landscape in the country, an
additional set of variables must be considered.

Broadcast medighaverather fragmented coveragewingi 2 G KS 02 dzy (i NB Q&
supply, the urbarrural divide and the security situation in specific areas. Mountainous areas represent a
considerable barrier to the outreach of terrestriantennasApart froma few radio stations that can be

GSNNY Ay X
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heard on AM across the country (e.g. Radio Afghanistas,BBC), the broadcast coverage of radio
stations varies considerably depending on the nature of the terrAlthough limited electricity isof
course a key constraint in penetration of television, it can also represent a batoighe regular
operation of outlets, affecting their listenership/viewership levels and, in the long run, the maintenance
of their equipment (seeSection B.2.1). Insegity also can affect the development of the media
landscape, leaving rural, remote and insecure aiagerticular without coveragesomedistricts receive

only local military radio and very limited or no terrestrial television coverage (e.g. Gafhdarand),
Soubi (Kabu), Sarkan{Kunaj) and Saydaba{Wardak.

The development of print media is extensively hindered by dermsdd constraintsincluding very low

literacy rates (approximately 30% of men and 15% of women), especially in provinces dughistan,

Farah and Gho©ther factors that must be borne in mind aréetlimited profits that can be made from
aStftAy3a ySgall LINEH t AR YI AISIyA YISy SiNd 1Sa alings Ay Oz
print is more a way to advertise the othproducts that we sell in our shops since the press tends to

attract customers on a regular bagisbookstore owner inKhostprovince; the scarce incentives for

distributors of printed press to reach more remote arpasd insecurity which makes distribution to

southern and southeast provinces particularly constrairei makes the population uncomfortable

holding a newspaper.

Similar challenges affect the full development of théormation and communications technologhC{)
secta and therefore internef’. An insecure environment is especially hampering the optic fiber plan to
ensure quickKCTservices at low prices, limiting internet users ahillion, according to ATRA. The project
was expected to be completed in two years (imavstarted in 2006 Yyut the optic cables are currently in
place in some areas onlyith significant sections incompletewingto regional fighting (e.g. Ghazand
Kandahar seeSctionB.1. belowy

The environment (regulatory, political, donoelated) shapes the media landscape and the thiat

media outlets have in AfghanistaAlthough efforts are currently in place towards producing a sound

piece of media legislation, the issue is inevitably also &imidbne Strengtheninghe independence of

media reliesnot onlyon an effective law but also on the willingness to apply it. A functionally conducive

media environment hence entails an infrastructure of impartial courts, legislatures egaators to

Sy T2NDS ¢ kad bethel bestMediad awdf the government is fair or the worst if tigevernment

is very conservativelQa | YIFGGSNI 2F AYyOGSNIINBGlFIGAZ2Y YR | 02Y"
(AwaNama/Channel 7)

Lack of independence, the different forms of pregsthis can entail and increased insecurity levels
across the country are factors that seem to be hampering considerably the role of media as an effective
counter power At the donor level, there alsseems to be a need for focusing on outcomes of projects
(i.e. assessing the extent to which the standard of journalism and the fairness of regulatory decisions are
improved), as opposed to mere outputs (such as number of trainings conducted, broadcast equipment
donated or number of laws reviewed).

% The telecommuniations sector has experienced important achievements. Mobile phone operators cover 80% of
NEAARSYGALFIET IINBlILa yR GKS NBYIFIAYAY3 wmx: INBE OdzZNNBy it e
2T ySg (2008 (SWR ¢ a ik Yoprdidhing MiérBet, publiB phéne and satellite phone access). As

of July 2010, there was an open bidding process for the setup of 103 towers, in addition to the current 3,600.
Remaining challenges include: limited incentives for mobile phone operatarsatth poor areas owing to poor
revenues; lack of good roads; a mountainous and landlocked terrain; irregular power supply; harsh weather
conditions in winter and in specific areas of the country; and insecurity.
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B. Themedia ndustry

This section addresses the media as an industry. A acddam approach that investigates key subsectors
(infrastructure and equipment, human capacity, content provision, media outletsadrdrtising allows
for a comprehensive examination of tisector and an estimation of its size.

1. Infrastructure and equipment

Infrastructure is both shared with other outletd(i F A f 2 NBR (2 2dzif SGaQ &aLISOATFA
through the types of resources that are commonly used and the basic equipraéats rely on.

1.1. Common infrastructure and resources

hdzif SGa akKFINB | ydzYoSNI 2F aKIFNRE FYyR aaz2fie NBaz2c
broadcast antennas and frequency space for broadcast m&adfafactors are related to the outlelevel
regulatory framework.

a. Electricity

Despite existing efforts to address gaps (including imports from Uzbekistan and neighboring countries,
construction of power plants with help from the international community), electricity remains
inconsistent acrosthe country (less than 15% of the total population has acceggitbelectricity) and

2LISNI GAy3 3ISYSNIdG2NBR AyS@Aaidlofte YI1S dzJ I O2y&aARS!H

b. Internet

The location of an outlet generally determines the presence of internet facilities. Internet in Afghanistan

is currently provided by over 20 small and medium #iternet service providersl$P3¥ connecting to
expensive satellite links from other countrié&emote areas generally have an access point to the District
Communication Network (DCN), which provides communication facilities (including internet as well as
telephone connections) to government representatives and the general public for a smalhéeepiic

fiber project which includesa plan to set up a 3,200k#iong internet backbone across the country (on

the route pastKabul, Kandahar, Herand Mazar andthen off to Tajikistan, Uzbekistan and Pakistan) is
moving slower than expected and is so far connecting only Kabul, Parwan, Mazar, Faryab and Badghis
(seeZction A.4). With this in place, providers will supposedly lease the optic cables and the speed and

price of the connection will reduce considerably BaratBuilding, Mazare-Sharif
(ATRA reports that the cost has already halved whel f
this is in place, from $0.12er secondo $0.06). As of |
July 2010a tender process was being prepared for 1 ‘TT

issuing WIMAX licenses, which is expected to pa\
the wayfor more comprehensive internet provision.

c. Location of broadcast antenna repeaters

Specific locationsare prioritized spots for placing
antennas.TVHill in Kabul and Matutill in Khost are
the favored spots for the location of terrestrial
antenrmas in these cities, shared by almost all
broadcasters. The Bar8uilding inMazare-Sharifis favored by a large number of local outlet managers,
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given the height of the building arttie availability ofa regular electricity supply. Furthermore, pooling
of resourceshas become @ommonstrategy, with new towers built onflelevisionHill in Kabulshared
among three different outlets.

d. Frequency space

Fequencies are a scarce resourte June 2010ATRA, the independent authority within the Ministry of
Communications andInformation TechnologyMCIT), which is also in charge of issuing frequency
permits to radio and television stations, officiathn out of frequencies to assign to newly established
outlets in Kabul. As of July 2Q1i0 had reportedly issued 60 television frequencies and 41 FM radio
frequencies. This implies that anyone who is planning to set up a new broadcasting outlet in the
O2dzy GNBEQa OF LIAGLI € g At KFEgS G2 o1 AG FTesédllnlike NB @2 | S
countries in the West, there is currently no plan in placet in placedigital television, a trend which
could have increasa the limited terrestrial spectrum available. The spectrum of frequendealso
limited at listener levelThe mos common band used is 87#H8.0 MHzin Japan it is #®0MHz, so
Japanese receivers (present in some canported directly from Japan) do not have access to
frequencies above 90 MHz.

e. Satellite and cable

All large television networks in Afghanistan ndoadcast on satelliteEutelsat is a proven satellite
transponder for the Afghan markeTolo TV, for instance, transmits on EutelS&ESAT.Zlhismakes it
possible totransmit television (and radio) channels from the uplink to the surface of the eartth is
leased from the administrator of the satellit®ur research suggests thsatellite is more common than
cable television (18%evsus 3%), although in major cities this trend does not always hold Birce
2004, Kabuhas beenhome to the Associaton of Cable Networks (Itihadiae-Cable Hae-Afghanistan),
which gathers a total of 118 cable providers in the country. Only 90 of them are reportedly currently
active'. Besides Kabulvhich has 21 providet§ cable providers are present in Herdazare-Sharif
Jalalabad, Badakhshan, Kunduz, Faryab, HPulinri and Badghis. Increased insecurity has led to the
closure of cable providers in Khost, Ghazni, Nimroz and Bagitanlimited capacityhasled to the
closure of cabl@roviders in Takhgprovince.

f. Printing presses

Governmentnewspapers and magazines generally use their own printing presses. Azadi Printing Press (in
Microrayan areaof Kabul) serves the needs of the four major government newspapers (Anis, Islah,
Hewad andThe Kabul Times). Private outlets generally outsource printing services and rely on several
presses located in cities (e.g. Sultani, Bahir, Ahamdi, Nedbrasd Fajer in Kabul). Pursuing lower
printing prices carsome lead local newspaper and magazinesprint in neighboring countriesfFor
Jalalabad, for instance, printing often takes place across the border in Pakidgtare unit costs are

$0.30 percopyagainst $0.6, and color printing presses are also more common. The effsttiveness

of this isreduced by the need to pay chargek0(®@ per copy) to customs on the copies shipped back
from Pakistan.

* The government has not provided networkstiwa license to operate, although they are registered at the
Ministry of Justice.
®Fora total of 87,100 active connections (covering an estimated 435,500 people).

Altai Consulting Page37



Afghan Medidn 2010 Synthesis Report

g. Distribution facilities for print

Public press is distributed by an office within the MpWwhereas
large-scale distribution of private print takes place through onej
distributor, Nye Express. This is an organization that falls unds
the administration of the NGO DHSA, amainly ships printed
press from Kabul to all provinces through its nine zonal office
(Kabul, Herat, Bamyan, KandahaMazare-Sharif Khost,
Jalalabad, Ghazni and Priiumri). It used to distribute only two
magazines back in 2002 (Killid and Mursal),lag now reached
a total of 50, including nostate publications outside the DHSA
group (e.g. Sada-Azadi newspaper)Along withother products
such as mobile phone recharge cards and media content (audi
video), this initially challenging initiativlasturned into a sustainable activity. Within each province,
districts are then covered through informal networks of distributors, stgh®(fas), carts karachig, and
local shops. In some citieghe municipality has imposed the reduction of the numbergbiorfas and
karachisowing to traffic obstruction S, with the exceptions of ZurmgPaktya), Kishim (Badakhshan),
Chak (Wardak), where kiosks ardarachisare used, within most districts Nye generally operates only
through local shops. Contractual argements regulating unsold copies between outlets and Nye differ;
no financial information was disclosed in this respect.

Nye Express dice in Herat

For financial and monitoring reasgnsome outlets do not rely on Nye Express and set up their own
informal distribution network of hakers and acquaintances. In these casistribution makes up for a
YAY2NI LI NI 2F +y 2dzit SGQ& (2, whidh caf EepdSehR2bMdoNaha o6 | &
2dzit SGQa 0dzRISGO D

h. The licensing process

MoIC and ATRA are key bodies in the prooésetting up a new outlefThe rapid growth in the number
of mediasuggests nanajor regulatory constraints. Yet outlet managers repdrthat setting up a radio
or a television station in Afghanistan remains difficult and time consuming. Connecticawer ircles
represents a keywiling mechanisr throughout the lengthy procedurewhich includes obtaining a
broadcasting license from the Broadcasting Committee for Radio and Television withif® iadiCa
frequency assignment from ATR@neoutlet manage in Kabul reported it héitaken him three years to
set up his newly established television channel (Channel 7/Haft TV)awdHditional barrietbeingthe
risk of losing the frequency license froT RAf the broadcast license is not obtained quicklyagh.

Besides lengthy procedures, costs can represent a significant barrier to the establishment of an outlet.
The cost of starting a radio station can range from approximately $1,000 (for third degree provinces), to
$2,000 (second degree provinces), t8,80 (first degree provinces), to be paid MCIT Similarly,
television channels also pay according to the position of the province within a classification in degrees,
with a television station in a first degree province paying roughly $5,000. Addltiofralquency licenses

and taxation must be paid on a yearly basisM€ITand the Afghanistaninvestment Support Agency
(AISA (if the outlet is a private company), depending on the degree of the proyitiees basically
NB3IFNRf Saa 27F clikdion,2sus]dr Seletu@ (ad auSrayk $34000 per year). \Tdss

1% Its release is conditional on at least three years of work experience and a univergityedior the outlet
manager and proof of sources of funding.
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frequently mentioned as a significant barri¢éo the sustainability of local outlets and an issue that the
central government seems to neglect.

Print outlets also require registration atd¥C.Fees are much lowetut there arealsogenerallyfewer
incentives for the owner of a newspaper or a magazine to register than for broadcast media.

Box4: The Ministry of Information and Culture

MolIC has a broad mandate, which includés drectorates in charge of media, and emplo
approximately 4,50Gtaff (approximately half ofvhom are employed in these directorates).
controls the governmentun RTA, four major newspapers in Kabul (AnlahjsHewadand The
Kabul Timesand over 70 smaller publications across the country, one news ag@&ig @nd
one directorate with the responsibility of publishing books.

It is also responsible for issuing broadcasting licenses to radio and televisitons
Interestingly, our figuresn existing outlets in Afghanistan do not match with the official list
outlets registered at MolGvhich indicates 31 television channelsd 80 radio stations. Mo{Z
list includesonly private outlets; however, everiaking RTA into consideration (hence ¢
additional 34 television channels and 34 radio statiprifle MolC total is a significani
underestimation of the total number of Afghan media. Reasons for this include diffgirt
keeping up with the developmer2 ¥ (G KS &SOG2NJ 2y G(G(KS 3I2@S
f AYAGSR AyOSyiA@Saside2 NBEIAAGSNI 2y GKS 2d;

1.2. Equipment

This section looks into the equipment needs of outlets and the main actors involved in addressing them.

a. Supply of equipment andervices

The broadcasting engineering sector in Afghanistan is concentrd@itenl companieservethe needs of
broadcast media (as authorized dealers of over 20 foreign compariieserge Media Communication
(EMC) created i2005 and owned byr. FahimAtal; and Afghanistan Broadcasting Engineering (ABE),
established in 2006 bivr. Nasir Totakhtf. Emerge and ABE provide a full range of services to radio
stations and television channels, including support throughout the
legal registration of outlets, supply of equipment and technical
assistance. The former currently serves 30 FM radio stations al
three television channels, whereas the latter has a larger pool
clients, intuding over 100 local/communitjased radio stations
from all over the country (90% from outside Kabul) dind to six
television stations, mostly based in K#u

Television studio (Arezo TV)

In addition to these companies, there is a very small and ne
network of resellers. The Indian company Bisail and the Irani

" These are companies authorized by MCIT and AISA. Emerge is the authorized dealer of CTE Digital Broadcasting
(Bologna, Italy) and BW UK (London, UK); ABE is the authorized dealer of over 23 foreign companies (such as BW
UK, Elenos lItaly, ABE Italy, BE \¢8A.

BryiAt wnndT !.90a OfASyida sSNB YrAyfteée NIRAZ adliAzya
is currently more balanced between radio stations and television channels.
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Takta used to bénvolved in this businesdut are no longer operating in the country, reportedly for
financial reasons. Moby Group has its own supplier of broadcast products (AffjRmwhich serves the
needs of Tolo Te¥ndLemar and Arman FM, while offering service®ther outlets as well.

Some outlets(a few inHerat, for example)prefer purchasing broadcast equipmeint other ways for
instance online from the UK or by arranging shipment of a transmitter from Germany.

Suppliers of broadcast equipment also provide technical
assistance, which is not limited to the provision of service
maintenance on items purchased by clientSBE offers
G§SOKYAOFf AyadzaNIyOS LI O1F3aSa Ay
FANJ &aSNIAOS anierigyiithel qlick &repdir ofd dzl NJ
broken equipment. Emerge offers technical assistance to
Internewssupported radio stations.

Radio station studio (Barat)

Suppliers of printing presses do not represent a significant
business in the country (from a media sector standpoint),
and a few printmedia outlets havetheir own printing
facilities.

b. Equipment needs

Broadcast equipment can generallpe classified ito three A transmitter for atelevision channel
categories: construction material (e.g. design and building cfg (Heral TV
television studio, soungbroofing, etc.); production technology (e.g.
computers, servers, editing rooms, news roQm@ie.); and broadcast
operation technology (i.e. technology for goiog air).

The most pressing of needs incledproduction and broadcast
operation packages (e.g. transmitters, cables, antennas). Equippin
radio station or a television channel in Afghanistan cast eanything 8
from $5,000 to $10 millionand prices of ingle pieces can vary R

significantly. An average 300W transmitter, for instance, costs $61b@8e cangenerallybe found in
stock in the countryas withalmost any other item below $20,000. An average AM transmitter costs
approximately $500,000 and, &sth television transmitters, requiread hocorders sincetheseneed in
factory configuration. A satellite TV feasibility studwdnithern Afghanistan conducted in 2008 (A5
suggested that investments in satellite equipment to allow for a TV chaorggd on satellite can easily
reach $600,000.This figure would include satellite transponder and engineering tmsastotal of
$400,000 per yearand uplinkdownlink equipment (e.g. uplink and downlink dishes, a satellite encoder
and decoder, demodulators and amplifier) a total of $235,000.

Construction and design of studios (e.g. portable studios that can be dismantled when the outlet
change location)are less commonly providedand are generally limited to television channels, since
radio stations arausuallyestablished in a more informal manner. Studio equipment (i.e. cameras, video
mixers, audio mixersyideotape recordersplay out staibns) is also generally available on the local
market or bought by outlets in Dubai.
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Basic printing needs for a print outlet that doest outsource printing includa single and double color
press, an image setter and a cutting machine. The price sfetpiipment costs approximately $100,000
(in Pakistan, where prices are reportedly relatively cheaper).

G¢KS YIEN] SO A& tdihe AbéanSe banweNdzhehp &uipment and
lj dzl f(ABEp ¢

2. Human capacity/resources

The nedia is a very young indugt in Afghanistan. Workerare in a sectorwith no institutional
knowledgepassed on from the previous generatiaagthe boosted capacities of medactorsmust be
considered an accomplishment. Yet thereaixonsensu@mong outlet managersn the existerce of
major gaps that need to be filled.

2.1. Technicians and managers

Sme media stakeholders referred to an increasingiifesk media workforce, comprisirg generation of
technicians and broadcasters which was not present in 2@%eKroster of employablecamera
operatorsand editors is significantly better trained than befgrdwa3. Howevertechnical capacity in

the country is still very low, with a significant lack of professionally trained employees in broadcast
engineering.Thisis an issue, advroadcast outlets regularly facenaintenance problems and damage
GTechnical problems with broadcast equipment are recurrent, yet there seems to be no solidarity among
outlets in terms of addressing them. It is as if we all have to go through the same egparimhmake

our own mistakes. Nor is thegevernmentsupport providedn this respect AweNama/Channel Y.

Therelatively poor markehelpsexplain such problems, bgb dofrequent power cuts and instability of
electricity, which damage equipment (mostly transmitters), alongside lack of knowlesigbow to
correctly operateequipment @Most technicians do not speak or read English and thislezah to the
obsolescence of the equipment /).9Technical infrastructure is boilg abroad and requires
configuration to work in Afghanistan, which represents an additional need for technical assistance.

With some exceptions, outlets do not generally have the capacity to address equipment dysfunctions
often, technicians are called from outside, even abroad. Alternatively, damaged equipnegrie sent
abroad, with detrimental effectfor broadcasting if delaysccurin returning the repaired equipment.

To a more limited degree, skills in financial managemdptg. QuickBooks, early audits), marketing,
human resources (for a greater focus on job descriptions, standard employment contracts) and proposal
writing and development of business plansre mentioned as limitor the current media workforce

2.2. Journaligs

a. A lively and competitive market

I LINPFSaarazy GKIFG LIS2LX S & yi

GW2dzNY It A&aY Aad y26
& 6SNB GSNE NBALEB&DIWEKRY) Y26 AGQa 22 dzN

2
journalists. PreviouslyLJ2 S (i S

Journalism has gaineth popularity across the country, and itsocial position has been raised
considerably. Estimating the total number of journalists in Afghanistan is a challgimgathat most of

Altai Consulting Page41



Afghan Medidn 2010 Synthesis Report

them work for a number of outlets or organizations simultaneousiyen when hey are employed full

time by one outlet, they do not necessarily work fithe in these capacitiednternational outletssuch

as Azadi or VOgeemto employmainlyfreelancers the BBC employs 35 fdime journalists only. The
importance that journaBm has acquired as a profession is, however, vighreugh the number of
journalists who are reportedly hired as such by single outlets across the country. RTA, focanstan
employs as many as 140 ftithe journalists; single television channalschas Yak T\or Ariana may
employ between 40 and 60; private provincial television and radio networks such as Sharq in Jalalabad
number 25. The PAN news agency employs 485ifiodl journalists (in Kabul and in the provinces) and 15
freelancers in Afghanistamd abroad. .

The number of journalism students enrolled in universities represents further evidence afrtivisng
popularity. There are an estimated 2,000 journalism students enroitethe cities of Kabul, Herat,
Mazare-Sharif Khost and Kapisa. Kakand Khost are the only universities in the country with a Faculty
of Journalismthe three other universities mentioned offer journalism courses within their respective
Departments oflournalism (which belong to the Faculty of Literature).

Departmens of Journalismoffer less extensive coverage and practical experience thacultes of
Journalism Departments of Journalism do not usually offer thmossibility of specializing in
radio/TV/print, and do not often offer the opportunityor requiretheir students to perform internships
for practical experience at media outlesdditionally, a few private universities offer journalism studies.

Students at theDepartmentof Journalism
University ofMazare-Sharif
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Box5: The Facultyf Journalism in Kabul

The Faculty of Journalism at Kabul University was established in 1985 and is currently he
Mr. WaheedGharmal. The faculty enrolls 500 students (30%vlodém are female) following ¢
very competitive selection process. The number of studémyisgto enroll increases every yese
yet, owingto a shortage of funds and facilities, no more than the current number cat
accepted.

University library

A total of 19 professors teach over a four
year program, which includes genere
subjects in the first two years and a mor
specialized track starting from the thigebar

(with the option of specializing in radio
television or print). Radio and television ar
more pular specializations, although there
is reportedly no significant imbalance witt
print. During their fourth year, students
intern over a threemonth period to gain
practical experience.

A library with approximately 3,000 books in Dari, Pashto and BEnsgis/es the needs of th
Facultiesof Literature and of JournalisnHowever, the use of textbooks is not as common
lecture notes prepared by professors. Occasionally, books (from Iran) are used to bq
lectures. Supervising the curriculum and theterals used are priorities for the Head of tk
Facultyof Journalismwho reports thatt ! F G SNJ o n , itdsSiudiabto cAeEthedextedd to
g KAOK GKS YI S NXhefFacultioNBurnalidplangto paitnérSvithéa foreigr
university b assess and update both curriculum and printed materials.

Sadae-Pohantun (Voice of the University) is a radio station that was established by the F
Cultural CenterBroadcasting was interrupted after only one year of actibity it is expected to
start broadcasting again soowijth support from the German Development Service (DED).

has also been involved in a-nonth projectto supporta university magazine. These represg
complementary options for students to gain practicatperience. There are currently 1
exchange programs in place that allow for students to study abroad.

The increasing popularity of the profession within Afghan so@eatythe steady increase in the number
of outlets and training opportunities for those in the field have contributedvaods generating a
O2yaARSNI OGS |Y2dzyi TBefmarkef G SNY I O2YLISGAGA2Yy ® 4
is working; people leave their jobs to move from one outle e adaeJawansudio
to an2 ( K @okiic Information Officer at an international SESSESEEEESE v msw" L4
organization). Indeed, retaining human resourcess Youth voice | R0 u.m'.m.ﬂ[smﬂ\lt lll'
mentioned by a number of outlets as one of the biggest® !
challenges they facaiThere is no labor lawmplying no
protection for either the employeer the employer: an ¥ T i TR 4. e
employee can be firedor no reason and a trained
SyLX 2eSS Oly €SI @S I yR(N@meN
+ OWith 9b many people starting a television station,
salaries are more and more competitive and man
employeesvho have beertrained by us leave to work for
2 dzNJ O 2 Y (N8dgdATW)2 NA ¢
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As in any other sector, highsalariesare a strong incentivdor movement across outlefssometimes
leading to high staff turnoveAt one end of the spectrum, Kabbhsed, international outlets such as the
BBC can pay a few thousand dollars per month for very experienced and fluent Epghdtng
journalists. At the other end, the weakest local outletahich areoften struggling to stive (mostly
newspapers and magazines, some community radio stations), might pagdspeér month or employ
trainees, university students or voluntary staff. Salaries in governmental outlets are also generally not
competitive, with journalists earning oni$50 per month. In between these two extremes, journalists
can be paid anything from4®0 to $1,200 per month.

b. Journalistic challenges

Despite a growing and competitive environment, journalism is affected by a number of constraints
Journalistanterviewed convegd similar frustrationswhen asked about the key challenges they thce

Lack of independence, censorship and insecurity (mentioned above in Section A), but also a still rather
limited set of skills and limited solidarjtwere pointed out as amonghe most important obstacles to

their profession and to the rolthe media is expected tplay.

Reporting is currently focusediostly on numbers of casualties, with journalists prioritizing these
numbers as opposed to engagipgoactivelyin investigatve researchoBasic reporting is good, what is

poor is the capacity to produce quality feature stories on corruption, economic, banking or agricultural

Ay @SaltpPAN)GW2 ANy I t Aada 2dzald 6FAdG F2N) I OOARSyGa G2
mudk NI & S| NORVPR Hdra)d 2y ¢

There are mtworking opportunitiesin the journalisn community. There are a number of journali€2s
associations in Afghanistamwith branches in major cities across the countamong whichare the
already mentionedAlJA, ANJ@nd the South AsiarFree MediaAssociation (SAVIA)™. Additionally,
NGOs supporting media offer alternative platforms to interawtluding media centers and press clubs,
such as the ones organized by Nai Supporting Open Media and theman Rigts Independent
Commission. However, theseem to strugglg¢o provide incentives for journalists to gathdogether,
reflecting the rather limited unity that exists within the journatisommunity at large. Indeed, on only
rare occasions havenedia outletsspoken up as one voic&his occurredfor example when the
government decided (after the ShabfNaw blasts in Kabul in February 201®)imit the live broadcast
of an attack and kidnappings of journalists.

Strong political and ethnic affiliatiorsccount at least in part for this limitgdurnalist solidarity without
which the mediais very vulnerable to externalnfluenced Joarnalists all have different political
affiliations and do not feel free to talk openly about matters affecting themivad IV/Azad\fghan).

G ¢ msdiaKl @S adAft y20 Gdz2NYSR Aylhegard sfill naty & G A Gdzi A2y A\
contributing to the values of democracy and freedom of expressite; media could all
vanish ovenight if the political situation turns upside dené (AwaNama/Channel 7)

1 On September 6, 2010, the Deputy of ANJU, MrSayed Hsood, was killed in Kabul. At the time of writing,
investigations into the incident were ongoing.
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2.3. Training centers and institutions

! FAKEFyAadly Aa 2yS 2F (GKS YvYzaid GNIXAYSR O2dzy i NI
(Internews)

Training opportunities for media outlets in Afghanistan abouarttt NGO training progranis particular
outnumber the rest. Nai Supporting Open Media, Mediothek, IWPR, Equal Access, IMS, MSS, IFES and
Press Now are among those currently involved in this field. Courses genargky journalistsmuch

more than nonreditorial staffand areshort in term (one to two weeks)Topics cover anything from
principlesof journalismto peace and war reporting, investigative journalism, safety training, election
reporting, media law trainingndvideo journalism.

Curricula are generally both theoretical and practical ,aimd A training session organized by Nai
some caseghe mentoring processhat accompanies them can Supporting Open Medi

lead to a published report and national or international
syndication (e.g. IWPR). Training programs are also organized;
international outlets such as the BBC and Deutsche Wellaeor
conducted inrhouse. Individual outlets have stad to realize
the importance of investing icapacity buildingand some also
have set up their own internal training facilities (Shamshad T
Setarae-Sahar radia)

Recently, GMIC started holding a wide range of regular cours.<
which also target norgovernment media actors (seBox 6). Privatejournalismcenters have also been
created in major cities, offering lorigrm courses that have started to compete with universities.

Box6: The Training Unit at the Government Media ahaformation Center

D a L / Gapacity Building and Training Unit has since 2009 been training governmen
spokepersonsand press officers to respond in a timely and professional way to media ingu
GMIC haslsorapidly stepped beyond this role and stadt training journalists as welDealing
with the two objectives in one place, that iachieving bettergovernment communication an
improving journalism capacitgtrikes many observers as inappropriate.

Afghan and international trainers have trainedogal of 600 people so far, including at least o
government spokgsersons from each province, ministerial staff and journalists from
independent media outlets as well (e.g. BBEZAN Tolo, Ariana etc., which make up
approximately 20% of the total numbef trainees).

Qoursesincludemedialegislation ethics, press conferences, interviegand benginterviewed,
press releases, constitutional law, theory of communication, photography, videography, e
etc. The idea is also to establish courseattcan create new interest among journalists, 1
exclusively warelated, for example courses on environmental issues.

Training includes short courses (for government sgpkeson3 or longerterm courses gix to
eight weeks) for journalists and press officers. The selection process is very transp
invitations are sent out to all outlets, and tiselectioncriteria are generally consistent with thg¢
backgroundand experiencef the potential trainee and the courseffered.

The trainingis currently aimed at professionajournalism staff,but GMIC plans to target
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inexperienced traineesn the near future and eventuallfo establish a mass communicatid
institute so as to create a certificate program, a diploma paogrand possibly a Bachel
program as well.

Althoughthey haveuntil now focused onworking professionalsyaining centers have started to realize
the needto targetinexperienced studentas well IWPR, for instance, has recently launched trainings for
universityjournalismstudents in Kabul and will shortly launch sessions in Masair Supporting Open
Media is planning to set up institutes for professional journaligya seen inBox 6above, GMIC is
working onthis as wellSome NGOs have also recently been pushing traditional training boundaries even
further. Internews and Nai have been involved since 2010 in organizindblwghing training for youth,
even in remote areas like Badakhshan. Tigtoa mobile radio station in Bamyan provifitéPress Now
has been training students froBamyan Y A @ S NDepaiindef f Journalism and increasing the
capacity of communities to make their voices heafdaining centers are now considering broadening
the topics they coverto include how to report orfood security, environment, good governance, human
rights, basic health messages, education, family conflict and geratedviolence

Journalists make up a significant part of the human resources of thesindfesearch indicatearound

50% of total staff at radio stations and 30% at television stations and print outisitsiough more
focused journalism training iBecessary technical and managerial training is also importerejning
efforts seem to lave neglected thisThere are no professional courses at higher educational ,lavel

only Internews appears to be regularly engaged in providing technical courses (covering equipment
installation, maintenance and mentoring) across the 42 radio statigtignts network.

Tablel: Key actors conducting trainings for media in Afghanistan
NGOs | Equal Access
Mediothek
International Foundation for Electoral Systems
International Media Support
Internews/Nai Supporting Opédviedia
Institute for War and Peace Reporting
Media Support Solution
Press Now
Other | BBC
Deutsche Welle
Government Media and Information Center
In-house mentoring/coaching
Journalism centers

3.  Contentproduction and distribution

Content production for media outletsicludes three main functionsnews feeds, radio an@Vprogram
production and production for communication/advertisinglthough agrowing number of specialized
companies fulfill these functions, there is a common tencly tointegrate them within the media outlet
or the advertiserwhereas news agencidgpically generatsmewsfeeds media outlets create their own;
the majority of programs broadcast on radio and television are producdtbuse bythe channels
which often create their own production companye(g. AwaNama for GMA/Channel 7, Kabofoa

P4 ¢ NHzO1 wl RA 2 . linstalledyhéa Swiss ariny tdjakreated &ayjoint project of the University of
Banyan Foundation anthe Dutch media NGBress Now.
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Moby Group; despite a good number of communication agencies (see section 5 below), many
advertisers produce their own spots.§. Etisalat, MTN, Maiwand Bank, Kabul Bank

3.1. News agencies

There are overll news agencies in the country, most of
them based in Kabuthe government agencyBakhtar and

private ones such as PAN, Roz, Hindu Kush, Wact an
Afghan Islamic Press (based in Pakistan).

Provincial office oBNA
- AN

BNAplays anarrow role in the country news feeds. With
its main office located withinMoIC in Kabul, BNA is |
currently directed by MrNabiPakteenaformer presener |
on RTA (since June 2010), and employs approximately 1}
people across Kabul arttie provinces. Provincial offices
generally employ four peopjéncluding one manager, two
journalists and one techniciaf.hrough different sources
of information (e.g. the MolC officgolice contacts, education and development departments, general
events takingplace in each city), the role of provincial offices is to provide information to headquarters
and local government outlets. Interaction with private local outlets is minimal.

Independent mws agencies should be of great valueniedia outlets that have limited human and
financial resources, for which security, journalism skills, travelling costs and equipment can be important
challenges. However, with the exception of P@&Ke Box 7)few outlets acknowledge they are actually
using news agenci€feeds.Whether tis lack of interestelates tothe perceived qualityr orientation

of the newsfeeds, théopics covered or the lack afhabit of working with news agencies is unclear.

News in the country seems to be fdargely by repmocessing information found omariouswebsites

(outlets do not necessarily try to access the initial source of newdpeneratedo & 'y 2dzif S Q&
of local reportersand contactspread across the country. The use of foreign neveneigs (e.g. Reats,

AP, Shintva) is generally limited.

Box7: Pajhwok Afghan News

Pajhwok ¢Echoé or dReflectiore in English Afghan News is the leading news agency
Afghanistan. It was established in 20égla project ofWPRsupported by USAlQvith the aim of
providing Afghans with access to information and awarermestheir rights after over 30 year
of war. It is fundedpartly by the Open Society Institut@OSI)(20%) and USAID (18%); ne
selling, subscriptions andadvettising cover the rest of the costs, which account f
approximately$60,000 per month.

Under the current direction ofir. Aziz Danish, it is engaged in reporting and photo/audio/vi
production in Dari and Pashto languages equally (approximately hiedhformation is alsg
translated into English). There is no other news agency with such extensive news co
Newsis provided by a network of 45 reporters spread across the country and 15 free
journalists working abroad (out of a total of 1p2opleemployed, including 13 editors coveri
different desks and 37 monitors). Even international news agencies reportedly pick
considerable amount of information from PAN. International news is coverigdsifelated to
Afghanistan, e.g. Afghanfrggees in Pakistan, Al Qaeda, President Karzai in thett)S
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PAN subscribers include 13 national and : PANarticle
international newspapers (print is equivalen
to approximately 40% of all subscriptions
60 national and 10 international radic
stations (representing 30% of the total), 1
television channels (15% of the total) an
websites (15% of the total). The price of on
subscription amounts to $36800 per
month. Alongside subscriptions of medi
outlets, PAN has over 90,000 readers p
month and sends out press releases to £
clients in Kabul (including embassies, NG
and research organizations).

PANwas a pioneer in developing policy for media coverage during gresidential electiong
(producing over 600 balanced reports on electioagd has stood out for its investigatiy
journalism capacitywhich led toit denouncing cases of mistreatment of chéd (in Kunduz in
2009) and power abusén(Daykundin 2010).

3.2. Production companies

Radio and television production is a concentratet highly integrated sector. Besides media outlets,
there are only a handful of radio and television producers in the country, with some being spin
offs/annexesof outlets and very few cases of established autonomous producers. Indaédid, and
televisin stations seem to produca relatively large proportion of conteribternally. This does not
imply that outlets themselves are necessarily extensively involved in producing highy qaad
innovative programmingsge Section §. With some exceptions, olgts do not generally have very
strong capacities in this regard.

Kaboorad a2 6& DNRdzZLJ0 NBLINBaSyida | OrasS 2F RAGSNEATAO
television production house in Afghanistan. Initially focused on producing conteArfioanFM in 2003,

through a pool of over 200 personnel it now features programs such as Afghan Star and the first ever
Afghan soap opera (Secrets of this House) among its successes, all produced for the whole of Moby
Group (Tolo TV, Lemar and Arman FMP &y Y|l 622 NI} Q& SELIS Nk & B aldloyR (S0
involved in producing television commercials for private and governmental ckemtsnusic videos, as

well as renting staging equipment.

AwaNamais another production house that is integrat@do an outlet. In this case, the outlet (Channel

7) was created afteyears of successful productiodVe are a proper production company that started
producing for different clients, got experienced and decided to set up a television ch&weided in

2002, with support fronBMG following a few changes in its legislative form and name it is now defined
08 Ada 26ySNI a g a«avV@Rt OYSRRANY O2YLIaAYid 3Sa 2F YSRA
development, production, disseminatiomd media buyingmonitoring and impact assessment) for a
range of clientsincluding the government (with different ministries and tiAdghan National Police
(ANB), ISAF and the US government. Since 2€85 biggest changes experienced have been shifting
from radio production (e.g. Good Morning Afghanistan and programming for Peace Radio) to television
production (e.g. documentaries and feature films such as Truth and Evil Seed, produced and distributed
on Ariana, Tolo and RTA).

Altai Consulting Page48



Afghan Medidn 2010 Synthesis Report

Awazis a strategic commmication agency with integrated production facilities. Established in 2004 by
former Ana and Internews employee Mdamida Aman, it produces news and documentaries on Afghan
development success stories and social issues, television and radio progranamingell as
communication campaigns that are designed and produced internally. The agency aims at producing
creative programs and content that raise awareness across a diverse population.

Among numerous examples of popular programs, Facing the Natiopdktiaal talk show produced for
three years by Awaz and broadcast by Rphomoting political leadeiQaccountability (they face
people® questions), while offering a platform to these leaders to better explain their role and
responsibilities and defendheir policies.

ly20KSNI NBOSYyd SEIFYLXS 2F 1611 Q& LINERadzdbiragyig A y Of dz
private initiatives and investment in Afghanistan, through the example of business success stories
throughout the provinces of Afghanistain order to better appeal to all segments of the Afghan
population the programs largely highlight agribusiness projects, showing farmers the possibility of
growing different products and finding a markéfhe program also includes basic business training

modules for women.

Awaz also recentlgtarted productionon a series orANPfor the national TV station.

The agency works with international donors and with national media outlets (Ariana TV, RTA, Lemar and
Shamshad and, to a lesser extefiblo TY. Reportedly, the selection of broadcasts is driven by the
content of the productiontargeting the countrysidethe provinces and conservative segments of the
population means thatAwaz collaborate more with RTA, Lemar and Shamshad and to a lesser extent
with channels like Tolo or Ariana.

3.3. Content distribution

The limited number of content distribution entities is reflective of a landscape where media outlets are
the major providers of content. Dramas and series (e.g. soap operas) represent a big part of broadcast
programming but their purchase and distributiois not handled through proper distribution companies
(either nationalor foreign), which are missing in Afghanistan.

Such content is generally bought at the bazaahen Indian DVDsat the bazaar
bought abroad,it is often transported by the outlet
managers or their network of acquaintances. This suppl

method does applyot onlyto local/provincial outlets but &5
also to more established television channels in Kabul (e.¢%
Shamshad TV, Noorin TQutletsunsurprisingly arely pay
copyright in very few cases (of larger television networks)
do copyright or broadcasting fees make up part of the
2dzif SG Q& N6 LIhEmR KalrsdaBe#pds have i
reportedly been organized to date by foreign companies. §

Cable providers arto some extent distributors of content.
In large cities primary providers supply a écable package to local networksoperating in small

geographic areas. For exampktar Fiber Cable Network and Kabul Zarnigar Fiber Cable Netnerk
primary providersn Kabul.Star Fiber packagacludes 72 channelsost of which are international (e.g.
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Star Plus, ZTV and speridated channelsYhree are Afghan (i.e. Ariana, Yak and RTA) and, interestingly,
another three are provided by the network itself: Star Cinesmd Z Choice offer dramas, films (mainly
foreign/Indian) and sport (cricket); Z Cartoon offers cartoons for children.

A significantsupply of radio programs is distributed by Tanin, the Internéausded network that has

been distributing Internewgroduced programs to radio broadcast outleits the network since 2003.
Additionally, Nye Express is involved in distributing CDs of content that Tanin shares with provincial and
local radio stations, as well as commercial advertising and information campaidpis/ service
announcements.

Box8: Salam Watandar

Salam WatandaféHello Countrymag) was initially a prograrthat Internewsproduced in Kabu
and broadcast through the network of statioftshad created or assistedtli{rough aUSAID
funded progran). Internews contracteddcal stations to broadcast three hours of programs
two sessions (morningnd evening). The programwas partly produced by local journalis
contracted in the provinces broadcasting the program (often joustelivorking for the stations
actually broadcasting the program), and partly in Kalanid transmitted via satellite to affiliate
stations

This system continues to work with success and has extended to a network of more th
outlets, covering 2 of the 34 provinces in the countrilow more than 14 hours of progran
are produced daily and available for free through satellite feed. The mix of content produ
GKS LINRP@GAYyOSa YR AYy YlodzZ 3IAGBSE Kkis pdpulag
enough that inthe audience surveyinterviewees oftenmentioned they had listened toSalam
Watandar station ¢ they had actuallylistened to a local station broadcasti®alam Watandar
program

Beyond the program itselfSalam Watandarhas become a fufledged, autonomous radio
station broadcasting 24 hours in Kabul (98.9 FM) and on satellite.

It should not be confused with Watandar (87.5 FM), an outlet that does not broaGedam
Watandarprogramming. Se&ection B.4.2.

4. Media outlets
4.1. Rapid growth of the sector

The number of outlets in Afghanistan represents a visible indicator of the development that the sector
has experienced. As of September 2010, over 75 television channels, 175 radio stations and 800
publications can beounted in the countr$}. Radio stations outnumber television channels, but the pace

at which the latter areappearings remarkable.

On averageninetelevision channels and 20 radio stations have been creaseth yeabetween January
2006 and Septembex010,to a total of 47 new TV channels and 101 new radio stations. This is an annual

2! National figures in terms of total number of outlets to be used as a benchmark for this study are not available.

b2 S@Sy ! Oyl Qa NBLERNI o! FIAKIyAadlyQa aSRAF [FyRaoOl LIS:
to use as a benchmark. With such regular and steady growth in this sector, these numbers should be read with
some caution.
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growth of more than 20% ithe number of channelsn a period during which international support to
the mediahasnot beenfocused on creating new outlets.

Figure7: Number of active broadcast media outlets, 20@®10
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In Kabulthe landscape is very dense: a total of 30 terrestrial television channels and 42FM radio stations
are received in the city. The landscape in the other four majascis also flourishingvith an average of

three television channels and seven radio stations created in each of these cities in the past four to five
yearg? Interestingly, some cities have experienced particularly high growth; during thaith time

span of our research in Herat, for instance, two new television channels were created.

G94ilotAaKAY3 | G(StS@Aarz2y adliAzy yz26lRlIea A& |
& § 1 N&(SdbABai6)

G¢KS ydzYoSNI 2F LIS2LX S a6A0GO0OKAY3I FNRY NIRA2 (2 ¢z
people have started to borrow money to buy fuel to run generators to be able to watch
G St S gAsararROARadio)

Watching TV at the bazaar

The media landscape is changing rapidly from a pdlitieespective
as well. Until a few years ago, broadcast media were more or le
reserved for people and parties supportive of the international
community and sharing in values such as secularism, human rig
and democracy. Islamist and ethioentered rhebric (most of which
stems from the Jihadist parties of th&980s and 1990s), was
expressed through newspapers. Over the past three years, su

22 Television channels established in Mazar since 2006: Arezo (2007),-&&ahar (2010). Radio stations
established in Mazar sirc2006: Nehad and OmighJawan (2006), Killid and Arezo (200@h4a (2008), Shahar

(2009), SahzMehraban and Band (2010). Television channels established in Kandahar since 2006: Hewad TV
(2006). Radio stations established in Kandahar since 2006: @), Talimul Islam and Wranga (2009).
Television channels establighén Jalalabad since 2006: Nangar RTA (2006), Sharg TV (2008). Radio stations
established in Jalalabad since 2006: Muram (2008), Abasin, Safa, Narghes and Killid (2009), Menpar (2010
Television channels established in Herat since 2006: Herai (2007), Taban (2008), Asia and Mayhan (2010). Radio
stations established in Herainsie 2006:; Faryad (2006), WatamdHerat (2007), Shindand, Baran and Zo2a08),

Muzhda (2009), Zindagind Sda-e-Azadi West (2010).
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rhetoric has made the jumpo radio and television, i.ethese groups have resorted to using the very
means thatthey previously rejected. Overall, the media landscape and corresponding audience shares
still mostly compriseutlets established during the first wayerhichfocus on national unity and do not
affiliate themselveswvith any particular political group. Hawver, the situation is changing fastready,
mouthpieces of more narrowly focused and conservative segments are becoming stronger players.

Their increasing proliferation is made easier by two main flawthe existing media landscape: the
staggeringlyhigh amount of foreign content (often perceived as-lgtamic, urAfghan)and the
weakness ofhe state-run media. Currently, nearly all political groups have their own broadcast outlet,
with an overrepresentation of Northern Alliance tendencies aardabsence of Heze-Islami (and
obviously the Talibgrnwhichfocusesits communication efforts on narrowcast and intern@ection C).

The following sectiors breakdown outlets into a series of categories that can helpnerate an
understandng of the richness of the landscape in terms of business models and content. A quick
shapshot of outlets within each category is provided. (For more extensive information on each outlet
the media outlet database can be consulfed

4.2. Television

I F3IKI y A avisibngharnelsi(d@ér 75 as of September 2010) can be classified into six categories
(some of which overlap). Private television channels with a generalist profile (e.g. Afendy cover
significant parts of their costs (over $400,008r month) through commerciabhdvertisingand employ

over 250 staff members (Tolo belongs to this categbuy,it distinguishes itself from other channdy
havingmore staff and a much higher budget). Channels targetiea specific audience (e.g. Shamshad,
Lemar)mayalso lie in this category of commercial television, albeit on the lower end of costs ($100,000
per month) and with less human resourceemployment Private television also includes
regional/provincial channels and religious and pdyacked channels, geraty operating through non
commercial sources of funding. Lastly, governmental television is represented by RTAhadaoiong

the highest amountof human resources employed and has costs that are comparable with those of
private generalist channels.

Private generalist channels
Ariana is one of the best established private channels, with the strongest
coverage throughout Afghanistan (around 75% of districts, 33 out of 34
R provinces and planning to cover even Nuristan in the near future). It employs
w almost 300 people, including over Supnalists, and airs programs in Dari (45%),
Pashto (35%)English (5%) and Uzbek (15%). It has adopted a centrist stance,
with regard toboth the overall tone feither overtly conservativegligious nor
very liberal entertainment) and to the political éithe channel is not affiliated with any particular group
or party but is generally supportive of President Karzai and the Afghan administration). News flashes
F20dza 2y (GKS t NBaARSY (i Qawherdaisefaiskdhen IndérliNd affiis madg R & G | G
by the local Afghan authorities in solving problems. Compavigd other channels, it usually refrains
from entering controversies (e.g. fraud during the last presidential election, dismissal of An8alkzt
and HanifAtmar, allegations of corrufmn). It is owned by Engineer Bayat, who also foundedAtfgian
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Wireless Communication CompangWCQ and the Bayat Foundation charity, whose activities are
coveredextensively It reaches a peak audience share of around 25% during the evening news (8pm).

G¢KS aibdlrdArzy KrFra y2 LRtEAGAOFE RANBOGAZ2YT AlG A& Iy
the Afghan Constitution, with a mission to educate and teach people about their
NA 3 KAliaagE TV)

The most watched channerlolo, is certainly also the mostnovative Afghan
,. channel. It belongs to the Moby Group, which employs 700 people in the
.\ -~ y, country and 40 abroad (Dubai), with yearly revenues of ®#llon, currently
L o=t B growing at a rate of 530% every year. Besides Tolo, Moby Group includes a
amnasil radio station Arman FM), another TV network (Lemar), a very recently
established 24our satellite news channel (Tolo News), a satellite network targetegarsi speakers
(Farsil), a television and movie production company (Kaboora), an advertising agency (Lapis), one
magazine (Afghan Scene), a music recordmmpany and two internet caféstolo has beert first
movee in many fields, such as investigative journalism and entertainment. It continues to run ahead of
other channels in terms of ideas, for instance in pradg Afghan soap operaBdz Ha e Eelkhanag
0Secrets ofThis Houset ¢ see Section C). As a result of this proactive approach, the chahasfound
itself several times at the center of controversies revolving araihedreedom of media, Afghan culture
and government control. It is probabligpth at the same time, the most criticized and the most loved
channel in Afghanistan, depemgdj onthe segment of societyand on how particular programs are
perceived. Its audience share reaches a peak of over 60% during the evening ffepra),6and its total
audience reaches 3-2 million Afghans on Sunday evenings.

Yak TV the most recent of the privat channels, aims at competing with the leading
channels. It appears to possess the necessary assets to do so, in terms of resources
(reported monthly expenditures currently amount to $400,000, almost half already
covered by commerciadvertisingand paidprogramming), competencies (the 320
strong staff includes five international specialists) and coverage (it is already on
satellite and thegoalis to reach 16 terrestrial antennas in the near future). Although
it is still too early to assess its politifalk y S (G KS adlFdA2yQa ySga Nofth aKSa 3
Atlantic Treaty OrganizatiolNATQ activities and rather criticabf the performance of the Afghan
authorities (poor governance, corruption). The channel eahfifth most preferred teleision channein
the audience survey arglxthbest known, which is a good result given its recent start.

G2S glyid (2 O2dzyiSNAY Tt dzSyOS 4 NI 2NRa |yR TFdzyRI Y
station that is not afraid, whereas most channels in the country &dlzf SR 6& TSI NX® 2§

go by the law; we are not trying toshow a Western standard of women who is not

RNBE&aaSR [LIINBLINASGESSERW 6 &ONBSOQNB y20 LlMzZ2aKAYy3 (K
P TIAKE yNakdy y ¢

Sabais a twoechannel television station that has not yet reached a significant
AA audience. With 84 peoplen its staff (including 40 journalists), one channel is a 24
v hour channel broadcasting in nine provincesid the second is asixhour channel
broadcastingrom Kabul only for Uruzgan province. Its costs are covaraihlyby its
production unit (Gandahara) anddvertising Interestingly, its focus is on human
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rights andeducationalprograms. A part of the staff is actually part of the Afghan Independentaium
Rights Commission. Sal&oup also includes a radio station (Nawa), which is mainly pedagogical
(programs targeting particular groups, such as teachers or farmers, with detailed advice and technical
information), its production companfmentioned abovg Fajer Printing Press and Saba Magazine (which
reportedly stopped publicatioowingto financial problems as of May 2010).

Governmental outlets

The governmenRTAconsists of television and radio, at the national level and in each
mm province. It relies om monthly subsidy of $408,000 fromMolC which is augmented
e By advertisingand paid programming at the national and local levedses levied on
oxpsbsnt et 2 0 KSNJ OK I y Y Sufdaental ingbiineS fybyi Isurpludacilities and staff i.e.,

buildings, equipment angroduction crew It is the only Afghan channel that operates
as a network of local teams, with branches in almost all provinces. Provincial branches typically spend
between $7,000 and $10,000 a month and employ a staff of arounftodél staff at national level is
1,600) The local branches are required to broadcast Kabul RTA #®pm7 and alsdo produce local
content adapted to the local environment (in terms of languggeinstance).

RTA does rather well in the audiencevay (rankinghird), although it compares rather poorly in terms

2F LISNOSAGBSR | dzI £ A godlskre ofters cordtdrtive Siie. Btiengihghin&tignal Sty
promote a sense of civic responsibility, encourage youth, promote speity, and programs try to

instill a sense of optimism, with programs suchDest Award (GAchievement), AyendaSazan(oFuture
Makerg) and RahiBe Quye Khushbakht{éWay Towards Happine®s That said, the average quality of

what is produced stillags behind the best private channels. As a result, the audience share never
SEOSSRa mMmE:Z YR S@Sy Tl tfa (awhphtimikashh Pydodueadf 2 Q&
by VOA(seebelow) is broadcast on RTA.

However,the qualitative research suggest criticism of private channels and increased expectations
regarding government outlets (e.g. more serious prograinas reflect the national interesare desired,
rather than partisan or shossighted content driven by profitability). It appears that angngficant
improvement on the part of RTA would be highly welcomed by the audience.

ERTVs an outlet managed by the Ministry of Education. Established in 1969, it has b&amobed in
recent years. Limited coverage and programming prevented audiereasuring during this survey. But
gualitative research showed that many Afghans, especially youth, would be receptive to -ajgmldy
educational channel, especially if it could achieve some kind of recreastytalof teaching (as opposed
to the rather dry format exhibited until now).

Language specialists

The respective proportion of programming in the Dari and Pashto langusgesensitive issue (not to
mention debates ora Farsi versus Dari accent, or on various kinds of Pashto accents, asaweth
minority languages such as Uzbel)e ways of mixing languages are varied and debatable (combining
the two languages in one prograrasing separate programg$rom the same outlet orusingdifferent
outlets). Some TV channels have positioned themseloeaddress specific audiences based on a unique
language. A few of them are described below.
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s Shamshachas been set up as an almost purely Pashto channel. A significant proportion of
W programs are bought from Pakistan and the Middle East (approximately wb#zh is then

A ( translated and dubbed), including many series and comedy shows. The overall torteeis rat
=~ liberal, and the political line appears close to the Pashto nationalist movement. With
A / antennas in 15 provinces, the channel spends around $100,000 per month (main costs
D ~include buying content abroad), reportedly entirely covered by revenues fidwetising

s+ and information campaigns. Shamshad employs around 60 people.

GhdzNJ gA&A2Y A& (G2 FTAIKG SEAAGAY IwhiRMaEeONR YAYLF GAZ2Y |
often associated with the Taliban, address human rights violations thatve occurred
in the past 30 years and knock dowiommunication barriers, distance and cultural

RA T TS NSBamSHadiTY)

Lemaris the Pashto channel of the Moby Group (see also Tolo TV above). It is the
third channel nationwide in terms of audience share, and the first amonpt®as

LEMAR ' |anguage channels.

A detailed audience analysis shows that Shamshad comes firgastern

provinces (Nangarhar, Logar, Laghmav)ereasLemar is preferred isouthern
provinces (Kandahar, Helmand, Daykundi, Farah, Uruzgan). Interviewees repottétetkimd of Pashto
spoken on Shamshad is closer to #mstern/Pakistani varietywhereas] SY I NRa t | akKid2 Aa O
southern accent.

Religious channels

At least three of the channels which appeared between 2007 and 2009 are openly religious: a Sh
outlet, Kawsar (title of the 108thSura of the Quran)Tamaddon(Qvilization) ands | Q @Fredication).
Their business model is quite different: they do not depend on advertising reyeéhaeks to other
financial sources (personal, party, neighboring countris,). The little amount ofadvertisingthey
broadcast is usually very specific (they usually do not accept government or international community
announcementsfor instance but do display advertising for pilgrimage tours to Iraq, Iran and Syria).

Currently, the most significant in terms of audience and programming is
™ Tamaddord ! Y RS NJ { K Slend NI-22332 Nlleat® ¢¥&Silaunched by

&

Shia Ayatollah Asdflohseni, formerleader of the Harakaé-Islami movement

and founder of the religious university KhaterdNabiin Geal of the Prophets) in
Kabul. A large part of its programming comes from Iran, but it also produces
quite a lot of educational and religious content intellgaThe channel strives to

give a good image of political Islam, with a high proportion of female presenters (of course fully
respecting Islamic dress codes), while displaying a rather moderate tone on religion and politics. The
foreign news coverage isgerally favorable to Iran (e.g. positive reports on the execution of Baluch
rebel leader Abdul Malek Rigi, on Iranian aid to Ga&te). With no realadvertising the budget is
obviously secured through other means. The channel comemih position interms of audience share.
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Box9: Media and religion

el G2ttt K ¢FIljl R2&aaA In 2008, Ayatollah Mohseni and Member
Madinat atAlam (Kabul) on May 12, 200 Parliament Najibullah Kabuli entered into a fier
GYlF gal N GStSOAaAAZ2Y controversy that lasted several months, throu
launched in Kabul, in order to oppose t their respective channelsflamaddonand Emroz
Western cultural invasion and teach th They exchanged accusations of spying, worl
principles and commandments of the saci against Islam and beingpought and paid by
religion, Island (www.afghanistan.ji foreigners (the Iranian Revolutionary Guard g
the Central Intelligence  Agency CIA,
respectively).

Onemight expect, in the near future, the establishment of Sunni channels trying to compete with these
Shia outlets. Former leaderf tttehad-e-Islami, Abeal RabRasoo | &  FX K|l & | f NSI R@&
with an entirely religious lineip (recitation of the Quran, interpretation, sermons, roundtablet;.).
Other channels may soon follow suit.

EmrozTV used to belong to this categy but is no longer active, as of July 20I0is wasthe first
television channelo be shut down by thegovernment of Afghanistan, accused of representing a threat
to national unity by inciting sectarian tensions.

Party-backed channels

Several of themost recently founded channels are linked to specific personalities or political parties.
Managers were generally reluctant to disclose precise financial informationf@uexample Noorin
reported monthly operating costs of $70,000, so the range in dategory could be estimatedt
between $50,000 and $150,000. A part of the initial investments and regular expierse®red by the
party or the party leader (and possibly by neighboring countrigdyertisingis also welcomed and can
cover around a tind of the costs, but official announcements by the government or the international
community are not always accepted (as expressed by Noor and Noorin, for instance).

Although the journalists generally enjoy a certain freedom in their daily work, theathveolitical
orientation is obviously in accordance to that of the founder.

Noor (Light) was created in 2008 to represent the interests of Jamilatami,

the party of former President Burhanuddin Rabbani. With 180 employees,

antennas in eight provioes and construction of others in progressd a

diversified, professiondboking grid, it is currently the most important pafty

backed channelAnnouncements with jingles include images of Burhanuddin

Rabbani, Abdullah Abdullah, Ahmad Bidassoud and # bombing of Baryan
Buddhas by the Taliban. The news briefs tend to be quite critical of Pakistan and, conversely, ipositive

relaiontoL NI Yy F YR GKS LNIYAFYEQ NRtS Ay GKS &adGl oAt ATl

Other, smaller partisan channels incluBahe-Farda (created by Mohammed Mohagqiq, the leader of
Hezbe-Wahdat, employing 100)Negah(managed by the son d&fice-PresidentKarimKhalili, employing
200) andNoorin (which is said to be close Mce-President Marshal Fahim and employs 139)na TV
(indirecty controlled by General Dostom, leader of Jumbes¥illi) has existed since 2004, but has
remained relatively small (with $40,000 in monthly operational costs).
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Asmight be expected, the staff at these channelere not usually forthcoming about ownehng and the
political line:éThere aregenerally two categories of media outlets, those with business goals and those
with national goals. Ayna TV is in the second category, working towards the aim of serving the Afghan
nation and communities without anyisgtriminatiort Manager of Ayna)

Regional channels

LY FTRRAGAZ2Y (2 we¢! Q& f 2 Obdsed adidorksQeiedyamajbrytity noMdBasIatl i S N&
least one significant private channel (generally part of a group including a radio station and/or a
newspaper). Thee are usually funded by local businessmen and sometimes indirectly influenced by
political figures. They manage to get hold of most of the local advertising market (plus national
advertisers targeting the area). They are much smaller thational channels, with monthly operating

costs amounting to less than $50,000 and with a staff generally not exceeding 80 people. Their
programming tends to be limited to local news, a handful of roundtabled interactive shows Any

other time is taken p with musical performances, series and movies (mostly bought abroad).

In Jalalabad,Sharq was established in 2008 by Engineer Shaig, a local businessman involved in
construction and importslt is part of a media network that includes three radio stasqNargis, Sharq

and Mumbar), one newspaper (Shaiq) and a production company and training center for journalists. The
Sharqg TV channel broadcasts forl8 hours a day and has monthly operating costs amounting to $20,000.
The station employs 64 staff members.

Arezq in Mazare-Sharif was established in 2007 by local businessman Kamal Nabizade, and broadcasts
mostly music videos and moviesomefrom Tajikistan). Besides satellite coverage, it also reaches three
provinces and Uzbekistan through terrestriakemmas. Financial information was not disclosed, but the
channel reportedly covers a significant part of its costs throadyrertising

Hewad in Kandahar, was started in 2006 My. Qazi Mohammad Omar (who also owns the local radio
station, Afghan Azadlt is a mainly a Pashto language channel, employing almost 80 people, with limited
coverage in rural areasningto security constraints.

In Herat, theTabanTVchannelhas beermwned by a local businessman since 2008 (Abdul K&adiqi)
and is locatedn a property owned by formeGovernor (current Minister of Energy) Ismael Khan. Its
coverage extends to eight districts surrounding Heaigt. The television station employs a staff of 28;
monthly costs amount to about $30,000 and are covered partlydwedising revenues ($17,000).

Below are attempts at a visual representation of categories of television channels in Afghanistan (bearing
in mind that classification is subject to debate and some channels transform their profile over time).
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Figure8: Orientation of Kabulbased TV channels
2006 2010

Entertain
ment

Figure9: Typologies of television channels in Afghanistan
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4.3. Radio

Until recently, adio was the only broadcast media available to most Afghans. The number of radio
stations is incredibly high (over 175 as of September 2010), with these figures partly driven by the
growth of television, since almost all television channels have an asswaiadio station. We can
identify four categories for the radio stations in the country. These include international outlets (e.g.
BBCVOA Azadi, Sade-Azadi) with the common characteristic of not accepting commercial advertising
or, in most cases, plib service announcements; salfistainable national and regional stations (e.qg.
Arman, Killid, Sharqg, SelPaygham); community radio stations, which generally emfgayer than 25

staff members and cover their costs ($3,8000) from a range of sourceend smalscale stations that
generally encompass PRT outléisNI RA 2 & RIABY.l| 062EXé 0o
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International stations

The BBC service in Pashto/Dari, Azadi (Freedom, the Afghan version of Radio Free Europe) and Ashna
(Familiar, the Afghan version MOA ae the most significant players in this category. The degree of
centralization versus autonomy granted to the Afghan branch in terms of programming vahies.
stationsrely fully 2y G ELI @ SNBQ Y2y Seé T NR Yadiekishgralendd andiSOG A 0S5
their size is comparable (average of $100,000 monthly operating costs and 80 staff members).

Paradoxically, they seem to be fostering Afghan culture even more than Afghan stations. They are
particularly successful in areas with little FM coveraiece they also broadcast via shortwave (though
less in cities where the FM choice is widely available).

Azadj created in 2003, airs 12 hours a day (#gmm) and shares the same frequency as
AshnaNOA(which covers the rest of the ddypm-7am)). It has an FM station in each of
the five major cities Kabul, Jalalabadylazare-Sharif Kandahar and Herpiand is also
listened to on AM in Pulichiri (close to Kabul). It comes first in this group, with an average
audience share of 15%. The general tonetltd speakers is serious and informative
(comparedwith the more relaxed Arman FM, for instance), using language that is always
formal but not complex and, when needed, even pedagogical. The station strives to foster
Afghan culture and identity: it broaddaspreferably Afghan music, interviewsth Afghan
artists and reports on Afghan customs and traditions (documentaries about bird breeding, local musical
styles,etc.). Around 40% of the content is produced at the headquarters in Prague.

TheBBGCstartedairing in Afghanistan in the 1980s and curretths20 FM stations
across Afghanistan (it is accessible on @dvbssmost of the country, yet the plan
ff) is to set up an additional 20 FM stations in the next few years to address the limits

of shortwave). Itis more of a regional station comparegith the other radio

stations in this category, with programming designed for Afghanistan but also

segments targeting Iran (and therefore in Farsi rather than Dari) and time slots in
English about mternatlonal newt. also has programs especially designed for a rural Afghan audience
(using simple words in a popular accent), suchKalsa pardadar (dUncle Confidan€, a grandfather
character who answers naive questions, for instance on the feeling of thirst, on salatac in trees,
etc.) or New Home, New Life. Generally speakthg station specializes in short dramas illustrating a
social issue (gif®ducation, dowry payment®tc.) through an entertaining dialogue in colloquial Dari or
Pashto. This leads to aquliar combination of programs tailored for uneducated peogte news or
reports which use a much more sophisticated level of language. International news comes from the
London headquartersand the rest of the programming is produced in Afghanistarefiortedly has
monthly costs amounting to $100,000 and employs 35tfuie journalists

AshnalVOAshares the same frequency as Azadi and airs for 12 hours a
@ WS.
v ANe Com day (7pm7am). It has five FM stations across five provindésb(l,
Jalalabad, Mazare-Sharif Kandahar and Herat It is also highly

accessible via AM and can even be heard in neighboring countries. It is a Pashto and Dari language
stationwhichis said to lag behind Azadi in terms of content quality. The elocution is claimed by many to
be sometimes shaky and often too slow. In addition, sorfeel that its programming schedule is not

clear enoughMoreover, the focus of the news and the reports is less on Afghanistan itself and more on
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NATO activities, American strategies, number of troops deplayeatl casualties among the coalition
forces, etc. Content such as Bloomberg economic reavekdetailed reports on the security situation in

Irag or on the Iranian nuclear program generally give the impression of a station that is not yet fully
adapted to itsAfghan audience. Indeed, the manager reported that 100% of programming is decided in
Washington DC

Sadae-Azadi (The Voice of Freedonl) a Lnrfaln @fia station, a Dari and Pashto language radio

station that relies on 34 FMepeatersspread acrosshie country broadcasting on 88.5 FM with a
governmentapproved radio license As with the newspaper sharing its name, SaslézadiRadio is
O2yiNRPffSR o0& /Wthe¢CI 6KAOK Aa HBHz 2NRIWHEGISRFG2L {dC
operations, it enploys over 100 staff members, approximately halfvdiom are Afghan, including

journalists (70), technicians (1@hd cameraoperationsand editors (20).

Programming mostly includéinfotainment (i.e. M%of airtime is music, calh shows, cooking shas.

bSé6a Aa ONRBIFIROI&ad G2 | fSaasSN) SEGSyidsz 3SySNrtfte 1
open media sources, such BAN ISAF Joint Commander press releasesMingstry of Interior/Ministry

of Defensestatements.

National stations

The state radio station fares relatively better than the state television channeasd
mm ranked first in terms of average audience share in the survey. It offers detailed news
— 1 — focusing mostly on Afghanistan, underlining positive developments and govetnmen
activities (inauguration of hospitals, opening of schoets,), as well as Afghan music.
The language mix is wddhlanced between Dari and Pashto, in additionhvinga
few time slots for languages otherwise absent from the media landscBash@ie for instance).
Programming also includes-itepth explanation®f the Constitution (for example the separation of the
executive legislative andudicial branches), lonterm development plans for the country, etc.

e

Killid markets itself as the main Afgh cultural station. After a few years of broadcasting
only in Kabul, it has now structured itself as a network, with sedependent stations
based in the main cities (Heratlazare-Sharif Kandahar, Jalalabad) employing a total
staff of 300. On averagéhese local stations employ 25 people and operate on $6,000 a
month. Approximately a quarter of programs are common to all Killid statenmsthe rest

are produced locally. Furthermore, content is regularly distributed to around 30 other local radio
stations, which are then free to choose what they want to broadcast.

T

THE KILLID GROUP

It offers long, irdepth programson cultural topics, with effors to promote or revive Afghan heritage,
biographies of historical Afghan poets and writers and reports on traditional mukistation favors

classic songs (mostly Afghan, Pakistani and Indian) and traditional pop singers (usually using local tones
and asymmetrical rhythms but simplified tatchthe song format). It is also one of the few stations to
explore other musical enres (jazz, reggae and Western classical music, for instance). News briefs are
much more detailed than on other stations. Generally speaking, the vocabulary is sophisticated and the
language formal. The amount aflvertisings low comparedvith onother Afghan private stations.

Given this cultural focusts position as seventhbestknown radio station (after RTA, Azadi, BBOA
ArmanFMandAriana) andseventhmost preferred éfter Azadi, RTA, BB&manFM, Ashna and Ariana)
should be viewed as a stgEss. It seems that the creation of branches in the main cities has boosted the
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nationwide success of Killid when comparedh previous surveys. Feedback frothe qualitative
research was extremely positive, with a broad range of listeners across thédé#n LINI A Ay 3 (G KS
programs

- Arman quickly became the fastest growing radio station after it was created, and was
jﬁ credited with the largest audience share in its broadcast aFavever, the station now
CHWOJ1  scores rather low in this regard. It hasomted astyle that isdiametrically opposed to that
ARMAN:=  of the other national stationghe station airanostlymodern pop music (both Eastern and
Western), relaxed and trendy presenters using informal languageabuVe all, a format
consisting essentiallyfenusic, small talk with listenemgho call to request songs, short news flashes and
agreat manyadvertisements. It is theixthstation in terms of audience share.

Successful community stations

A number of cities, not just large ones likazare-Sharifand Herat but also Khost and Lashkar Gah,
feature community radio stations with a significant audience size that have managed to reach or
approach sustainability. They employ around 30 people and their monthly expenses are around $3,000,
which they can dén cover through a combination aefvertisingrevenue and regular paid programming
which often includesSalam WatandarRabiaBalkhiin Mazar andSadae-Jawanin Herat are examples

that pertain to this category.

In Khost, Sole-Pagham was created with the assistance of USAID and Internemd is currently
managed by a local businessmanr(Maid Shah Angaar). It has managed to reach a large audience
among Pashtuns. It broadcasts 14 hours per day, including music, local programsdapohgamming

such as advertisingnd development project announcements (PRSBlam Watandar NGOs, local
traders, etc.). The station employs a staff of 32, plus journalism students on a voluntary basis. Monthly
costs amount to around $5,000.

In LashkarGah, Sabawoonwas established in 2004The radio station broadcasts 18 hours a day,
including music, interactive programs, religious programs, health programs, political debates, local hews
and Salam Watandar. Advertising, including obituaries and pudrlidce announcemenids broadcast

for sevenhours per week. The station employs around 25 people and generates about $2,000 per month
in advertisingrevenues, which roughly covers the operational costs.

Watandar Radio, not to be mistaken witfbalam Watadar, which supplies content to over 40 radio
stations of the Internews network, currently airs in Kabul and Herat. It is a music radio station that also
broadcastsPersupal a successful cal showon whichlisteners can ask general knowledge questions.

Its monthly costs of $2,000 are caed by commercial advertisingrhe station is run by a company
which also manages four other radio stations (Qadimi, Rumi, Beltune and Alexis) and it is headed by Mr
Mirwais Social.

Ultra-local stations

At the mostlocal of levelsare small radio stations transmitting in FM over a district center or a valley,
with atypical broadcast range of less than 20km. These stations can be the smallest among RTA stations
or independenttommunity stations, but many of them anailitary created, operated from a PRT or FOB.
Suchsmallareasmean coverage of few peoplkend often very smalbazaars, which limits greatiye
advertising market andhakes it difficult for private stations to operatéhere are still a few exceptions,
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which can carry omostly because ofaid programming. They go on air for a limited amount of hours
every day, employ approximately five people and have very low operating costs.

Military-operatedstationsdo not face such sustainability problems. Opargta station from a military

base is often the only way to dmin areas which have little to no access to infrastructure (electricity can
become an important issue) and in very insecure areas. Operating from a military base creates new
challengeshoweve: journalistsworking for the station®ften cannot even leave the baskyr security
reasons which limits the capacity of the station to interact with its audience.

In Wardak (8dabad district),Yawali GhagVoice of Unity) functions with an extremelyw budget
($600), mostly coverely paid programming from the Afghan National Arf@NA)and ANP. Onlyseven
hours of programs per week are producktally;the rest is taken from Salam Watand#ne BBC and
the NGO Afghan Support Education (which represent additional sources of furidiegitation employs
six staff members.

In PaktikaUrgun Ghags a local military radio statiorma®IAB) and the only station in Urgdistrict. It

was established in 2009 with an antenna located on the military base. The radio station broadcasts 10
hours per day, irregularly, in three shifts (7dBpm; 25pm; 710pm). The content of the radio is
prepared exclusivelyby local staff, whichnclude two journalists originally from Jalalabad and Khost.
Daily programming largely includes music and interactive programming, suSaratarghalowseyali

( Ay ISNIDA £ ahdNaldiihjayeb\(@ryfazing Thingy, which are broadcast every night. On
Friday nightsLawangoAmilbroadcasts poems, letters and requested songs.

Box10: Radis in a box

Many military baseshave radio stations: there angossibly more thari00 RIABs spread acro
the country. These arsimple radio transmitters that can broadcast up to80km andthat are

not part of the Sadae-Azadinetwork. CJPOTF héimited control over their contentwhich is
totally localized and decentralize®IABs are typically undére control of the Combiné Joined
Special Operations Task Force (CJSOTF) and are operated by base comniahde
relationship with radios in a box is theoretically that of a kbng a (i (G3POTFGaskforce
Helmand) RIAB in Garmserfor instanceare UKled and may eledo play Sad&-! 1 | RA Q
wheelwhere internet connection allows.it

& h y, @ $aliban commander was captured and asked what radio stations he listen
to. He said not Sad&-Azadi because it belongs to ISAFhen he mentioned three
frequencies all oprated by CBOTF The Special Forces are the bestli K XGIROTF
ISAF)

Below is an attempt at a visual representation of categories of radio stations in Afghanistan (bearing in
mind that classification is subject to debate and some channels trangfaimprofile over time).
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FigurelO: Typologies of radio stations in Afghanistan
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4.4. Print media

Despite an incredible number of publications, outhumbering radio stations and television channels by
far, print media plag a limited role in Afghanistan, as measured on all possible variables (circulation,
readership, impact). The outlook of a standard Afghan city, contrary to equivalents in neighboring
Pakistan or Iran, does not include kiosks as a usual feature. The dveriB0outlets in Afghanistan are
classified here into government, private, smadirty backed and magazines. From a financial point of
view, the large majority are struggling to become seliza (i I AV i Q&S A WBI2aaA0E S
Afghanistan to surviv without subsidies YA f f A RO @

The single exception Badae-AzadiNewspaper publishedevery two weeksy ISAF and distributed by
local companieso a total ofnearly half a million copies throughout the countya figure incomparable

with circulationsreached by Afghan paper§here is no charge for the newspap€ontent is produced

0 &€ Is@JIP@TIdNd ispresented inDari, Pashto and English.

——
&

Government press

Government dailies are a historical institution in Afghanistamniswas created as ely as 1927Hewad

in 1949 andThe Kabul Time&n 1962. Government newspapers are also published in most provincial
centers, but with lower circulation numbers and usuallith longer periods between issues (weekly,
monthly).
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Government newspapersreportedly strive to be neutral and their

front page articles usually reflect the administrative agenda (events
attended by the President, presidential travels and Vvisits,
announcements byministers, etc.), with pictures showing official
meetings, inauguréons, etc. Most of the information is provided by

BNAP ORAUGZ2NALFf & RS@OSt2L) | NBdzYSy dl A 2 yanferente ARYy@2 NJ 2 F
of Hope in theDirection of Peace andReconstructioné & t I NI Hdctiois A RebddiedExperience,

A Historical TS & (iwhereasinside articles sometimes give the impressiorbefnga random choice of
adzo2S0Ga FTNRBY GKS AyUGSNYLI A2 ¢goups ofFiShAkeing theRGIA G Iy SR
Mexicaé¢ Sm@ss andWays toResistlt,¢ etc.). This combined with the absence of color and sometimes

full pages filled only with text, leads to a rather unexciting layout.

Towards popular private newspapers?

In the general contexthe role of national dailies is limited. Even in the bigger citiesstrpublications
reach their small number of readers with a delay. Moreover, most of the titles that actuallyaesistf
rather poor quality (i.e. a noprofessional layout, articles copied and pasted from websites such as BBC
Farsi orPashtg etc.), exrtemely low circulation (below 5,000) and limited size (four to eight pages).
Dailies published outside Kabul are rare and even smaller; 1,000 copies fe-Afgban in Kandahar,
2,000 for Mutakhasesan in Herat, for instance.

This survey identified twmain exceptionsMandegar and Hastg&obh.

Mandegar (Permanent) was created in 2009, during the presidential election campaign. It is generally
supportive of Abdullah Abdullah and his party Etesghir wa omid (Coalition forChange andHope),

and is saido be controlled by Ahmad Zia Mamsl. Its formula is quite effective: eight pages of a rather
small format, short articles (comparedith the quasiessays published in Anifor instancg, catchy

KSI Rf Ay SGp inAIDSaMEYR at | Bxt&nditg ltsyhfluence in the AfghadrmyZ étc) and
generally a quite critical tone (against President Karzai, the international comnamitiPakistan, for
instance). Its reported circulation is 12,000 copies and qualitative research showed it was read and
enjoyedespeciallyby students on campuses.

GAfghanistanls Not an Experiment Ground for American &y | NJ PeateQsitheContinuation of Warlé
CfficersMr. Petraeus! Succeed, @2 H ¢ . : v .

-

: - m
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In the same formatHashtSobh(8am), created in 2006, has also adopted a layout based on rather short

articles, currentlyin 10 pages. Its circulation averages at 15,000 copies an issue. It runs on a budget of
around $70,000 (only a third of which is covereddulvertising subscriptons and saleswith the rest

coming frominternational community funding). It employs a staff of 65 employees in various offices

located in the main cities. It leans towards the views of the Afghan Independent Human Rights
Commission and shows a constanterest in this theme, as well as a particular concern for ethnic
minorities in Afghanistan. Comparedth a YRS3II NE Ada G2yS Aa FIFN fSaa
arrival, JunesH nmn X F2NJ AyadlyOSsy Ada RfduRMARAS 23AYYLE & NB I |

Kabul Weeklywas initially started in 1991 but publication was interrupted between 1994 and 2002. It
was the first independent newspaper to hit the streets of Kabul after the Taliban regime withdrawal
(January 2002), with original funding from UNESCO. It sincehhedeveloped a network of regional
correspondents and a circulation of 10,608,000 copie per issue. The weekly includes articles in
9yt AaKZI GS5FNAR |yR tlakKi2z |yR O2@SNAR LRtAGAOLI y
development. It is an example of the struggle to run a print outlet in Afghanistsupublicationhas

been interrupted twice, for political and financial reasons, andespite decent advertising revenues
which made it the first sustainable weekly newspaper in 2005, it had to rely on some support from the
international community later in 2006)S) Reporters Sans Fri@res). Kabul Weekly hopes to become a
daily with an even higher circulation. The newspaper also launched an online version in 2008, available
at www.kw.af

Snall, party-backed newspapers

Eventhoughtheir influence is ngligible in the country (around 5,000 copies), it is still interesting to look
at the category of small but regular newspapers, because they reflect the diversity of organized political
tendencies existing in Afghanistan.

The following list is not exhatige, since new titles appear regularly, but gives an idea of the political
spectrum: Cheragh (The Lamp) leans towards Jamidslami (the party of Professor Burhanuddin
Rabbani);Mardom (People) is the official publication of HarakBlami (the party of Agtollah Assef
Mohseni); Rahe-Nejat 6 { | f @ Wiy} expgfadses the concerns of the Shia community (it is led by
KabuliMember of ParliamenflemiBalkhi);Weesarepresents crosvorder Pashtun nationalist feelings;
Afghanistan (and its English versiQutlook) are linked to Wahdatslami(the party of Mohammad
Mohagqiq).

Since news is disseminated almost exclusively by television channels and radio stations, these
newspapers focus mostly on opinion and analysis. Although belonging, directly or inditectly,
conflicting political parties, they generally follow some guidelines: no explicit attacks on particular ethnic
groups or religious denominations, no explicit insulting of oppositional political figurts But
inaccurate or biased information, conspty theories and implicit defamation are rather common. It
should also be noted thatiatribesagainst the presence of foreigners, civilian and military, their cultural
influence and their hidden purposes can be quite vicious. At the regional levahairediscriminating

factor is the stance towards neighboring countries with, generally speaking, one group favorable to Iran
and critical of Pakistan and another group displaying opposed affinities.
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A few magazines clearly stand out

Circulatiors of around 20,000 and regular distribution in all provinces distinguish the magazines
published by the Killid Group:

Killid, by far the most popular and best distribute®
magazine in Afghanistan, offers each week around
pages of articles in Dari, Pashto and Engtisiturrent

Afghan politics, local and international news, spor
and cinema. It also includes poems, jokes, enasds,

recipes and horoscopes. The reading level is adap
to be accessible bhighschool pupils and, actually
the magazine is highly read and exchanged in scho
Morsal is similar, although shorter (around 30 pages
targeting girls and focusing m®ion social, health and
family issues.
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Other publications: a chaotic landscape

Weeklies, monthlies and irregular publications constitute the bulk of what is printed in Afghanistan. A
comprehensive description is impossible, since the total number is estimated at 800,000, with new titles
appearing and disappearing at short intervalsd innumerable local initiatives.

Motivations to create smabcale publications (reflecting circulations of around 1,000 per issue, with
budgets of a few hundred dollars and no permanent salaried journalists), which have founiders
extremely variedprofiles can still be classified in a few standard cases:

- Papers set up to accompany the activities of particular Afghan organizatooh as local NGOs or
youth associations. IMazare-Sharif Aerane-Balkhis affiliatedwith the Balkh Youth Associah
and written by its memberddur pages, 1,500 copies, running on $600 a mgnth)

- Papers created by local businpsssons essentially to be advertising support for their products and
services. In Jalalaba@ulabmagazine is run by the owner of an elecal equipment company and is
printed at 500 copies per issye
Papers created by journalists who hold salaried jobs at large media outlets (RTA, international radio
stations, television channels), bwtho feel the need to express more freely their opingoand tastes
through an outlet of their own

- Papers related to the educational sector, including training centers, language institutes, computer
courses, etc. In KandahaFatobayis run by thePresident of the Youth Educational Center and
written mostly ty students enrolled at the center;

- a2NB 3ISYSNIffesx 3INRdAzZIA 2 F etd)An/sindllérftodis ivam descébe 6 R2 O
themselves as roshanfekceplightenedd = | NB O2yaOAiz2dza 2F GKEAN aLlsS
illiterate environment, and therefore decide to start some periodical, generally based on an ideology
combiningprogress and Islamn Jaghri (Ghazni), for instance, no less than five pagese been
created in recent years, by people who have comekltacwork as professionals in their birthplace
after studying at Kabul University.
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5.  Advertisng sub-sector

Over the past few years, investments in commercial
advertising have increasedas hasthe proportion of

corporate versus social advertisingncluding campaigns
that the government, UN agencies, the militagnd

developmentoriented organizations conduct to raise |
awareness on specific issues (e.g. health, good governand
counternarcoticy (Sayardy. Overall, this hs potential
benefits for the development ofn independent media,
which by nature depends on a functioning economy and it
advertising markets. :

Advertising voice SMS services

However, the current actors within the Afghan media
landscape are far from fiyl benefiting from this growthwhich seems to be constrained by a rather static
scenario affeghg both the industry and the market. Indeed, the still recovering economy in Afghanistan
has generatel a highly concentrateccommercialsector, with overall a small number of companies
investing significantly in advertising. These companies have increased their advertising budgets
comparedwith a few years ago, but it is basically the same companies that initiated the development of
the industry. In other words, lack of an advertising culture combined Wighgeneral sense of insecurity
appeas to discourage local companies from engaging more extensively in media spending (this applies
even in the larger cities of Mazar ahtkrat, despitetheir vibrang, which stemdsrom their proximity to
bordering countries). Furthermore, the informal way of managing the whole process, based on
negotiations and personal contact rather than an institutionalized media placement process with rate
cards that reflect actual prices at which media space is sold and bought, contributes further to a stunted
industry. Currently, there is no transparency in ratesly direct clients or media placement agencies
have an idea as to what usual rates are.

The marketemains rather unsophisticated, and is further constrained by high illiteracy rates and strong
adherence to tradition and religion, which prevent advertising companies from fully leveraging their
production potential. Cases of complaints, or even threatgelation tothe content ofadvertisingare

not so uncommon (a print outlet in Kabul reported having received threats fronN#di®nal Directorate

for Securityfor including a mobile phone advertisement with a picture showing a Kobe pilgrimage; an
advetising agency received complaints for reproducing the Saudi Ardlgignwhich includes citations

from the Quran on ISAF soccer balls). Product advertising and promotions, as opposed to more
widespread branding communication, as well as emotiondtiyen messages, often in the form of
dramas involving family and friends, are the general trends of commercial advertising in Afghanistan.

G, 2dz KI@gS G2 Gdz2Ny @&2dzNJ 2dzif SGd Ayd2 4dz00Saa T dz
advertisinge (Watandar radio)

8 Commercial advertising on broadcast media generally includes spots and blocking of media airtime during
programs. Some companies push this further and decide to block off large amounts of space on specific outlets.
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5.1. Advertisingchannels

A reasonable estimate would suggest that approximately 80% of alhevkne marketing (which

includes advertising investments in radio, television, print and outdoors, such as billboards and flyers) is
absorbed by broadcast mediwVith few excepions, the amount of advertising money received by the

main outlets seems reasonably correlatetth their audience share. Most advertisers seem to maximize

impact over the largest population while limiting the number of outlets they advertise on. This is

efficient practicec as keeping commercial relationships with over 250 media outlets, some of which in
remote areascan be challenging and costtybut creates a natural bias towards urban outlefss of

WI ydzt NBE HamnX F2 N Ay astmenfs@éiactedioblyOld radiors@tdmeljohtdfloyed Ay O
175 existing stations), including only three regional ones.

With the exception of Tolo, which generates at least twice the revenues of other commercial channels,
television channels based in Kabuhagenerate as much as $100,0200,000 every month (e.¢fak TY
Shamshad TV); provincial channels can reach $12,0@D0 per month (e.g. Hewad TV in Kandahar;
Taban in Herat}and a provincial branch of RTA can make up to $4.1a@@l outletsmight earnas little

as $1,500 (e.g. HarrTV in Herat) or even make no advertising revenues at all (e.g. Saqi TV if*Herat)
Our research suggests that a sound estimate of the aggregated spending on teladséstisingtotals
$30million per year.

During 12 day of media monitoring of the seven main televisiohannels, the following bredlwn
between actual programs, sponsored programs, commercial ads and public service announcements was

observed.
Table2: Broadcast time breakdown on maiTV channels

Outlet Program SIPUEEE Commercial PSS e
program announcements
Ariana 60% 32% 4% 4%
Lemar 84% 12% 2% 1%
Noor 51% 43% 6% 0%
Yak TV 64% 31% 4% 0%
RTA 65% 32% 3% 0%
Shamshad 74% 21% 5% 0%
Tamaddon 93% 6% 1% 0%
Tolo 51% 42% 7% 1%

On average, Tolo sold 72 minutes of commercial ads per day, not counting the sponsored programs.
Tamaddon which isat the lower end of the spectrum among the observed media, sold averagel4
minutes per day.

The preferred time slots for advertisewia these media outlets were observad beingduring peak
evening hours, with a slighter preference in the morning as well. This trend closely matches the observed
television consumption patterns observed during the same period.

** Some outles do not accept advertisement from the Afghan government (e.g. Noor TV); others do not receive
advertisement from specific companies. Noorin TV, for instance, has reportedly been excluded from advertisement
by telecoms companies after having broadcast@gpam on the negative effects that mobile phone antennas have

on the health of pregnant women.
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Figurell: Commerciabdvertisingand TV audience

35% 600
30% 500
25% 400
20%
300

15%
10% 200
5% 100
0% 0

8888888833883 838383883888888

S S 88 348 I EANMEA NGNS oA @

o O O O O © © O O v ™ v w™ v ™ ™ ™ ™ = N N N

s \[i@WETS (%) == Adls (minutes)

Advertising revenues from radio stations are also diversified, yet the range is less wide than for television
channels.At the top end, there are stations earning a few hundred thousantiads monthly (e.g.
Arman); at the lower end, there are stations that can earn as little as $600 per month (e.g. Baran in
Herat) and outlets with specific policies in place not sell air time for advertisinge.g. BBC, Ashna,
Azadi)in the middle ae stations that can earn anything between $10,@0@ $15,000 per month (e.g.
Radice-Farda AIR; Killid, RabiBalkhi in Mazar)$2,00086,000 (e.g. Sade-Jawan; Faryad in Herat)

and $1,000 (Abasin in Jalalabad). With only a few national radio sta@lsgadvertisingairtime, and

rates generally being much cheaper than on televisiadyertising revenuesfor radio stations in
Afghanistan can be estimated at $illion peryear. Advertisers on the radio largely encompass NGOs
and internationalrganizations that buy airtime for information campaigns.

Finally, print outlets can earn between $380d $800 from sellin@dvertisingspace on a monthly basis
(e.g. Tolee-Afghan, Kandahar; Daily Outlook and Daily Afghanistarnore significant reveues of a

few thousand dollars monthly (e.glashte-Sobh).Revenues generated by print media outlets represent

a small part of total advertising revenues; an estimate of the aggregated yearly spending on print
advertisingis less than $million®.

For the sake of clarity, it is worth mentioning that billboards, flyers amubbile loudspeaker
announcements are also examples of abdve-line marketing (outdoors). In addition, investments in
advertisinginclude undefthe-line marketing activities (e.g. spasring an event or building a mosque).

5.2. Advertisers

a. Commercial advertising

The four mobile phone companies competing on GSM technology, along with six Afghan banks, are the
biggest commercial advertisers in Afghanistan. A conservative estimate suggestshéisat two
categories alone make up over 50% of all advertising investments, followed by the Afglenment
(10-12%) and a mixture of consumer goods/products, airlines, NGOs and job announcements. On the top

**The role of advertising in the financial structure of outlets turned out to be a sensitive piece of information, one
which outlet managers were not always keam disclosing. Furthermore, the likelihood of arbitrary measuring calls
for caution when reading these figures.
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six television channels, our research suggdbft advertising investments from the financial services
sector are slightly ahead of those from telecesector (34% ersus 20%).

The main advertising sectors, as observed during 12 days of media monitoring (number of spots during
the observed periodare indicated inTable 3. The very high amount of spots for banks translates into
two spots per hour and per media over 20 hours per day across seven media outlets.

Table3: Main advertising sectors

Advertiser type Duration
Banking 3,441
Telecommunicatios 2,315
Government 565
Airline 509
Energydrink 452
Construction 385
Engineoil 314
Publicservice 178
Colddrink 170

The total number of agertisemens observed during this perioglasabove 10,000. Taking astimated
average of $18@er minute ($3 per second, and 30 spots (which leads to an average advertising time of
2.5 mirutes per houy consistent with the figure 0f4% of the total programming time found above), this
leads to an average revenue of $320,q8 month per mediumor a total for these seven channels of
only about $27nillion peryear.

Interviews suggested that the mobile telecommunications company Etis@skeading media spending
in Afghanistan, followed by thgovernment, MTN, AziBankand RoshanConsistent with this, our 12
day media monitoring showed the weight of bardsslightly higher tharhat of teleconms companies.

Many of the drivers that determine media spending are informal. There is a general absence of viewer
and listenerdata, with audience surveys on media consumption patterns conducted only occasionally
and a very limited number of companies actively and regularly engaging with sound media placement
instruments, such as Gross Rating Point (GRP) anddemtiographic tageting (e.g. Roshaf?)

Advertisers base their investment decisions on a range of tools, which in the best case scenario include
recommendations from internal sales departments (e.g. MTN conducts quarterly focus groups on media
preferences, Azizi Bardkskslocal branches to condudd hocinvestigations on media consumption

trends, Kabul Bank includes megated questions in forms to fill ito open new bank accounts), but
2FGSyYy Sy 02 YLJ &vhen god driSeNadblind Kabyl oncadhursday night yamd see nobody

around, you know that Tolo TV is broadcasting Afghan,&Sirsternational media expert) and personal

O2y il OG 06Si6SSYy FROSNIAASNE FyR 2dzif SiaQ o602 NRao

®¢KS ANNBIdzA F NAGE 2F | dzRASYy OS & dzNII SUNBP dielv n an loifdétad A O f f
survey to conduct election announcemts, hence a large chunk of radio listeners were exciudak TY.
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b. Information campaigns

Major advertisers in sociadvertisinginclude the Afghan government (especially the Ministries of
Defense and Health), thédN, NGOs, and IS@Ra / MUROTRCoperates amhouse media production
company which designs content on security, governance and development to produce behavioral,
attitude and perception change (e.g. support the government, reject insurgents, stop cultivation of
poppies). It conducts such campaigribrough its radio and newspaperutlets and on a number of
television channels.

As mentioned in earlier sections of the report, through information campaigns, the international
community provided outlets with a large source of funding in the initial phase of the establishment of
the meda sector (e.g. for the presidential and parliamentary elections in 2004 and 2005), which helped
many of these outlets survivand in some casesay have also created a side effect whbyemedia
outlets have become dependent on such funding.

G2 S 06Sf #oSh@vd andgirBpactWe know we perform very well in this respect.

Every person can recall theJPOTEounternarcotics spots easily. The problem comes

when people are asked how they feel changed with respect to drugs. Answers never

refer to the potential Aghanistan has to become an agricultural country. People give

GKS NBaLRyasS (KSe (KQWQIFSARSE aK2dzZ R 0S IAQAYyIE

5.3. Advertising agencies, media placement and monitoring companies

GCKSNBE Aa |y F¢16FNR | Roghedbhwearg dld@nge 2N Ay ! FAKE Y
same things: market analysis, production, media buyigd some actors are also

media providers We should be pushing instead for proper independent buyers,

ASLI N GSR FTNRYSNya®A L LINP JARSNEE

The advertising sector in Afghanisté largely integrated, with a number of companies simultaneously
involved across the different functions of production, buying media space, monitoring and also
broadcasting. Advertising agencies in the country include Cetena, MediaCom, Sayara, Wise
Communications and Lapis; media placement compaimetude Cetena, MediaCom, Reaahd Lapis as

well as InternewQa o0dzaAy Saa R@ighSatt? asv $ngdia bulgyighnétwork, selling ads on
behalf of the 42 radio stations that broadcast Salam Watandar.

Because the industry iselatively small and informathese functions are usually not outsourced by
commercial advertisersAlthoughtelecom companies generally reflect international standards and are

thus outsourcing these functions (e.g. MTN through Kktan in Karachi, Roshan through
Grey/MediaCom Worldwide, Etisalat through Piranha and Severnart), a large proportion of advertisers,
including banks, tend to have internal production and informal media placement strategibs a

country like Afghanista where business is a friendly matter, personal networks are still very important

IyR 2dzif SGa O2yidl O dza RANBOGf ez ¢S RRabyRaidk) FSSt
The businesses of leading advertising agencies in the country §S8aiena and Wise Communications)

are thus unsurprisingly skewed towards informational campaigns (conducted on behalf of governmental,

?T Advertisement at Kabul Bank, for instance, is placed internally through a network of approximately 30 people
working in marketing, and has relied on media planning houses only ohes advertising abroad (India).
BLia NBOSyl ONmMarAa SELRASR YlodZ .lyl1Qa GASa gAGK ! FIKI
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military and international organizationsANA and ANRire among the major clients of Lapis (Moby
Group).

Box11: Example of a communication agengysayara Media and Communication

Extensively involved in partnering with Afghan institutions to support media between 200
2007, Sayara is one of the leading communication agencies in Afghamistarfiylly involved in
social marketing and public awareness campaigns. It develops, designs and imple
campaigns on saoaipolitical issues (e.g. elections, police reform, rule of law, governg
tuberculosis, condoms and gender issues) for a fulleafglevelopment agenciesmcluding the
'!'bX R2Yy2NE FyR GKS ! F3IKFy 3JI2@0SNYyYSyio
(approximately 20%) is focused @uvertisingfor corporate clients (e.g. Safi Airways a
Insurance Company of Afghanistan).

The company employs approximately 50 peopdnd media buying for television and rad
represents its greatest cost. Since 2008 companyhasreported a significant change in th
respective proportion of social and corporadelvertising in favor of the laer (banking and
mobile phones).

Monitoring of media space has started to take pléce is rarely being used. This is a source of concern
considering that most outlethave no automated system to inseatlvertisingin their programs, but
have to do itmanually which causes delays in broadcasting of spots or limited compliance with
advertising contracts. There are reportedly only two radio stations (Arman FM and Shahar) with
automated systems in place for programming commercialSome outlets occasiofig rely on
companies such as Media Com and FKH to moumitivertisingspace (occasional monitoring is also
conducted by companies abrogelg. Media Track in Pakistan).

Box12: Example of a media planning and buying agerdylediaCom Afghanistan

MediaCom Afghanistan is a media planning and buying house established in Afghanistan
as part of Global Operations of Grey and MediaCom Worldwide. Media monitoring
LX F OSYSy (G NBLINBaSyid GKS f IcthiEle§ which @reéSsapp@tgdiby
the use of highguality software such as media optimizing tools. Production of commercial
more limited part of its business.

The company currently employs -1@ staff and major clients include Roshan and Goola.As
opposed to other agencies in the country, oriented towards information campaigns and
ASNIAOS yy2dzyOSYSyliasz afksivelynzhe riatecezdrd y S

Thanks to its activities it is also encouraging global commercialt@rians to invest in
' FAKEYyA&alGlYyS O2yGNROdziAYy3d (2 GKS FdzNIKSN

5.4. Tools and needs

The rather limiteddevelopment ofprivate sectorin Afghanistang slower than the growth in media
outlets ¢ is currentlyconstraining the full establishment of the advertising indusTriisis stillholding
back thecreation ofindependentmedia production, placement and monitoricgmpanies.

The informal nature of the industrywhereby personal contacts and negotiations weigh considerably
more, and without clear rationales for advertisingprices seens to be retarding the development of

% ABE is working on starting a computeased monitoring system for advertisers, allowing themto connect to a
specific server in a province and monitor the placement of ads.
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other modern advertisingools such asreliable audience surveys, diary data, establishment surveys,
target indexes, optimizers, national leadership surveys and cenBhe. absence of these tools
contributes to the industrybeing particularly vulnerable to kickbacks and generally heavily politicized.
Interviews with both outlet managers and key stakehaotdn the advertising sector suggested that the
aeaitsSYy KIFa RS@OSt21LISR Ay adzOKoKAOKe alROA FTARNHA 6§&8 2Y
and bribes, are rather common.

GCKSNBE INB FS¢ 2LIRNIdzyAGASa (2 R&AGYWRYAGNF S 2 dzNJ

requessT 2 NJ LINR LI2 al f a X2 KSy ¢ $hanBler We-dgpdnd ¥izahyS NRB 2Y T2 NJ
available survey but there are not that many, arttley arey 2 (i { K (SayaBp 2 R ® £

6. Other services

A healthy media sector relies on a set of complementary servicesstigort the industry. Some of
these, including media monitoring, advocacy and, to some extent, legal adgesorges have started
developing in Afghanistan.

Monitoring of media foradvertisingpurposes, as mentioned earlier, is still not perceived psi@ity by
media actorswho are still engaged in informal negotiations and rely on subjective perceptions of what a
successful outlet ultimately is. Through their busindsswever, a few companies areontributing
towards raising awarenessf the importance of this function (se&ection B.5.3)Nonetheless, radia
audience surveys remainare, and no independent body is engaging regularly in such activities.
Interestingly, such a scenario is not reflective of weak capacities in this regasditative and
guantitative research is not new to the country. InterMedine Asia Foundation, the International
Republican Institute (IRI), the Afghan Center for SBconomic and Opinion Research (ACSOR), Integrity
Watch Afghanistan (IWA) and theghfinistan Research and Evaluation Unit (AREU) are a few examples
of organizations that have engaged in surveys and monitoSoge of these have also had the media
among their key areas of focus. Hepncemmitment to regularly engage in these activitiesther than
existing capacities, is what is ultimately missing in the country.

Advocacy services for media at the local level are generally channeled thANgh and AlJA, two

bodies that on a few occasions have protested and called on the Afghan agignfaovernments to
F2f{t2¢6 dzL)J 2y &LISOAFAO AaadadzSa 6So3dod 2y 200Faizy 27
death sentencegiven toa journalist who was allegedly distributing articles against Islam in Z2008)JU

and AlJAepresentativs have also engaged with NGOs supporting media (e.g. Internews), international
organizations (e.g. UNESCO) and international outlets (e.g. the BBC, DeutschéoViiditerate for the

Medialaw, its review andhe inclusion of specific byaws such aen copyright (see Section A.1).

Legal advice on the process of establishing a new outlet is currently being provided by suppliers of
broadcast equipment, such &MC(see Section B.1). Specialized legal firmslaekingin the country,

but some adviers to journalists encountering legal problems can be found. Media Watch, the monthly
report published by Nai Supporting Open Media, represents a valuable informational hub in this sense.
By monitoring and reporting on violations against journalists and medjaroitides journalists with a
platform and contacts for directly denouncing cases of abuse.

http://afp.google.com/article/ALeqM5HPsa2VekiEUEPTX6D6i04Wi5VQA
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A number of marketing serviceshich are complementary, though not exclusive, to the media industry
have also started in Afghanistan. Besides the advertising agencies mentio&atiom B.5.3which may

be involved in providing such services, public relations activities, website development and web hosting
services are fledgling, mainly through foreigompanies. TriVision, for instance, is abdlaSed company
involved in supporting the branding needs of newstablished companies in Afghanistjrthe Afghan
Marketing Company (AMC) is specialized in marketivedp development and graphic designMuzhda

is a UKbased website development company working in the coutifiylilal Network Afghanistan is an
Afghan company involved in web hosting and website buifing

An additional set of services, slightly detached from the media (strictly speaking) and with a limited role
to play, given the high level of illiteracy in the countig/nonetheless of interest in a full evaluation of

the sector. Publishing houses do éxis Afghanisan, Maiwand being thebest known. A number of
smaller onesare Saeedi, Balkh, Baihagi and Parneyan, although most have limiieduse printing
facilities. A few public libraries can be found in major cities. Kabul, for instance, besidesitbesity
libraries, features a library in Malik Asghar Square and a religious one in Karte Se (Dar al Quran).
Interestingly, our research also pointed to the existence of public libraries funded by foreign
governments. InMazare-Sharif for instance, a Iranianfunded library was very recently established
(2010), offering a selection of 20,000 ttp-date books, published exclusively in Iran and covering a
range of disciplines.

The Iranian Library iMazare-Sharif

ritededed | ET RN
‘"ENEE WERD e

7.  Specificactors involved in the media sector

The government of Afghanistan, the foreign military, insurgents and the aid and development
community are involved in the media industry, as various sections of the reportdieaadly noted The

aim of this section isaot consolidate this information, witla specific focus on the ways in which these
stakeholders engage with the media.

31 www.trivision.tv/news_index.htmlhttp://www.amckabul.com/index.php
%2 www.amckabul.com/index.php

 http://muzhda.comy.

3 www.hilalnetwork.com!/
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7.1. Government

Thegovernmentcontrols the staterun radio and television station (RTA), a number of publications (four
major newspapers indbul, plus approximately 100 small publications throughout the country)Bixh4

It has started to realize how critical the media is, even for its own legitimacy, hence its engagement over
the past couple of years in media relations, public outreach, mediaitoring and capacity building of
government spokgsersonsthrough GMIC (see Section A.3.2).

Besides running outlets and supporting its own capacity giternmentalso interacts considerably with
private outlets, as one of the major advertisers on broadcast media in Afghanistan. Approximately 10
12% of total advertisinginvestments come from thegovernmentthrough a range of information
campaigns (e.g. discouragingoppy cultivation supporting educational enrollment promoting
recruitment forANA and ANP

7.2. Foreign forces

The foreign military encompasseé3peration Enduring Freedom (OEF) troofSAFtroops, Special
Operation Troops under netfSAF command structurethe PRTsnd the District Stability Teams (DSTS)
There is noespecially effectiveeoordination mechanism in place between sgwhen it comes to the

use of the media. The PRBpecial Forcesnd DSTNHzy 2 9SNJ mnn wL! . a | ONR&a
(see Section B.4P)ISAR & / WihshSadae-Azadi radio and newspaper (ISAF/CIJPOTF) and is also a
major advertiser on broadcast meddait has its own TV production capability and operates dingual
website atwww.sadae-azadi.net All engageextensivelyin public outreach andhformation campaigns

(e.g. countemarcotics; road behavior in proximity to a military convayessaging promotingounter
insurgency. As such, they are also among the major clients of advertising companies in Afghanistan.
Foreign forces also occasionally support the infrastructure of radio stations and television channels by
donating broadcast equipment.

7.3. Ly &dzNBSy i atan sGaeyyY dzy A O

GeKS ¢lLtAOrFY aSSRALZ2 YRNBdzA Ky @teripic®abmedad SN RA R €
expert, Kabul)

It has become increasingly clear that insurgents cannot ignore the richness of the Afghan media
landscape and are thus forced to engage in rather regular communication with media adimga
variety of means.

General press releases, phone calls torfalists and outlet managers, emails asking fidlow-up and

even open threatswere mentioned by managers as recurrent even@sualy numbersin fighting
generally represent a controversial issumne which exposes journalists to frequent complaintsnfro

A ¥ & dzNHnSwgénis Yappioach journalists when they reckon they have been portrayed as the weak
part of the storg o1 SéF R! TAKE ¥ I RI RA Fhe exé@sdapétiehckdijouindlistsdare
generally approached by insurgents through phone cadtteils are more rarely receivéd 06 -¢-&fghan

2 2 dzNJ/ Kdurnaligisohfive dontaatetails of fewer insurgents than insurgents have of journaksts
(outlet manageyrKandahar)

Bp2d it tweca KESSRRYRHERYSSROPRAGNEZY¥ Y d NGowRhd; hid doveriade? y =
is our coverage on localnefvs 6 L ( I Hefad. y t w¢
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Despite rather regular communication exchanges, our research suggestsesaal@erigher level of
disregard and suspicion by local media-aigs insurgent statements, in sharp contrast with
international outlets, which reportedly tend to give more credit to such nesse Section A.2.2)

In settings where the media landscapenist as rich ast is in urban areas, insurgent adapheir
communication methodsCutting mobile phone connections, obstructing specific segments of the fiber
opticsbased internet networkand intimidating those among the rural population that use mobile

phones (e.g. as occurred in Nad di$itrict, Helmand) or households owning a satellite dish (e.g. Kunar
AAAGNROGT {FNJFYAO FNB Fff F LINI 2F GKS Ayadz2NBSyI

In remote districts, where outlets and the presence of journalists areny 3y Sy i 2F |y
rare or significantly constrained by high levels of insecurity, night letterswi KI Ré¢ NB QRief @S |
(shabnama are commonly distributed to inhabitants. Theggically — educationof Spin Boldaldistrict,
consist of threats against people working with international May 2010
organizations/NGOs, the government, ANA and ANP. Approach A
individuals on a personal basis also takes place in such settin -
especially when individuals are perceived as being wealivhén they

1y2¢ GKIG F LISNER2Y Aa NAOKI (GKS 0dze |
season they know who owns more land and easily ask for ngbne

interviewee in Garmser, Helmand).

Furthermore, away from the urban centers, our reseaatdo foundthe
existence of radio stations thatvere openly run by insurgents (e.g.
Shariat Ghag in Kunadlistrict, Sarkani) or reportedly run by them (e.g.
Amarat in Lashkar Gah, Helmand; mobile radio stations broadcast
from cars in Bak and Tanai, Khost).
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Box13: Case of an insurgent radio station and the Taliban movement website

Shariat Ghag (Voice of Sharia) is a radio station that is owned and run by insurgen
broadcasts from Ganjga, a mountainous village in Sarkam,west of thedistrict center. The
station was established in 2008 and broadcasts local neefsiding negative propaganda abo
the government. It broadcasts from&m and 24pm every day in Pashto. There is no live
interactive programming and the recitation of@hQuran forms a large part of the conter
Owingto the position and strength of the antennd is not receivedacrossthe whole district.
Villages in the south and east of the district have limited reception of Shariat IiHtagise of
the low power of tansmission and the mountainous landscape.

VOICE OF

: e e
ISLAMIC EMIRATE OF

AFGHANISTAN
=

Farah explosion kills 3 NATO terrorists

£ ababustioh Mujabend

The Taliban website is, interestingly, regularly updated on ongoing conflicts, and in
articles on various themes (colonialism, NATO strategy, civilian vic#to3, in elaborate
EnglishVersions in Pdgo, Dari, Urdu and Arabic are much harder to find on a search engin

7.4. Aid andthe development community

Donors, INGOs and international organizations have been an active part of the media landscape, as
supporters of the development and professionalization of the field (Seetion A.3). Infrastructure,
content, capacities and advocacy have been, and sélierportant areas of focus.

Besides being a supporter of the sector at large, the international community is also an active user of the
mediain many waysThe most apparent is the funding imformation and public outreachampaign®n

topics such as health, education, countercotics or the democratic procesghis takes the form of
public service announcements or thpoduction oflonger programs pushing specific development or
security perspectivesCampaigns ranging from commigation oriented towards relief (often by INGOs,

UN agencies) to more complex effotisoadly referrel to as Strategic Communicati§rgenerate an
AYLRNIFYG LINL 2F YSRAF 2dzif StaQ NB@GSydzsSo

*® The US Department of Defendefines Strategic Communication @ocused United States Government efforts

to understand and engage key audiences to create, strengthen, or preserve conditions favorable for the
advancement of United States Governmentenests, policies, and objectives through the use of coordinated
programs, plans, themes, messages, and prodgicts.
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8. Estimating the size of the Afghan media sector

This section aims agiroviding a rough estimate of the size of the media sector in Afghanistan, including
aggregate expenditures, revenues and profits of outlets. The keycaés of the media landscape,
analyzed earlier, are quantified using a vattain approach (e.g. @pment, content).

8.1. Expenditures

We estimate that total expenditures of the media sector for 2010 add up to approximatelynidan,
spread across the following components: content, equipment, human resources and general costs.

Content makes up the laegt proportion of the cost structure of outlets ($23llion, approximately 50%

of the total). This includemainly production costs (40% of the totalkith the purchase of content less

of a factor. As mentioned in earlier sections of the report, this loarexplained by the still limited role
played by production companies, with just a few outlets actually purchasing programs from them
Furthermore, informal arrangements prevail across externally supplied content, and copyright spending,
for instance, istill not a significant cost for outlets.

Investment, maintenance and rigzement of equipment represeithe second most significant category

2F O02aGaz FRRAY3I dzLd G2 F LILINE E A Yrhilio).fTBe overaltweighfof 2 dzii £ S
expenditures on maintenance and replacement of equipment is less than actual investiments
equipment, although in the Afghan context of potentially damaging power cuts and the generally limited
capacity of technicians, these exphtures realistically compete with each other.

Human resources (e.g. salaries to staff) represent considerable expenditures for .d8tleésa big part

of human resourcegxpenditures are absorbed by content production (over 75%whan resources
expenses), the remaining costs (i.e. excluding production staff) make up less than 10% of the total ($4.5
million).

General costsincluding electricity and fuel for generators (10%) and other expenses such as rental of
office space, locations for antensa@nd satellite fees (if any) (6%)ake up the rest of the cost structure
($7 million). Finally, taxes (e.gusiness receipts taplay the smallest role (4% of total expenditures).

The following pie chart shows a rough breakdown of the expendituréseainedia sector.
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Figurel2Y 9adGAYlI GSR oNBI {R2gy 2F 2dzif SGaQ SELISYRAI

= Content

® Equipment

® HR, non prod

® Electricity
Other

Taxes

Estimated total expenditures: $45m/year

8.2. Revenues

We estimate that revenues of Afghan outlets in 2010 range betweemillion and $95million. These
funds derive from a number of sourcexlveatising, neighboring countries, thforeignmilitary and other
sources (e.g. sefinding). Assuming that advertising income (including commercial spots, information
OF YLI Adya YR LI ARKALRY&A2NBR LINPINI YYAYavénuad5 LINB a S
$45 million makes a conservative estimate of the revenues that outlets in Afghanistan can make from
advertising ($57 million in a more optimistic scenario). This is consistent with the assumption that
broadcast media absorb approximately 80%atifabovethe-line advertisinginvestments, which we
estimate as adding up to $58 million per year.Apart from advertising revenues are generated from
alternative sources (the political affiliations of outlets are pointed out throughout the report). iRgnd
from neighboring countries adgdup to $1418million (19%) military fundingcan account for $10r2
million (13%) and funding from the owner of the outlet can reach $Gm million (8%).

The following two graphs highlight the breakdown of revenues generated by the media sector and the
role that different media outlets (television, radio and priptayl & GF NBSiGa 2F | RASNIAAS
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Figurel3: Abovethe-line marketing investments

Estimated range of
investments: $55-70m /year

8.3. Profits

Figurel4: Estimated breakdown of sources of revenues

Estimated range of
revenues: $77-96m lyear

With total annual expenditures of $4%illion and revenues in the range of $B% million, we estimate
that the Afghan media sectagenerates profits of $380 million per year. It is worth pointing out that
the capacity of the Afghan media sector to be financially sustainable exclusively thedugltisingis
considerablyeduced(generating less than $14illionin profitsperyear).

The following two graphs show a conservative (minimwss)imate and an optimistic (maximum)
estimateof the profits generated by the media sector in Afghanistlre first is builton the assumption

that revenues are generated by a number of sascthe second takes into account revenues from

advertisingonly.

Figurel5: Estimated profits generated by the media
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Estimated range of
profits: $30-50m/year

Figurel6: Estimated profits generated by the media
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C. Analysis oftontent

Serials have a special plaoe Afghan television: this category of programs singlehandedly captures
nearly half the audience share (see below, audience section).

1. Serials

The first private television channels established in Afghanistan rapidly attracted a large audience by
broadcasting numerous series, most of them produced in India and dubbed into Dari. Tolo paved the

way with its immensely populataman,KhushuHam Arus Bud (6OnceUpon aTime the Sepmother Was
AsotheBNARS¢ 00X |y LYRAIFLY FFYAf&@ RNIYlI ¢6K2&S ONRI ROI 3
rituals andfor including in the plot several illegitimate births.

The Young Bride, oMak TVone ofthe  Although Indian series are still dominant on Afghan television
many Irdian dramas broadcast on Afghar - channels (three of the six most popular programs on Tolo, the
private channels . .
grommmen Second most popular program on Arianajhat is onoffer has
| diversified. The rise of Turkish seriaight be interpreted as a
way to avoid criticisnof non-Islamic content, whereas Iranian
serials are broadcast on channels that are closdram for
political reasons Tamaddon Noor, Kawsar, RadFarda)
Other countries of origin include, for instance, théS (24,
House), South Korea and Syria (a kgl cultural serial on the
life of poet NizaQabbani, on Saba).

Qualitative interviews showed that Turkish series tend to be

Dunyae-Asrar (World of Secrets), L. . .
prime-time Turkish serial on Tolo, ~ |€SS criticized than their Indian counterparts. Afghans often feel

closer tothe culture and traditionof these programsnotably
; becausehey are set in a Muslim environmerDunyae-Asrat,
13 "Jl broadcast by Tolo, is often quoted as a good example of a serial

gathering an over 8% audience share
; 20100922+ 050026

5

FRIFELIGSR (G2 ' FIKIyAAGlyQa ARSYGAGE

Iranian serials have not yet reached a high level of popularity
and were rarely mentioned during qualitative research, except

5“’57 ' in the Herat region,
' where returnees Iranian dramas (here, Four Walls, on
Tamaddor)

enjoy them and even
watch them directly on Iranian channels. Proximity with
Afghan culture,a common language (despite differences in
accent and vocabulargnd adequate technical quality (acting,
shooting,etc.) could trigger larger success in the future. Being
produced in Iran, those series are rather conservative, in terms
of plot and female dressodes.

A few South Korean serials are also broadcast.imiéeager of
Rahe-Farda, as well as some interviewees in the qualitative
research, reported that members of the Hazara community could identify with their characters through
physical resemblance.
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The most interesting development oécentyears is te unprecedented
appearance of Afghan serialRaz Ha e EerKhana (6Secrets of this
Houset), on Tolo, written and filmed by Afghans in Afghanistan, reflects
current issues (return of formerly exiled Afghgncontrast between
generations, debate®n marriage and engagement, kidnappings). It is
difficult to compare its audience share with that of Indian serials because
the latter are broadcast dailwhereasRaz Ha e EeKhanais scheduled only once a week. But at the
time it is broadcast, Friday afternoons, it is the most watched program across channels.

Eshge-Piri (dLove inOld Ageg) is an Afghaiproduced series broadcasted on RTA, with a plot set in a
rural environnent, amongchumblet people. Ithasonly a limited audience
share.

Rahe-Farda has also produced several series, sudtiaaga-e-Nay (6Sound
of the Hute€¢) and Asemane-Abi (0Blue Syg), although with fewer
resources and lessxperienced professionals. Trstories are set up to
depict mostly workingclass Hazara in Kabul.

|
|
N

Movies are, as of yet, not a very important programming category on the main Afghan channels. Most of
them are broadcast outside of peak times (aftet3pm onYak TVin the mornings on Shamshad, once

a week after 10pm on Tolo, after 10pm on Sabt.). Channels that broadcasnore movies (Ma,
Afghan TV andyreviously Emro2 generally do so for lack of other content, rather than as a deliberate
policy. As a wholeBollywood films come first, followed by Hollywood ones (mainly action movies; other
genres are virtually absent, which does rutlp give a good image of Western production). Afghan
movies, even very old ones or those shown at recent international &stiare extremely rare.

2.  Religion, politicsand news
2.1. Religious programs range from radicalism to more moderate views

Virtually all television channels and radio stations feature at least one religious program, in addition to
prayer calls and recitatianof the Quran. In addition, recentlgstablished religious television channels
offer a wider varietyof programs(including interactive programs, discussions of specific points of
doctrine, comparison of Islam with other religions, .gt&lthough most interviewees statd that they
would like to hear more religious programs, in the audience share charts religious caateetway
belowseries, news, political programs, games and comedy shows.

Cheraghhedayat (6Beacon ofGuidancé), on Ariana, is amongf the
best religious programs in terms of quality and variety, &ile first of
its category in terms of audience share. A female presenter introdu
various quotes by Islamic scholars, extracts of sermons and chants,
general stress is put on mnal morals, mutual love between huma
beings and the use of Gaglven reason.

Farhangwa Tamaddone-Islam (&Qulture andQvilization of Islaré), on Tolo, stands out because, unlike

other religious programs, it does not restrict itself to the holy tektg encompasses Islamic arts,

F NOKAGSOGdzNE YR KAalu2NER® {2YS SLIAAa2RSaszs F2N) Ayal
Islamic erao today, with its successive renovations under Ottoman sultans and Saudi kings.
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On theother hand Pasakhe-Noor (cb 2 2 RdSvéek) can be Pasakhe-Noor, episode dedicatedo
[ dZA0S NI RAOFEZXZ F2NJ )\yauIyOS Wik S RGIY 2 amBOA YA o & LX 2
I FAKEyAaGlry G2 / KNRAGALF yAGe e H0E /3 0K
speech does not include freeth of religion. The host )

describs A Y FARSt & £ 46 O IMNABBLIBR hy
occasionhestaedi K & GKS L&aflFyYAO 4! f
GAGK GKS [/ &NARS AT Iyl @& RIRO S Aéy 3

Generally speaking, programs on Noor can be quite aggressive.
An episode ofit Happened onThat Date £ for instance, statd A o

0 K I Miein &ampfa G A f € KFa NBFRSNR Ay 0KS 62NIRéE |yR GKI
I AGE SNE KIF @Ay 3 dzy O2 S NEBE Re vioAdd KREDE RS RZiohisehe N 2 14 82 ¥ A
underlines that Aryans include peoples inhabiting in the region of Afghanistan, buhstyeg about

the Holocaust.

Religious choir orTfamaddon

Tamaddon takes advantage of its proximity to the Islamic
University Khatem dNabiin to fiow activities of the students and
to advertise for enrollment.

With virtually no knowledge of Arabic among ordinary Afghans, an
important proportion of religious programs is dedicated ttwe
translation and explanation of words. On RTA, religious program
include a full Arabic lesson, with a teacher explaining the correct
accentuation and pronunciation of Quranic text.

Pronouncing religious formulas in vernacular languages (for
instancebe name-khadae-yakta wa bi hamtacd Ay G KS y I YS
God,thedzy A lj dzSX G KS dzyYI GOKSRé0 Aa 3ASy
whereas sticking to complex Arabic formulas, not understood by

the majority, tend to reveal more radical tendencies and
a2YSGAYSa LINRPEAYAGE G2 21 KKFIoAAY
channel set up ¥ Abdel RalRasoolSayaf).

2.2. Political talk shows are rather quiet

Most channels have one or more political talk shpasd regularly invite
Members of Parliament, experts, officials or former officials to debate on
particular topis related to currentevents. Although the overall presentation
is generally goodnd the questions are generalpertinent, what is lacking is
real debate, or even discussion, between the guests: the program usually
consists of successive monologues, because neither the persear the

.| guests darecontradict orinterrupt the speaker to follow up on a particular
point. One of the major reasons is thae guestgarelyincludepeople holding contrary views.
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On SpiniKhabari on Afghan TV, for example, despite the shrewdnasthe questions raised by the
presenter, fails to really ignite a dialogue between the two invitees, who actually interact exclusively
with the presenter. This tends @ive a slow pace to the show.

Akhere-Khat (dThe End of thelineed = b 2 2 MIpdgramf fared a
relatively better, thanks to a wider variety of elements: the debate i
itself is complemented by reading of newspaper editorials and
GASGSNBQ SYIFAfad ¢KS and Sa eNdritical (
both of the Afghan regime and dtifie international community. One
of the invited guests for instance,compared Y NI | A Q&
monarchy,because ofits tendency towards nepotispranother felt
that the presence of recently revealdithium resourcesvasthe real
reason for the foreign military presence in Afghanistan.

Gofteman (dForun€) is a quality talk show on Tolo, gathering five
politicians (often Members of Parliameft or experts to discuss a
particular issue (the Kabul conferender example). lwas oftenquoted
during the qualitative research as a serious and useful program, but it
nevertheless suffers from the same drawbacks as comparable programs,
with dialogues taking placmostly between the presenter and each of
the invitees sucessively.

2.3. Themes and technicalities of news

All broadcast outlets now have news flashes, or news briefs, of variable length, from the rapid headlines
on Arman to long and detailed programs on RTA, AzadiKillid. Some outlets also offer specialized
bulletins on international, economic, cultural or scientific news.

A striking fact is the heavy reliance on foreign sources. The weakness of the local news agencies and the
important role played by the international community in Afghanistan do not corepyjetccount for this.

There is a lack of setbnfidence within Afghan journalism which leads most of the outlets to consider a
piece of domestic news as important and confirmed only if it is brought up by a Western institution or
medium (preferably Brish or American). During this studgxamples ofmain headlines (sometimesr
several daysjvere a study by the London School of Economics on Pakistani support to the Taliban, an
article on mining opportunities in Afghanistan published by the New Yonkes, comments by
AmurallahSaleh in the same newspaper, etc.

Although focus and orientation vamgccording topolitical orientation, a few common themes can be
observed Distrust of Pakistan, sometimes quite virulent, is nearly universal (includingtaterun

2dzif SGavd ¢KS adaALISOGSR aR2dzntS 3IFYSE YR K2adAifa
Among the important outlets, Shamshad and Sharq are probably the only excefatithis

Attitudes towards Iran vary, ranging from sympattie (Tamaddon Kawsar and Noor television channels)

to critical (Afghan TV, Shamshad). Howeattitudes are mostlyrather neutral for example considering
that the row over the Iranian nuclear program does not concern Afghanistan.
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Technically speakingews flashes are good in terms of sound but poaeemms ofimages. Field reports
often use the same image (a street in Kandahar, a tank passing Dymetiey times for different news
items. The video component tends to be static, for instance showiadptilding of an organization or its
entrance door when mentioning a related press reledaanternational news, the vast majority of the
outlets depend on images gathered on the internet or from foreign channels.

From an editorial point of view, the@roduction of news is still rather passifer the most part
Journalists collect statements from officials and tend to automatically consider press conferences,
seminars, etg i 2 0 S  avihéieyoil Aok they bring something new. Conflicts are genbral
reported in a very factual manner, focusing on the body count. Tolo is more proactive, but sometimes at
GKS SELISyasS 2F I 00dzNI O &ctused Aniddket Bdoting éhéPeakeirgalR ¥ ¥ Sl&
instance) that are watered down or poorly arguedhe subsequent reports.

Box14: Visualidentity

There used to be a cleaut difference between professionfdoking channels, with moder
jingles and graphics, and more rudimentdopking channels that could not afford thos
Nowadays, nearly all outlets have upgradezhd the difference is marginal, for instan
between Tolo and RTA. Even redgritreatedoutlets, such as Noor dramaddon have created
a modern visual identity in terms of logos, graphics, etc.

At the same tne, the sophistication of leading channels in terms of branding is increasit
{SLWHSYOSNI vamnz ¢2f2 yy2dzyOSR AGa NBONI
sophistication of our audiences, who are increasingly demanding of a contergdord¢ from
the organkations they engage with. It also resonates with the attitudes that will take
country forwardg healing, hope, ’d NP 6 1 K | YR NBISYSNI A2y D¢

However, a gap remains in terms of program identification. Some channels (e.gYa&kloy)
have understood the benefit of clearly identifying flagship progravite an appealing titleand
a distinctive visual and audio identitgs well as ofinnouncing them regularly with teaser
Others, such as RTA, still display a confusing grid whemnéin contents are not obvious to th
viewers. Indeed, during qualitative research, interviewees could quote only a handf
programs by their namesBanu Zange-Khatar, GozareshShish-o-Nim on Tolo, Hamsinfion
Tamaddon Gozareske-Yakon Yak TY, others were2 yf @ &2YSgKI G NBY
LINEINI Yé 2NJ aF LREAGAOIf LINRPshiinents:a 2ywi ST
programsé & S BrieProgiamse etc.).

2.4. Still a lack of thorough investigation

Most investigative programs rely excessively on unquestioned/unchallenged official statements (from
either Afghan or foreign authorities), fall short of pressing to obtain precise answers and tend to be
satisfied with general denunciationécprruption isa plagu&, égood governance should be promotéd

etc.), rather than digging for fact&nd mentioning names.

Thathaving been said, a handful of real, aggressive investigative programs stick out and really contribute
to holding the powers that be accountable, which is all the more importaneén that thequalitative
research revead high expectations among the publion that matter, along with hopes that media
(watchdog) pressure could help reduce corruption.

Gozaresh YakdOneReporté), onYak TVis quite punchy in its inquiries, focusing mostly on corruption.
The interviewer, documents in hand, does not hesitateontradict officialsandthe presenter recounts
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the whole history of a specific case (overpriced fuel supplies to Ariana Airlines, for instance), giving the
amounts at stake to the near dollar, reading out administrative documents and pointing oflictoof
interest. The programalsotries hard to put pressure on the government by specifically underlining which
YAYAEAGNRSAE 2N 0o2RXS& aNBFTdzaSR (2 O2YYSyi

Edalat bara-e-Hamme (Wustice for All§), on Saba, is relentless ir g ,
following up unsolved criminal affairs. In a case of rape in Imam Sa “SsS§
(Kunduz), the victim and her husbamgve their statementglirectly, (
accusing four local strongmen and giving their names. Interviews
the local represntative of the Afghan Independent Human Righ
Commission underlined the lack of response from the judicial authorit
when the family tried to go to court.

Some programs, although not investigatiper se,help create an
atmosphere of accountabilityyy gathering prerecorded interviews of
various personalities who hold conflicting views on a particular topic.
The bestkknown is Gozaresh Shish-Nim (66.30 Report€), on Tolo,

which combines such interventions in a rapid rhythm, with short and
effective inroductions by the presenter. The program can be harshly
critical of the highest Afghan authorities. Commenting on Atmar and
{If SKQ& fdRMnstarided I Ay GAGSR |yl fead
Karzai be so sure that the attack on the Pedicgawas not caducted

08 0KS ¢l fAdlyK 52Sa GKIG YSIy KS

2.5. Are press reviews an opportunity?

The rapid growth and success of television is yet another disincentihahrom onTamaddon
to newspaper reading, but paradoxically could have some beneficijii
effects too. Most television channels now feature press reviews thg

comment onboth foreign newspapers (mostly prirdein the US and

UK) and Afghan publications. These programs are either included [l d
morning shows or exist as a standalone itefarf-e-Chahrom(dThe s
Fourth Letter€), onTamaddonis one example. - /
However, since most of the tittes commented on in these spre i

reviews are not easily available to the average Afghan, the impact will be limited unless distribution of
these publications is enhanced.

3. Entertainment and culture
3.1. Comedy and satire

The Afghan press has a lively tradition of cartoonig
(although no significant satirical newspaper existbyt

quality comedy shows are scarce in the broadcast landsca

The now weHestablishedZange-Khatar (&Warning Alarme) B
is far ahead in terms diumor and political boldness. It wag

Altai Consulting PageB6



Afghan Medidn 2010 Synthesis Report

GKS FANRG akKz2g GKFG OF Yeywerl &SRS NIZA SdzE SE QNINVE NV RIET gl
the qualitative research. Depending on the weekday, it can gatherga

to 23% of the audience share. One of the episd®llowing the
dismissal of Atmar and Salefuggested that likewise each and eve
Afghan should be dismissed if /bke T Af SR G2
President ! y 2 ( K S NthatithizT &l ib&BRAmerican tank
rather than wedding parties.

In comparison, the more recerihjection, on Yak TYis less crisp,
although it does focus on a burning social issue, narcotics and

FRRAOUGAZ2Y @ | f MKi2DZARKS NS GldzNRR y B &+ 1 ST NARAOdzZ 2dza 3¢
English and Dari, the pgram would benefit from more political lampooning to really make any point.

. Hechland, a very populaf’ comedy produced and broadcast by Tolo,

T aK2pga GKS fAFS 2F GKS daAiAyAraidaNr 2
Nothingé / A @At &S NI y (tidnal :Mistiyst i@ SIRkle,0 & (K
overcrowded office next to theministry office. One computer is
forgotten in a corner while the agentshat, prepae tea, comb their
hair, eat chocolate etc. This clever program is in the same vein as
Western programs parodying dysfunctional administrations and
focusing on inefficiency ancbrruption habits and generates the same
enthusiasm.

A veryfew examples of cartoons, from the immensage are shown hereto reflect the most common
themes and the variety of styles.

Water bottle fight in Parliament, KillidMlagazing July 3, First results of the Peacéirga(jumping: Saleh and Atmar)
2010

%" The program was not broadcast at the time of audience research. However, qualitative interviews showed the
program was very generally wediceived.
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Parliamentary election campaign, Mandegar, July 5, 2010 Fromright to left, Pedro before the elections, Pedro aftel
i KS St Kévilmaysziang August 12019

Electoral
symbol

Vating for me.. is voting for

social justice, for national \
unity.. because service to
humanity s running in my
biood...

candidate to the
Wolesi Jirga

Only a handful of newspapers, usually with limited circulation, identify themselves as satirical. This is the

case for Kale-Chortgooy (Bald, Talking Nonsense),seltdescribed asd & 2 Y S (i &o¥id, fcémical,

critical, freeandclosed hyS 2F (KS A&aadzSa TSI {dz2NB& skenynarloNIi A Of S
TV series knowledg@cluding an imitation of official, boring speeches. TheiidzS | f a2 f Aa0Ga (K
Ay Fff FAStRayY aiKS o0A33Sal ENEBTKSYORAXMPAGO ARV S2
OAG aSSya GKIG GKAA ySgalLl LISNI Aa Oteadandbilet 2 S OYPS NI €

d¢2sl NRasiacyRS¥peéa (GKAA

O IKaHgiGhartgooyLJdzo £ A A KSR A Y
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3.2. Games for knowledge, games for money

201005493 JNINF0eRy

Raze-Taswir SadDar Sad on Ariana

ZehniAzmoyono(éa A Y R Q& ondR$Atidcludes not only questions lalgostories, jokes and verses
told by the various participants. As often the caseon RTA, the program mixes Dari and Pashto, with
roughly every other question in each languaBaze-Taswir (6Secretof the Picture€) and SadDar Sad
(6a00%) on Ariana are two interactive games, with viewers calling to answer questions about
geography, histonyand literature, with a special focus on Afghan heritage. Both are among the most

popular programs on Ariana) terms of audience share.

mUne1I -1 n 20100853 -200315

-
| —
-
|
-
|-
-
—
—
-

Ki mikhohaddowlat mand shawad? DelNaDel(Yak TY Deal orNo Deal(Tolo)
(Shamshad)

Programs such a&i Mikhohad Dowlat Mand Shawad? (&Who Wants to Be a Millionaire®) on
ShamshadDel Na Delon Yak T\and Deal orNo Dealon Tolo illustrate a quite different category, with
the focus being put on monetary gains. In the latter two, the game canefsbpening boxes and
discovering the amounts of money that they contain, without any questmsed

Box15: Governmental control of the media
During the course of this study, the Afghan governmentvatobits determinationto

put some limitson media activities. It shut down the television chani&sghrozon July
HT S Hamn F2N a7F2SSHyASAyY 3 yNS f R NHAl AR/
programs were considered insulting to the Shiazara community). Blso bannedhe
television gameshowsDel Na Del and Deal oNo Deal, respectively broadcast bak
TVand Tolo, for practicing gamblinggmar), which is forbidden in Islam. Deal Nb
Deal was the second most popular program on Tolo before the ban.
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The famous singing competitiavfghan Staj€ on Tolo, was not on air
at the time ofthe survey, but was still cited by many interviewees, with
varying opinions Many enjogd the show, butmany criticized its

superficiality, arguing that it does not encourage genuine Afghan culturigg
and that it represents a disincentive with regardaducationand effort
in studies. Various students and professors, for instance, considerg
OKFGO a! FAKFYyAadly NI OGKSNI&SSRa

0Afghan Stat on Tolo
3.3. Cultural programs

With an extremely rich literary heritage, with various civilizations havi
left their historical mark, Afghanistan offers an infinite source of mate
for cultural programs. Their quality is generally excellent, but cultu
programs are broadcast outkt peak hours andherefore reach a rather
small audience (which is not a problem specific to Afghanistan).

Kakhe-Boland (¢High Castleg I vy YS SEGNI OGSR ¥
the Kingsd built a high citadel of versgsreserved from wind and ra),
on Tolo, is a higlend program on literature (as well as thephystory, translation, academgtudy;, etc.).

The presenter explains prosody of classical and modern Persian poetry and introduces interviews with
contemporary Afghan poets in eloguent Pergiavoiding, as far as possible, Arabic and English words.
The only drawback is that the program is broadcast after 10:45pm.

k. PRI sokhanwa Andisha(@Speech and Thougt)t on RTA, broaches issues
related to literature, culture and civilization. One episode, for example,
discusses the preservation tife Dari and Pashto languages, compares
Afghan Dari and Iranian Farsi and explores the linguistic origins of the
vocabularyand grammar used in Afghanistan.

Jahane-Honar (World of Arg), on Azadi, gives the floor to Afghan
artists livingeither in Afghanistan or abroad, to present a sense of
Afghan cultural identity and traditions. Reports may include discussions
on the infuence of Indian modes and rhythms on Afghan musical tradition and explosatiothe
various local musical styles inside Afghanistan (Logar, Badakletban

4. Education and society
4.1. Canthe media educate people?

The qialitative research sheed tremendous expectations on this topic: not only students, pupils and

teachers but also a high proportion of other Afghans would like the media to play a more active role in
GKAE FASER® aLyadSIFR 2F ! F3aAKFyYy { (| N StaggS ad-KA2RIzf IRY K
BFAAYSSNAY3I &ai0dzRSyd Fd . FE1K ! YAGSNEAGED® GCKAA A&
you seen the state of Afghanistan? It is time for studying hard and pulling thiougth y a A a0 SR | &
teacher from Haji Kot, clode Mazare-Sharif
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Hamsinfi Alefba-e-Zindegi

Among the private channelsflamaddonhas clearly chosen to focus on education, with two major
programs often mentioned by pupils, students and teachers interviewetitamsinfi (ddassmates
teaching the whole higischool program in sciences and used by pupils preparing for the university
entrance examination) andlefba-e-Zindegi(dA T Apbabet¢ a literacy course).

In addition to these,Tamaddon offers two specialized program&habarta-e-Himiwa Farhangi
(6Qultural and<cientific Newsg which presents in an eyeatching, welillustrated way recent discoveries

in various fields such as medicine, astrophysics, aeronautics, etc)Damgstaniha (0Pieces of
Knowledgé). The latter is proded by Iran and broaches various issues, from technology to history, with
an efficient mix of visual and verbal explanations.

ERTYa channel managed by the Ministry of Education, tialy limited coverage area and a negligible

audience share. The femterviewees who knew about ishowed a high level of interesh a fully
educationalgovernmental channelHowever so far, the program&ave not been visually appealing.

2AGK Y2NB 2F | 3INILKAO adetsS ooe gimplyfmngkfedched T (St
and a real coverage area, ERTV could rapidly become popular, especially among youth. It could play an
important role in complementing schools, universitesd remedial courses, and beyorHis raise the

informational and educatinal levels of its viewers.

Among radio stationsNawa has chosen to specializmn educational content. It features, for instance,
Talimwa Tarbie (6Pedagogy), targeted at teachergyiving them advice on how to manage a class, how
to adopt the right tonewith pupils, how to address psychological problems, etc. The program mixes
GY2RSt RALFf23dzSa¢ 0 Siaml SSo0ndtabkgaiiededcheR andléziuiation
specialists.

Two different programs offak T\ivere mentioned as useful with regar@ general information and
studies: 0Gadgeté which focuse on the latest and most impressive technological innovations (robots,
new models of cars, tactile computers) and also presents tips to viewenstenmet usage (interesting
sites, how to alter piatres, how to manage your blggnd Kar o Bar(0Affairst), which discusses recent
developments in the Afghan and world economies.
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P

4.2. Health programs

The vast majority of the population hasaccess to radio, and a significant proportibas accesso
television,which means that thenedia can play an important role in preventive public health.

Dabestan Bu Al{¢At the School of Avicenng is a health program
broadcast by Tolo and highly appreciated by medical students
doctors interviewedduring the case studies. It focuses not only ¢
specific medical topics from a scientific point of view, but also
controversial public health issues (nogspect of hygienic norms
regarding food products, delays in opening of the Jomhur
Hospital, etg. The mix of interviews with specialists ar
investigativestyle, cameraon-shoulder reporting gives a gooc U’L" & s 5
tempo to the program, although it could be enhanced by the u
of anatomical sketchesto facilitate understanding of the
phenomena discussed.

Damalana was the secondnost mentioned health program
among interviewed medical students and profession&lalike
Dabestan Bu Alit does not investigate public health issubsit
rather focuses on specialized discussion of medical facts, wi
specialist generally a doctor, presenting the topic and answeri
guestions asked over the phone by viewers. Unfortunately,
use of sketches is very limited in the program, which makes
presentation rather monotonous.

On radio, theSihat (6Healtte), broadcas by Azadiis adapted to
an audience without higher education. Medical words are explained in everyday vocabulary and the
themes chosen reflect real priorities in rural public health, in their socioeconomic context. For instance,
one episode broached thessue of sterility, in the form of a dialogue between a female doctor and
listeners asking questions over the phofitie discussion covereomtraceptives, birth spacing, sterility,
blame oftenbeingput on the woman (e.g. for the sex of the newborn) adlwas social perceptigof
couples without children in the first year of marriage.

Box16: Interactivity
Interactivity is widespreadn nearly all broadcast outlets. Apart from song requests, wh
constitute the main programingon some radio stations, listeners or viewers are encourage
call in during the course of various programs to give their opmishare their experiences ¢
askquestiors. Talkshows, morning programand thematic programs (on health, women, et
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very often include interactivity, not only through phone calls but alemugh SMS texts anc
sometimes emails; generallyan expert (doctor, psychologist, etc) answers questions
testimonies. A few programs, suchldazar eshoma(dYourOpiniong), on AfghanTV, are purely
interactive: a question (generally political) is displayed at the bottom of the screen an
presenter takes calls, answers and comments and contrasts various opinions.

Technology is a limiting factor: connections are very often cuthdajuality is poor, includin
Larsen effects (audio feedback), and usually only one call at a time is broadcast, which p
real live debate. As a result, thematic programs includioge interactivity flow better than
purely interactive programs.

4.3. Women and social issues

IIEETE  Banu (0Lady), on Tolo, is one of the be$ty 2 6y 62 YSY Q& LINE =
B quite often quoted during the qualitative research. The key to this

L2 Lddzf F NAG& A& GKS LINPINI YQ& RdzNI 0Af

afternoon). The female presenter and the male psychologibb

'yas SN @A S g S N&RcorjedzZnilidr Xageg @ th& madia

landscape. In @ unassuming and progressive way, the program

speaks about engagement, forced and arranged marriage, family

LINBAaadz2NEZ IANI aQ SRdAzOF GA2Yy S AGSNRAE A

ZanWa Zindagi (Woman and Lif§), on Azadi, is a program based o
current Afghan news that tries to underline the role of women and tl;
difficultiesinvolved in achievingquality. It discusses various issues (thp
Peacelirgg the parliamentary elections, etc), presents the activities ¢&
$2YSYy bDhaxz NBLR2NIa 2y &aSYAyl
Afghanistan or according to Islam, etc.

Koranai Zhuand on RTA, is an interactive program debating Afghl. * »
social issues, such as exaggerated expenses for wedding ceremaonies,
arranged marriageshe influence of wealth levels on choice of a spouse, etc. It is built on a series of
interviews.

KhaneNow, Zindegi Now (tNew Home, New Life€), on the BBC, is a program consisting mainly of short

dramas in informal Dari or Pashto, targeting a rural andéeand staging Afghan daily issues (confllcts
NBfFGSR (2 fIYRKLINRPLISNIE&>S o02YoAy3das 62YSyQa R2YSa
etc.) It is very popular in rural areas.

2L
1\1\

4}
l
K4
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4.4. Youth programs

Dunyaee-Jawanan (0World of Youth¢), on RTAreports on various E..-\S“
issues such as graduation ceremonies, vocational training centh -

private universities, etc. It also collects opinions of young people
themes such as unemployment, cost of studies, peace in Afghanist
etc.

A few channels have pred quite innovative in letting children present
whole programs.Akobakg on Saba, features an excellent teenage
LINBaSydSNE |ofS G2 3AAGS | ayltala
moderae I RSolF S 2y OKAfRNByYyQa NA:=
politicians and ministers and end up suggesting that they should be giv
deadlines, likehey areat school fottheir homework

4.5. Life and development in the provinces : e
e =
Zangari Report, broadcast during prime time on RTA, and the second most popular progratineon
channel in terms of audience share, offers reports on reconstruction in various provinces, through
interviews with local inhabitants and officials. It underlines both the efforts of the Afghan government
and the financial contributions of the internahal community on various projects such as roads,
schools, hospitals, etc.

Rostaye Man, KhaneyeMan (6My Village, My Home£), on Azadi, b
presents in each episode a particular village of Afghanistan. The sc L
technigues of radio reporting are well mastetedhich allows for al
LX SF&FYydG YAE 2F yI (dzNI € ézdzylv?é_'“
from a wedding party, etc. The presenter informs listeners about f%‘
geography, landscapend climate of the chosemplace going into somef&.— ., T :
detail about the plantsanimals, local crops and cultural traditions. T " :
general tone is positive and always tries to give an encouraging i m",- — s s Y
of Afghanistan. = LB =t :

5. A handful of Afghan websites offer interesting, tjp-date content

There are very few significant, regularly updatedormative Afghan websiteS'hose of pertinence are
presentedhere.

Benawa (www.benawa.coy, sefRS&ONA O SR & |y a2yt
worldé Aada Yy AYLRNIFY(G AYyF2NXYIFGAGBS |y
Pashto, created in 2004. It clainismillion visitors per month. The
N ?-, ¢ e 15.) content, ranging from domestic and international news to more cultural
\ O ] . . . . .
or informative articlesis provided by a network ofolunteers scattered
throughout Afghanistan, Pakistan, Iran and the West. The general
political tone is close to the spirit of crebsrder Pashto nationalism. The front pagjf@gown here posted
in August 2010, denouncédmnian pressures leading to theoslre ofEmrozTW G2 KSNBE A & 2 dzNJ
freedom? Condemnation &mrozTV Save the Afghan media from Iranian hegemany
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Payame-Aftab 0 { dzyi&s&age, www.payamaftab.con) is a
mostly Persian website (but al$ocludes sections in Pashto and
English) founded by Engineer Seyed Mohammad Bager
Mesbahzadeh. It features national and international news, in
addition to short essays on religion, politics, ethics and culture.
The site displays an intereist moderate Islamist movements in the Arabic world (MusBnotherhood
Turkish AKP, etc). It claims around 35,000 visitors per month.

/

S s Sadae-Afghan (Afghan Voice) is another information and news website,
(19) YW §1at $ 1177

g
6) mostly in Persian, managed by Sayiéxba Husseini Mazari, with
representatives in Afghanistan and Iran.

As can be seen onits homepage here, Kabul Press
(www.kabulpress.oryy stands out with its punchy, strongly
opinionated style. The site says that it has bemmsored in
Afghanistan (after several scandals, among them announcing
Bl KANJ { K KQAd RSFGK &S@SNI f 5SS a
technical solutions to get around this obstacle (the editor lived
for several years in Iran and learnt there from fellow blexs
Hillary Clleton. Harack Obame thivwing demec™  how to get aroundinternet censorshipy. The general tone is
e N e et extremely critical of the Afghan governmemthich isconsidered
pro-Pashtun, secretly linked with the Taliban, profiting from narcotics money and unwilling to be fair or
balanced towards theHazara minority (notably regarding attacks on Hazara communities by Kuchi
nomads, who are also Pashtun).

L7 2,

LT
““”‘-‘“"“ N

| -« AN or o -
e — e VKON APERS
; > : 3 AL TEAR T 1
' | ' ] _—
, ~ The Afgharo £ 23 & Y v 1 I NE
e I
S | -
51 y §a Ky hoviépo@ @ith sections on
Islamic, Human, Experimentaind Mathematicalciences,
Health and Arts & Entertainment

% As ofthe time ofwriting this report, the site seems to be accessible from within Afghanistan.
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5 acan WikipediaFarsi(fa.wikipedia.org hasaround 40,000 articlesiccordingi 2 2 A {1 A LISRA | ¢
4_”\\ §  statistics. It is the main site used by students for academic research. Some also
b Q ‘Aj mentioned Daneshnameh, a website edited by the Network of Iras&rools and
28

“\ % teachers, offering pedagogical content on higghool programs, and Kankar, an
—— Afghan blog offering resources to prepare for the university entrance examination.
L 5Sog

2130 Welilols
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Section Il - AUDIENCE ANPERCEPTIONS
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A. Equipment, usage, &bits and behaviors
1. Equipmentandusage

Media consumption has evolved considerably since 2005: radio consumption is decreasing significantly
whereasTV is growing slowly. The dominant metfighe countryis still the radio: as of June 2010, 63%

of Afghans listead to the radio on a more pless regular basig8% watcled TV, slightly more than the
number of equipped househol@ome watch outside their homePrint media is read bynly a minority

(13%) of Afghansyhich is significantly lower thaB005 figures. Mobile phone usage in theeantime

has reached a major portion of Afghan households, with a 61% penetration rate.

Figurel?: Penetration rates

80% -
63% 61%
0, -
60% 8%
40%
20% 13%
H .
0% m T T T - T 1
Radio TV Press Internet Phone

1.1. National figures

A total 0f84% of the populatiomeported usingradio, television, the press or thiaternet, at least from

time to time. The remaining 16% nemedia users can be split in two groups:

- The pooresbf householdsgearning less than $10er month per person who mentiored cost as the
main reason for not having a radio set;

- The comparatively webff, earning more than $100per month (26% norusers among them), who
claimed arethat they werenot interested, orthat they hadno time to use the media.

We see below that dvers for equipmentownershipand usagevary for different media types: for the
modg part, usage &long withinterest) drives ownershipf radio sets whereasownership drives usagef
TV, obviously,coverage is a driver for both.

a. Radio

Ownership

Radio ownership is still ahead of TV ownership by far, with a penetration rate ofHé@&®ver, ithas
declined significantly from its 2005 level of 838tthoughradio ownership is slightly lower in urban
areas than in perurban or rural onesthe discriminant variable seems to be TV ownersfilgere is an
already significant inverse cotetion between radio and TV ownership: 58% of radio owners have no TV
set and 58% of TV owners have no radio 3dtisis a first hint that in some areas, TV has started
replacing the radioThis will be confirmed in the next sections.
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Usage

Reasons prapsedas explainng non-listenership differ slightly between social groups: lack of time is a
more important reason for men than for womeasmen more often have to be outside the household
at work than womerdo. Youth show a much stronger preference f&f. Tanguage and cultural issues
although minor in general termsare much less often a barrier fthis groupthan for elders.

The main reasonfr not listening to theradio are split between nchavingtime, having apreference for
TV andhavingno interest (about a quarter of the sample). These three reasons explain why, cotdrary
the situation withtelevision sets, some radio set owners do not actually listen to the radio.

Price ofradio equipmentwasadvanced by5%of non-radio usersas a hindering factog althoughthis
reason wasoften coupled with anotheras multiple answers were allowed for thipiestion. Poor
coverage or quality of receptiowasnot a major issuecrossthe whole population 499, but wasstill
mentionedthree times more frequently by rural inhabitants théy urban ones.

Figurel8: Reasons not to listen to the radio Figurel9: Cost as the mairreasonnot to own amedia
device vs. income/capita
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b. Television

Televisionownership, contrary to radicet ownership has been growing slowlgver time In 2010

almost half (47%) of Afghans have a TV set at home. Household expenditures also show a higher amount
dedicated totelevision purchasesin 2005 a color TVse cost $70 on average; five yedater, the

average T\équipped household spent $118 its last set (less than half the average household income

,of $252).A total 0f82% ofthe population hashadtheir current television setor three years or longer. A

third of TV owners have two sets or more, and almost a third have aplyEr.

Less than a quarter of the population has satellite TV equipmeésage patters suggest that the
majority of satellite TV users dwt use aerial TWnhuch which suggests #t they do not have access to
many overthe-air channels.Cable TV, relying on fixed infrastructure, is essentially an urban
phenomenon, restricted ta@ertain areas ofthe main cities With rare exceptions): this explains thew
penetration rate(5%)
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Figure 20: TV equipment among people who have access to TV
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Contrary tothe situation withradio consumption costis a major factor limiting TV viewershigl% of
those who do not watchieported that the cost of TVequipmentwasthe main factorbehind theirnot
watching However, he price of a set alone cannot explain low television ownership: in Badghis, the
average price for a TV set is higher than the monthly incame usage is lowthe cost relative to
income & similar in Badakhshan, agdt this province shows one of the highest TV penetration safe
noted in earlier reports on media consumptionsage ofa TV set is dependent on an external power
source, and there is a strong correlation between lack ofeas to electricity anda low TV

ownershiplsage rate.

Figure21: Reasons not to watch TV
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Figure22: Relative price for a TV set Figure23: Electricity access
comparedwith penetration rate, by province comparedwith TV usage, by province
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Althoughradio and mobile ownership do not depensignificantly on location type, more TV owners are
observed in urban areg55%) in comparisowith rural areas(39%):a household is more likely to have a
TV set where it has access to grid electrigitlyich ismostly found in the cities and towns.

When it comes tgpoor coverage or qualitpf reception thisis much morean issue foiwould-be TV
viewersthan for wouldbe radio listeners: many rural areas do not have access to anytloeair
channesand have to rely on satellite TV signal

Cultural issues

Cultural issueg related tothe notion that TV isharam, or against religious beliefs and practicesire
much less mentionedomparedwith five years ago as a valid readon not watchngtelevision. Itmight

be arguedthat areas which havéat leastsome access to television slowlyarm up to accepting and
watching it, if not outright when there is electricity and coverage, people watch TV, even in areas that
can be described as quite conservative.

As an example, peopliving in the rather conservative districts of Khogyani (Nangarhar) or in Arghandab
(Kanddar), where the equipment rate is well under the national average (about 3@ foundto
havehighusage of televisiorand cultural issuewere not mentioned more than the national average.

Conversely, areas which have the lowest television penetmaties are amonghosewhere the cultural
issue is the mosprevalent no television usage was reported in Garmdistrict (Helmand), and nearly
all interviewees mentioned cultural objections to watching television, along with equipment price.

Cultural issues therefore rareferveas a reason to refusto watchtelevision altogether. However, all
contentthat is broadcast on television is not blindly accepted by atiroaderknowledge and usage of
televisionamong the Afghan population hae sparked a more general discussion about the cultural
relevance and acceptance of this media, its purpose and its effectivenesss &kfdained to a larger
extent in the section operceptiors below.

c. Press

Only 13%of Afghans read the press, artdose who do read are apparently doing dess and less.
llliteracy is obviously the main factor hinderipgnt mediaconsumption: total illiteracyvasreported by

42% of respondents and 60% of women respondents. Martlyasie who ared f A § SN 1 S¢ yKI @S
functional literacy, allowing them to read a sentence aloudittto understand a paragrapkccess to
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the press is far less problematic fdret younger generationhian for older adultsyoung peopleeadthe
press twiceasoften, although illiteracys still the second most important factor preventiagcess to the

press among youth
Figure24: Reasons not to read the press
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Poor distributionwasanother commonly cited factor hindering press consumption: 39% meaddmat

they could notget access to the press on a regular bastich prevenéd them from reading magazines
and newspapers. Priogasan issue foonly 3% of nonpress readers: a hewspaper or magazine issue is
relatively inexpensiveand a few of them are distributed for free (see belam preferenceks

Out of 6,648 intervieweesonly 12 (0.18%) admittethat someone readthe newspapers to them,
whereas71% of press readers clagathat they read for others whavere not able to readhemselves:
it is possible that admitting that someone reads the presgou isdifficult, but it is moreprobablethat
adults are reading the press to children, who warg interviewed in this sample.

d. Internet

The percentage of households connectedhe internet is still quite low, at 1.5%, although it has grown
slowly since 2005. That said, 8% of the surveyed population declaredvtleeegnternet access points in
their vicinity. In most cases,domestic internet connection is correlatadth presence of a fixed phone
connection (either landline or CDMA connection), which is commaminsome cities. Internet usage
has not increased by mudhthe past five yearsreachingbarely4%5°.

Inadequate literacy andurthermore, limited computer liter&y are obviously the main factors hindering
internet usage. Despite the establishment of internet cafés in every major city and, to a limited extent,
the setup of District Communication Network access points, serving as internet café3uatid Call
Office (PCO¥in district centers, lack of accesgas still a quite important issue for the majority of
respondents.

*The Afghanistan National Development StrategND$ baseline figure for 2007 mentioned 500,000 internet
users in the country (less than 2%thé total population) and the International Telecommunication Union (ITU)
gives an estimate of littion users for June 201€close to our figure.
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Figure25: Reasons not to usmternet
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Althoughprice does not figure among the main factors preventing usadgedbmes an issue for people
connecting at internet cafés with a low bandwidth/bad quality connection: downloading a single email
can take several minutes; opening a webpage can seem to take ages. In such situations, otherwise
reasonable connection fees adgh rapidly and price does become an issue.

Internet is used bypredominantlyyouth and people who have access through their job. Qualitative
research shows thaamong youth, thenternet is seen more as something for boys. In several groups of
students interviewed, young men connectetvo to three times a week young women in the same
group did not access the internet at all, as it is viewed as inappropriate for girls to attend interégt caf
In Heratcity, agreat manyyouths interviewechad nternet access at homeinternet is available through
DSL in that city, and many of thdrad developed the habit of using it while exiled in Iran.

Nil/#S§é riegalty Rd®wnoand perceived positively, but knowledge of it

For2 i K S NJ 3 NP dziyi
0 2YyR aAGQa | YStya (2 02yy&S0iG | yR

5
did not exterR Y dzO K Sa&

e. Mobile phone

Not really media devices, but capable of being used as such, mobile phadasvery high penetration
rate in our sample: 61% reportatat their householdhad a phone, and in almost all cases this meant
access to a mobile phone (only 1% of the surveyed populatidrahandline installed).

1.2. Regional variations

The trend observed nationallyasconfirmed at the provincial level: generally, provinces whichehthe
highest radio equipment ownership rates also have the lowest TV ownership rates (WRaldka
Kunar, Samangan, Helmand). Moreover, the lowest radio penetration ratee observed in those
provinces that have the highest TV ownership rates (Basladn, Herat).
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Table4: Ownershiprate
High Low
Radio Khost, Wardak, Paktia Kunar, Samangan Badakhshan, Herg&30%)
Helmand, Kandahar, Paktika90%)
TV Kabul, Badakhshan, Faryab, Hgre80%) Wardak, Laghman, Kunar, Samangan, Bad(
Farah,Paktya Helmand, Zabul, Uruzgéx20%)

Mobile | Wardak, Kandahar, Paktika90%) Jawzjan, Badghis, Nuristan, Sari Pul, Dayk
(<20%)

Provinces with higher radio set ownership rates are almost entirely Paglgaking areas: Khost,
Uruzgan, Zabul, Helmand, Paktika, Warddktya Kunar and Nangarhar &laveradio penetration rates
above 90%.

Satellite TV is used mostly in relativedynote areaswith limited to no access to ovéhe-air channels: in
Faryab, Samangan, Helmaadd Badghis 40-50% ofthe TV user populatioraccessesatellite TV in
Panjshir, Sari Pul, Baghlan, Daykundi and Farah it84%0andthe raterises to 95% iBamyan.

Internet access is much easier in some provinces. For exanmpl&abul province, one third of
respondentsclaimed that internet accesswas available within their neighborhoqd8% of Baghlan
householdsare equipped withinternet access (compadewith 5% in Kabuj)but Badakhshan, Takhar,
Badghis, Farah, Uruzgan, Bamyan Ba#tya are virtuallyinternet free.

2. Consumption habits and behaviors
2.1. Broadcast media

Radio and television are used arvery regular basis: the majority of their respective nssksten to the
radio or watch television every day.

Figure26: Usage frequency for different media types

80% - M Less than once a
70% month
60% W About once a month
L
50% - B Few times a month
40% -
30% - About once a week
o, -
20% Several times a week
10%
0% - M Every day
Radio TV Press Internet

Broadcast media are essentiallgedat home (87%), and this has not changed much since 2005. Women
watch TV and listeto the radio almost exclusively at home @@&nd 97%respectively).
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Figure27: Where do you mostly use radio and TV?
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among rural inhabitants.

a. Preferred times of the day

When asked what theipreferredtime of the daywasfor listening to the radio and watching television,
the majority of Afghans mentiard evening hours{-11pmb ®¢ KA & G LINAYS GAYSé OF LIid
TV. However, radio users are to an extent more inclined to listen throughout the wlatyl Spm.

Figure28: Preferred time of day (above) and observed audience by time of day (below)
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Results from actual audience observations show similar results, with more detail. The peak time for
television is betweepm and 10pmwith the higlest level of viewership betweeBpm and 9pmwhen

42% of TV users are in front of their set. During the rest of the day, nearly no TV usage was recorded (the

G LIS | { a@mreprésents only 6% of TV users). As shown above, this is explained bytimeses to

St SOGNAROAGE YR (2 &a2YS SEGSyid=z o0& FLYAté YSYoSN
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is provided only at night (at the time of the survey, sungets around 7.10pmand twilight around
7.35pm).

Radio usage shows two equivalenidiencepeaks: the first in the morning, betweer and %m, with

a peak at @m, (10% of radio users); and a second8elpm (10%). Usage during these two periods is
stable and not negligibleat between 4% and 6%f users. An interesting finding is that any given
time, less than 10% of saleclared radio users are actually listening to the radio. However, the radio
user base is generally very high, with 63%-delflared radio users in the country. This translates into a
total population listening tahe radio at amof about 1.2 million.

Women and men show relatively similar audience patteiedues are only indicativewingto the low
representation of rural female interviewees in the sample (see methodology). This discrepaycy
account for reléively surprising result©n radio usage (previous research showed a peak of radio
audience for women in the afternoon as well).

Evenings are a family timéor both radio and TV consumption, with a slightly higher audience for men
than for women: in sora families, the only TV set is located in the gueskiving room, to which
womenmaynot have access if male guests from outside the close family are invited.

Figure29: Audience by time of day and gender
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b. Duration

Whereas frequency of use @milar for radio and television, more time is spent watching television
among viewers than listening to the radio among listeners. Average consumption duration can be
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calculated in two different ways: counting days where peagdenot watch television or listen to the
radio, thus getting an average for a longer period; or focusing on when people do watch or listen.

Usingthe first method, TV vieweneported watchingelevision foron averagel hour and 6

minutes

per day over tle period July 148. During the same period, radio listeners listened to the radio for

49 minutes per day.

average 1 hour and 46 minutetsie average durationdr radio listeners was 1 hour 34 mi
the two charts below for variations the period.

Figure30: Average duration, TV Figure31: Average durationradio

Usingthe second method, people who watch BY a particular day were found to watch fior on

nutes. See
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c. Across the week
Audience peaks for radio or television consumptivere observed each day, with slight variations
according to the day of the week. In our sample, the peak time for televigasevery day between
8pm and 9.30pmwith 5060% of TV users actually watchimgth slightly lower audiences for Thursday

and Friday evenings.

Figure32: Instantaneous audience ovexone-week period
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Of course, audiences vary greatly depending on the media outlettangrogram. Thiss shown in the

following section.
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2.2. Internet

The majority of internet users connect several times a weeknore (72%). The population of internet
users is split ito two main categories: youth, usually university students, who connect several times a
week usually from mternet cafés and more rarely at homand adults who work in organizatien
connected to the internetwho thus connect at work. At the junction of these two groups are young
private school students, working during the day and studying in the eveningse dheconnected to the
internet almost 24 hours a day, often also through their mobile phones. They are the most active
internet users.

Generally speaking, only 20%internet users connect at home. Most connettinternet cafés(37%)or
at their workgdace (28%). Connecting through mobiles is still rare thetproportion isnot insignificant
(6%). As for other media, women connect more often at home, although sotemet cafés offer them
the needed privacy (e.g. with areas apart frtimse for mer).

Figure33: Main location forinternet connection

m Athome

H Atwork

M Internet cafés / PCO

= Mobile phone

Friends place

Other

Among the variety of online activities, emailing is by far the most popular (used for professional as well
as personateason$, followed by chatting and finding informatiobniversity students typicallytsdy or

find information from the internet: professors often mention websites and encourage students te self
study on the internet, because of the poor quality textbooks One student mentioned that his
economics textbookjave the value for 1984s thegross domestic product (GDijure for Afghanistan.
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Figure34: Online activities
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The average young user spendgraat dealof time chatting with friendor family overseas, or meeting
friends orstrangerson chat.More sophisticated usage exemplified by Herayouth (seeBox 17).

2.3. Print media

Print media are less oftensed the majority of respondents read a newspaper or a magazine once a
week or less.

Given the poor level of distributioacrossthe country, it is not surprising that one copy of a newspaper
may be shared by as many as 45 people.

2.4. Mobile phones

Data gathered showhat mobile phones are seldom used as a content exchange platform: less than 12%
of mobile owners (or 7%f Afghans) have ever viewed or received video on their mobile. Ringtone
exchange is slightly more popular, especially within the female population.

Box17: Community case study insiglgteducated youthand the internet
Several group®f youth were interviewedfor community case studies, in Kabul, Herat g
Mazare-Sharif Although theinternet usage of youth in Afghanisté&&amuch more sophisticate(
than for other groups in the country, it generally revob@ound email, chatting seises, some
social networking and the acquisition of news and information from specific sites.

Chattingis very popular among youth, with the most popular services being Yahoo Messe
Google Talk, Skype, Facebook chat and MSN Messéngey youth logon simultaneouslyto a
few, if not all of these Most youth use these services to keep in touch with friends,
sometimes meet new people in other parts of the wolldany youthfind that they lose their
inhibitions online andare able to relate to othes more easily. For example, some oppog
gender classmates who would never speak to each other in person have very deep conn
and conversations online.

Social networking has started to become popular, almost exclusively through Facahddkas
been goingfor a little over a year nowAlthough Facebook is still usegredominantly for
entertainment purposes (posting pictures, keeping connectéthre seems to be a new tren
developing of youths utilizing it as a meansselfexpression and to sha opinionson the
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world. This is still in its early stagdst it is definitely on an upward trend. It was observed tk
Facebook alsseemsto have an effect of causing youth to shed their inhibitions and exp
themselves in a way that they would nftel comfortable doingffline. OneComputer Sience
major at Herat University said that around 80% of his classmates were using Facebook.

Wikipediais also very populgrand most youthseeit as an information source and often use
as a means of supplementing what thane taught at university. Thisas beerfacilitated by the
Farsi version of the sitehanks to Iranian students, this version of the sitequite well
developed.

Other internet uses include reading the news, with the main sites bdimg BBC and
www.pajwak.com(see Box 7, p.47). However, this use of thimternet is commononly among
those whohavedaily access to the net, angdrestricted generally to those whare working and
haveinternet at the office. Many youth also reported using ihéernet to keep abreastf sport
news and to learn about their favorite sporting personalities.

It is interesting to note thatalthoughuncommon among youth in Kabul, many youth in He
areusing the internet to keep abreastf the latest trends in terms of fashion and hairstyles. T|
is done ina number of ways, includingprough blogs, fashion sites and pictures of celebriti
For most Heratisthis information comes froniranian sitesabout Iranian celebrities, andlso
some American ones.
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B. Preferencesandaudience

This section is based on two sets of data: the general survey of 6,648 respondents interviewed in the
field; and the audience phone survey including 12,944 interviews of 1,704l respondents (each
respondent answered an interview per day for 8.8 days on average). A third of audience survey
interviewees were also interviewed in the general survey. General preference data are extracted from
the first set,whereasactual audiere data come from the second set.

The following indicators are used in audience analysis:

- Total audiencethe amount of individuals in our sample (weighted) listening to/watching a media
type (radio, television), a media outlet or a show for a giverigoeof time. The actual audience
number taken is irrelevant, but is useful to order and compare outlets and programs.

- Cumulative audience shareghe percentage of people (weighted) in our sample having declared
listening to/watching a media outlet or a v at any given moment, for any duratiai time and
any number of timesfor an extended period of time (typically, one particular day, one weekday or
one week), relative to the total numberf people having declared listening to/watching any outlet or
show during the same period.

- Instantaneous audience shar¢he percentage of people (weighted) in our sample having declared
listening to/watching for any duratioof time within a short period of time (most commonly in this
report: half an hour), relative to the total numbef people having declared listening to/watching
any outlet or show during the same period.

- Audience sharethe audience percentage of a specific outlealculatecby means othe ratio of the
average listening/viewing time of interviewees for a specific outkethe average listening/viewing
time of individuals for the whole media type.

1. Preferredmedia
1.1. Television

a. National level

When asked whatelevision station they kneff, the majority ofinterviewees mentioned the largest
networks in the country: Tolo TV, broadcasthe main citiesAriana, broadcast in 33 provincesd the
government RTA network. As can be seefrigure 35 people systemizcally mentiored the channels
they watched the most, and the order of preference closely matdhbe order in which stationsvere
remembered.

Va2 K G FNB GKS (St SJpahoigeg)s OKIE Y YISNE @ 2 daNJ| f B {BcBoiceINS F S NNB
Unprompted answers, asked only to people who declared watching television (3,169 respondents).
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Figure35: Most known and preferred television channels
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Figure36 shows cumuldve audience on an average dayeraged over the whole period, as observed in
the audience survéy. Figures for individual channels closely match those ofesgifesed preferred
channels.

Figure36: Cumulative audience, TV
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Figure37 shows audience shares for the main television networks ircthentry, as observed during the
audience research. Following closely the knowledge and preferences order, the audience is essentially
concentrated among nine actorgith more thana 1% audience share (among the 45 channels watched
during the periodg both nationd and international accessed through satellite). Of these nine, the first
four share 76% of the national audience.

M2 KEG OKEFEyySt RAR @&2dz 61 (0K & Ssnsw&dNmprampted| throughfphode G A YST
interviews (see methodology section on the audience syyv
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Figure37: Audience share, TV
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With 45% of the audience share, Tolo TV comes in a clear first position, well ahead of Ariana TV and the
public RTA network, despite its smaller coverage area. In fact, Tolo is broadcast in and around the main
cities, covering a large portion of the poptiten, and the interest of broadcasting to all provinces is
marginal when comparedith the predominant usage of Tolo in the cities it covers. If the audience of

[ SYI NE ¢ 2dpRaking sistdda @ Kilia 2y > A& FRRSR (2 ¢2f2@adug GKS
possess half the national audience share.

Minor channels, Emroz, Shamshad, Afghan TVTamladdorshate 8% of the audience. Most surprising
is the position of Yak T TV) in fifth position among the most watched channels, since it started
broadcasting only in February 2010. This certaiokyes inpart to aggressive regional outreach and
catchy programming.

The audience share of each statioaries slightly during the day. Shown below are instantaneous
audience shares for theixmain stations (tle line at the bottom represents thgortion of TV users in the
sample who were actually watching TV at that time).
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Figure38: Instantaneous audience share, national average, TV
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As expected, Tolo dominates the media landscapenost of the day, with a peak &pm, whenit takes
nearly 70% ofhe audience share, translating into nearly half a million u¥efBhe actual peak in terms
of viewers is aB.30pm, when 42% watch TV and Tolo has an audience share of 55%, transtating i
more than 2 million users.
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10.00pm, still a time at which about 26% of all TV users are watching. At this time, aloillton users

watch this channewhenthe channel broadcast®ulhan(a popular Indian serial) and the Afghan version

of WhoWantsTo Be aMillionaire?

b. Regional variations

At the regional and provincial levels, the chaotic coverage situation and fragmented media landscape
starts showingts impact and particular sensitivities emerge as well.

Tolo ranks first in 23 provinces of the 33 for which we have audience data (excluding Nuristan), and
second infour provinces. It is dominated by its sister station, Lemar, in six Pashtun proyhieksand,

Khost, PaktikaPaktya, Uruzyan and Zabul). Ariana comes in first position in nine provinces: Helmand,
Laghman, PaktikeRaktya, Samangan, Sari Pul, Takhar, Uruzgan and Zabul, all but one being mostly
Pashtespeaking provinces. RTA stations uluink in fourth position.

It would be too lengthy to describe in detail the variations acrtiss Afghan territory, but several
interesting situations are worth describing here.

“2 Calculations in terms of number of users @aried outaccording to the following formula: total population
(29million) x population aged 15 arabove(65%) x population using TV (48%, 63% for radio) x population watching
at this precise moment (e.g. 8% &pm) x audience share (e.g. 68% for Tol®in). The result for this particular
example is 460,179.

Altai Consulting Pagell4

d



Afghan Median 2010 Synthesis Report

Figure39: Preferred TV channels comparedth audience share
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The two competing Pashto language channels, Lemar and Shamshad, fare differently in the Pashto
dominated areas in thesast, southeast andsouth. Lemar is clearly preferred over Shamshad in the
southeast and thesouth. Although Shamshad does not reach the first position in any province, it has a
strong user base in theast; it comes ahead of Lemar only in Wardak, Laghman, Logar and Nangarhar.
This, as explained earlieor( the media Iandscape)owes to the strong Pakistani influence on both
political orientation and languaggé S Y I N & Iy 3 sahthi#r@ Pashio. Of 2 A SNJ (2
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Tamaddon the Shia religious channel, is the favorite station in Ghpamvince and comes in second
position in Bamyan, thanks to the large population of Shias in these provinces.

With a minor part of the audience share even in these provinces, fgteivesits primary audience
from the Uzbek communities of Faryab, Satlidhd Takhar.

The successful newcomer, Yak TV, is already in good position in many of the places it broadcasts,
particularly in Parwan, Badakhshan and Baghlan, as welh gtaces where it is received through
satellite, such aBanjshirand Daykundi.

Independent local channels can reach a significant audience share in their city, such as Hewad (15% in
Kandahar), Noor (11% in Ghazni), Arezo (9% in Balkh), Sharq (6% in NargarSanae-Mehr (6% in
Takhar). Others perform poorly in their own provineach as Saqi (0.65% in Herat), Herai (2% in Herat)
andKhawar (2% in Kunduz).

c. Sociedemographic variations

There is generally no strong variation in audience across age groups: the audience of Tolo and Ariana
closely matchsthe distribution of the Afghan population. The only notable exceptions are RTA channels
and Tamaddon for which the audience is significantly older thiéwe average; Emrgavhich seemsto

enjoy a larger share of the younger audience-205years old); andlemar which has a higher success
among young adults (280).

Table5: Variation in audience share compareuth the average, by age group

Age Tolo Ariana RTA Lemar Yak Emroz Shamshad Afghan TV

15-20 -1.5% 0.2% -6.1% 1.9% -3.9% 29.1% 12.2% 11.0%
20-30 1.6% 0.1% -8.9% 3.2% 6.6%| -13.8% -2.5% -12.8%
30-40 -0.2% -1.0% 6.6% 0.3% 3.9% -7.6% -5.4% -2.4%
40-50 -0.8% 0.7% 7.9% -3.0% -5.0% -3.9% -0.7% 7.9%
50+ 1.0% -0.1% 0.5% -2.4% -1.5% -3.9% -3.6% -3.8%

Table 6 some strong differenceby gender, but these should be interpreted with caution, as nearly no

women were interviewed in many conservative Pashtun provinces. This would explain the large
RAFFSNBYOS Ay [SYlFNRA& | dzRASY OSI of GarazS whichh refndind Y £ S
bewildering. The slight overrepresentation of female users for Tolo and male users for RTA seems
consistent with the types of programs preferred by both groups (see hedbomconten); entertainment

and music seem more importand tvomen.

Table6: Variation in audience share comparetth average, by gender

Gender  Tolo Ariana RTA Lemar Yak Emroz Shamshad Afghan TV
Female 466% -1.56% -4.01% -17.96% 10.77% -18.04% -8.18% 6.57%
Male -4.66% 1.56% 4.01% 17.96% -10.77% 18.04% 8.18% -6.57%

Audiences of Tolo and Ariana are not very different fitie national average, whelooking atlevels of
literacy and educatiorg Ariana has a slightly less educated population, very probbbbause ofits
larger reachin small towns and isolated provinces. Coherent with its target age group, Ensaddrger
audience share among higithool studentswhereasYak TV seems to be preferred by university

students.
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Tamaddorhas less uneducated listeners than the average, which is understandable given both its focus
on education and its target Shia audience, mostlthe Hazara communitywhich seemingly put a

larger emphasis on education. However, it does not find a lawggience among the most educated,
probably because iteducationalprograms are mosthat a highschool level, in addition to its large
emphasis on religious content rather than entertainment.

Table7: Variation in audience shareotparedwith average, by literacyand educationlevel
Emroz

Literacy  Tolo Ariana RTA Lemar

Low -1.85% 3.09% 6.02% -4.27%
High 1.85% -3.09% -6.02% 4.27%
Education Tolo Ariana RTA Lemar

None -0.58% 1.87% 0.54% -2.74%
Primary -1.37%  -0.25% 5.75% 0.12%
Secondary  0.59% 0.33%  -3.88% 3.05%
University 1.16% -2.07% -2.13% 0.18%

Yak

5.18%
-5.18%

Yak

1.51%
4.43%
-12.20%
6.50%

13.11%
13.11%

Emroz

-2.22%
-9.42%
15.07%
-2.77%

Shamshad Afghan TV
4.49% 3.71%
-4.49% -3.71%

Shamshad Afghan TV

-2.88% 8.30%

9.42% -1.90%
-4.94% 1.93%
-1.00% -7.95%

There are generally no significant variations among income groups: Ariana, RTA and Afghan TV are
slightly more used by poorer people; Yak, Emroz and Shamshad have a greatertpamnafdle-class

audience share.

Table8: Variation in audience share comparedth average, by household income ($/month)

Income Tolo

0-100 -0.33%
100-250 -2.62%
250500 1.22%
500-1000 1.18%
1,000-1,500 0.86%
1,500+ -0.31%

1.2. Radio

Ariana
2.14%
4.84%
-5.08%
-1.08%
-1.29%

0.46%

RTA Lemar Yak
-0.98% -493% 3.28%
6.94% -513% 2.81%
-2.66% -1.83% 0.92%
-4,13% 2.88% -0.71%
2.00% 1.94% -3.67%
-1.16% 7.06% -2.64%

Emroz Shamshad Afghan TV
-2.04% -6.19% 7.76%
-6.36% -3.76% 3.31%
20.49% 16.43% -1.61%
-7.41% -4.07% -0.80%
-4.80% -0.41% -5.48%
0.13% -2.00% -3.18%

The audience share for radio stations is much more fragmentedithiannthe TV landscape: out of 112
stations listened to during the period, 105 were sharing about 40% of the listening audiéniiee
television, the major part of the audience is served by -tommercial outletseither international or

government.

a. National level

At the national levelof course,only somestations stand out: RTA with its presence in all provinces,
Azadithe BBC and\shna with their FM relays and their truly national middle wave coveraxgewell as
Arman and Killidwhich arepresent in all the main cities. At this level, we chose to regroup stations
which have some degree of independence as far as programmingoaeint production are concerned
but which alsdbelong to broader networks: this is the case for government RTA stations and Killid.

When asked what radio station they kn&wa majority of respondents answered Azadi, either Radio
Afghanistan or their locak ¢ !

B2 K | NB

A0rdAz2y

opy

0

Iy R

0KS o

Unprompted answers, asked only to people who declared listening the ra@idl(4espondents).

OpH

0KS NI RA2 AQISHAOATZ yo& K& 2Aidz F{NGB2 K2édzNg pli KONKG2S
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Arman FM and Ashna are known or remembered by a quarter of the populatioiAriana and Killid by
12% of the population. As can be seenFigure40 below, people usually mention the stations they
prefer, and the order of preference closely matches the oidevhich stations are remembered.

Figure40: Most known andpreferred radio stations

60% Known ® Preferred

506

A0

30%

20%

- I I

0% I I H 'm 'm

azadi RTA BBC  Arman Ashna  Arana  Killid  Nawa  Azad  Sharg
Radio FM Alghan

These preferences are confirmed in actual audience ‘dats can be seen iRigure4l. In terms of
audience share at the national levétigure4?2), two stations constitutethe leading grap: RTA, the

network of public radio stations (18% share), and Azadi, the Afghan version of Radio Free Europe (14%).

Figure41: Cumulative audience share, radio

30% Radio
25%
20%
15%
= I I
5%
o l - -
O O 2
& & ® < N g &5
Go‘b

“a2KFEG NIRA2 adliaAazy RAR @&2dz ftA&GSYy G2 @& Sted ©iwdgh & T
phone interviews (see methodology section on the audience survey).

Altai Consulting Pagell18



Afghan Medidn 2010 Synthesis Report

Figure42: Audience shareradio

Others
6%

Watandar
2%

Artana _
2% PaktyaGhag
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The ®cond groupcontainsabout a quarter ofthe national audience: this group is shared by two
GAYGSNYL (A 2hg BBCand Ashing, 104 ahd/GINIB0a LISOGA PGSt 20X YR G662 LINA
stations: Arman (8%) and Killid (5%). Naturally, thesetasistations, as well as Watandar, have larger

audience shares in the areas they actually broadcast in: Arman ranks first and reaches 23% in Kabul; Killid
ranks secondn Kabul,with 22% and fourth in Nangarhar (12%). Watandar is in first position in Hera

with a 29% share (see next section for more details).

The presence oPaktyaGhag in this list is surprising, but is an effect of the results presentation: its
audience share of 2.0% is not well above that of other local stations such as Sharq (1.5%), Arezo (1.4%)
or Baharak (1.4%All these stations are quite popular in their ardandPaktyaGhaghas also a small
audience in neighboring provinces); an intense listenership in their own province translates inte a non
negligible national figure.

Box18: Note onAshna, Azadand Sadae-Azadi figures

Ashna and Azadi, the Afghan versionsv@Aand Radio Free Europeespectively, share the
same broadcast frequencies (100.5 MHz, 1296 kHz). One of their names is often mentig
interviewees for the otherpeople mentionedhat they were listening to Ashnaat a time when
Azadiwasbroadcasing.

CdzNI KSNY2NBX Al Aa LlRaaArofsS GKIFG | yAZddES
or just use the former as a shorter name for the latter. Sedszadi is the ISA€ontrolled
station broadcastingto the main pockets of population in the country through 34 |
transmitters. This is avell-known issue in media polling in Afghanistaespite the care with
which interviewes try to differentiate the two, the confusion still exists to an extent, althou
specific testing on this consistently suggesminor audience for SagaAzadi. At national leve
the audience share strictly identifieds belonging toSadae-Azadi is 0.5%, in spite of i
extensive coverage: this might be unemraluated, but probalyi not by much.

To add to the confusion, the channels share the same broadcast frequency (100.5 MH
their Pakistani border area siblingsDewa (credited witha 1.8% share) and Mashaal (0.6&5
the signal of which extends to some extent to Afgharridis bordering Pakistan.
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The audience shares of each station vary importantly during the day. Shown below are instantaneous
audience shares for the simain stations (the line at the bottom represents thpertion of radio users in
the sample whactually were listening to radio at that time).

Figure43: Instantaneous audience share, national averagadio

a0% 4
30%
B RTA
20% 1 » Azadi
Arman
Killid
10% = BBC
= Ashna

0% -

Government RTA radio stations, aggregated, dominatéeims of audience share in the morning,
afternoon and evemig, with the most important notable peaks aa (22% share = 320,000 listeners)
and8pm (30% share = 550,000 listeners)

'TFRAQA LISE1 Ay FdzZRASY OS & frhdad2pm ith & 38% alaglidce fshumg OK (i A Y
between 1230pmand 1.30pm (200,000 listeners). A second peak is more interesting, as it is during the
peak time for radio in genera& 19% audience share Zamtranslates into about 340,000 listeners.

b. Regional variations

Only at regional and provincial levels local stations ppear to have any degree of significance. There

again, there are as many individual cases as there are districts in the country: in some areas, very local
stations are extremely successful compateith national stations availablen AM in similar areasas

far as geography, socitemographics and coverage are similar, these stations are nearly never known or

used; in areas where there is &nd dzy R y OS 2 F & (| ( mndyfateSurpiishghyNaeik By ¢ & G |
can be difficult to make sense of such daig/®.

Figure44 below summarizeghe stationsthat respondents declared as their favorite in five provinges

the ones they listened to the most ofteq and the rdative audience shares in the same province.
Important differences appear between the two sets of values, most of which have good explanations:
the two sets answer two different questions.

“5 See 16 priority district reports for a series of case studies.

Altai Consulting Pagel20



Afghan Median 2010 Synthesis Report

For examplein Kabul, Armarwas mentioned by interviewees as th&ation they listeed to the most
(53%); Killid is ranked sixth among the preferred radio statibm&erms of audience share, Arman does
rank first,but Killid ranks second in Kabul (22%), far ahead of Azadi. Actually, over the periodydsadi
indeed Istened tomore oftenthan Killid (44 times for Azadi, 37 times for Killid) this wasfor ashorter
durationeach time (35 minutes fokzadj 77 minutes for Killid).

Figure44: Preferred station comparedavith audience share
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More striking is the difference between ratings for the BBC in BadakleméiRaktya: in the latter, for
example the BBGomesout far ahead in terms of preference (838hinterviewees mentiord it among

their top three) of the amountit is actually listened to (9% audience share). During the audience survey,
the BBC was listened to 71 times (coming in fourth position &&tyaGhag Ariana and Azadi), and for

46 minutes each timelQth position): the BBC is not the station listened to the most in any way. Rather,
we might suppose that intervieweetke the BBC, ofeel thatit has a good reputation, and that it is
reflects well on them when they say they listen ta ibut in factthey do notlisten to it that much.On

the other hand peoplemaynot muchlike mentioring PaktyaGhag but they do listen to it great deal

Arman, the fastst growing station in 2005, suffers from an inverse situatiorthat of the BBC: not
many people citd it in their list of favorites, except in Kahubhere it rankedfirst, but it is still in a
relatively good position in large cities. However, it does not fare as well as generally expected. Its main
user base is in Ghazni (41%), and the station has signigzadience share in Nimroz (30%), Kunduz
(35%), Kabul (23%) and Balkh (19%).

In terms of audience share, a few geneisduesemerge from the picture at the provincial level. The
multiplicity of stations in provincial capitals often leadsthe audience being split upto howevermany
stations there are. sedor example the six stationswith a between 10% and 21% audience share in
Kandahar, anthe four stationswith abetween 8% and 13% audience share in Herat.

Ariana has a surprisinglyoor score in most provinces comparedth its position for television: it
reachesa significant market share only in Faryab (25%) and Sari Pul (21%).

Local (often independent) radio stations are plebiscitary in small towns and rural areas: they are often
the only ones to transmibn FM, with a signal quality that is better than AM stations when in the
province or district center, and they provide local content in the local Dari or Pasitient The local
station with the largest audience share in its pirice is Khurasan iRanjshir(54%). Other successful
ones are Zeenat in Logar, Ayna in Jaw#farstam in Samangan (all 38%), Pashtun GhRgktika(35%),
Baharak in Badakhshan (34%), SedNilli in Daykundi (29%&andWolas Ghag in Khost (29%).

Local stations rarelave significant success outside their province, even when they broadoasiM
and their signal reaches other provinces. Similarly, stations transmitting from neighboring countries
(Iran, Pakistan) do not have a large audienceashaborder provinces, exceptdwa in Kunar (19%).

Local RTA stations have very varied success rates in their own provinces: they are very strong in Laghman
(55%), Parwan (47%), Kapisa (43%), Badghis (38%) and Nangarhar (32%); and very weak in Jawzjan,
Fayab, Paktika (the local branch was closed, leaving RatjioAfghanistan on AMPaktya, Samangan,

Kabul, Badakhshan and Ghazni, all below 5% audience share.

c. Sociedemographic variations

Among the radio stations that are the most listened to, severalilgocan be drawn.

- International stations (BBC, Ashna and Azadi) share similar audiences: male, highly literate, rather
more educated than the sample average, hemdgth I 6 SGGSNJ Ay O02YS odzi y2d |
certainly because they have a larger pootion of rural audiencedwingto their national coverage).

- I NX¥YIFYyQad dzaASNAR INB ¢2YSys atAakafte Y2NB tAGSNFaGS
involved in higher education. They have a higher income than the rest of the population, probably
because they live in major urban centers.
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- YAftftARQa | dZRASYyOS Kl a KA IKS NG 0B liteaByarsiyow | G A 2y
education populatios, women and higtschool students.
- we¢! Q& I dzRA Sy O Singthé avéddge midbighsd AfgatNB T SO

Table9: Variation in audience share comparedth average (radio)

Age group RTA Azadi Arman BBC Ashna Killid

1520 -1.3% -9.1% 5.9% -6.0%  -10.6% 16.1%
20-30 -2.0% -0.2% 12.2% 7.6% -0.9% -19.5%
3040 0.4% 1.8% -5.5% 0.4% 6.1% 1.6%
40-50 3.8% 2.3% -10.0% -2.1% 1.1% 5.7%
50+ -0.9% 5.2% -2.6% 0.0% 4.2% -3.9%
Gender RTA Azadi Arman BBC Ashna Killid

Female 230% -9.06% 11.79% -0.14% -14.75% 18.14%
Male -2.30% 9.06% -11.79% 0.14% 14.75% -18.14%
Literacy RTA Azadi Arman BBC Ashna Killid

Low 0.69%  -4.30% 255% -14.89% -7.33% 12.97%
High -0.69% 430% -2.55%| 14.89% 7.33% -12.97%
Education RTA Azadi Arman BBC Ashna Killid

None 5.36% -1.49% 425% -8.77% -3.79% -5.84%
Primary -5.09% -2.07% -0.16%  -8.76% -2.88%  19.56%
Secondary 5.02%  -0.98% 4.31% 4.29% -10.02% -9.54%
University -6.03% 4.69% -8.11% 13.46% 16.87% -3.66%
Income RTA Azadi BBC Ashna Arman Killid

0-100 1.68% 5.86%  -4.95% 3.25% -9.39% -2.68%
100-250 8.63% 3.61% -2.62% -2.84% -9.58% -16.11%
250500 -7.42% -5.85% -051% -4.57% 4.46%  25.08%
500-1,000 2.77%  -2.93% 7.44% 6.99% 552% -3.52%
1,000-1,500 -0.19% -0.78% 0.12% -1.89% 7.41% 0.05%
1500+ 0.08% 0.09% 0.50% -0.93% 1.58% -2.81%

1.3. Press

Even more than radio, the print media landscape is characterizédgiydiversity Very few publications
are distributedwidely in the country andmany of them havdow circulation andare issuedrregulaty.
TKS & aSNR 2 dza & reflaNidghiofipolifical te@deniésyor intellectual affiliations, which further
fragments an already small readership.

¢KS Y2ald NBIFIR ySgalLl LISNE | OO0O2NRAYy 3 (2 -dBickFSy SNI f
far the most printed and best disbuted newspaper in the country (500,000 copies;wgiekly,

distributed in all provinces where there is a PRT). $a#8laadi reaches seported 19%o0f the readership.

Taking into accourd 13% press readershiff an estimated 65%f Afghans who are abovib years old,

this suggests a total readership of over 450,000. Sa#aadi was often mentioned in qualitative
interviews as being the most reafbr three main reasons: it is available everywhere; it is feagit is in

Dari, Pashto and English, s&iS f LJA NXIF RSNBE LN} OGAOS ! FIKFyAalGl yQa
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Figure45: Preferred newspapers and magazines

Killid Weekly magazine comes second (15%, suggesting a total user base of over 300,000). The circulation
of the magazine is aund 20,000and it is rather well distributed to urban centers through Kitld2 dzLJQ &
own distribution network. Despite a lorgganding good efforin relation toquality, some newspapers
struggle to find an audience, asth Kabul Weekly, mentioned lynly 2% of interviewees.

Among the top five most read publications, three are magazines: Killid, Meena and Mursal. Meena and
Mursal are particularly targeted towards female audiencelrsaltar gets youth.Other publications
(outside the top five) are newspapers produced in Kabul. Eponym is the government newspaper of
Nangarharprovince. The government newspapers Hewad, Anis BmelKabul Times are more popular
among mature audiences (above 40 years old). fifege recent independent daily HasbtSobh is

faring well, essentially in Kabul and Herat and among an educated readership.

Figure46: Most popular newspapers in théve main cities
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