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ABSTRACT 
This report presents findings and recommendations from an assessment of the media sector in 
Bangladesh, with the objective to provide USAID/Bangladesh with a comprehensive, overarching 
picture of the media sector and identify opportunities for potential USAID investments. The 
assessment examined four primary research areas, using a mixed-methods approach that included a 
document review, Key Informant Interviews (KIIs) with media sector stakeholders, moderated Focus 
Group Discussions (FGDs), a media audience consumption survey, semi-structured assessments of 
media outlet management and financial viability, and an analysis of domestically produced news content. 

The assessment found agreement across international rights organizations that laws currently on the 
books and proposed legislation allow the government to limit opportunities for creating professional 
news content by actively harassing outlets and independent journalists. This in turn has led to news 
outlets and reporters censoring their own content and news-gathering operations. Assessment 
research found TV to be the leading media option for Bangladeshi audiences, and the primary source 
of news and information across the country. At the same time, survey respondents recognize a 
growing preference for digital platforms as a destination for information content, with consumption 
of print media and radio failing to compete effectively with TV and digital outlets. Somoy TV is the 
primary media channel watched across all age groups, while Gazi TV with its sports programming 
holds significant viewership amongst younger audiences. As audiences age, consumption of the state-
owned Bangladesh Television increases. Television and digital platforms are perceived as the most 
reliable sources of information, yet there are divergent levels of trust across different demographic 
groups. While men consider digital sources most reliable, females predominantly find television as the 
source they turn to for credible news about current events. Survey data indicated significant internet 
usage across all respondent groups, highlighted by over 42 percent of males reporting the use of 
internet and social media for more than four hours each day. Women and older audience groups do 
not report the same level of daily digital use, but most demographic groups reported spending one 
hour or more online each day. However, gaps in media literacy exist across audiences, both for gender 
groups and age cohorts. Even for Bangladeshi audiences that do attempt to verify information, nearly 
four of 10 simply consider the presence of “likes” and “shares” of individual posts as competent 
measures of information integrity. 
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EXECUTIVE SUMMARY 
INTRODUCTION 

Over most of the last two decades, the media environment in Bangladesh has been characterized by 
a robust mix of print, broadcast and now, digital media—some either Government of Bangladesh 
(GOB)-controlled or influenced by political forces. Freedom to disseminate objective and balanced 
information is mixed, as some media outlets represent partisan points of view while others are more 
independent from political control. However, the democratic values that encompass freedom of the 
press and media independence are increasingly under threat. In 2021, Bangladesh ranked 152 out of 
180 countries in the Reporters Without Borders (RSF) World Press Freedom Index—a drop of six 
places since 2018. Despite an overall trend toward closing information spaces, some media outlets 
report freely on topics that do not directly involve the ruling party and its leaders. Other media outlets 
are more cautious—employing self-censorship to protect businesses, managers, and editorial staff 
members from political influence or retribution from GOB regulatory authorities. 

USAID/Bangladesh—specifically, the Office of Democracy, Human Rights and Governance (DRG), 
commissioned ME&A, Inc. (ME&A), to assess the media sector in Bangladesh. The purpose of the 
assessment is to provide USAID/Bangladesh, its partners, and other stakeholders with a 
comprehensive, overarching picture of the media sector and identify opportunities for potential 
USAID investments. Results from the assessment will help to inform current Mission activities and 
contribute to future programmatic designs and strategies. 

METHODOLOGY 

The assessment examined four primary research areas, divided into 24 sub-questions, using a mixed- 
methods approach that comprised a document review, Key Informant Interviews (KIIs) with media 
sector stakeholders, and moderated Focus Group Discussions (FGDs) with members of the media 
audience. Innovative Research and Consultancy Limited (IRC) administered a survey using Computer 
Assisted Telephone Interview (CATI) methodology under a subcontract with ME&A. They 
incorporated information about systems and tools at each outlet, which was collected during KIIs at 
domestic media outlets, into Media Management and Financial Viability Assessments. The assessment 
also included a Media Content Analysis of 20 randomly selected news reports produced by 10 different 
domestic news organizations. To comply with COVID-19-related restrictions, ME&A conducted FGD 
sessions virtually, with three participants in each session. 

FINDINGS AND CONCLUSIONS 

Research Area I: Legal Framework and Political Will 

Despite GOB claims that Bangladeshi media enjoy complete freedom, for more than a decade the 
development of the media sector has mirrored the consolidation of GOB control under one ruling 
party. Media outlets undergo a rigorous security-clearance review from multiple intelligence agencies 
overseen by the Ministry of Home Affairs before receiving final authorization to begin broadcast 
operations. 

While political control over most media outlets is directly tied to the ruling party, the GOB is using 
various legal instruments to exert influence over journalistic content available to Bangladeshi 
audiences. There is agreement across international rights organizations that laws currently on the 
books and proposed legislation allow the GOB to limit opportunities for creating professional news 
content by active harassing outlets and independent journalists. This in turn has led to news outlets 
and reporters censoring their own content and news-gathering operations. Despite international and 
domestic freedoms established by Bangladesh, the GOB proactively utilizes legal tools to impose its 
control over media outlets and individual journalists. Particularly, the Digital Security Act of 2018 
(DSA) incorporates excessively broad and vague definitions that grant the Director General of the 
Digital Security Agency the authority to request removal of content. Undefined terms such as 
“spreading confusion” or “tarnishing the image of the nation” can be, and have been, used to prosecute 
individuals who criticize the GOB. In addition, the DSA has no safeguards in place for people to seek 
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redress when cases brought under the DSA constitute a human rights violation—including redress for 
undue restrictions on the right to freedom of expression or breaches of the right to privacy. 

Domestic organizations implement some small-scale projects to monitor and publicize specific cases 
where authorities have targeted either individual journalists or media outlets through harassment and 
filing of cases under the DSA, Official Secrets Act, and other laws that codify criminal defamation. 
Voices for Interactive Choice and Empowerment (VOICE), which is supported through Internews 
with USAID financing, is developing a media legal-case-monitoring report series that will have its first 
issue published in early 2022. Likewise, the Bangladesh Federal Union of Journalists (BFUJ) publishes a 
periodic newsletter listing cases filed against journalists throughout the country. 

When a government dominated by a single ruling party is responsible for drafting and executing laws 
governing freedom of expression and regulation of media behavior, the political priority of limiting 
opposition to GOB narratives may override attempts to propose legal reforms that enshrine the rights 
of media outlets and journalists to create news content reflecting a balanced and accurate approach 
to journalism. 

Research Area II: Market Trends 

According to recent research on ownership in the media sector, licensed media entities in Bangladesh 
include 45 private TV channels, 28 FM radio stations, 32 community radio stations, 1,248 daily 
newspapers, and more than 100 online news portals. However, not all existing license holders can 
operate functioning media outlets. The COVID-19 pandemic has significantly impacted the sector— 
with over 250 newspapers forced to shut down operations and many outlets unable to pay their 
personnel, including journalists. 

However, apart from the GOB-owned media outlets described above, many private-sector media 
outlets are consolidated under the ownership of corporations—which, in turn, are owned by larger 
business conglomerates. While information on media ownership structures is available, there is little 
credible information on the overall advertising base or financial valuation of the media sector. 

Assessment research found TV to be the leading media option for Bangladeshi audiences, confirming 
audience preferences for TV as the primary source of news and information across the country. At 
the same time, survey respondents recognized the growing preference for digital platforms (both 
websites and social media platforms) as a destination for information content. At the same time, 
consumption of print media and radio fails to compete effectively with TV and digital outlets. 

A deeper analysis of weekly reach data shows divergent consumption behaviors between genders 
throughout the country, with viewing patterns providing key insights on the sector. While Somoy TV 
retains its dominance across audiences, females report increased viewing of stations that feature drama 
serials, soap operas, and films within their program schedules (Channel I, Zee Bangla, and Star Jalsha), 
while the sports-focused programming offered on Gazi TV is second only to Somoy TV among 
Bangladeshi men. Notably, Gazi TV does not even break into the top 10 stations for female viewers. 

Examination of preferences between age groups also highlights differing viewing behaviors. While 
Somoy TV maintains its primary position across all respondent ages, Gazi TV—again, with its sports 
programming—holds significant reported viewership for younger audiences. As audiences age, the 
tradition of the state-owned Bangladesh Television increases in consumption by, and presumably 
importance to, older demographic groups. Similarly, channels dedicated to more entertainment-based 
programming show increasing levels of consumption with older Bangladeshi audiences. 

Research Area III: Professional Capacity 

Like the reported consumption of various forms of media from the assessment quantitative survey, 
respondents considered TV, followed by digital platforms, to be the most reliable sources of 
information available across the domestic media sector. However, once again there are divergent 
levels of trust across different demographic groups included in the survey. While men consider digital 
sources most reliable, females predominantly find TV as the source they turn to for credible news 
about current events. 
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Focus group participants shared additional perceptions about trusted sources of information, including 
the reasons behind those perceptions of credibility—often citing Prothom Alo as a trusted provider of 
news. However, many participants expressed disenchantment with outlets across the media sector. 
Despite survey research findings pointing to TV as a critical source of news and information accessed 
by audiences throughout the country, focus group participants voiced substantial criticism of TV news 
coverage and the credibility of information available from domestic outlets. 

Informants interviewed throughout the assessment identified the struggle with women taking 
leadership roles and functional positions in Bangladeshi news organizations. Perspectives ranged from 
acceptance of long-held and male-dominated perceptions about the feasibility of women performing 
leadership functions in media outlets and their ability to competently assume leadership roles there. 
Some informants described women as facing a “glass ceiling,” working only as sub-editors in print 
outlets but not able to rise to the level of news editor. Others cited women’s responsibilities as 
homemakers as limiting their ability to take on professional positions. Interviewees also described 
security concerns for women—associated with reporting and other media functions that require work 
after normal business hours—as a primary obstacle to increasing the number of women in the media 
workforce. These stark perceptions indicate institutional bias against hiring and promoting women 
into reporting and senior editorial management positions. 

While media outlets reported general success in meeting financial obligations and covering costs on 
an annual basis, the incorporation of outlets under a larger corporate structure tended to justify this 
financial stability rather than dedicated revenue streams maintained by the media outlets themselves. 
Conversely, most media outlets lacked fundamental media business planning systems—including the 
active development of mission statements, strategic plans, annual budgets, revenue generation, and 
sales and marketing plans. Of particular concern was the relative lack of media audience research 
within sample outlets—specifically, many outlets did not collect quantitative or qualitative audience 
data to inform decision-making across business planning, strategic planning, content production, and 
program scheduling. 

The practice of what might be termed “investigative journalism” within Bangladesh is a work in 
progress. Key informants described common constraints on the performance of investigative 
journalism—a resource-intensive undertaking that requires more significant financial and newsroom 
means for successful operation. Some assessment informants identified a small number of outlets that 
produce some form of investigative journalism content. Yet, interviewees connected the challenges to 
investigative journalism as corresponding to the same limitations on reporting in general—that the 
closing legal space characterized by overt harassment of journalists and self-imposed censorship to 
avoid potential threats to outlets and individual reporters, hampers the ability of outlets to undertake 
investigative projects that might be perceived as criticism of ruling party/GOB narratives. 

Despite a Right to Information (RTI) process existing on paper, and officials designated as RTI points 
of contact for citizens and journalists, execution of the right to GOB information and data faces 
obstacles, both in resourcing and will within GOB offices. Key informants cited the extended time it 
may take to receive information after submitting RTI requests, the lack of interest from public officials 
to process RTI requests, and the absence of a functioning oversight process through which appeals 
can be filed to comply with requests. 

Media outlets and media development organizations alike primarily described current media training 
and development efforts in very traditional terms—basic workshop models that train groups of 
individual journalists in the hope that skills acquired during workshop sessions can later be 
incorporated by reporters as part of their news gathering and production functions. Media outlets 
noted the limited benefits found through experiences with training workshops. Indicators generated 
through the Media Management and Financial Viability Assessments and the Media Content Analysis 
conducted during this assessment point to needs across media management, editorial management, 
and news production functions in nearly all Bangladeshi media outlets. 

Research Area IV: Media Literacy 

Nearly 70 percent of respondents from the media consumption research conducted during this 



BMEL S032: ASSESSMENT OF THE MEDIA SECTOR IN BANGLADESH  
iv 

assessment identified themselves as active internet users; 99 percent of the reported internet 
consumers access internet and social media platforms using their mobile phones. Men and younger 
demographic groups reported significantly higher digital consumption behaviors. Over 42 percent of 
males reported using internet and social media for more than four hours each day. Similarly, 41 percent 
of respondents ages 18 to 25 spent more than four hours daily online. While women and older 
audience groups do not report the same level of daily digital use, most of the demographic groups 
reported spending one hour or more online each day. 

Survey respondents across all major demographics reported significant levels of credibility in what 
they consume on social media—with approximately 80 percent voicing positive trust in social media 
content. Assessment survey respondents reported regularly sharing information they find on social 
media platforms, with nearly 80 percent claiming sharing behaviors (either “always” or “once in a 
while”). At the same time, more than one of three respondents reported making no efforts to verify 
the information they receive on social media. Of particular interest is that over 42 percent of the 
women surveyed reported no attempt to confirm the veracity of content accessed on social media 
platforms. Even for those who attempt to verify information, nearly four of 10 simply consider the 
presence of “likes” and “shares” of individual posts as competent measures of information integrity. 

Best practices to address the lack of audience media literacy skills generally fall within two approaches: 
1) Supply-side—interventions originating from sources of information and platforms from which 
information disseminates; and 2) Demand-side—interventions that target the individual user’s ability 
to discern the veracity of information received. A growing global industry has developed around “fact 
check” initiatives. Other supply-side approaches intervene from social media platforms themselves, 
where “nudging” users to investigate claims from alternative sources suggests that users click on links 
to credible news or research organizations. Through the combination of education and entertainment, 
development organizations have developed “demand side” online games seeking to train individual 
digital users how to identify mis- or disinformation content and learn how such content is spread 
throughout social media networks. More traditional demand-side initiatives incorporate media literacy 
curricula into the overall primary- and secondary-level education curricula taught in schools. 

RECOMMENDATIONS 

By understanding the impact of an increasingly restrictive media legal environment there may be great 
value in following a set of strategic principles for designing media development interventions that both 
focus assistance resources and allow for the greatest likelihood of positive and more sustained impact: 

Target Systems and Outlets 

Future development activities could be intentionally designed to introduce and improve systems within 
media outlets—systems that can be replicated and accepted as standard practice, i.e., practices 
sustained through staff turnover and not dependent on individuals who may have participated in an 
external training workshop. Key system gaps include Newsroom Management, Newscast Formatting 
and Scheduling, News and Current Affairs Segment Production, News Gathering and Report 
Production, News Production Research, Cross-Platform Content Formatting (across Legacy and 
Digital Media Platforms), Audience Research Analysis, Program Scheduling, Strategy, and Revenue 
Generation/Diversification Strategy. 

Model Behaviors 

Similarly, as opposed to attempts to train large numbers of journalists, media development 
interventions can target specific media outlets that 1) are open to establishing partnerships with a 
USAID-supported activity and 2) demonstrate management buy-in to a systems-change approach when 
receiving assistance. Initially, a USAID media development implementer might only build partnerships 
with three to five media outlets and invest embedded training resources and other forms of assistance 
into those outlets for a more sustained period. 

Package Assistance for Creation of Content (Newscasts/Current Affairs Programs) 

Building upon the “modeling behaviors” approach, USAID could intentionally design assistance around 
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program production. By focusing on content as the primary-level development output (as opposed to 
numbers of individuals trained), a USAID media development implementer can create assistance 
packages that increase the likelihood that improved content in the form of TV newscasts, digital 
video/audio current affairs series, and current affairs (magazine format) series will be disseminated to 
target audiences. 

Packaged assistance would include: 1) Production Financing, to cover the operating costs associated with 
producing new content formats; 2) Embedded Expert Training, to instill editorial management and 
production systems over four or more weeks, so that systems can be sustained after experts depart; 
3) Production Team Stipends, to alleviate the cost to media outlets from taking reporters and production 
staff away from existing programming in the daily broadcast schedule; and 4) Targeted Equipment, to 
relieve the pressure of allocating limited production infrastructure away from existing programming. 

Produce Alternative Program Formats 

Providing production support for the creation of alternative content formats is often an innovative 
approach to addressing important societal issues apart from core news programming. Alternative 
formats, including scripted drama and news satire, can take advantage of gaps in domestic programming 
formats and create new opportunities for audiences to engage on critical topics. 

Incorporate Research as a Foundation for Media Development Activities 

Professional media audience research should be a core component of future USAID media 
development activities. Use of international media industry-standard quantitative and qualitative 
audience consumption research is fundamental to media outlet sustainability and success—and should 
inform decisions regarding prioritization of target audiences, selection of media outlet beneficiaries, 
identification of potential content production formats, and prioritization of media channels (TV, radio) 
and digital platforms through which outlets can engage Bangladeshi audiences. 

Window of Opportunity – A Dedicated, Women-Focused Platform 

As described in the findings above, a considerable gap exists with the inclusion of women in editorial 
management and news production—which affects the representation of women within news content 
disseminated to audiences throughout Bangladesh. Between the obstacles imposed by patriarchal 
society norms and perceptions of female capabilities within the sector, there is a demographic 
disconnect between the producers of news and current affairs content, and a major target audience 
seeking to consume information content. One development response could be to establish a dedicated 
platform for female-focused news and current affairs programming. 

Intentionally Design Flexible Response 

To facilitate a flexible approach to implementation of future media development interventions, USAID 
could consider procurement through a contract for a new media development activity. Maintaining 
USAID management involvement through a contract would allow for continued adaptive and rapid 
response from an implementing partner—informed by evolving critical events and emerging United 
States Government (USG) priorities in Bangladesh. By designing a new media development activity 
through a contract, USAID could open a solicitation to potential offerors beyond the small number of 
traditional international media development Non-Governmental Organizations (NGOs). A 
procurement solicitation could request illustrative rosters of broadcast journalism, technical 
production, and media management trainers to increase access to professional media experts available 
to a new media development activity. 
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1. BACKGROUND 
Over most of the last two decades, the media environment in Bangladesh has been characterized by 
a robust mix of print, broadcast, and now digital media, some either Government of Bangladesh 
(GOB)-controlled or influenced by political forces. Freedom to disseminate objective and balanced 
information is mixed, as some media outlets represent partisan points of view, while others are more 
independent from political control. However, the democratic values that encompass freedom of the 
press and media independence are increasingly under threat. 

In 2021, Bangladesh ranked 152 out of 180 countries in the Reporters without Borders (RSF) World 
Press Freedom Index—a drop of six places since 2018. As of 2021, Bangladesh had spent 11 years on 
the Center for the Protection of Journalists (CPJ)’s Global Impunity Index, which spotlights countries 
where journalists are slain, and their killers go free. The 2020 Freedom House’s Media Freedom survey 
categorized Bangladesh’s press freedom status as “Partly Free.” 

Despite an overall trend to close information spaces, some media outlets do report freely on topics 
that do not directly involve the ruling party and its leaders. Other media outlets are more cautious— 
employing self-censorship to protect businesses, managers, and editorial staff members from political 
influence or retribution from GOB regulatory authorities. As a result, Bangladeshis increasingly seek 
information from a growing number of online news providers and platforms. 

The following factors directly influence the freedom and quality of media outlets in Bangladesh: 

• Economic factors—including concentration of media ownership, dependence on GOB 
advertising, and the reduction in revenue streams resulting from the COVID-19 pandemic. 

• The increasing influence of social media, and particularly bloggers. According to the 
Hootsuite/We Are Social 2021 Digital Report, Bangladesh has 47.6 million active internet 
users—representing over 19 percent growth from the previous year. Nearly 99 percent of 
users access the internet using mobile phones.1 

• Legal harassment, threats, and other forms of intimidation by state and non-state actors that 
seek to silence journalists and other media actors. Article 39(1) of Bangladesh’s 1971 
constitution guarantees freedom of the press, but Article 39(2) allows “reasonable 
restrictions” for security, decency, morality, defamation, and other criteria. In September 
2018, Parliament replaced the Information and Communications Technology Act with a new 
DSA,2 the stated objective of which is to reduce cybercrimes. The DSA introduced more 
restrictions and penalties. Bloggers have been particularly vulnerable to attack by both the 
GOB and radical Islamists. 

• The GOB is increasingly using technology to control the media and their own narrative online. 
“According to the U.S. Department of State (DOS) report, the GOB has become increasingly 
active in monitoring social media sites and other electronic communications in an effort to 
intimidate the public.”3 There are allegations of military intelligence hiring people to manipulate 
information online; and to hack the online identities of those who challenge the GOB. 

  

 
1 Digital 2021: Bangladesh. We Are Social/Hootsuite, 2021. 
2 In September 2018, the GOB adopted the National Digital Security Act. The bill contains extremely wide and vague 
definitions for key terms, most egregiously the one for “digital security,” which includes all types of security and not just 
external threats. It grants the responsible Minister wide discretionary powers in defining the roles and responsibilities of the 
proposed Digital Security Agency, which is tasked with implementing the bill at a later point in time. It is inconsistent with 
established practice in the country, as with most other democracies where the powers of regulatory bodies are defined in 
the legislation that births them (Friedrich Naumann Stiftung, 2018). 
3 USAID (2021) Scope of Work: Assessment of the Media Sector. 
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2. ASSESSMENT OBJECTIVES, 
AUDIENCE, AND QUESTIONS 
USAID/Bangladesh, specifically the Office of Democracy, Human Rights and Governance (DRG), 
commissioned ME&A to assess the media sector in Bangladesh. The purpose of the assessment is to 
provide USAID/Bangladesh, its partners, and other stakeholders with a comprehensive, overarching 
picture of the media sector; and identify opportunities for potential USAID investments. Results from 
the assessment will help to inform current Mission activities and contribute to future programmatic 
designs and strategies. 

The assessment focused on the following four research areas and respective questions: 

2.1 RESEARCH AREA I: LEGAL FRAMEWORK AND POLITICAL WILL 

1.1 What is the current legal and regulatory environment that governs the work of 
electronic, print, and social media, independent journalists, and media associations? 

1.2 What are the barriers preventing journalists and media outlets from freely disseminating 
independent news? 

1.3 What legal gaps currently exist in the media sector that should be addressed 
immediately? 

1.4 What are the key players that influence the enabling environment for media in 
Bangladesh? 

1.5 Who are the main advocates pushing for reform or policy changes? 

1.6 How well are Civil Service Organizations (CSOs) collaborating and coordinating their 
efforts in the current restricted space? 

1.7 What is the role of professional media associations in Bangladesh? 

2.2 RESEARCH AREA II: MARKET TRENDS 

2.1 What are the current media market trends in supply and demand including, but not 
limited to, print, broadcast, and digital media—both state and privately owned and 
independent media outlets? 

2.2 What segments of society are these different media outlets targeting? 

2.3 What are the leading media outlets in terms of audience consumption (viewership, 
listenership, readership), based on best available data? 

2.4 What is the influence of regional media on national and local media markets within 
Bangladesh? 

2.3 RESEARCH AREA III: PROFESSIONAL CAPACITY 

3.1 What is the level of professionalism in journalism in terms of the quality of media 
products? 

3.2 What are the weaknesses and areas for improvement at both the institutional and 
individual media professional levels? 

3.3 Is there a culture of innovation in the media sector? 

3.4 What is the level of freedom in reporting? 

3.5 What is the level of respect for intellectual property rights within the media sector? 

3.6 How is the quality of investigative journalism? Who are the journalists most involved in 
investigative reporting? 
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3.7 How is the media coverage of the GOB? Is it biased? Is there freedom to express 
criticism of the GOB? 

3.8 Are there any constraints for the media to play a watchdog role in keeping the GOB 
accountable? 

3.9 Are journalists able to access the GOB’s data? Do they know how to analyze data? How 
are data presented in a way that resonates with citizens? 

3.10 What are the trainings or continuous professional development opportunities that 
would benefit the professionals in the media sector? 

2.4 RESEARCH AREA IV: MEDIA LITERACY 

4.1 What is the overall media literacy of citizens in Bangladesh? What is their digital media 
literacy? 

4.2 What are the gaps in the public’s media literacy? 

4.3 What are the international best practices for bridging those gaps? 

3. METHODOLOGY 
The assessment examined the questions above using a mixed-methods approach that comprised a 
document review, Key Informant Interviews (KIIs) with media sector stakeholders, and moderated 
Focus Group Discussions (FGDs) with members of the media audience. A survey using Computer 
Assisted Telephone Interview (CATI) methodology was administered by Innovative Research and 
Consultancy Limited (IRC) under a subcontract with ME&A. During KIIs at domestic media outlets, 
Assessment Team (AT) members collected information incorporated within Media Management and 
Financial Viability Assessments for each media outlet. The AT also conducted a Media Content Analysis 
of 20 randomly selected news reports from 10 different domestic news organizations. The AT 
conducted virtual FGDs, with three participants in each session, to comply with COVID-19-related 
restrictions. Please see Annex A for the list of KII participants. 

3.1 FIELD WORK AND DATA COLLECTION 

The table below provides information about samples completed for KIIs, Media Management and 
Financial Viability Assessments, virtual FGDs, the quantitative media audience consumption survey, 
and the Media Content Analysis: 

Table 1: Assessment Data Collection – Completed Samples 

Research Tool/Participants Completed Sample 
KII Participants 57 
Media Management/Financial Viability Assessments 21 
Quantitative Survey Respondents 3,500 
Virtual FGDs 28 
News Items Analyzed 20 

3.2 COVID-19 SAFETY PROTOCOLS 

Given the ongoing COVID-19 risk, the AT followed necessary and proper precautions to ensure the 
safety of AT members and stakeholders when conducting in-person meetings and data collection in 
Bangladesh, including but not limited to: 

• The AT conducting socially distanced (minimum of 6 feet between each person) or virtual 
KIIs, and meetings. 

• Limiting FGDs to virtual sessions. 

Assessment Team members were trained to administer the FGD moderation tool as a virtual session 
with three participants—using Skype, Zoom, or Google Meet platforms to engage with participants. 
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3.3 DESK REVIEW 

The AT conducted a focused desk review of primary and secondary source documents, including past 
and existing legislation and regulations, reviews of any appropriate activities sponsored by USAID and 
DOS, assessments, evaluations, donor reports, policy documents, GOB reviews, and research on the 
media sector in Bangladesh. As part of the desk review, the AT examined the current legal and 
regulatory environment that governs the media sector and its operations. The desk review also 
included research that examines the current media market operations and audience consumption. The 
list of documents included in the desk review can be found in Annex G. 

3.4 DATA COLLECTION METHODS 

Data collection methods included KIIs with various stakeholders, Media Management and Financial 
Viability Assessments conducted during KIIs at selected media outlets, FGDs with media audience 
members, and a Media Monitoring Analysis of news reports. In addition, ME&A’s subcontractor, IRC, 
conducted a CATI media consumption survey of a nationally representative sample of the Bangladeshi 
media audience, including a pilot test for the media audience consumption questionnaire with 
50 respondents. 

KIIs: The AT conducted semi-structured KIIs with 52 stakeholders from eight divisions, including 
Dhaka City. They also conducted interviews with stakeholders representing USAID, DOS, multilateral 
and bilateral donors, owners/managers of selected media outlets, representatives of media advocacy 
associations or media development organizations, and other key actors within the media sector. See 
Annex B for the KII questions. 

Note: Representatives of the GOB—specifically, from the Ministry of Information and other relevant 
GOB departments and agencies—declined to participate in KIIs during the assessment. 

Media Management and Financial Viability Assessments: During KIIs with selected media outlets, the AT 
extracted data on specific indicators for key systems that may (or may not) be practiced at individual 
media outlets (radio stations, TV stations, digital news sites). Assessment Team members were trained 
on how to 1) ask questions to capture information and 2) verify if items or practices are in place, when 
possible, e.g., if the station owner states that the outlet manages finances based on a comprehensive 
budget, the AT member will request to see a copy, or receive a copy, of a sample annual budget (if 
the owner/manager allows). The AT measured indicators against graduated levels and included a two- 
to three-sentence narrative justification to explain the determined level. See Annex C for the Media 
Management and Financial Viability Assessment template. 

FGDs: The AT conducted 28 virtual FGDs with three participants in each FGD session. The AT 
organized seven FGDs in Dhaka City and three in each of the other seven divisions. The FGDs used 
a media industry-standard “content testing” method to capture data about audience perceptions of 
local media outlets and news/information programming, and the reasons behind perceptions described 
by participants. Focus Group Discussion data helps to understand specific attitudes of citizens toward 
media outlets, and how local outlets are perceived to be satisfactory and trustworthy as content and 
news providers. In addition, FGD analysis provides an essential baseline that can be used to measure 
against potential future post-intervention research that gauges the impact of various capacity-building 
strands on overall channel perception. See Annex D for the FGD Moderator’s Guide. 

Media Audience Consumption Survey: As part of this assessment, IRC conducted a quantitative media 
audience consumption survey with a national and divisional representative sample of the population 
to assess media consumption behaviors and preferences. The quantitative media audience research 
included sections for radio, TV, and digital media. The Innovative Research and Consultancy Limited 
administered the questionnaire using the CATI methodology—where an enumerator calls a 
respondent, and the conversation is guided by a questionnaire displayed on a computer screen. The 
interviewer records answers to each question using pre-coded responses displayed on the screen. 

The survey attained a 50-50 gender quota at the division level and included a wide range of respondent 
age cohorts—allowing data to be disaggregated for analysis. See Annex E for the Media Audience 
Consumption Survey Instrument. 
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Media Content Analysis (News Reports): A qualitative review of sample media news content measured 
the degree to which individual news items adhered to standards considered acceptable by international 
media organizations that produce and disseminate news and current affairs programming. The AT 
performed an independent review of the content from a selected random sample of 20 video news 
packages (“reports” or “stories”) produced by domestic media outlets that were disseminated to 
audiences through TV channel newscasts and/or on digital platforms for media outlets that produce 
“cross-platform” content. For example, a selected video news package produced by a TV station would 
have been included in a traditional newscast and posted to that media outlet’s online news portal or 
social media feed. 

Analysis of news item content was based on a series of indicators used to measure characteristics of 
professional news reporting, namely: 1) Objectivity, 2) Accuracy, 3) Balance, 4) Content and Format, 
5) Clarity, 6) Gender Sensitivity, and 7) Language. The AT’s two national specialists were trained by 
the Team Leader to perform the assessment and analysis. While the Media Content Analysis provides 
an indication of the relative quality of randomly selected items produced and broadcast by local TV or 
radio stations, this exercise should not be considered comprehensive according to academic or 
methodological standards, due to assessment resource constraints. However, the media monitoring 
analysis provides an example of how such qualitative research can be adapted and included within the 
design of potential future media development activities. The Media Content Analysis Tool is included 
below as Annex F. 

4. LIMITATIONS AND BIASES 
As with any proposed assessment design, biases and limitations were inevitable. First, selection bias in 
the form of contacts agreeing to participate in KIIs, FGDs, and the quantitative survey meant that only 
respondents with a predilection to paint a positive picture of the media in Bangladesh were likely to 
participate in the assessment. To mitigate this issue, the team leader randomly selected individuals as 
much as possible, allowing that domestic media and social media channels were fairly represented. 
Second, social desirability bias may have resulted in respondents answering questions to conform with 
what is perceived as acceptable to their community. 

Last, the COVID-19 resurgence in the country limited the breadth and depth of data collected. 
Lockdown or movement restrictions that compel families to remain for extended periods in their 
household may have increased reported TV and radio consumption. The use of different data 
collection methodologies and data triangulation mitigated these limitations. By combining information 
from documents and interviews with multiple sources, any one piece of biased data should not have 
skewed the analysis. In addition, the COVID-19 pandemic created travel and mobility restrictions for 
the AT. 

The team leader (a United States national) did not travel to Bangladesh, while the two national 
specialists were limited to travel within Dhaka—and only to those KII participant offices that agreed 
to host interviews. Many KIIs used remote interviewing technologies that included (depending on the 
situation) Skype, Zoom, or Google Meet. Remote interviews, unfortunately, limited personal 
interaction between interviewer and interviewee—making observation of non-vocal cues or body 
language difficult (or impossible). In addition, limitations in cell phone signal strength and Internet 
bandwidth undermined communication—causing dropped calls, unclear/garbled speech, background 
noise or interference, poor video quality, or other technical challenges. 
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5. FINDINGS & CONCLUSIONS 
5.1 RESEARCH AREA I: LEGAL FRAMEWORK AND POLITICAL WILL 

1.1 What is the current legal and regulatory environment that governs the work of 
electronic, print, and social media; independent journalists; and media associations? 

1.2 What are the barriers preventing journalists and media outlets from freely disseminating 
independent news? 

The GOB’s institutional approach to overseeing the media sector is, on its surface, similar to 
government regulatory structures across developing nations. The Ministry of Information and 
Broadcasting (MIB) is the lead institution establishing policies that govern media outlet and individual 
journalist behaviors. The MIB issues licenses that allow media organizations to begin legal operations— 
with the Bangladesh Telecommunication Regulatory Commission (BTRC) assuming the lead technical 
role for assigning frequencies to radio and TV broadcasters, cable operators, internet service 
providers, and other operators across the domestic frequency spectrum. The MIB also oversees the 
GOB-controlled broadcasters Bangladesh Betar (Radio), Bangladesh Television, and the Bangladesh 
News Agency—all significant providers of content to audiences throughout the country, either as 
direct broadcasters or as producers of content that is, in turn, disseminated via private or community 
media outlets across the nation. 

Despite GOB claims that Bangladeshi media enjoy complete freedom, for more than a decade the 
development of the media sector has mirrored the consolidation of GOB control under one ruling 
party. Media outlets undergo a rigorous security clearance review from multiple intelligence agencies 
overseen by the Ministry of Home Affairs prior to receiving final authorization to begin broadcast 
operations.4 

In addition, recent research on media ownership in Bangladesh describes this trend of political 
consolidation and its impact on media outlets. First, media outlets tend to be issued licenses based on 
the ruling party’s relationship with the owner. Politicians themselves often take leading media 
ownership positions. Influential ruling-party politicians lobby for specific business entities to obtain 
licenses for media outlets. Last, ownership of media outlets has changed hands to entrepreneurs who 
are connected to the ruling party. For example, five TV channels are directly owned by current ruling- 
party MPs: Morshed Alam (RTV), Golam Dastagir Gazi (Gazi TV), Kamal Ahmed Majumdar (Mohona 
TV), Saber Hossain Chowdhury (Desh TV), and Shahriar Alam (Duronto TV). Salman Fazlur Rahman, 
holder of a cabinet-level post as Private Industry and Investment Advisor to Prime Minister Sheikh 
Hasina, owns The Daily Independent and a major share of independent TV channels.5 

While political control over most media outlets is directly tied to the ruling party, the GOB is using 
various legal instruments to exert influence over journalistic content available to Bangladeshi 
audiences. Bangladesh, having ratified the International Covenant on Civil and Political Rights (ICCPR) 
in 2000, is legally bound to respect and ensure the right to freedom of expression elaborated in 
Article 19 of the ICCPR. There are, however, acceptable limitations to this right that may be 
established by a state, specifically when that limitation is: 

1. Provided for by law—i.e., formulated with sufficient precision to enable individuals to regulate 
their own conduct accordingly. 

2. In pursuit of a legitimate aim—i.e., created to respect the rights or reputations of others, 
protect national security or public order, or protect public health or morals. 

3. Necessary and proportionate in a democratic society—so that if a less intrusive measure (law, 
regulation, code of conduct) can achieve the same purpose as a more restrictive one, the least 

 
4 “10 more TV channels coming, five uncertain,” Prothom Alo, January 6, 2015. Accessed at https://bit.ly/3eDN0No. 
5 “Who Owns the Media in Bangladesh?” Centre for Governance Studies, January 2021. 

https://bit.ly/3eDN0No
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restrictive measure must be applied.6 

Domestically, Article 30 of the Constitution of the People’s Republic of Bangladesh guarantees the 
right to freedom of expression: 

1. Freedom of thought and conscience is guaranteed. 

2. Subject to any reasonable restrictions imposed by law in the interests of the security of the 
State, Friendly relations with foreign states, public order, decency, or morality, or in relation 
to contempt of court, defamation, or incitement to an offence – 

a. The right of every citizen to freedom of speech and expression; and 

b. Freedom of the press are guaranteed. 

Despite both international and domestic freedoms established by Bangladesh, the GOB proactively 
uses legal tools to impose its control over media outlets and individual journalists. In particular, the 
DSA incorporates excessively broad and vague definitions that grant the Director General of the 
Digital Security Agency the authority to request that the BTRC remove or block data information that 
threatens “digital security” (with the BTRC required to comply with such requests)—where “digital 
security” is broadly defined as “the security of any digital device or digital system.” 

Further, the DSA can compel the BTRC to block any data information falling under the exceptionally 
broad description of data that hampers the nation’s “unity, financial activities, security, defense, religious 
values, public discipline or incites racism and hatred” (DSA Section 8 [2]). No reference is made to the 
requirement under international law that blocking orders must be necessary and proportionate to the 
aim sought to be achieved. Essentially, the DSA allows the GOB to block information that it perceives 
as not conforming with GOB policy or narratives. 

The DSA also criminalizes speech, using equally vague definitions. For example, any online criticism, 
described as “Propaganda or campaign against the liberation war, cognition of the liberation war, father 
of the nation, national anthem or national flag” (DSA Section 21) is punishable for up to 10 years’ 
imprisonment and/or over $130,000. Not only is there no definition in the DSA for “propaganda” or 
“campaign,” the offense is couched in such broad terms that it would prevent legitimate debate on 
matters of public interest. Similarly, the DSA criminalizes publishing or disseminating false information 
or information that may be considered offensive or fear-inducing (DSA Section 25). 

Undefined terms such as “spreading confusion” or “tarnishing the image of the nation” can be, and 
have been, used to prosecute individuals who criticize the GOB. In addition, the DSA has no safeguards 
in place for people to seek redress when cases brought under the DSA constitute a human rights 
violation—including redress for undue restrictions on the right to freedom of expression or breaches 
of the right to privacy.7 

The impact of GOB’s imposition of the DSA is stark. Bangladeshi authorities have imprisoned at least 
433 individuals under the DSA as of July 11, 2021, according to the country’s Department of Prisons. 
More than 1,300 cases have been filed against about 2,000 people under Bangladesh’s draconian DSA, 
and nearly 1,000 people have been arrested since the law was enacted in October 2018.8 

Legal tools used by the GOB to control expression go back much further in the nation’s history. The 
well-publicized case against Prothom Alo journalist Rozina Islam shows the GOB using the Official 
Secrets Act of 1923 to charge, and jail, a journalist for taking photos of official Ministry of Health 
documents. In acts described by international journalist advocacy organization as harassment, the GOB 
confiscated Islam’s passport, identity card, and mobile phones.9 

Potential new legislation may also increase GOB surveillance and control over practicing journalists. 
The draft Data Protection Act, which many fear may be enacted in the lead-up to national elections in 

 
6 Velichkin v. Belarus, Communication No. 1022/2001, U.N. Doc CCPR/C/85/D/1022/2001, 2005. 
7 “No Space for Dissent: Bangladesh’s Crackdown on Freedom of Expression Online,” Amnesty International, 2021, p. 17. 
8 Ibid., p. 4. 
9 “CPJ sends letter to Bangladesh authorities over harassment of journalist Rozina Islam,” Committee to Protect Journalists. 
Accessed at https://cpj.org/2021/09/cpj-sends-letter-to-bangladesh-authorities-over-harassment-of-journalist-rozina-islam/. 

https://cpj.org/2021/09/cpj-sends-letter-to-bangladesh-authorities-over-harassment-of-journalist-rozina-islam/
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2023, would allow GOB security agencies to monitor phone calls and social media in the name of 
personal data protection, according to Bangladeshi media development organization Management and 
Resources Development Initiative (MRDI). The draft Data Protection Act would also require all data 
to be stored on domestically located infrastructure—allowing the GOB the authority “to bar, record 
or to collect the information” that is “sent by any client using the service of any telecommunication” for the 
purposes of national security and public order.10 

During the assessment, key informants represented concerns over the threats to journalists and free 
expression: 

“The Digital Security Act is being used to harass or intimidate journalists if they publish a report against 
the law enforcement or civil servants.” (Media Development Organization Leader) 

“Defamation cases in Bangladesh are also treated as vague so that the plaintiffs can use the law to 
their advantage. Treason definitions are also deliberately vague so that anyone can use it according 
to their will … only to harass journalists.” (Media Development Organization Leader) 

At the same time, interviews with leaders from media outlets conveyed both lack of issue with the 
legal controls enacted by the GOB, but also described how domestic outlets impose their own 
editorial limitations on reporting so as not to run afoul of potential GOB criticism of local news 
content: 

“I never found any mentionable control over the mass media. Many talk about freedom of the press, 
but those are political remarks. We aren’t given mandates by the Prime Minister’s Office. We have 
not experienced legal control of the media.” (Media Outlet Manager) 

“We are a compliant news media company. We follow different laws and rules including international 
standards. We have not yet been implicated in a case under the Digital Security Act although there is 
an atmosphere of fear. We remain careful; we remain alert about any possible scenario where we 
can be sued under this act.” (Media Outlet Manager) 

“If you respect and follow the law, that is enough. Self-censorship is also required.” (Media Outlet 
Manager) 

“If a journalist collected and disseminated bulletproof news in accordance with the policy, there would 
be no obstacles from the DSA.” (Media Development Organization Leader) 

1.3 What legal gaps currently exist in the media sector that should be addressed 
immediately? 

1.4 What are the key players that influence the enabling environment for media in 
Bangladesh? 

1.5 Who are the main advocates pushing for reform or policy changes? 

1.6 How well are CSOs collaborating and coordinating their efforts in the midst of the 
current restricted space? 

1.7 What is the role of professional media associations in Bangladesh? 

While there is agreement among media rights and freedom-of-expression advocacy organizations that 
both the Bangladeshi Constitution and ratified international covenants establish the ability for media 
outlets to exercise their rights to free expression through balanced and informed journalism, there is 
equal agreement across the international rights organizations that laws currently on the books, and 
proposed legislation, allow the GOB to limit opportunities for creating professional news content by 
1) actively harassing outlets and independent journalists, and 2) thereby provoking outlets and 
reporters to censor their own content and news-gathering operations. In the words of one 
international development donor executive: 

  
 

10 Bangladesh’s upcoming Data Protection Act may suppress, not protect, citizens’ rights,” Global Voices. Accessed at 
https://globalvoices.org/2021/10/23/bangladeshs-upcoming-data-protection-act-may-suppress-not-protect-citizens-rights/. 

https://globalvoices.org/2021/10/23/bangladeshs-upcoming-data-protection-act-may-suppress-not-protect-citizens-rights/
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“I am not sure if the Government of Bangladesh even cares. They don’t care when we [the 
International Community] raise issues surrounding the Digital Security Act, claiming that the 
Government is simply trying to minimize misinformation and disinformation—and thereby, the 
Government is doing the right thing to control misrepresentation of opposition to Government 
decisions. Through this justification, the DSA is used as a method of abuse through journalists charged, 
abducted, tortured, and killed. The system allows this to happen.” 

Both Article 19 and Amnesty International have identified specific sections within the DSA that require 
either revision or outright deletion to meet international tenets for freedom of expression—and both 
cite (as described above) the need to either provide clear and precise definitions for terms used within 
the DSA and other laws that would limit infringement of the rights of media outlets to operate under 
the protections established by the right to freedom of expression. However, such legal analyses have 
fallen upon deaf ears within the GOB—not only shown by the lack of any efforts to reform the DSA 
or Official Secrets Act, but also by the GOB taking a similar approach to drafting the proposed Data 
Protection Act. This perception of the GOB’s lack of interest in media legal reform is echoed by 
representatives of domestic CSOs and media development organizations: 

“I do not think any such advocates [for reform] exist within the government. Basically, media outlets 
are controlled by some government agencies, and by their affiliated corporations that own media 
houses. Even [though] media falls under the Ministry of Information and Broadcasting, there are other 
government agencies that control the media—the result is that nearly no media outlet is found to be 
critical about the government. Even if a government agency existed to promote media reform, they 
would actually be taking the initiative to further suppress media and make efforts to compromise the 
neutrality of media.” (Media Advocacy CSO Leader) 

“The problem is that the government understands the use of regulations to mean the reform of 
independent journalism.” (Media Development Organization Leader) 

“Media outlets are controlled by government agencies, and [government officials’] own corporate 
connections that own the media houses.” (Media Development Organization) 

If a government dominated by a single ruling party is responsible for drafting and executing laws 
governing freedom of expression and the regulation of media behavior, the priority of limiting 
opposition to GOB narratives may override any attempts to propose legal reforms that enshrine the 
rights of media outlets and journalists to create news content that reflects a balanced and accurate 
approach to journalism. 

In this increasingly closing legal environment, international community representatives cite diplomatic 
missions and international media organizations as the primary pressure points seeking to highlight the 
legal obstacles to independent news reporting. However, as noted above, any “naming and shaming” 
approach has a minimal effect on a ruling party in strong control of government power. 

Domestic organizations implement some small-scale projects to monitor and publicize specific cases 
where authorities have targeted either individual journalists or media outlets by harassing them and 
filing cases under the DSA, Official Secrets Act, and other laws that codify criminal defamation. Voices 
for Interactive Choice and Empowerment, supported through Internews with USAID financing, is 
developing a media legal-case monitoring report series that will have its first issue published in early 
2022. Likewise, the BFUJ publishes a periodic newsletter listing cases filed against journalists 
throughout the country. 

Otherwise, local media advocacy associations such as the BFUJ and the Dhaka Sub-Editors Council 
report more concern with the welfare of journalists—much like journalist unions in developing nations 
across the globe—focusing on issues surrounding journalist wages and social safety net protections 
for members. The BFUJ has provided some legal assistance to reporters charged with various 
offenses—connecting local journalists with defense lawyers. 

Key informants, however, do not report significant impact from these small initiatives, which seek to 
highlight abuses that limit media freedoms. The local offices of Internews, International Center for 
Not-for-Profit Law (ICNL), RSF, and Article 19 have formed an informal advocacy group that meets 
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periodically to discuss issues surrounding media freedom within Bangladesh. However, this group does 
not generate any specific products or defined projects that might take advantage of a combined media 
advocacy effort. 

The overall result of a strong ruling-party GOB position and relatively weak efforts to promote media 
legal reforms within the closing legal and regulatory space is reflected in the standing of Bangladesh 
within different media and democratic freedom indices established by international advocacy 
organizations. In the RSF World Press Freedom Index, Bangladesh has dropped from 144 to 152 out 
of 180 countries since 201311—placing directly below Venezuela, Democratic Republic of Congo, 
Russia, and Honduras. Freedom House, in its recent Freedom of the Net report, places Bangladesh 
near the bottom of the set of countries described as “Partly Free”—with an overall score of 40, 
between Iraq (41) and Rwanda (38)—reflecting key authority-driven internet control metrics, including 
the blocking of social media/communication platforms; blocking of social, political, and religious 
content; and technical attacks against GOB critics or human rights organizations.12 

Note: This assessment does not include input from GOB institutions. Despite repeated overtures to 
the MIB and associated departments with key media policy and regulatory roles, senior GOB officials 
were unwilling to participate in KIIs. This lack of interest in contributing to the assessment may indicate 
the GOB’s approach to media sector development and potential development assistance contributions 
from international donors. 

5.2 RESEARCH AREA II: MARKET TRENDS 

2.1 What are the current media market trends in supply and demand including, but not 
limited to, print, broadcast, and digital media, both State, and privately owned and 
independent media outlets? 

2.2 What segments of society are these different media outlets targeting? 

2.3 What are the leading media outlets in terms of audience consumption (viewership, 
listenership, readership), based on best available data? 

According to recent research on ownership in the media sector, licensed media entities in Bangladesh 
include 45 privately owned TV channels, 28 FM radio stations, 32 community radio stations, 
1,248 daily newspapers, and more than 100 online news portals. However, not all existing license 
holders are able to operate functioning media outlets. The COVID-19 pandemic has had a significant 
impact on the sector, with over 250 newspapers being forced to shut down operations and many 
outlets unable to pay their personnel, including journalists.13  

However, apart from the GOB-owned media outlets described above, many private-sector media 
outlets are consolidated under the ownership of corporations in turn owned by larger business 
conglomerates, including examples such as the East West Media Group Ltd. (under the umbrella of 
the Bashundara Group, owning three newspapers, one TV station, one radio station, and one online 
news portal), the Beximco Group (owning Independent TV and The Daily Independent newspaper), 
the Transcom Group (owning The Daily Star, Prothom Alo, and ABC Radio), and the Jamuna Group 
(owning Jamuna TV and the Jugantor newspaper). This consolidated ownership model is consistent 
across many of the largest media outlets based in Dhaka. While information on media ownership 
structures is available, there is little credible information on the overall advertising base or financial 
valuation of the media sector.14 

One primary trend within the media sector over the past decade has been the development of media 
outlet digital platforms, either as standalone outlets or as online and social media platforms established 
by existing TV stations, radio stations, and newspapers. Some digital portals, as described by key 
informants, maintain separate but complementary editorial management structures while sharing 
infrastructure and personnel resources (such as NTV and NTV Online). Some key informants cited 

 
11 2021 World Press Freedom Index, Reporters without Borders, 2021. Accessed at: https://rsf.org/en/ranking. 
12 Freedom of the Net 2021: The Global Drive to Control Big Tech. Freedom House, 2021. 
13 Who Owns the Media in Bangladesh?” Centre for Governance Studies. January 2021. 
14 “Who Owns the Media in Bangladesh?” Centre for Governance Studies. January 2021. 

https://rsf.org/en/ranking
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the ability to generate revenue through social media platforms, primarily Facebook, as a method for 
augmenting media outlet income streams. 

More importantly, however, is understanding how audiences both prefer and consume media through 
the various media options available to target audiences throughout the country. Some secondary 
research reports describe the significant role of TV as the leading media options for Bangladeshi 
audiences. The quantitative audience consumption research performed during this assessment 
confirms audience preferences for TV as the primary source of news and information across the 
country. At the same time, respondents recognized the growing preference for digital platforms (both 
websites and social media platforms) as a destination for information content: 

Table 2: What sources of information do you use to keep informed on current events? 

All Respondents First Mention Other Mentions Total Mentions 
TV 46.6% 24.9% 71.5% 
Internet 33.1% 23.3% 56.4% 
Facebook/Social Media Platforms 8.6% 19.5% 28.1% 
Newspapers and Magazines 2.9% 13.3% 16.2% 
Word of Mouth 2.7% 7.5% 10.2% 
Radio 2.3% 13.3% 15.6% 

At the same time, consumption of print media and radio fails to compete effectively with TV and digital 
outlets. The data from this assessment’s quantitative research conforms with other reporting, which 
has reflected the continued growth of TV as a dominant media source and the growing use of internet 
and social media as destinations for news, information, and entertainment content.15 

However, while audiences across demographics show a significant preference for TV, there are distinct 
differences between genders—with women predominantly turning to TV for their news and 
information needs while men are increasingly using digital sources as destinations for seeking 
information. 

Table 3: Gender Preferences for Information Sources 

Females First 
Mention 

Other 
Mentions 

 

Males First 
Mention 

Other 
Mentions 

TV 58.7% 19.8% Internet 42.5% 20.9% 
Internet 23.6% 25.7% TV 34.5% 29.9% 
Facebook/Social 
Media Platforms 6.5% 19.9% Facebook/Social 

Media Platforms 10.7% 19.0% 

Word of Mouth 3.3% 10.1% Newspapers 
and Magazines 4.0% 13.8% 

Newspapers and 
Magazines 1.8% 12.7% Radio 2.9% 14.3% 

Radio 1.7% 12.3% Word of Mouth 2.0% 5.0% 

To better understand how audiences consume TV as a primary media source, the assessment survey 
found across all demographic groups that Somoy TV is by far the leading TV station in the national 
market, in terms of weekly reach. 

Table 4: TV Consumption: Seven-Day Reach for All Audiences 

7-Day Reach  
Top Ten TV Stations Total 

Somoy TV 33.9% 
Bangladesh Television 20.5% 
Channel I 19.6% 
Gazi TV (GTV) 18.8% 
ATN Bangla 18.4% 

 
15 “Who Owns the Media in Bangladesh?” Centre for Governance Studies, January 2021. 
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7-Day Reach  
Top Ten TV Stations Total 

Zee Bangla 14.5% 
RTV 14.4% 
Ekattor TV 14.3% 
Bangla Vision 14.1% 
Star Jalsha 13.4% 

While the state-owned Bangladesh Television retains a significant portion of the national audience 
(20.5 percent), which casual observers might expect, other stations that provide either specialized 
sports programming (Gazi TV, the primary channel for national cricket league coverage) or popular 
entertainment programming (Channel I, which promotes its schedule as targeting rural and agrarian 
audiences) retain similar portions (18.8 percent and 19.6 percent respectively). 

A deeper analysis of weekly reach data shows divergent consumption behaviors between genders 
throughout the country, with viewing patterns providing key insights on the sector. While Somoy TV 
retains its dominance across audiences, females report increased viewing of stations that feature drama 
serials, soap operas, and films within their program schedules (Channel I, Zee Bangla, and Star Jalsha), 
while the sport-focused programming offered on Gazi TV is second only to Somoy TV among 
Bangladeshi men. Notably, Gazi TV does not even break into the top 10 stations for female viewers. 

Table 5: Seven-Day Reach (Gender Breakdown) 

7-Day Reach 
Top 10 TV Stations – Female Total 7-Day Reach 

Top 10 TV Stations – Male Total 

Somoy TV 35.7% Somoy TV 31.9% 
Channel I 27.5% Gazi TV (GTV) 22.3% 
Bangladesh Television 27.1% Bangladesh Television 13.4% 
Zee Bangla 24.0% ATN Bangla 13.3% 
Star Jalsha 23.5% Channel I 11.0% 
ATN Bangla 23.1% RTV 10.7% 
Bangla Vision 18.8% Ekattor TV 10.4% 
RTV 17.9% T Sports 9.6% 
Deepto TV 17.9% Channel 24 9.3% 
Ekattor TV 17.8% Jamuna TV 9.2% 

Examination of preferences between age groups again highlights differing viewing behaviors. While 
Somoy TV maintains its primary position across all respondent ages, Gazi TV—again, with its sports 
programming—holds significant reported viewership for younger audiences. 

As audiences age, consumption of the state-owned Bangladesh Television increases. Similarly, channels 
dedicated to more entertainment-based programming show increasing levels of consumption by older 
Bangladeshi audiences. 

Table 6: Seven-Day Reach (Age Breakdown) 

Age 18-25 
Top 10 Stations Total Age 26-35 

Top 10 Stations Total 

Somoy TV 31.7% Somoy TV 32.1% 
Gazi TV (GTV) 20.1% Gazi TV (GTV) 20.6% 
Bangladesh Televsion 17.0% Bangladesh Television 17.6% 
ATN Bangla 16.1% Channel I 17.6% 
Channel I 15.8% ATN Bangla 15.6% 
Zee Bangla 14.8% Ekattor TV 14.1% 
RTV 14.2% RTV 12.8% 
Star Jalsha 14.1% Zee Bangla 12.7% 
Bangla Vision 12.8% Jamuna TV 12.1% 
Ekattor TV 12.6% Bangla Vision 11.9% 
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Age 36-45 

Top 10 Stations Total Age 46-55 
Top 10 Stations Total Age 56-65 

Top 10 Stations Total 

Somoy TV 37.7% Somoy TV 37.0% Somoy TV 43.8% 
Bangladesh Television 24.8% Bangladesh Television 28.3% Bangladesh Television 38.5% 
Channel I 22.3% Channel I 28.0% Channel I 38.5% 
ATN Bangla 19.9% ATN Bangla 26.0% ATN Bangla 34.3% 
Ekattor TV 16.3% Ekattor TV 19.7% Star Jalsha 29.6% 
Bangla Vision 16.0% Zee Bangla 17.7% Zee Bangla 27.2% 
Gazi TV (GTV) 15.6% RTV 17.7% Bangla Vision 26.0% 
RTV 15.6% Bangla Vision 16.5% Boishakhi TV 23.1% 
NTV 13.8% Deepto TV 16.5% Ekushey Television 21.3% 
Ekushey Television 12.4% Star Jalsha 14.6% Deepto TV 19.5% 

Consumption behaviors also differentiate from the nation’s major population centers out to the 
periphery. Viewership in Dhaka and Chattogram reflects behaviors found in younger demographics— 
with Somoy TV, Gazi TV, and Channel I consistently amongst the top four viewed stations reported 
across the sampled weeks. The farther away from the capitol, the more that state-owned Bangladesh 
Television presents more significant viewership. 

Table 7: Seven-Day Reach (Division Breakdown) 

Dhaka Total Chattogram Total 
Somoy TV 32.4% Somoy TV 37.8% 
Gazi TV (GTV) 20.9% Bangladesh Television 23.0% 
ATN Bangla 15.0% Channel I 20.7% 
Channel I 14.6% Gazi TV (GTV) 18.9% 
Bangladesh Television 13.2% ATV Bangla 16.8% 
RTV 12.9% Zee Bangla 16.3% 
Ekattor TV 11.7% Star Jalsha 15.6% 
Bangla Vision 11.5% Deepto TV 14.3% 
NTV 11.0% Jamuna TV 13.6% 
Jamuna TV 10.0% Ekattor TV 13.1% 

 
Barishal Total Khulna Total Rajshahi Total 

Somoy TV 25.6% Somoy TV 32.1% Somoy TV 30.8% 
Gazi TV (GTV) 14.9% Gazi TV (GTV) 22.6% Bangladesh Television 21.0% 
RTV 14.9% Bangladesh Television 19.2% ATN Bangla 17.5% 
ATN Bangla 13.1% Channel I 18.2% Bangla Vision 17.0% 
Bangladesh Television 12.5% Ekattor TV 17.6% Channel I 16.3% 
Channel I 12.5% ATN Bangla 16.7% Channel 24 14.8% 
Zee Bangla 12.5% Zee Bangla 16.4% Gazi TV (GTV) 14.0% 
NTV 12.5% RTV 15.1% Ekattor TV 13.0% 
Star Jalsha 11.3% Ekushey Television 12.9% RTV 12.5% 
Bangla Vision 10.1% Bangla Vision 12.6% Zee Bangla 11.0% 

 
Rangpur Total Mymensingh Total Sylhet Total 

Somoy TV 38.9% Somoy TV 35.7% Bangladesh Television 37.9% 
Channel I 27.8% Bangladesh Television 27.4% Channel I 34.8% 
Zee Bangla 23.4% ATN Bangla 22.4% Somoy TV 32.8% 
ATN Bangla 22.8% Channel I 19.9% ATN Bangla 31.8% 
Bangladesh Television 21.6% Gazi TV (GTV) 17.4% Star Jalsha 25.8% 
Bangla Vision 21.3% Ekattor TV 16.6% Zee Bangla 22.2% 
Ekattor TV 19.0% RTV 16.2% Bangla Vision 21.2% 
Star Jalsha 18.7% Deepto TV 14.9% Ekattor TV 20.2% 
Gazi TV (GTV) 18.4% Jamuna TV 14.5% Ananda TV 20.2% 
RTV 17.8% Zee Bangla 13.3% Asian TV 20.2% 
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Understanding these demographic differences in TV viewership is critical, as we shall see when 
recommending potential interventions, for making informed decisions about seeking potential media 
outlet partners that consistently reach specific target audiences. 

5.3 RESEARCH AREA III: PROFESSIONAL CAPACITY. 

3.1 What is the level of professionalism in journalism for the quality of media products? 

3.2 What are the weaknesses and areas for improvement at both the institutional and 
individual media professional levels? 

When examining the professional capacity of media outlets operating within a domestic sector, it is 
critically important to understand audience perceptions of the information received through 
consumption of various media channels. Gauging levels of trust in various information sources provides 
an initial indicator of how audiences view the quality of news and information content. 

Like the reported consumption of various forms of media from the quantitative survey conducted as 
part of this assessment, respondents considered TV, followed by digital platforms, to be the most 
reliable sources of information available across the domestic media sector. 

However, once again there are divergent levels of trust across different demographic groups included 
in the survey. While men consider digital sources most reliable, females predominantly find TV as the 
source they turn to for credible news about current events. Predictably, older audiences report TV 
as the most significant reliable news and information provider, with corresponding decreasing levels 
of reliability for online and social media platforms: 

Table 8: Most Reliable Source of Information About Current Events 

Most Reliable 
Source All Male Female Age 

18-25 
Age 

26-35 
Age 

36-45 
Age 

46-55 
Age 

56-65 
TV 42.8% 33.6% 52.1% 28.8% 46.2% 61.2% 66.1% 63.1% 
Internet 35.8% 42.4% 29.2% 49.2% 33.6% 19.4% 11.3% 12.8% 
Facebook / 
Social Media 9.6% 10.8% 8.3% 13.0% 10.2% 4.0% 0.7% 5.3% 

Newspapers and 
Magazines 3.7% 5.2% 2.1% 3.3% 3.4% 2.9% 6.9% 4.8% 

Radio 3.3% 3.5% 3.2% 2.7% 3.2% 3.8% 5.8% 4.3% 

Looking specifically at TV, as the media source audiences from the survey predominantly reported as 
reliable, respondents by far considered Somoy TV as both credible and the provider of “up to date” 
news (a common proxy indicator for audience perceptions of news credibility). 

Table 9: Trust in TV News and Information (All Respondents) 

Most Reliable Source of Information (Top 5) Most Up-to-Date News (Top 5) 
Somoy TV 22.6% Somoy TV 26.5% 
Bangladesh Television 7.5% Bangladesh Television 8.1% 
Channel I 4.5% Channel I 3.7% 
Jamuna TV 3.4% ATN Bangla 3.5% 
ATN Bangla 3.3% Jamuna TV 3.1% 

As part of the FGDs conducted during the assessment, participants shared additional perceptions 
about trusted sources of information, including the reasons behind those perceptions of credibility—
often citing Prothom Alo as a trusted provider of news, but with many expressing considerable 
disenchantment with outlets across the media sector: 

“I trust Prothom Alo and Jamuna TV. Prothom Alo presents stories that go against the government.” 
(Male, Rangpur, 35-49) 

“Prothom Alo is a newspaper I can rely on for its objective news. We saw this newspaper publish 
reports on our local affairs that had positive impact.” (Male, Dhaka, 25-34) 
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“I don’t fully believe any channel in the country. However, the live coverage from Somoy TV appears 
to be more trustworthy compared to others.” (Female, Barishal, 18-24) 

“When Ekattor TV started they had some professional stories, but soon it became biased to the ruling 
party. Now, all the TV channels seem to be like Bangladesh Television, acting like a spokesperson for 
the government.” (Female, Dhaka, 35-49) 

“I read a number of newspapers, but to check authenticity of news reporting I go back to Prothom 
Alo. I also trust Independent television.” (Female, Rangpur, 25-34) 

“I haven’t been able to watch TV for a long time. I sometimes watch talk shows, but you can see bias 
towards some groups and political parties.” (Female, Rajshahi, 25-34) 

For a deeper investigation of audience perceptions of the credibility of reporting, focus group 
participants were shown two news reports selected at random (one from ATN Bangla, one from 
BVNews24—both originally broadcast on primary TV newscasts and disseminated online and through 
social media). Across the focus groups, participants voiced significant issues with the veracity of 
information communicated by the reporters—pointing out where sources could have been included 
to improve reporting, and where lack of context interfered with participants’ ability to fully understand 
the issues and events presented: 

“In the first report, the government officials and public representatives were given opportunity to justify 
their positions and blame the opposition, but we saw no comments from other political parties or 
victims. In the second report, there were serious deficiencies of information, so we could not understand 
what happened or what allegations were made against whom.” (Male, Barishal, 25-34) 

“I don’t think the reporters had enough knowledge about the subjects on which they were reporting. 
Viewers who have no idea about Bangladesh and happenings here would not understand the reports. 
In the case of the second report, I could not understand who was making allegations against whom.” 
(Male, Rangpur, 18-24) 

“I found both the reports to be fabricated. There was no evidence presented. There was hardly any 
correlation between what was stated or what was assumed by the reporters.” (Male, Rangpur, 35- 
49) 

“I could not clearly understand what the reporters wanted to say. I had guess. I think, the reporters 
lacked knowledge and understanding of the issue, or how they should have presented the issue.” 
(Female, Rajshahi, 18-25) 

“One report was haphazard. I just could not understand what the reporter wanted to present. The 
other report contained some statements, but not versions of the events from the people affected. The 
report did not explain why communal attacks took place. I have not seen anything in either report 
that can help me believe the information.” (Female, Dhaka, 35-49) 

Despite survey research findings that indicated TV is a critical source of news and information accessed 
by audiences throughout the country, focus group participants conveyed substantial criticisms of TV 
news coverage and the credibility of information available from domestic outlets: 

“When Ekattor TV started, we got some professional stories at the initial level, but soon it became 
biased toward the ruling party. Now, all TV channels seem to be like Bangladesh Television, acting 
like a spokesperson of the government.” (Female, Dhaka, 35-49) 

“I don’t think there is any media in the country which does not serve the purpose of either 
entrepreneurs or the political masters. Those who invest, or are [politically] powerful, control the 
media.” (Male, Dhaka, 35-49) 

“I don’t consider any media outlet in Bangladesh honest after we saw their role during the rigged 
elections in 2018. I saw vote rigging and invited some media to report about it, but none responded. 
They are simply biased.” (Male, Rangpur, 18-24) 
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“On TV political talk shows, guests who speak honestly and criticize the regime are barred from 
appearing on future shows. We hear that the government dictates a list of talk show participants.” 
(Female, Rajshahi, 18-25) 

“I think, all channels in Bangladesh are biased. I don’t see any critical stories that go against the 
owners or the government. I can’t name anyone which is not biased.” (Female, Dhaka, 35-49) 

One key informant summarized the challenges with producing credible and professional-quality 
reporting as a lack of hope in the country overall: 

“Unless you have democracy and fair political practices, how would you pursue journalism? Some of 
our great reporting is not possible due to interference of the owners within media outlets.” (Media 
Advocacy Association Leader) 

To conduct a more rigorous examination of available news reporting, the AT conducted an analysis 
of 20 randomly selected video news reports produced by 10 different domestic media outlets (Ekattor 
TV, Somoy TV, NTV News, Jamuna TV, ATN News, Independent Television, Prothom Alo, 
JagoNews24, and BVNews24). Each report was originally available on media outlet digital platforms, 
and—for reports from TV broadcast channels—available on primary newscasts. Using a standard 
methodology for news content analysis (included as Annex F), two assessment team members 
reviewed each news item—extracting the information and format structure from each report, and 
assigned a numerical score from 1 (low) to 5 (high) for each of seven key criteria for professional news 
reporting: 

• Objectivity, Accuracy, Clarity, and Language: All core functions associated with the information 
included in reports—and considered central to editorial management functions. 

• Balance, and Content and Format: Representations of whether news production teams adhere 
to strict reporting and production systems. 

• Gender Sensitivity: A reflection of whether editorial principles that govern diversity and 
inclusion are incorporated into news reporting and production, and an indication if reports 
and sources represent demographic group variety within the viewing audience. 

Scores for each news items were averaged between values assigned by the two analysts (to reduce 
single-analyst bias), and aggregated for the entire sample, as below: 

Table 10: Aggregated News Content Analysis Scores 

Objectivity Accuracy Clarity Language Balance Content 
and Format 

Gender 
Sensitivity 

2.00 2.05 2.73 2.58 1.50 1.70 1.63 

Across the news report sample set, overall scores were poor for all seven key criteria, without a 
single criterion reaching an average aggregate score. Specifically, analysts found significant deficiencies 
with the following: 

• Balance: News items throughout the sample contained a predominance of sourcing only from 
official (GOB) sources—often only statements from GOB officials (ruling party) 
representatives. Reports consistently lacked inclusion of voices from opposing points of view 
or stakeholder groups impacted by the event or issue. For example, one report on e- 
commerce platforms included quotes from a business association (the e-Commerce 
Association of Bangladesh) but did not incorporate sources from GOB regulators or 
customers/users of e-commerce applications. 

• Content and Format: News items in the sample lacked consistent structure that helps to guide 
presentation of the impact of issues and events on different stakeholder groups. News reports 
reviewed provided little context that allows viewers to understand the effects of the story on 
the lives of the audience, their families, or communities. 
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• Gender Sensitivity: Overall, women were either under-represented, or omitted altogether, as 
either sources of information—or as a demographic group affected by the issue covered in 
reports. This absence of gender representation was even noted in news reports about issues 
that directly impact women or LGBTQ audiences. For example, one news item describing the 
plight of Rohingya refugees did not include any discussion of women and children, nor did the 
report include voices from women and children that represent the most vulnerable refugee 
demographic groups. 

Key Finding – Perceptions of Women in Newsrooms 

Informants interviewed throughout the assessment identified the struggle with women taking both 
leadership roles and functional positions in Bangladeshi news organizations, across all media channels. 
Executives from media outlets, leaders of media development organizations, and other media sector 
stakeholder groups all recognized the lack of female representation in domestic media organizations. 
However, perspectives ranged from acceptance of long-held, and male-dominated, perceptions 
regarding both the feasibility of women performing leadership functions in media outlets and the ability 
of women to competently assume leadership roles within those outlets. 

Key informants referenced existing social and religious norms as obstacles to women being offered, 
accepting, and performing as reporters, editors, and editorial managers within newsrooms—
exacerbated by rising fundamentalism. Some described women as facing a “glass ceiling,” working only 
as sub-editors in print outlets but not able to rise to the level of news editor. Others cited the 
responsibilities of women as homemakers as limiting their ability to take on professional positions.  

Interviewees also described security concerns for women associated with reporting and other media 
functions—which require work after normal business hours as a primary obstacle to increasing the 
number of women in the media workforce. Some stark perceptions indicate institutional bias against 
hiring and promoting women into reporting and senior editorial management positions: 

“Some women enter journalism because they did not get a better job elsewhere. This is a capacity 
gap, and a challenge.” (Media Outlet Manager) 

“Maybe women also think that it is a risky position to be at the top. Whoever offers a higher position 
to a female employee will not hesitate to stop her… out of jealousy, or simply thinking that she may 
not be able to take the pressure.” (Media Advocacy Organization Manager) 

“There is also a lack of empathy of male journalists towards their female colleagues. Male colleagues 
do not want to let [women] get ahead.” (Media Development Organization Manager) 

“In general, women are intrinsically vulnerable. There is low level of participation of women in the 
media due to our patriarchal society; they need to manage their households while doing such jobs. 
Women do not feel secure in media. Women participation is relatively new compared to men in this 
sector. Chauvinism of men also impedes women to come in the leadership positions. A number of 
factors obstruct the participation of women in these professions. Management is also reluctant to give 
[women] leadership positions.” (Media Development Organization Manager) 

At the same time, other key informants recognized the fundamental challenge created by the lack of 
female representation in Bangladeshi news organizations: 

“If there is no diversity in the newsroom, that newsroom cannot cover news from a variety of 
perspectives. When there is no demographic or gender diversity in the newsroom, [that newsroom 
does not produce] diverse news. When we provide training for investigative journalism, there are 
hardly two women out of 20 trainees.” (Media Development Organization Manager) 

3.3 Is there a culture of innovation in the media sector? 

While many media outlet managers noted the growing use of social media as a general platform for 
disseminating content, there were few examples of truly innovative use of new systems or technologies 
that would improve reporting, news gathering, and news production practices. One informant even 
described media outlets as being “forced into using new online options” by developing digital technology. 
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One example—which, while common to news organizations in more developed markets, was unique 
among the media outlet interviews—was the application of a Content Management System (CMS) 
application that newsrooms can use to facilitate content flow within each news cycle: 

“We run our entire news management system through an ERP (Enterprise Resource Planning). We 
have used a CMS called NewsWrap and its updated version. We try to use social media to our 
advantage and hold live shows on entertainment and sports from our verified page.” (Media Outlet 
Executive) 

At the same time, opinions exist regarding potentially negative impact of digital platforms on news 
organizations: 

“There is a perception amongst [media] owners that information can be collected through social 
media. So, why would they hire or retain so many journalists for mainstream media?” (Media 
Advocacy Association Leader) 

While there may be few examples of technical innovation within media outlets, the assessment sought 
to capture information about whether Bangladeshi media outlets incorporate fundamental 
management tools and systems common to professional media outlets worldwide. Using a Media 
Management and Financial Viability Assessment framework (included as Annex C), the AT collected 
information reported by 21 media outlet executives from digital news platforms, TV stations, 
commercial radio stations, and community radio stations to measure the incorporation of key media 
management practices in the sample outlets. Based on a scale of 1 (low) to 4 (high), the AT aggregated 
scores for each media management system or tool and averaged them across the media outlet sample: 

Table 11: Media Management and Financial Viability Assessment – Business Planning 
Indicators 
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1.95 1.95 3.19 2.19 2.76 2.14 2.57 

While media outlets reported general success in meeting financial obligations and covering costs on 
an annual basis (with an average sample score of 3.19 out of 4), the incorporation of outlets under a 
larger corporate structure tended to justify such financial stability rather than dedicated revenue 
streams maintained by the media outlets themselves. 

Conversely, most media outlets lacked fundamental media business planning systems—including the 
active development of mission statements, strategic plans, annual budgets, and revenue generation or 
sales and marketing plans. 
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Table 12: Media Management and Financial Viability Assessment – Audience Research 
Use Indicators 
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1.86 2.52 2.52 2.57 
2.00* 2.38* 2.38* 2.13* 

*Average Scores, Excluding Community Radio Stations 

Of particular concern was the relative lack of media audience research within sample outlets— 
specifically, that many outlets did not collect quantitative or quantitative audience data to inform 
decision-making across business planning, strategic planning, content production, and program 
scheduling. 

While community radio stations—which, by design, develop informal and structured methods of 
engaging with their audiences within their limited broadcast areas—reported more active capture of 
audience perceptions to inform development of existing and new radio programs (larger and better) 
capitalized media TV, radio, and digital news outlets only reported rare access to media audience 
consumption data. As a result, audience behavior and preference data are not primarily used as a basis 
for making decisions about where to invest financial, human, and infrastructure resources and increase 
target audience consumption. 

3.4 What is the level of freedom in reporting? 

As discussed above within the challenges to the media legal framework, primary obstacles to the 
freedom of media outlets to perform professional journalism functions are based on the increasing 
political control over the sector. Both with overt legal harassment of journalists and media 
organizations and self-imposed censorship by outlets and individual journalists derived from fear of 
retribution, real and perceived threats increasingly restrict the production of news content that might 
be considered divergent from ruling-party narratives. 

Concurrently, media advocates and journalism union representatives reported that 1) long-standing 
concerns over poor wages for journalists, 2) the inability of some media outlets to pay staff salaries 
on a consistent basis, and 3) the lack of an established welfare safety net for journalists limit reporters 
in their work based on concerns about not being able to provide essentials for themselves and their 
families. Other key informants indicated that journalism as a profession has become increasingly 
unattractive over the past decade. 

One media development organization leader noted the decreasing influence of editorial ethics as 
detrimental to the quality of independent journalism—citing the ineffective influence of any existing 
media monitoring efforts to promote professional standards. 

3.5 What is the level of respect for intellectual property rights within the media sector? 

Across the media outlets interviewed during the assessment, most reported incorporating content 
from other news organizations into their own reporting and newscasts. Media executives cited the 
regular use of content from international agencies and news outlets—including Associated Press 
Television News (APTN), Reuters, Agence France-Presse (AFP), AsiaVision, CNN, BBC, and Al 
Jazeera. 
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Outlets also regularly access content from the state-run Bangladesh Sangbad Sangstha (BSS) news 
agency and other local agencies—including United News of Bangladesh (UNB), Focus Bangla, and 
Banglar Chokh. 

Understandably, media outlet executives did not state that content from international and domestic 
sources was not appropriately identified or cited according to copyright arrangements from 
subscription contracts. The media outlets that noted use of external agency products estimated that 
up to 30 percent of their daily news content is acquired from domestic and international news 
organization sources. 

3.6 How is the quality of investigative journalism? Who are the journalists most involved in 
investigative reporting? 

Like many developing media markets, the practice of what might be termed “investigative journalism” 
within Bangladesh is a work in progress. Key informants described common constraints on the 
performance of investigative journalism—a resource-intensive undertaking that requires more 
significant financial and newsroom means for successful operation. With daily news cycle demands to 
fill airtime and column space, outlets rarely feel that they have the option to allow journalists to devote 
many days to the production of a single report. Other interviewees noted deficiencies in basic 
journalism functions that interfere with the ability to conduct more rigorous investigations. 

“There is no such practice of carrying out investigative reporting projects in the Bangladesh context. 
We cannot afford to engage our human resources in investigative projects for days and months.” 
(Media Outlet) 

“Investigative journalism requires cross-checking to produce a mature report. Many journalists … 
collect information from many sources … but do not validate or crosscheck information or confirm 
the sources of information.” (Media Development Organization) 

“Many journalists think that bringing a document from a secret source or ministry is investigative 
journalism. Journalists do not have an accurate understanding of data investigation … and do not 
want to spend time applying for RTI. Media owners and journalists do not want to devote two weeks 
to a project.” (Media Development Organization) 

There were assessment informants who identified a small number of outlets that produce some form 
of investigative journalism content. Recent reporting has focused on issues related to the GOB 
response to the COVID-19 pandemic. 

“Some reporting on corruption comes drip by drip in media, which does not exactly ‘[pull]ing punches’ 
but not going in for the kill as the risk is too high. Prothom Alo, Daily Star, and Dhaka Tribune have 
been relatively successful … [with reports on] purloined vaccines, funds gone missing from Ministry 
of Health, and large contracts awarded without scrutiny.” (International Development Donor 
Executive) 

“We have an Investigative Journalism Unit of 5-6 journalists, apart from our regular reporters... The 
investigative team coordinates with other reporters to carry out investigative assignments.” (Media 
Outlet) 

Yet, as referenced above, interviewees connected the challenges to investigative journalism as 
corresponding to the same limitations on reporting in general: The closing legal space characterized 
by overt harassment of journalists, and self-imposed censorship to avoid potential threats to outlets 
and individual reporters, hampers the ability of outlets to undertake investigative projects which might 
be perceived as criticism of ruling party/government narratives: 

“In the case of Rozina Islam of Prothom Alo being harassed, such scenes are not good to see. These 
are chilling factors for journalism. If we see a journalist abducted and harassed in a DC office, many 
journalists will not come forward to publish investigative reports in order to avoid personal risk … 
There are corporate media houses that do not want investigative journalism … many believe that 
their lives and livelihoods will be threatened.” (Media Development Organization Leader) 
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3.7 How is the media coverage of the GOB? Is it biased? Is there freedom to express 
criticism of the GOB? 

3.8 Are there any constraints for the media to play a watchdog role in keeping the GOB 
accountable? 

Many limitations on the general performance of journalism described above within the context of an 
increasingly restrictive legal space, self-censorship within media outlets, and media ownership 
connections to GOB also apply to the influence over reporting on GOB activities, policies, and officials. 
Observers from media development and media-sector advocacy associations noted the challenge with 
any reporting that might be considered critical of the GOB or contrary to ruling-party narratives. 

More important, audiences from focus group sessions clearly detailed their dissatisfaction with the 
bias pervasive throughout reporting from outlets across the domestic media sector—indicative of the 
relative inability of media to play the role of “watchdog” over GOB activities: 

“All the [TV] channels are more or less biased. They favor the party in power. Bangladesh Television 
does it directly and others do so in a subtle manner.” (Female, Barishal, 18-24) 

“I see most of the channels as biased. We never see Bangladesh Television broadcasting anything that 
goes against the government. In the private sector, I won’t name anyone particularly, but most are 
biased towards the government, as we commonly observe.” (Female, Barishal, 35-49) 

“I think Prothom Alo too has lost its credibility since the controversial role it played in favor of the 
military-backed government in 2007-08. No channel reflects on facts and issues on the ground. During 
the local government elections, opposition activists were not allowed to go to the polling stations, but 
no TV channels reported that. Ekattor TV is an extension of the government propaganda while 
[Bangladesh Television] subtly tried to divert criticism against the government.” (Male, Barishal, 25- 
34) 

“Everyone wants to save themselves. When 10 bags of rice do not reach beneficiaries of safety net 
programs, it is hardly reported. When there is an industrial fire incident, some channels broadcast 
programs on dance. That is the state of bias at TV channels.” (Female, Rajshahi, 25-34) 

“Ekattor Television is biased toward the government. ATN Bangla is biased toward its owner. I think 
the interests of the owners dictate the [bias of] media outlets in Bangladesh.” (Male, Dhaka, 25-34) 

One key informant summarized reporting on the GOB in simple terms: 

“If you praise the government, it’s fine—there are no restrictions on positive media coverage of the 
government’s activities.” (Media Advocacy Association Leader) 

3.9 Are journalists able to access the GOB’s data? Do they know how to analyze data? 
How are data presented in a way that resonates with citizens? 

While a RTI regulatory structure and procedures are in place within GOB ministries and offices, 
compliance with RTI regulations compares to governments across developing nations—despite an RTI 
process existing on paper and officials designated as RTI points of contact for citizens and journalists, 
execution of the right to GOB information and data faces obstacles both in resourcing and will within 
GOB offices. Key informants cited the extended time it may take to receive information after 
submitted RTI requests, the lack of interest from public officials in processing RTI requests, and the 
absence of a functioning oversight process through which appeals can be filed to comply with requests: 

“We do not use the RTI processes because of delays, it just doesn’t work ...” (Media Outlet Manager) 

“No matter what is said in the RTI, [ensuring access to information] from a person who is in a supreme 
position in government does not seem to matter. It’s the reason behind a lack of value for journalists 
from any government clerks or officers.” (Media Advocacy Association Leader) 

“The Information Commission cannot function properly if the MIB does not allow it to function. 
Obstacles vary in different government departments. Many officers do not have the mentality to give 
out information when journalists go to any government office. Again, with RTI … how long it will take? 
Who will monitor that we have the right to information? [The process] is not clear at all. If I don't 
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receive information after applying, there are no clear guidelines as to who will monitor [government 
compliance] or to whom I should lodge a complaint.” (University Media Department Chair) 

As part of the Media Content Analysis performed during the assessment, the snapshot sample of 20 
news items found very little use of data, GOB reports, or academic/scientific reports as sources 
included in the video news reports. Reporters relied primarily on public statements made by GOB 
officials without acquisition of data or analysis reports used to either confirm statements or provide 
context for audiences. 

3.10 What are the trainings or continuous professional development needs that would 
benefit the professionals in the media sector? 

Media outlets and media development organizations alike primarily described current media training 
and development efforts in very traditional terms—basic workshop models—providing training to 
groups of individual journalists in the hope that skills are transferred during workshop sessions and 
then later incorporated by reporters as part of news gathering and production functions. Training 
topics included basic journalism skills, use of RTI processes to access GOB information and data, 
rudimentary forms of investigative journalism, and digital security measures for individual reporters. 

The challenge with the archaic workshop models used by media development organizations lies in the 
relative disconnect between potential skills transfer and sustained application within news 
organizations. Across the media development organizations interviewed, there was minimal structured 
post-training follow-up with workshop participants other than ad hoc communication. In some cases, 
resources were not available within training projects for intentional follow-up activities with trainees 
after workshops. 

Media outlets interviewed also noted the limited benefit found throughout experiences with training 
workshops: 

“Two or three days doesn’t help much to change the career of a journalist.” (Media Outlet Manager) 

“There is very little opportunity for capacity building under the regular supervision of technical experts.” 
(Media Outlet Manager) 

Indicators generated through the Media Management and Financial Viability Assessments and the Media 
Content Analysis conducted during this assessment (and cited above) point to needs across media 
management, editorial management, and news production functions in nearly all Bangladeshi media 
outlets. Key informants throughout the sector pointed to the general poor capacity of journalists. As 
a result, there are significant needs to improve systems in domestic media outlets, including: 

• Media Business and Strategic Planning 
• Editorial Management 
• News Reporting, Sourcing, and News Item Production 
• News Content Formatting 
• Revenue Generation Planning 
• Application of Audience Research to Media Operations and Planning 

Beyond development of fundamental systems within media organizations, a few outlets looked into 
the future regarding specific skills associated with revenue generation that would improve financial 
sustainability and competitive positions within the domestic media market: 

“We need to prepare ourselves to cope with the challenge of how we can differentiate [our outlet], 
especially in the age of social media. For us print is still the cash cow, but that may not long last. We 
need to adopt a subscription model and need some support in such topics.” (Media Outlet Manager) 

“There is hardly any digital media outlet in South Asia that earns subscription fees like the New York 
Times. [The] Bangladeshi media would be compelled to charge readers and the audience, but [they] 
are not sure how to do so.” (Media Outlet Manager) 
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5.4 RESEARCH AREA IV: MEDIA LITERACY 

4.1 What is the overall citizens’ media literacy in Bangladesh? What is their digital media 
literacy? 

4.2 What are the gaps in the public’s media literacy? 

Internet and social media use has increased significantly in recent years throughout Bangladesh. 
According to the Hootsuite/We Are Social 2021 Digital Report, Bangladesh has 47.6 million active 
internet users, representing over 19 percent growth from 2020. Just under 99 percent of users access 
the internet using mobile phones. 

Nearly 70 percent of respondents from the media consumption research identified themselves as 
active internet users. (Note: Reported internet use is likely more prevalent in this survey, due to the 
CATI methodology used that generates a respondent sample primarily of mobile phone users.) Ninety- 
nine (99) percent of the reported internet consumers access internet and social media platforms using 
their mobile phones. 

Perhaps predictably, men and younger demographic groups reported significantly higher digital 
consumption behaviors: 

Table 13: Respondent Internet Users 

 All Male Female 18-25 26-35 36-45 46-55 56-65 
Internet Users 69.9% 75.3% 64.5% 86.3% 73.2% 48.2% 30.3% 38.0% 

Survey data not only indicate significant internet usage across the respondent sample but also show 
deeper patterns of use, particularly among men and younger demographics. Over 42 percent of males 
reported using internet and social media for more than four hours each day; similarly, 41 percent of 
respondents ages 18 to 25 spend more than four hours daily online. While women and older audience 
groups do not report the same level of daily digital use, most of the demographic groups reported 
spending one hour or more online each day: 

Table 14: Reported Daily Internet Usage 

Time Per Day All Male Female 18-25 26-35 36-45 46-55 56-65 
0-30 minutes 8.8% 6.7% 11.1% 6.7% 9.6% 13.8% 19.5% 11.0% 
31-60 minutes 8.7% 7.0% 10.6% 6.5% 10.9% 10.8% 12.6% 19.2% 
1 to 2 hours 21.8% 18.9% 25.3% 18.3% 23.3% 34.5% 26.4% 28.8% 
2 to 4 hours 25.2% 23.8% 26.8% 26.5% 24.6% 21.1% 21.8% 23.3% 
4 to 6 hours 12.5% 13.7% 11.0% 16.0% 8.8% 5.6% 5.7% 8.2% 
More than 6 hours 22.2% 29.1% 14.2% 25.3% 21.7% 13.4% 12.6% 9.6% 

Like domestic Facebook user statistics (such as the Hootsuite/We Are Social data report), survey 
respondents reported communication and entertainment as primary reasons to be online each day— 
although nearly half of respondents specifically cited their need for news and information as important 
to internet use. Opportunities exist to increase user preferences for seeking domestic and local news 
content through social media and other digital sources: 

Table 15: Reasons Users Access the Internet 

Reasons for Internet Use Total 
For social media 72.6% 
To watch videos 46.6% 
For news or information 44.3% 
Chat with friends and family 31.7% 
For music 21.8% 
For my school/studies 21.5% 
Personal e-mail 16.5% 
For my work/job 13.4% 
Particularly for news about Bangladesh 12.1% 
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Reasons for Internet Use Total 
Looking for jobs 10.7% 
To make international calls 10.3% 
Particularly for news about my city or district 4.0% 

One key baseline metric regarding media literacy lies in the extent to which users trust the information 
they find on Facebook, YouTube, and other social media platforms. Survey respondents across all 
major demographics reported extremely significant levels of credibility in what they consume on social 
media—with approximately 80 percent voicing positive trust in social media content. 

Table 16: Reported Trust in Social Media News and Information 

Trust in Social Media 
Information All Male Female 18-25 26-35 36-45 46-55 56-65 

Absolutely trust 6.9% 8.1% 5.5% 7.0% 7.1% 6.2% 4.4% 9.2% 
Somewhat trust 75.2% 75.8% 74.6% 76.7% 72.8% 73.4% 75.8% 73.7% 
Somewhat distrust 9.6% 7.7% 11.7% 9.5% 10.3% 8.7% 9.9% 6.6% 
Absolutely distrust 5.1% 5.5% 4.7% 4.3% 6.2% 6.6% 6.6% 3.9% 

Key indicators to gauge the level of digital literacy examine what actions social media users take when 
encountering information on platforms such as Facebook, YouTube, and other providers. Assessment 
survey respondents reported regularly sharing information they find on social media platforms, with 
nearly 80 percent claiming sharing behaviors (either “always” or “once in a while”). Sharing information 
was consistent across major demographic groups: 

Table 17: Frequency of Sharing Information from Social Media Platforms 

Sharing 
Information from 

Social Media 
All Male Female 18-25 26-35 36-45 46-55 56-65 

Always 18.3% 18.6% 17.9% 19.9% 15.9% 14.1% 17.6% 22.4% 
Once in a while 61.0% 60.5% 61.6% 62.3% 59.6% 59.8% 61.5% 51.3% 
Never 17.9% 19.0% 16.7% 15.9% 20.0% 22.8% 18.7% 21.1% 

A primary indicator of media literacy is whether news and information consumers take additional steps 
to triangulate or confirm the accuracy of information they find on social media. More than one of 
three respondents to the assessment media consumption survey reported making no efforts to verify 
the information they receive on social media. When taking into the consideration the likelihood that 
users will share the information they receive, this behavior from nearly 37 percent of respondents 
leads to onward spread of potential misinformation, regardless of the original source. Of particular 
interest is that over 42 percent of women surveyed reported no attempt to confirm the veracity of 
content accessed on social media platforms. 

Table 18: Social Media Verification Behaviors 

Do You Verify 
Information Found 

on Social Media? 
All Male Female 18-25 26-35 36-45 46-55 56-65 

Yes 63.2% 68.1% 57.5% 66.4% 60.4% 56.7% 50.0% 60.7% 
No 36.8% 31.9% 42.5% 33.6% 39.6% 43.3% 50.0% 39.3% 

These behaviors seem consistent with what has been found during other domestic research projects. 
One 2018 South Asia Center for Media in Development/Free Press Unlimited survey with Dhaka 
secondary school students found that over 39 percent of respondents made no effort to verify the 
news and information content found on social media platforms.16 

Adding to concerns about the level of media literacy among Bangladeshi audiences is what users 
consider valid techniques for determining the veracity of information they encounter through 

 
16 Promoting Media Literacy in Bangladesh. South Asia Center for Media in Development/Free Press Unlimited, 2018. 
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Facebook and other applications. Even for those that do attempt to verify information, nearly four of 
10 simply consider the presence of “likes” and “shares” of individual posts as competent measures of 
information integrity. 

Table 19: Methods Used to Verify Information Found on Social Media Platforms 

Methods of 
Verification All Male Female 18-25 26-35 36-45 46-55 56-65 

Number Likes/Shares 24.7% 25.1% 24.2% 25.5% 24.6% 19.8% 27.8% 20.6% 
Contacts Liked or Shared 15.1% 15.8% 14.1% 16.0% 14.3% 14.9% 13.9% 2.9% 
Check Other Sources 33.1% 31.4% 35.5% 30.6% 37.2% 38.6% 36.1% 32.4% 
Ask Friends and Family 25.0% 25.5% 24.4% 25.7% 21.9% 23.8% 22.2% 44.1% 

Based on this reported data, there are considerable gaps not only in what digital users do with the 
information they find, but also with what users believe are credible means of determining if news and 
information posts represent relative degrees of veracity. Within a rapidly circulating information 
ecosystem, not taking time to check the accuracy of information contributes to the spread of 
misinformation. 

4.3 What are the international best practices for bridging those gaps? 

Best practices for addressing the lack of audience media literacy skills generally fall within two 
approaches: 1) Supply-side—interventions originating from sources of information and platforms from 
which information disseminates, and 2) Demand-side—interventions that target the individual user’s 
ability to discern the veracity of information received. 

Supply-side interventions: A growing global industry has developed around “fact check” initiatives, where 
small and larger newsrooms dedicate resources specifically to debunk political misinformation and 
online conspiracy theories. Country-level and regional fact-check organizations such as Boom in 
India—which recently expanded to include a new operation in Bangladesh 
(https://www.boombd.com/)—and AfricaCheck in South Africa and Nigeria (https://africacheck.org/), 
devote teams of journalist/researchers to verify claims or counter misinformation and then distribute 
fact-checked information to media outlets and individual subscribers. These fact-check organizations 
also utilize digital solutions adapted from mobile communication applications such as WhatsApp that 
allow media consumers to quickly feed posts or claims to organization researchers for confirmation 
or debunking.17 Many leading organizations are members of the U.S.-based Poynter Institute’s 
International Fact-Checking Network (https://www.poynter.org/ifcn/). 

Other supply-side approaches intervene from social media platforms themselves, where teams within 
Facebook, Twitter, and other companies flag potential misinformation or viral hoaxes—either placing 
notifications over posts that identify content as misinformation, or “nudging” users to investigate 
claims from alternative sources by suggesting users click on links to credible news or research 
organizations. 

The primary challenges with supply-side interventions are two-fold: 1) scale and 2) user engagement. 
Fact-check initiatives, while predicated on engaged users feeding potential misinformation to 
journalist/research offices for confirmation, often find it difficult to scale up to include large-enough 
audiences that receive debunked claims and counter wide-spread misinformation. Social media 
platform attempts to notify or nudge users toward alternative news sources rely on users engaging 
with such digital overtures to “inoculate” information, and thereby taking the time and effort to seek 
out recommended sources for credible information away from their primary social media feeds.  

Demand-side interventions: Through the combination of education and entertainment, various 
development organizations around the world have developed online games seeking to train individual 
digital users: 1) how to identify mis- or disinformation content, and 2) learn how such content is spread 
throughout social media networks. Troll Factory (https://trollfactory.yle.fi/), developed by the Finnish 
Broadcasting Company Yle; Bad News (https://www.getbadnews.com/), created by the Netherlands-

 
17 For more information on how WhatsApp messaging platforms have been adapted for fact-checking initiatives, see: 
https://meedan.com/blog/one-of-year-of-running-the-end-end-to-fact-checking-project. 

https://www.boombd.com/
https://africacheck.org/
https://www.poynter.org/ifcn/
https://trollfactory.yle.fi/
https://www.getbadnews.com/
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based media development foundation DROG; and Breaking 
Harmony Square (https://harmonysquare.- game/en), 
developed through the support of the DOS/Global 
Engagement Center, all target younger digital users to help 
establish healthy media literacy behaviors early in the 
development of their social media consumption lives.  

More traditional demand-side initiatives incorporate a 
dedicated media literacy curriculum into the overall primary- 
and secondary-level education curricula taught in schools. By 
teaching elementary and high school-age students: 1) how to 
approach consumption of traditional and social media news 
content, 2) how to identify misinformation, and 3) how 
information spreads across social media networks, 
educational institutions help prepare students for the mis- 
and disinformation pervasive on Facebook, YouTube, 
TikTok, Instagram, and other applications that young 
audiences access daily. The German public broadcaster’s 
media development arm, DW Akademie, has developed an 
excellent example of a media literacy curricula available for adaptation to local contexts and 
languages.18 

Demand-side interventions also face implementation challenges. Digital games struggle to develop a 
broad user following to succeed as large-scale educational tools—and often require adaptation to local 
languages (including local scripts) and local information contexts. Government of Bangladesh 
educational institutions can be slow to approve additions of new subject matter content, such as media 
literacy, to state-mandated curricula—in turn allowing for teachers to be trained to present media 
literacy content. Individual schools, which may be receptive to including new media literacy content 
within the teaching curricula, must make choices about what to exclude to make room for media 
literacy course work. 

6. RECOMMENDATIONS 
Strategic Approaches for Media Development Activities 

To understand the impact of an increasingly restrictive media legal environment, there may be great 
value in following a set of strategic principles for designing media development interventions that both 
focus assistance resources and allow for the greatest likelihood of positive and more sustained impact: 

6.1 TARGET SYSTEMS AND OUTLETS 

As reported by key informants throughout the media sector, there has been limited development 
change resulting from traditional training workshop interventions in Bangladesh—which in the past 
have concentrated on training of individual journalists in the hope that skills transferred during brief 
workshops would lead to sustained improvement in the quality of content available to audiences. 

Future development activities could be intentionally designed to introduce and improve systems within 
media outlets—systems that can be replicated and accepted as Standard Operating Procedures 
(SOPs); practices sustained through staff turnover and not dependent upon individuals who may have 
participated in an external training workshop. Incorporating embedded oversight from professional 
media practitioners working within selected outlets, professional experts who would both provide 
quality control and establish trusted relationships with media outlet managers, and a systems 
development approach to interventions would give USAID a greater opportunity to generate a more 
lasting impact. 

 
18 Media and information literacy – A practical guidebook for trainers. Available online at: https://media-and- 
learning.eu/type/news/dw-akademie-publish-media-information-literacy-guidebook/.  

https://harmonysquare.-game/en
https://harmonysquare.-game/en
https://media-and-learning.eu/type/news/dw-akademie-publish-media-information-literacy-guidebook/
https://media-and-learning.eu/type/news/dw-akademie-publish-media-information-literacy-guidebook/
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Based on the systems gaps identified through the Media Management and Financial Viability 
Assessments, as well as gaps recognized through media sector interviews, specific systems-change 
topics would include: 

Editorial Management Systems 

• Newsroom Management 
• Newscast Formatting and Scheduling 
• News and Current Affairs Segment Production 
• News Gathering and Report Production 
• News Production Research 
• Cross-Platform Content Formatting (across Legacy and Digital Media Platforms) 

Media Management Systems 

• Audience Research Analysis 
• Program Scheduling 
• Program Formatting 
• Audience Engagement / Driving Audiences Across Platforms 
• Marketing and Advertising Strategy 
• Revenue Generation and Diversification Strategy 

Taking such a systems-change approach minimizes reliance on the hope that individuals who may have 
benefited from an individual workshop will: 1) be able to utilize new skills in their workplace, and 
2) remain working in the media sector altogether. 

6.2 MODEL BEHAVIORS 

Similarly, as opposed to attempts to train large numbers of journalists, media development 
interventions can target specific media outlets that are open to establishing partnerships with a USAID- 
supported activity and demonstrate management buy-in to a systems-change approach when receiving 
assistance. Initially, a USAID media development implementer might only build partnerships with three 
to five media outlets and invest embedded training resources and other forms of assistance into those 
outlets for a more sustained period. As systems improve within those selected outlets—and audience 
research generates evidence that target demographics are increasing viewership, listenership, and/or 
digital engagement with higher-quality content—other media outlets within the market may seek 
assistance to maintain a competitive posture. 

6.3 PACKAGE ASSISTANCE FOR CREATION OF PROGRAMMING 
(NEWSCASTS/CURRENT AFFAIRS CONTENT) 

A common source of frustration with the workshop model of training assistance is that even with 
skills transferred to individuals, resources do not exist within a media outlet to take advantage of 
newly acquired skills. An alternative approach—building upon “modeling behaviors” described 
above—is to intentionally design assistance around program production. By focusing on content as 
the primary-level development output (as opposed to numbers of individuals trained), a USAID media 
development implementer can create assistance packages that increase the likelihood that improved 
content in the form of TV newscasts, digital video/audio current affairs series, and current affairs 
(magazine format) series will be disseminated to target audiences. Programs produced through USAID 
media assistance could require cross-platform content created specifically to drive audiences to and 
from legacy (TV/radio) and digital (website, Facebook, Instagram, YouTube, etc.) platforms. 

Packaged assistance would include: 1) Production Financing, to cover the operating costs associated with 
producing new content formats; 2) Embedded Expert Training, to instill editorial management and 
production systems over four or more weeks, so that systems can be sustained after experts depart; 
3) Production Team Stipends, to alleviate the cost to media outlets from taking reporters and production 
staff away from existing programming in the daily broadcast schedule; and 4) Targeted Equipment, to 
relieve the pressure of allocating limited production infrastructure away from existing programming. 
Packaged assistance often helps to generate buy-in from media outlet managers who identify the more 
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lasting benefit of such partnerships with media development implementers. 

As an example, the USAID Macedonia Support Initiative provided on-site training, production support, 
and equipment to leading TV outlets to improve news and current affairs programs. These new 
productions set the targeted TV stations apart from competitors, drawing in new and increased 
audiences to the higher-quality programs. Television SITEL, a leading domestic channel, launched a 
news-magazine program promoting cross-ethnic group cooperation to address historic community 
tensions. Building upon that partnership, Television SITEL incorporated USAID-packaged embedded 
expert training and equipment support to help re-engineer the TV SITEL core news operation— 
instituting international standard newsroom management practices: structured daily editorial 
management meetings, production rehearsals, technical quality standards, improved news report 
production, and disciplined newscast formatting.19 

This packaged-assistance approach could also be used to design initial media development 
interventions to begin addressing audience needs for issue-oriented information leading into the 2023 
election campaign cycle. Based on research data, a USAID media development implementer could 
identify one or more media outlets currently placed to reach specific target-audience demographic 
groups. A package of assistance, including embedded editorial/technical news production training, 
could introduce a magazine format-based current affairs program that addresses a specific 
socioeconomic issue in each episode (Health Care, Education, Small Business Development, 
Agricultural Development, Climate Change, etc.). 

By introducing a strict segment-format model, each program would ensure balance of sources used 
to inform audiences about that episode’s issue and incorporate a diversity of voices reflecting the 
potential viewing audience. Incorporating financial support to cover production costs would allow for 
on-location reporting for each segment, avoid the “studio talking head” approach common to under-
resourced programming, and bring reporting out to the divisions and districts where viewers live—
allowing for more direct connections between content and audience. 

6.4 PRODUCE ALTERNATIVE PROGRAM FORMATS 

Providing production support for creating alternative content formats is often an innovative approach 
to addressing important societal issues apart from core news programming. Alternative formats, 
including scripted drama and news satire, can take advantage of gaps in domestic programming formats 
and create new opportunities for audiences to engage on critical topics. 

For example, the Nigeria-based news satire program, “The Other News” (supported by the Open 
Society Initiative for West Africa and produced locally by Pilot Media Initiatives for Channels Media 
Group), brought a famous comic actor Okey Bakassi to present a weekly political satire newscast 
available through a traditional TV broadcast and online (with full episodes on YouTube and re- 
packaged short-form videos on Facebook). Produced specifically to target a younger audience 
demographic, “The Other News” introduced audiences not normally attracted by traditional 
newscasts to comedy-themed current affairs topics facing the country—with some content particularly 
targeting young-adult females. Similar news satire programs can be produced for radio, TV, or digital 
platforms.20 

6.5 INCORPORATE RESEARCH AS A FOUNDATION FOR MEDIA 
DEVELOPMENT ACTIVITIES 

Professional media audience research should be a core component of future USAID media 
development activities. Use of international media industry-standard quantitative and qualitative 
audience consumption research is fundamental to media outlet sustainability and success—and should 
inform decisions regarding prioritization of target audiences, selection of media outlet beneficiaries, 
identification of potential content production formats, and prioritization of media channels (TV, radio) 

 
19 For additional information on the USAID Macedonia Support Initiative interventions, see “Macedonia Support Initiative 
(MSI) Final Report” at https://pdf.usaid.gov/pdf_docs/PA00TJ3M.pdf. 
20 For additional information on The Other News, see “Using Comedy to Strengthen Nigeria’s Democracy” at 
https://www.newyorker.com/magazine/2018/01/22/using-comedy-to-strengthen-nigerias-democracy. 

https://pdf.usaid.gov/pdf_docs/PA00TJ3M.pdf
https://www.newyorker.com/magazine/2018/01/22/using-comedy-to-strengthen-nigerias-democracy.
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and digital platforms through which outlets can engage Bangladeshi audiences. 

As a by-product beneficial to USAID, the same research data can be used to inform DRG office MERL 
functions. However, those MERL objectives should not be the driving force behind designing research 
metrics or indicators. Donor-focused metrics do not necessarily contribute to programmatic success 
for media outlets and media development interventions. Considering the critical import of media 
audience research, a new activity could allocate as much as 25 percent of its financial resources to the 
collection and analysis of audience research data. This would include resources dedicated to deploying 
professional media management consultants to help beneficiary media-outlet managers understand 
how to apply research data to decision-making across editorial management, program/content 
management, business strategy, and revenue generation/diversification functions. 

Quantitative media audience research helps to identify audience consumption behaviors across 
traditional and digital media platforms—where specific demographics turn for news, current affairs, 
and entertainment content. The same research identifies consumption patterns, including Time Spent 
Viewing/Time Spent Listening during individual consumption periods (the number of minutes a 
viewer/listener spends before changing the channel), and Retention (for example, the percentage of a 
Facebook video post viewed before scrolling to other items in the news feed). 

Qualitative media research includes content-testing through focus group sessions, utilized to capture 
audience reactions, and reasons behind those perceptions, when audiences view existing or new pilot 
content. Recent innovations in qualitative research also include source audits, which capture the 
demographic profile of each source included in news reports produced and disseminated over a one-
week or one-month period. When correlated with quantitative media consumption data, results from 
source audits help editorial managers understand 1) if sources incorporated into news reporting 
reflect the diversity within the overall media market audience; and 2) if news sources reflect the 
demographic profile of that specific media outlet’s audience.21 

A future media development activity could also incorporate a media content monitoring and analysis 
platform as part of a qualitative research portfolio. Using rigorous analytical methodology (such as the 
methodology described in Annex F), media content analysis can inform editorial managers where gaps 
exist in news gathering and production systems. The same data can help a media development 
implementer determine where to focus training resources embedded within media outlets. Expanding 
media content monitoring to include measurement of the quantity and quality of subject-matter area 
news content can inform USAID offices focused on specific sectors (Elections, Health, Education, 
Economic Development, Environment, etc.) in the development of dedicated strategic communication 
interventions.  

6.6 WINDOW OF OPPORTUNITY – A DEDICATED, WOMEN-FOCUSED 
PLATFORM 

As described in the findings above, a considerable gap exists with the inclusion of women in editorial 
management and news production—which affects the representation of women within news content 
disseminated to audiences throughout Bangladesh. Between the obstacles imposed by patriarchal 
society norms and perceptions of female capabilities within the sector, there is a demographic 
disconnect between the producers of news and current affairs content and a major target audience 
group seeking to consume information content. One development response could be to establish a 
dedicated platform for female-focused news and current affairs programming. 

First, using audience research data, a media development implementer should determine if and where 
existing female audiences exist—to identify an untapped gap in female demand for news and 
information. By understanding where and how women consume media (when women watch TV, 
where women have internet access, which platforms women prefer, etc.), a dedicated intervention can 
be designed to address the information needs of this specific demographic audience. 

Quantitative data from this assessment identified significant TV viewership by the female demographic. 

 
21 For additional information on source audits, see “Why Every News Organization Needs a Source Audit.” KQED. Accessible 
at: https://kqed.medium.com/why-every-news-organization-needs-a-source-audit-d204707f0bc3. 

https://kqed.medium.com/why-every-news-organization-needs-a-source-audit-d204707f0bc3
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At the same time, when examining media literacy capacity, more than four out of 10 women reported 
making no effort to verify information they encounter on social media. Digging deeper, data from 
assessment research shows significant interest from women in news content—with females preferring 
news programming more than any other category of program available on TV. 

Table 20: Preferred TV Programming (Females) 

Preferred Types of TV Programming 
(Female – Top 7) 

Favorite 
Programming 

Other 
Mentions 

Total 
Preference 

News 44.4% 36.2% 80.6% 
Drama Serials 29.6% 41.5% 71.1% 
Movies 6.3% 38.9% 45.2% 
Music Videos 5.4% 30.6% 36.0% 
Sports 2.6% 23.1% 23.7% 
Comedy Serials 2.2% 20.5% 22.7% 
Current Affairs / Discussion Programs 0.8% 19.7% 20.5% 

As a response to identified gaps in the supply of women-produced news and information content, and 
the potential untapped demand from female target audiences, USAID might design a dedicated media 
development intervention to address the apparent disconnect between supply and demand for female-
focused news content. 

A media development implementing partner could create, based on an enterprise incubator model, a 
woman-run-and -staffed news/information platform where: 1) women are recruited to assume senior 
editorial and business management decision-making positions, 2) women are recruited and trained to 
perform news gathering and production functions, and 3) the platform establishes a safe and secure 
environment specifically created for working women. 

Through a partnership with an existing, and willing, media outlet—or a partnership with an existing 
nonprofit organization (depending upon options for registration), a news/current affairs platform could 
be created to produce content specifically designed to appeal to female target audiences. Initially, a 
digital platform might be better suited for dissemination, as the news production cycle is less 
dependent than TV upon physical presence during night/prime-time broadcast hours. A fully digital 
platform could also provide for female work flexibility—allowing for adaptable working schedules and 
work-from-home capability built into the news production cycle. 

6.7 INTENTIONALLY DESIGN FLEXIBLE RESPONSE 

To facilitate a flexible approach to implementing future media development interventions, USAID 
could consider procurement through a contract for a new media development activity. Maintaining 
USAID management involvement through a contract would allow for continued adaptive and rapid 
response from an implementing partner—informed by evolving critical events and emerging United 
States Government (USG) priorities in Bangladesh. By designing a new media development activity 
through a contract, USAID could release a solicitation to potential offerors beyond the small number 
of traditional international media development NGOs. A procurement solicitation could request 
illustrative rosters of broadcast journalism, technical production, and media management trainers to 
increase access to professional media experts available to a new media development activity. 

The use of contracts rather than cooperative agreements can encourage more intentional USAID 
management during activity launch and throughout implementation—so that the purpose, objectives, 
and adaptive approach to USAID media development assistance are integrated into activity 
implementation. Incorporating a significant Grants Under Contract (GUC) or small-grant platform 
within activity design would allow USAID to pilot new interventions using the packaged-assistance 
model (which could be subsequently scaled up if deemed successful), minimize risk by avoiding initial 
long-term commitments to specific beneficiary media outlets, and allow for maximum flexibility based 
on evolving USAID development priorities. 
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ANNEXES 
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ANNEX A: MEDIA MANAGEMENT AND FINANCIAL VIABILITY ASSESSMENT TEMPLATE 

Media Outlet Management Systems 

Indicator Level 1 Level 2 Level 3 Level 4 

1 
Media outlet has a 
clear and effective 
mission statement. 

The vision and/or mission 
is not a clearly stated 
description of what the 
organization aspires to 
achieve or become. No 
formal vision and/or 
mission statement is in 
place. 

Although the vision and/or 
mission of the organization 
is generally understood, it 
is rarely used as a 
foundation for setting 
priorities or decision- 
making. 

A clear and specific mission 
statement is in place, but 
staff are not aware of 
organizational objectives. It 
is sometimes cited as 
justification for business 
decisions. 

The mission statement is a clear and 
specific proclamation of what the 
organization wants to achieve and is 
consistently used as foundation for 
strategic planning and operational 
decisions. 

 
Baseline: Level    
Justification: 

2 

Media outlet has 
established and 
implemented an 
effective strategic 
/ business plan. 

No written plan in place. 

A vague 1- to 2-year 
outline exists but is not 
easily understood without 
additional explanation. The 
plan may contain goals and 
objectives but not 
timelines, detailed 
responsibilities, or linkages 
to the budget. 

A basic plan of goals, 
objectives, timelines, and 
responsibilities exists but is 
not shared with all staff, is 
not always consistent with 
the budget, and does not 
undergo periodic 
evaluations and updates. 

A 1- to 2-year operational plan 
includes clearly stated goals, 
measurable objectives, timelines, and 
responsibilities. It is shared with the 
entire staff, is consistent with the 
budget, and is regularly evaluated and 
updated. 

 
Baseline: Level    
Justification: 
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Media Outlet Management Systems 

Indicator Level 1 Level 2 Level 3 Level 4 

3 
Media outlet can 
meet its financial 
obligations. 

Income in the prior 12 
months covered up to 30% 
of expenditures (excluding 
capital expenses). 

Income in the prior 12 
months covered up to 50% 
of expenditures (excluding 
capital expenses). 

Income in the prior 12 
months covered up to 75% 
of expenditures (excluding 
capital expenses). 

Income in the prior 12 months 
covered all expenditures (excluding 
capital expenses). 

Baseline: Level    
Justification: 

4 

Media Outlet 
maintains a complete 
and accurate budget 
that reflects all 
company expenses 
and revenues. 

The organization does not 
have an established 
budget and there are no 
financial planning 
procedures— although 
simple budgets for some 
activities may be in place. 
Spending is based on 
available cash and no 
core-cost budget is in 
place. 

Periodic efforts to 
establish an organizational 
budget have been 
undertaken, but there is 
no systematic process to 
develop detailed annual 
budgets aligned with 
strategic and operational 
plans. Individual activity 
budgets do not account 
for core costs or reflect 
the organization’s overall 
expenses and revenue. 

An effective budgeting 
process accounts for most 
anticipated expenses and 
revenue, and is generally 
consistent with the 
strategic plan, but it is not 
strictly followed or 
evaluated. 
Activity budgets address 
overhead expenses, may 
not ensure full cost 
recovery, and are not 
always evaluated with 
correct documentation or 
methodology. 

All anticipated incomes and expenses 
are compiled into a complete and 
appropriate master budget document 
according to purpose and category of 
expense. This document is routinely 
updated and is used by management 
for the purposes of planning, cost 
control and cash flow. A core-cost 
budget is aligned with the strategic 
plan and regularly reviewed. Each 
activity budget includes a share of 
overhead and office expense based on 
consistent methodology that is 
documented and ensures full recovery 
of costs. 

Baseline: Level    
Justification: 
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Media Outlet Management Systems 

Indicator Level 1 Level 2 Level 3 Level 4 

5 

Media outlet 
maintains written 
human resources and 
financial 
management policies 
that are 
implemented by 
dedicated staff with 
appropriate skills. 

Without designated 
managers for Human 
Resources (HR) and 
finance, duties are 
performed ad hoc by 
other staff who have no 
specific expertise in these 
areas. 

Although HR and financial 
management duties are 
assigned to specific staff 
members as secondary 
duties, they have no 
specific expertise and 
there are no policies or 
methodologies to guide 
them. 

HR and financial 
management functions are 
assigned to specific 
managers or staff. Some 
have special expertise in 
the field but mainly 
perform other functions. 
Some policies and 
procedures are 
established. 

HR and financial management duties 
are assigned to specific staff who have 
expertise in the field and have policies 
and procedures to guide their work. 

Baseline: Level    
Justification: 
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Sales and Marketing Systems 

Indicator Level 1 Level 2 Level 3 Level 4 

1 

Revenue generation and 
sales goals and strategies 
are developed and 
implemented. 

The organization has 
set neither revenue 
goals nor strategies on 
how to increase 
advertising income. 

Although the 
organization occasionally 
identifies possible 
sources of new revenue, 
effective and enduring 
goals and strategies are 
neither formulated nor 
communicated 
effectively to staff. 

The organization has identified 
a potential source of revenue 
from at least one source and 
has formulated and 
implemented a strategy and 
established goals which are 
effectively communicated to 
staff. 

The organization has developed 
sales goals, identified potential new 
revenue from multiple sources, 
and formulated and implemented 
effective strategies. Goals and 
strategies are communicated to 
staff and are periodically reviewed 
to determine their effectiveness. 

Baseline: Level    
Justification: 

2 

Capable sales and 
marketing staff employ 
best professional 
practices. 

No professionally 
capable sales and 
marketing personnel 
are on staff. Sales 
activities are done on 
an ad hoc basis by 
unqualified employees. 

Although sales and 
marketing duties are 
assigned to specific staff 
as secondary duties, they 
have no specific 
expertise, and there are 
no policies or 
methodologies. 

Sales and marketing functions 
are assigned to specific 
managers or staff who have 
some experience but who also 
perform other functions. 
Some policies and procedures 
are set. 

Sales and marketing duties are 
assigned to dedicated staff who 
have expertise in the field. Clearly 
defined goals, policies, and 
procedures guide their work. 

Baseline: Level    
Justification: 
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Sales and Marketing Systems 

3 

Market research is 
conducted, with results 
informing business 
decisions. 

The organization 
neither conducts nor 
uses market research 
in planning or 
decision- making. 

Although the 
organization attempts to 
conduct basic market 
research, management 
decisions do not rely on 
or reflect outcomes of 
the market research. 

The organization plans and 
systematically conducts 
market research, but 
management is not fully aware 
of how to use data. 

Market research is done 
systematically and is routinely used 
in decision making. 

Baseline: Level    
Justification: 

4 

Strategic planning and 
decision-making are 
based on an identified 
and clearly defined 
target audience. 

The organization is 
unable to identify a 
specific target 
audience. 

The organization has a 
general idea about who 
they are trying to reach, 
but the target audience 
is not well-defined and is 
not considered in 
planning or decision 
making. 

The organization has defined a 
target audience. Strategic 
planning and decision-making 
do not fully consider the 
target audience profile and the 
staff is not informed. 

The target audience is well-defined 
and is the foundation for effective 
strategic planning and decision 
making. The staff is fully informed 
and trained on how to focus their 
work on meeting the needs and 
interests of the target audience. 

Baseline: Level    
Justification: 
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Sales and Marketing Systems 

5 
Effective promotional 
campaigns focus on the 
target audience. 

The organization is 
not working to 
increase awareness 
among target 
audiences. 

The organization has 
plans and discussions on 
the ways to increase 
awareness of their 
product among target 
audiences, but no 
tangible activities are 
undertaken. 

The organization has done at 
least two awareness 
campaigns to increase 
awareness of their product. 
However, the campaigns lack 
focus, and their impact is 
minimal or not measured. 

The organization is working on an 
awareness campaign in a 
systematic manner, effects are 
measured, and some results are 
achieved. 

Baseline: Level    
Justification: 

6 

Programming and 
content production 
decisions are 
consistent with the 
interests of the target 
audience. 

Content production 
and/or programming 
decisions are not 
based on the needs 
and interests of the 
target audience. 

The organization uses 
internal resources such 
as staff input to 
determine how content 
production and 
programming can focus 
more effectively on 
target audience 
interests. 

The organization uses 
external resources such as 
input through websites, social 
media, focus groups, and 
market research to determine 
the interests of target 
audiences— and makes 
programming and content 
decisions accordingly. 

The organization expands its 
collection of external inputs on 
audience interests, gets feedback 
on programming and content, and 
creates an institutional culture that 
prioritizes meeting audience 
needs—so that all content 
production, programming, and 
related decisions are driven by 
consumer preferences and 
demands. 

 
Baseline: Level    
Justification: 
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ANNEX B: MEDIA AUDIENCE FOCUS GROUP RESEARCH MODERATOR GUIDE 

The activity will provide citizen perceptions of the Bangladesh audience toward competitive media 
outlets and content. The data generated by focus group sessions will provide qualitative insights to 
help understand the reasons behind attitudes about domestic outlets and sample news content, 
including perceptions of media scheduling and editorial propositions as attuned to the needs and 
demands of the audience. The focus group data will help the client understand specific attitudes of 
citizens, both heavy and light viewers, about the current audience proposition—and how stations are 
perceived and rated to be satisfactory and trustworthy as full-service content and news providers. 

This industry-standard focus group data allows a client to identify areas of strength and work on 
solutions to address and correct areas of perceived negativity and underperformance. In addition, 
information from such focus group data provides essential baseline data that can be used to measure 
against post-intervention research—gauging the impact of capacity-building efforts on overall media 
outlet perceptions. 

Each FGD will be conducted virtually using Zoom or Google Meet. ME&A will be 
represented by a Moderator and a Note Taker to write down the responses provided by 
the participants. 

FGD Sampling Model 

Each FGD will include three (3) participants. Participants will be selected based on: 

1. Gender 

2. Age Group 

3. Division 

The number of sessions will generate a rounded gender- and age-balanced perspective and provide a 
differentiation between audience perceptions in Dhaka and outside the capital. 

Focus Group Sample Size: Three (3) persons, mixed between social economic classes 

Sample Demographic: Either three males or three females in each group: 

Ages 18-24 (9 Groups – 5 Male Groups/4 Female Groups) Ages 25-34 (9 Groups – 4 Male Groups/5 
Female Groups) Ages 34-49 (9 Groups – 5 Male Groups/4 Female Groups) 

Total Number of Focus Groups, Per Division: 
 

Division FGDs 
Dhaka 6 
Chattogram 3 
Sylhet 3 
Rangpur 3 
Rajshahi 3 
Khulna 3 
Barisal 3 
Mymensingh 3 
Total 27 

Directions for Moderators: 

At the outset, you will explain the purpose of the FGD to the participants. You will describe it as an 
opportunity for the participants to influence domestic media content and options for TV programming 
that they may receive in the future. 

Each FGD is based on a series of probing questions—each with one possible follow-up question to be 
asked by the moderator of all participants. Moderators must make certain that each participant 
answers all parts of each question. 
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START: Moderator Gives Instructions to FGD Participants: 

Welcome. My name is , and I am a moderator from the research organization 
ME&A. We have asked you to participate in this focus group discussion to share your 
opinions about TV and media programming in Bangladesh. The information and opinions 
that you share with us today may influence the type of programs that you see in the 
future on domestic media outlets and inform the content of programs available to 
audiences in Bangladesh. 

If you are ready, we can begin. 

1. Which media outlets do you watch or listen to the most—and what specifically do 
you like most about the outlets that you often watch or listen to? (Moderator Instruction: 
Ensure that each participant answers both parts of the question.) 

2. Name the one media outlet you would describe as your FAVORITE. (PROBE 
RESPONDENT.) Why is that outlet your favorite? (Moderator Instruction: Ensure that each 
participant answers both parts of the question.) 

3. Which of the following types of shows do you MOST LIKE to watch or listen to in the 
evening, and which do you LEAST LIKE to watch or listen to in the evening? 

THE LIST BELOW IS WRITTEN ON SLIDE #2. EACH PARTICIPANT SHOULD BE ASKED 
TO NAME THEIR “MOST LIKED” THREE CATEGORIES OF SHOWS, THEN THEIR 
“LEAST LIKED” THREE CATEGORIES OF SHOWS. (Moderator Instruction: Give the 
participants a few seconds to look at the list and then state their three most liked and three least liked types 
of shows. MODERATOR WILL ASK EACH PARTICIPANT IN THE GROUP FOR VERBAL RESPONSES.) 

• Movies 
• Reality Shows 
• Situation Comedies (Sitcoms) 
• Talk Shows 
• Current Affairs/Political Discussions 
• Culture Shows 
• Shows about Animals and Nature 
• Drama Serials/Soap Operas 
• Music Shows 
• Comedy/Satire 
• Live Football Coverage/Sports Programs 
• Educational Shows/Documentaries 
• Animated Shows/Cartoons 
• Fashion and Popular Culture 
• Shows about Gadgets and Technology 

(Moderator and Note Taker will write down the most- and least-liked three types of shows as 
mentioned by each participant.) 

4. Which (local) media outlet do you trust most for accurate and honest news coverage? 
(PROBE RESPONDENT.) Why do you trust that news coverage the most? (Moderator 
Instruction: Ensure that each participant answers both parts of the question.) 

5. Do you feel that any specific media outlet’s news is biased in favor of any political 
party or faction? (PROBE RESPONDENT.) If yes, can you give examples of stories 
you have seen to make you think that about the specific media outlet—and why you 
believe those news stories were biased in favor of a specific political party? (Moderator 
Instruction: Ensure that each participant answers both parts of the question.) 

6. Which of the following types of news and information are most important to you 
when you watch or listen to newscasts? 
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THE LIST BELOW IS WRITTEN ON SLIDE #2. EACH PARTICIPANT SHOULD BE ASKED 
TO NAME THEIR “MOST LIKED” THREE CATEGORIES OF SHOWS, THEN THEIR 
“LEAST LIKED” THREE CATEGORIES OF SHOWS. (Moderator Instruction: Give the 
participants a few seconds to look at the list and then state their three most liked and three least liked types 
of shows. MODERATOR WILL ASK EACH PARTICIPANT IN THE GROUP FOR VERBAL RESPONSES.) 

• Social and Economic (prices of goods and services, and things that affect living conditions) 
• Crime 
• Political News 
• Sports News 
• Regional News (news from other countries) 
• International News (news from around the world that affects Bangladesh) 
• Corruption 
• Human Interest Stories (stories that highlight the lives of individual people—give examples) 
• Business News 
• Investigative Stories 
• Health Issues 
• Positive News Stories about Bangladesh 
• Entertainment and Show Business News (Movies, TV, Music, Theatre, Celebrities, etc.) 

(Moderator and Note Taker will write down the most- and least-liked three types of shows as mentioned by 
each participant.) 

7. We would like you to watch two (2) news reports from local media outlets, then give 
us your reactions to those news reports. Moderator Instructions: Share screen and switch to 
Google browser. 

Paste in the first news report link (ATN News): 
https://www.youtube.com/watch?v=J33BB_wq-HA  
Moderator Instruction: Allow participants to watch first news report  

Moderator Instruction: Paste in the second news report link (BVNews24): 
https://www.youtube.com/watch?v=-T8yL29I_3E 
Moderator Instruction: Allow participants to watch second news report. 

8. What is your opinion of the news anchors and reporters? Did you find them 
knowledgeable about the topic? (PROBE EACH RESPONDENT TO GIVE 
EXAMPLES.) Why do you think that? Moderator Instruction: Ensure that each participant answers all 
parts of the question.) 

9. What is your opinion of the news reports? What did you learn from the reports that 
you can use in your daily life? (PROBE RESPONDENT TO GIVE EXAMPLES.) Why 
do you think that? (Moderator Instruction: Ensure that each participant answers all parts of the 
question.) 

10. Which media outlet (TV, online) do you believe has the most viewers? (PROBE 
RESPONDENT.) Why do you think that outlet is so popular? (Moderator Instruction: Ensure 
that each participant answers both parts of the question.) 

11. Many of you mentioned [State most mentioned media outlet name from Question 10]. Let me 
then ask you specifically about this media outlet and what you most like, and perhaps 
dislike, about this outlet, its programs, and its content? (Moderator Instruction: Ask each 
participant to describe in detail what they like and what they do not like about [Insert media outlet name] 
and content and programming from [Insert media outlet name]). 

  

https://www.youtube.com/watch?v=J33BB_wq-HA
https://www.youtube.com/watch?v=-T8yL29I_3E
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12. [State most mentioned media outlet name from Question 10] is clearly a popular channel. If you 
were an advisor to [State most mentioned media outlet name from Question 10], what changes 
would you tell [State most mentioned media outlet name from Question 10] management to 
make to their newscasts, entertainment programs, or their evening program 
schedule that would make you watch or listen to [State most mentioned media outlet name 
from Question 10] programs more regularly and for a longer time each day? 
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ANNEX C: MEDIA AUDIENCE CONSUMPTION SURVEY INSTRUMENT  

MEDIA AUDIENCE BEHAVIOR AND PERCEPTION SURVEY 

Methodology and Sample Size: 

Total Sample Size:  3,500 Respondents 

Sample Demographic Targets: Male 50% / Female 50%; ages 18–65  

Data Collection Period:  To Be Scheduled 

Data Collection Method: CATI (Computer Assisted Telephone Interview) 

Interviewer Introduction: 

Hello, my name is , and I represent the research organization . We are conducting a survey 
on media audience behaviors and perceptions of television, radio, and digital platforms. The main 
objective of this survey is an analysis of media behaviors and perceptions in Bangladesh that may be 
used to help improve program content available to local audiences. We would like to ask you several 
questions about how you use media. We guarantee the confidentiality and anonymity of your answers. 
This questionnaire includes four sections and will last approximately minutes. We thank you very much 
for taking the time to answer. 

SQ1. Do you or any member of your family have any personal connection with a radio 
or television station? 

1. Yes  (If the answer is YES, discontinue the survey.) 
2. No 

INTERVIEWER, COMPLETE THE TABLE BELOW: 

A1 Division 

1. Barishal 
2. Chattogram 
3. Dhaka 
4. Khulna 
5. Mymensingh 
6. Rajshahi 
7. Rangpur 
8. Sylhet 

A2 Respondent’s Full Name Name   

A3 Respondent’s Mob. Phone / Email Mob. Phone    
Email   

A4 Time started interview (24-hour 
format)  

A5 Time ended interview (24-hour 
format)  

A6 Total time of interview (in minutes)  
A7 Interviewer code  
A8 Supervisor code  
A9 Date of interview   / /  
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DEMOGRAPHIC INFORMATION 

In this first section, I would like to ask some questions about yourself.  

Q1. What level of education have you reached? 

1. No Formal Education 
2. Some Primary 
3. Completed Primary 
4. Some Secondary 
5. Completed Secondary 
6. Specialized Secondary Education 
7. Some Higher Education 
8. Completed Higher Education 
9. Other ___________ 
10. Refuse to answer 
11. Don’t know 

Q2. Gender 

1. Male 
2. Female 
3. Other 
98.  Refuse to answer 

Q3. Age 

1. 18-25 
2. 26-35 
3. 36-45 
4. 46-55 
5. 56-65 
98. Refuse to answer 

 

Q4. Marital Status 

1. Single 
2. Married 
3. Separated / Divorced 
4. Widow / Widower 
98.  Refuse to answer 
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SECTION A – SOURCES OF INFORMATION 

Q5. What sources of information do you use to keep informed about current events? 
(INTERVIEWER, DO NOT READ RESPONSES. MULTIPLE RESPONSES ALLOWED. NOTE FIRST 
MENTIONED IN Q5 ROW AND OTHER MENTIONED IN Q5A ROW.) 

Q6. And of these sources of information you mentioned, which is the one source that 
is the most important to you? (INTERVIEWER, RECORD ONE ANSWER ONLY.) 

Q7. Which of these sources do you believe is the one most reliable source of 
information about current events in this country? (INTERVIEWER, RECORD ONE ANSWER 
ONLY.) 

Q8. How often do you access these sources of information? (INTERVIEWER, ASK FOR 
EACH SOURCE USED [FROM Q5], ONE AFTER THE OTHER. ONE ANSWER FOR EACH 
SOURCE.) 
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Q5 First source 1 2 3 4 5 6 7 8 9 98 99 

Q5A Other sources of 
information 

1 2 3 4 5 6 7 8 9 98 99 

Q6 Most important 1 2 3 4 5 6 7 8 9 98 99 

Q7 Most reliable 1 2 3 4 5 6 7 8 9 98 99 
Q8  Frequency 
1. Every day 1 1 1 1 1 1 1 1 1   
2. 2-3 times a week 2 2 2 2 2 2 2 2 2   
3. Once a week 3 3 3 3 3 3 3 3 3   
4. A few times a month 4 4 4 4 4 4 4 4 4   
5. Once a month 5 5 5 5 5 5 5 5 5   
6. Less often than once a month 6 6 6 6 6 6 6 6 6   
98. Don’t know 98 98 98 98 98 98 98 98 98   
99. Refuse to answer 99 99 99 99 99 99 99 99 99   

Q9. Do you listen to the radio (regardless of how often)—and where do you listen (in 
a minibus, in the car, at home, at work; on the radio, on a mobile telephone, via the 
internet)? 

1. Yes  CONTINUE TO Q10 
2. No  SKIP TO TELEVISION (SECTION C / Q21) 
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SECTION B – ASK THOSE WHO LISTEN TO RADIO 

In this section, I would like to ask you about how you listen to radio. 

Q10. SPONTANEOUS AWARENESS: Can you please tell me the names of all the radio 
stations you can think of, even if you don’t listen to them? (INTERVIEWER, DO NOT READ 
VARIANTS. NOTE ONE ANSWER IN «FIRST MENTION» COLUMN AND OTHER ANSWERS IN 

«OTHER MENTIONED» COLUMN.) 

Q11. PROMPTED AWARENESS: I will now read to you a list of radio stations available in 
your local market. (INTERVIEWER, READ FROM PREPARED LIST OF RADIO STATIONS 
SERVING THE GEOGRAPHIC MARKET AREA.) Apart from those that you have just 
mentioned to me, which of these radio stations that I mentioned have you ever heard of? 
(INTERVIEWER, MORE THAN ONE ANSWER ACCEPTED.) 

Q12. FAVORITE: Which radio station would you consider to be your favorite? 
(INTERVIEWER, ONE ANSWER ONLY.) 

Q13. WEEKLY REACH: Which radio stations have you listened to during the past seven 
days? (INTERVIEWER, RECORD THE NAMES/CODES FOR THE STATIONS MENTIONED. MORE 
THAN ONE ANSWER ACCEPTED.) 

No 

Question Number Q10 Q11 Q12 Q13 

Station Name/Frequency First 
Mention 

Other 
Mentions 

Prompted 
Awareness 

Favorite Past 7 
days 

1  1 1 1 1 1 
2  2 2 2 2 2 
3  3 3 3 3 3 
4  4 4 4 4 4 
5  5 5 5 5 5 
6  6 6 6 6 6 
7  7 7 7 7 7 
8  8 8 8 8 8 
9  9 9 9 9 9 
10  10 10 10 10 10 

 Other        
 Other        
 Other        
 Other        
98 Refuse to answer 98 

 
99 Do not know 99 

100 
Did not listen to the radio over 
the past 7 days 100 

(INTERVIEWER, IF THE RESPONDENT DID NOT LISTEN TO ANY RADIO STATON [100] 
WITHIN THE LAST SEVEN DAYS, REFUSED TO ANSWER [98], OR DOESN’T KNOW [99]  GO 
TO Q16.) 
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Q14. Did you listen to the radio yesterday (whether you were in a minibus, in a car, at 
home, or at work)? Listening is accepted whether using a radio, a mobile telephone, or 
using the internet. 

1. Yes  GO TO Q15 
2. No  GO TO Q16 

Q15. Thinking back over the previous 24 hours, what were all the times when you 
listened to the radio yesterday? (INTERVIEWER: BEGIN AT 06:00, GUIDE THE RESPONDENT 
THROUGH EACH TIME INTERVAL, AND NOTE THE TIME OF LISTENING.) 

What were the specific radio stations that you listened to at those times? (INTERVIEWER: 
OPPOSITE EACH TIME INTERVAL, NOTE THE CODES OF THE RADIO STATIONS TO WHICH 
THE RESPONDENT LISTENED FOR A MINIMUM OF FIVE MINUTES DURING THE TIME 
INTERVAL. PROBE REPEATEDLY TO CAPTURE ALL STATIONS LISTENED TO DURING EACH 
TIME INTERVAL. MULTIPLE STATIONS FOR EACH INTERVAL ALLOWED.) 

 TIME CODES OF RADIO STATIONS 
1 06:00-06:29      

2 06:30-06:59      

3 07:00-07:29      
4 07:30-07:59      

5 08:00-08:29      

6 08:30-08:59      

7 09:00-09:29      

8 09:30-09:59      

9 10:00-10:29      

10 10:30-10:59      

11 11:00-11:29      

12 11:30-11:59      

13 12:00-12:29      
14 12:30-12:59      

15 13:00-13:29      

16 13:30-13:59      

17 14:00-14:29      

18 14:30-14:59      

19 15:00-15:29      

20 15:30-15:59      

21 16:00-16:29      

22 16:30-16:59      
23 17:00-17:29      

24 17:30-17:59      

25 18:00-18:29      

26 18:30-18:59      

27 19:00-19:29      

28 19:30-19:59      

29 20:00-20:29      

30 20:30-20:59      
31 21:00-21:29      

32 21:30-21:59      
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33 22:00-22:29      
34 22:30-22:59      
35 23:00-23:29      
36 23:30-23:59      
37 00:00-00:29      
38 00:30-00:59      
39 After 01:00      

 

Q16. PLACE OF LISTENERSHIP: Where do you most often listen to the radio? 
(INTERVIEWER, READ THE ANSWERS. ONE ANSWER ACCEPTED.) 

1. At home 
2. At a friend’s house 
3. In a public park or outdoor informal meeting place 
4. At my place of work 
5. At a bar, café, or restaurant 
6. In a motor vehicle (car, bus, etc.) 
7. While walking around 
8. At school / university 
9. While shopping 
10. Other ___________ 
11. Refuse to answer 
12. Don’t know 

Q17. What type of radio program is your favorite? (INTERVIEWER, ONLY ONE ANSWER 
ACCEPTED. MARK THE ANSWERS IN COLUMN Q17 IN THE TABLE SHOWN AFTER Q18.) 

Q18. What other types of programs are you most interested in listening to on the radio 
stations you listen to? (INTERVIEWER, MARK THE ANSWERS IN Q18 COLUMN. WRITE 
DOWN THE CODES: MORE THAN ONE ANSWER ACCEPTED.) 

Type Q17 (Favorite) Q18 (Other Mentions) 
News 1 1 
Weather 2 2 
Politics 3 3 
Talk/Discussion/Call-in Show 4 4 
Sports 5 5 
Music 6 6 
Religious Content 7 7 
Education 8 8 
Health 9 9 
Drama Series 10 10 
Don’t know 99 99 

Q19. What type of news are you most interested in hearing on the radio? (INTERVIEWER: 
READ LIST OF TYPES OF NEWS CONTENT. ONLY ONE ANSWER ACCEPTED.) 

Type of News Q19 
News about my district (including coverage of local government and district governance issues) 1 
News about the local security situation 2 
News about politics and elections 3 
International news (including coverage of Bangladesh from overseas) 4 
Social & economic news (news about consumer issues; the price of goods, food, and services) 5 

 
Crime news 6 
Human interest stories – Stories about ordinary citizens affected by the current situation 7 



48 BMEL S032: ASSESSMENT OF THE MEDIA SECTOR IN BANGLADESH 

 

Health stories 8 
Sports news 9 
Culture and entertainment 10 
I do not listen to news 98 
I do not know 99 

Q20. Overall, when you think of all the radio stations you know or have heard about, 
which radio station would you say has the following qualities …? (INTERVIEWER, ONE 
ANSWER FOR EACH QUALITY.) 

QUALITY 
Radio 

Station 
Name 

Don’t 
Know 

1. Which radio station do you believe is the most popular?  99 
2. Which radio station do you believe plays the best music?  99 
3. Which radio station do you believe is a source that provides the least reliable 

information?  99 

4. Which radio station do you believe is a source that provides the most reliable 
information?  99 

5. Which radio station do you believe gives you the best information about national 
government activities?  99 

6. Which radio station do you believe gives you the best information about local 
government activities?  99 

7. Which radio station do you believe has the best presenters?  99 
8. Which radio station do you believe provides the most up-to-date news?  99 
9. Which radio station do you believe is the best source of news about your city / 

district?  99 
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SECTION C – ASK THOSE WHO WATCH TELEVISION 

In this section, I would like to ask you about television channels and programs. 

Q21. Do you ever watch television? 

1. Yes  ASK Q22 AND BELOW 
2. No  SKIP TO SECTION D ABOUT INTERNET AND DIGITAL BEHAVIORS (Q34) 

Q22. SPONTANEOUS AWARENESS: Can you please tell me the names of all the television 
stations/channels you can think of even if you never watch them? /INTERVIEWER, DO NOT 
READ LIST OF TELEVISION STATIONS. MARK THE CODE FOR THE FIRST STATION 
MENTIONED IN COLUMN «FIRST MENTIONED», AND MARK ALL THE OTHERS IN «OTHER 
MENTIONS» COLUMN, WHERE MORE THAN ONE ANSWER ACCEPTED.) 

Q23. PROMPTED AWARENESS: I will now read to you a list of television stations/channels 
available in your local market. (INTERVIEWER, READ FROM PREPARED LIST OF TELEVISION 
STATIONS SERVING THE GEOGRAPHIC MARKET AREA/.) 

Apart from those that you have just mentioned to me, which of these have you ever 
heard of? (INTERVIEWER, MORE THAN ONE ANSWER ACCEPTED.) 

Q24. FAVORITE: Which television station/channel would you consider to be your 
favorite? (INTERVIEWER, ONE ANSWER ONLY.) 

Q25. WEEKLY REACH: Which television stations among those you mentioned have you 
watched during the past seven (7) days? (INTERVIEWER, SEVERAL ANSWERS ACCEPTED.) 

No. Television Station/ 
Channel Name 

Q22 Q23 Q24 Q25 
First 

Mention 
Other 

Mentions 
Prompted 
Awareness Favorite Past 7 

days 
1  1 1 1 1 1 
2  2 2 2 2 2 
3  3 3 3 3 3 
4  4 4 4 4 4 
5  5 5 5 5 5 
6  6 6 6 6 6 
7  7 7 7 7 7 
8  8 8 8 8 8 
9  9 9 9 9 9 
10  10 10 10 10 10 
11  11 11 11 11 11 
12  12 12 12 12 12 
13  13 13 13 13 13 
14  14 14 14 14 14 
15  15 15 15 15 15 

 Other        
 Other        
98 Refuse to answer 98 98 98 98 98 
99 Don’t know 99 99 99 99 99 

100 I did not watch television during 
the past seven days     100 
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(INTERVIEWER, IF THE RESPONDENT DID NOT WATCH ANY TELEVISION CHANNEL [100] 
WITHIN THE LAST 7 DAYS, REFUSED TO ANSWER [98], OR DOESN’T KNOW [99]  GO TO 
Q28.) 

Q26. Did you watch television yesterday (at home, at work, at a friend’s house, in a restaurant, in a 
bar, in a café)? 

1. Yes  GO TO Q27 
2. No  GO TO Q28 

Q27. Thinking back over the previous 24 hours, what were all the times when you 
watched television yesterday? (NTERVIEWER: BEGIN AT 05:00, GUIDE THE RESPONDENT 
THROUGH EACH TIME INTERVAL, AND NOTE THE TIME(S) OF VIEWING.) 

What were the specific television channels that you watched at those times? 
(INTERVIEWER: OPPOSITE EACH TIME INTERVAL, NOTE THE CODES OF THE TELEVISION 
CHANNELS THAT THE RESPONDENT VIEWED. PROBE REPEATEDLY TO CAPTURE ALL 
CHANNELS WATCHED FOR AT LEAST FIVE (5) MINUTES DURING EACH TIME INTERVAL. 
MULTIPLE CHANNELS FOR EACH INTERVAL ALLOWED.) 

 TIME CODES OF TELEVISION STATIONS 
1 06:00-06:29      

2 06:30-06:59      

3 07:00-07:29      

4 07:30-07:59      

5 08:00-08:29      

6 08:30-08:59      

7 09:00-09:29      

8 09:30-09:59      

9 10:00-10:29      

10 10:30-10:59      

11 11:00-11:29      

12 11:30-11:59      

13 12:00-12:29      

14 12:30-12:59      

15 13:00-13:29      

16 13:30-13:59      

17 14:00-14:29      

18 14:30-14:59      

19 15:00-15:29      

20 15:30-15:59      

21 16:00-16:29      

22 16:30-16:59      

23 17:00-17:29      

24 17:30-17:59      

25 18:00-18:29      

26 18:30-18:59      

27 19:00-19:29      

28 19:30-19:59      

29 20:00-20:29      
30 20:30-20:59      
31 21:00-21:29      
32 21:30-21:59      
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33 22:00-22:29      
34 22:30-22:59      
35 23:00-23:29      
36 23:30-23:59      
37 00:00-00:29      
38 00:30-00:59      
39 After 01:00      

Q28. Where do you usually watch television? (INTERVIEWER, READ THE ANSWERS. ONLY 
ONE ANSWER ACCEPTED.) 

1. At home 
2. At a friend’s house 
3. In a public park or outdoor informal meeting place 
4. At my place of work 
5. At a bar, café, or restaurant 
6. At school/college 
7. Other ___________ 
8. Refuse to answer 
9. Don’t know 

Q29. What type of television do you have access to? (INTERVIEWER, MULTIPLE ANSWERS 
ACCEPTED.) 

1. Terrestrial TV 
2. Cable TV 
3. Satellite TV 
4. Internet/Online Viewing 
5. Other ___________ 

Q30. What is your favorite type of television program? (INTERVIEWER, ONLY ONE 
ANSWER ACCEPTED. MARK THE ANSWER IN Q30 COLUMN IN THE TABLE SHOWN AFTER 
QUESTION Q31.) 

Q31. What other programs are you interested in watching on television? (INTERVIEWER, 
READ FROM LIST OF PROGRAM CATEGORIES. MARK THE ANSWERS IN Q31. SEVERAL 
ANSWERS ACCEPTED.) 

Type Q30 (Favorite Type) Q31 (Other Mentions) 
News 1 1 
Current affairs / discussion programs 2 2 
Commercials / advertisements 3 3 
Music videos 4 4 
Soap operas (melodramas) 5 5 
Drama serials 6 6 
Comedy serials 7 7 
Sports 8 8 
Religious programs 9 9 
Educational / documentary programs 10 10 
Movies 11 11 
Children’s programs 12 12 
Talk shows 13 13 
Comedy programs 14 14 
Don’t know 99 99 

  



52 BMEL S032: ASSESSMENT OF THE MEDIA SECTOR IN BANGLADESH 

 

Q32. Overall, when you think of all the television stations you know or have heard about 
…? (INTERVIEWER, ONLY ONE ANSWER FOR EACH QUALITY.) 

QUALITY 
Code/Name 
of Television 

Channel 

Don’t 
know 

1. Which television station do you believe is the most popular?  99 
2. Which television station do you believe plays the most entertaining programs?  99 
3. Which television station do you believe is a source that provides the least 

reliable information?  99 

4. Which television station do you believe is a source that provides the most 
reliable information?  99 

5. Which television station do you believe gives you the best information about 
national government activities and services?  99 

6. Which television station do you believe gives you the best information about 
local government activities and services?  99 

7. Which television station do you believe has the best presenters?  99 
8. Which television station do you believe provides the most up-to-date news?  99 
9. Which television station do you believe is the best source of news about your 

city / district?  99 

Q33. What type of news are you most interested in watching on television? 
(INTERVIEWER: READ LIST OF TYPES OF NEWS CONTENT. ONLY ONE ANSWER ACCEPTED.) 

Type of News Q33 
News about my district (including coverage of local government and district governance issues) 1 
News about the local security situation 2 
News about politics and elections 3 
International news (including coverage of Bangladesh from overseas) 4 
Social and economic news (news about consumer issues, price of goods, food, and services) 5 
Crime news 6 
Human interest stories (stories about ordinary citizens affected by the current situation) 7 
Health stories 8 
Sports news 9 
Culture and entertainment news 10 
I do not watch news programs 98 
Don’t know 99 
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SECTION D – INTERNET AND DIGITAL BEHAVIORS 

In this section, I would like to ask about if and how you use the internet and mobile 
devices. 

Q34. Have you ever used the internet (via mobile phone, personal computer, in 
Internet cafes, at home, at work)? 

1. Yes  GO TO Q35 
2. No  GO TO Q51 

Q35. (IF YES) Where do you access the internet? (INTERVIEWER, RECORD ANY THAT 
APPLY.) 
 

1. At home 
2. At an internet café 
3. At work 

Q36. Do you have a mobile phone? 

4. Other(specify)   
99. Don’t know 

 

1. Yes 2. No  GO TO Q38 

Q37. Do you access the internet through your mobile phone? 

1. Yes 2. No 

Q38. When you use the internet, for what do you use it? (INTERVIEWER, MULTIPLE 
ANSWERS ALLOWED. TICK ANY THAT APPLY.) 
 

1. Personal email 
2. Looking for jobs 
3. For news or information 
4. For music 
5. To watch videos (movies, 

humorous videos, etc.) 
6. For news about Bangladesh 
7. For social media (Facebook, 

Twitter, Instagram, Tik Tok, etc.) 

8. To make international calls 
9. For my work/job 
10. For my school/studies 
11. For information about 

humanitarian assistance (food, 
water, shelter, etc.) 

12. Chat with friends and family 
13. For news about my city or district 
14. For research 
99. Don’t know 

Q39. How often do you use the internet (on a computer, tablet, or on your mobile 
phone)? (INTERVIEWER, ONLY ONE ANSWER.) 

1. Every day   GO TO Q40 
2. Several times a week  GO TO Q40 
3. Several times a month  GO TO Q41 
4. Several times a year  GO TO Q41 
99. Don’t know   GO TO Q41 

Q40. On average, how much time per day do you spend using the internet (on a 
computer or on your mobile phone)? (INTERVIEWER, ONLY ONE ANSWER.) 

1. 0-30 minutes per day 
2. 31-60 minutes per day 
3. 1 to 2 hours per day 
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4. 2 to 4 hours per day 
5. 4 to 6 hours per day 
6. More than 6 hours per day 
7. Don’t know 
98. Refused to answer 

Q41. What digital and social media platforms do you use? (INTERVIEWER, DO NOT READ 
RESPONSES. MULTIPLE RESPONSES ALLOWED. NOTE FIRST MENTIONED IN Q41 ROW AND 
OTHERS MENTIONED IN Q41A ROW.) 

Q42. And of these digital and social media platforms you mentioned, which is the one 
that is the most important to you? (INTERVIEWER, RECORD ONE ANSWER ONLY.) 

Q43. Which of these digital and social media platforms do you believe is the one most 
reliable source of information about current events in Bangladesh? (INTERVIEWER, 
RECORD ONE ANSWER ONLY.) 

Q44. How often do you use these digital and social media platforms? (INTERVIEWER, ASK 
FOR EACH SOURCE USED [FROM Q41], ONE AFTER THE OTHER. ONE ANSWER FOR EACH 
SOURCE.) 
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Q41 First mention 1 2 3 4 5 6 7 8 9 98 99 

Q41A Other mentions 1 2 3 4 5 6 7 8 9 98 99 

Q42 Most important 1 2 3 4 5 6 7 8 9 98 99 
Q43 Most reliable 1 2 3 4 5 6 7 8 9 98 99 
Q44  Frequency 
1. Multiple times each day 1 1 1 1 1 1 1 1 1   
2. Once a day 2 2 2 2 2 2 2 2 2   
3. 2-3 days each week 3 3 3 3 3 3 3 3 3   
4. A few times a month 4 4 4 4 4 4 4 4 4   
5. Once a month 5 5 5 5 5 5 5 5 5   
6. Less often than once a month 6 6 6 6 6 6 6 6 6   
98. Don’t know 98 98 98 98 98 98 98 98 98   
99. Refuse to answer 99 99 99 99 99 99 99 99 99   

Q45. Do you trust the information you receive from online news websites? 
(INTERVIEWER, ONLY ONE ANSWER.) 
 

1. Absolutely trust 
2. Somewhat trust 
3. Somewhat 

distrust 

4. Absolutely distrust 
5. Don’t know 
6. Refuse to answer 

Q46. How often do you share information you receive from online news websites when 
speaking with family and friends? (INTERVIEWER, ONLY ONE ANSWER.) 
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1. Always. I talk about information I receive from news websites in daily conversations. 
2. Once in a while – only when information I receive from news websites is useful to me. 
3. Never. I do not believe information from news websites is useful. 
4. Don’t know. 
5. Refuse to answer. 

Q47. Do you trust the information you receive from Facebook and other social media 
platforms (Twitter, Instagram, etc.)? (INTERVIEWER, ONLY ONE ANSWER.) 

1. Absolutely trust 
2. Somewhat trust 
3. Somewhat distrust 
4. Absolutely distrust 
5. Don’t know 
6. Refuse to answer 

Q48. How often do you share information you receive from Facebook and other Social 
Media Platforms with family and friends? (INTERVIEWER, ONLY ONE ANSWER.) 

1. Always. I share information I receive from Facebook and other social media through daily 
posts and chats  GO TO Q49 

2. Once in a while - only when information I receive from Facebook and other social media is 
useful to me  GO TO Q49 

3. Never. I do not believe information from Facebook and other social media is useful  GO 
TO Q51 

4. Don’t know GO TO Q51 
5. Refuse to answer GO TO Q51 

Q49. Do you verify information from Facebook or other social media platforms before 
sharing with family and friends? 

1. Yes  Q50 
2. No  Q51 

Q50. How do you verify information from Facebook or other social media platforms 
before sharing with family and friends? (INTERVIEWER, ONLY ONE ANSWER.) 

1. I look for the number of likes or shares on posts with information 
2. I look to see if my social media contacts have liked or shared posts with information 
3. I check other news sources, news websites, or official government sources for similar 

information 
4. I ask friends and family about the information from Facebook or other social media platform 

posts 
5. Don’t know 
6. Refuse to answer 

Q51. Which of the following items do you or other household members own? 
(INTERVIEWER, RECORD THE FOLLOWING ITEMS REPORTED AS OWNED IN THE 
HOUSEHOLD.) 

 Yes No Refuse to 
Answer 

Don’t 
Know 

Do you have a radio? 1 2 98 99 
Do you use electricity? 1 2 98 99 
Do you use a generator? 1 2 98 99 
Do you use charcoal as source of energy for cooking? 1 2 98 99 
Do you have a bathroom inside your house? 1 2 98 99 
Do you currently live in a permanent structure – a 
house / condominium / apartment? 1 2 98 99 

Do you have a mobile phone with a working line? 1 2 98 99 



56 BMEL S032: ASSESSMENT OF THE MEDIA SECTOR IN BANGLADESH 

 

Do you have a refrigerator? 1 2 98 99 
Do you have a television set in the house? 1 2 98 99 
Do you have one or more cars in your household? 1 2 98 99 
Do you live in an urban area? 1 2 98 99 
Do you have a satellite dish connected to your 
television? 1 2 98 99 

Do you have an electric iron? 1 2 98 99 
Do you have a motorcycle? 1 2 98 99 
Do you have a tablet computer? 1 2 98 99 
Do you have a computer? 1 2 98 99 
Do you have a bicycle? 1 2 98 99 

THANK RESPONDENT AND FINISH INTERVIEW. 
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ANNEX D: MEDIA CONTENT ANALYSIS TOOL 

Overview 

The purpose of monitoring and analyzing the quality of media news content is to measure the degree 
to which individual news items adhere to standards considered acceptable for international media 
organizations that produce and broadcast news and current affairs programming. 

Normally, as part of a comprehensive media monitoring effort, multiple evaluators would evaluate the 
same sample of items, followed by a supervisory evaluator consolidating the individual evaluation 
scores and comments to provide a balanced examination for each item reviewed. Due to resource 
limitations on this assessment, however, only two evaluators will review the sample of items described 
below. As a result, while the Media Monitoring Evaluation will provide the client with an indication of 
the relative quality of randomly selected items produced and disseminated by local television or radio 
stations as cross-platform content, this exercise should not be considered comprehensive according 
to academic or methodological standards. 

Methodology and Sample 

The Media Monitoring exercise will examine the following sample of items: 

• Video News Packages (“Reports” or “Stories”) – Twenty (20) Packages 

Sample items selected will represent news packages available to audiences both through legacy media 
channels (radio or television) and on digital platforms from media outlets which produce such “cross- 
platform” content. For example, a selected video news package will have been included in a traditional 
newscast and posted to that media outlet’s online news portal or social media feed. 

Each of the selected sample items will be evaluated according to the following criteria: 

(1) Objectivity: Content contains facts, stripped of perspective or interpretation. 
Objectivity will review within each item the degree to which the news item or episode 
adheres to the following principles: 

1. Story uses multiple sources with different viewpoints and opinions 
2. Story balances presenting different viewpoints and perspectives 
3. Story distinguishes facts from opinions 
4. Story sticks to the facts and avoids expressing the opinion of the writer 
5. Story does not use sensationalist language 

(2) Accuracy: Content only includes verifiable information and/or is adequately qualified. 
Accuracy will review within each item the degree to which the news item or episode adheres 
to the following principles: 

1. Original sources are cited (not lifted from other outlets without attribution). 
2. Story uses multiple, credible, and diverse sources in determining factual information. 
3. Story is appropriately rich in key facts and/or history. 
4. Information shows evidence of verification. 

(3) Balance: Content contains a variety of perspectives, and all relevant parties are given 
the opportunity to comment. Balance will review within each item the degree to which 
the news item or episode includes perspectives from all possible stakeholders, who are given 
equal time / space / placement within the item or episode. 
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(4) Content and Format: Content adheres to professional media standards. Content and 
Format will review within each news item the degree to which the item or episode 
incorporates the following principles: 

1. Lead/introduction of story is clear and reflects the story’s content, and story follows a 
logical sequence (beginning, middle, end). 

2. Story sufficiently answers key questions: who, what, where, when, why, and how? 
3. Story features voices of the affected communities and relevant actors. 
4. Story is well written and reads concisely and directly—using clear and understandable 

language, with any new or unusual terms and abbreviations defined for the audience. 
5. Story properly uses statistics and graphics; quotations or clips are used when needed to 

clarify statistics or graphics. 

(5) Clarity: Ability to clearly communicate the issue(s) at hand. Clarity will review within 
each item the degree to which the news item or episode is easy to understand by the general 
public or only portions of the audience, and if the item or episode contains double entendre 
and/or ambiguous information. 

(6) Gender Sensitivity: Content is gender-sensitive to its context. Gender Sensitivity will 
review within each item the degree to which the news item or episode contains female voices 
and perspectives, actively dispels gender stereotypes, and adheres to robust source protection 
measures for at-risk women. 

(7) Language: Language will review within each item the degree to which the news item or 
episode avoids pejorative, sensational, emotional, and inflammatory language; and avoids use 
of stereotypes. 

The evaluator will review each individual news item, complete an individual monitoring sheet for each 
news item, and complete a summary form scoring each item according to the seven (7) criteria listed 
above. 
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ANNEX E: DESK REVIEW DOCUMENTS 

Government of Bangladesh Laws, Policies, and Regulations 

Bangladesh Press Council Act (2019 Draft) Broadcasting Act (2016) 

Cable Television Network Operate and Licensing Rule (2010) 

Code of Conduct 1993 (Amended 2002) for Newspapers, News Agencies and Journalists of 
Bangladesh (2002) 

Community Radio Policy (2017) Digital Security Act (2018) 

Information and Communications Technology Act (2006) Information and Communications 
Technology Act (2013) Information and Communications Technology Act (2018) Journalist Welfare 
Policy (2012) 

Media Employees Act (2017 Draft) National Broadband Policy (2009) National Broadcasting Policy 
(2014) National Film Policy (2017) 

National Information and Communication Technology Policy (2002) National Information and 
Communication Technology Policy (2009) National Online Mass-Media Policy (2017) 

Policy for Advertisement (2010) 

Post Covid-19 National ICT Roadmap (2021) Press Council Act (1974) 

Printing Press and Publications Act (1973) 

Printing Press and Publications Act (Amended 2013) 

Private-Owned Radio Station Setting and Management Policy (2010) Recruitment Rules of Personnel 
of Bangladesh Film Censor Board (2019) Press Council Act (1974) 

Right to Information Act (2009) Telecommunication Act (2001) 

Telecommunication Policy (2018) 

Secondary Source Documents (Research Reports, Surveys, Articles) 

Akhter, Nasrin; Andaleeb, Syed Saad; Gulshan, Sabih; Rahman, Anis; Rajeb, Mehdi. Public Perceptions of 
TV News in Bangladesh: A Benchmark Study. Journal of Bangladesh Studies. 2013. 

Bangladesh: Analysis of Information Communication Technology Act. Article 19. April 2016. 

Bangladesh: Digital Security Act 2018. Article 19. November 2019. 

Bangladesh: Community Radio Survey and Context Analysis, 2019. UNESCO 

Country Policy and Information Note Bangladesh-Journalists, the Press and Social Media. UK Home Office. 
January 2021. 

Digital 2021: Bangladesh. We Are Social/Hootsuite. 2021. 

Freedom of Expression during COVID-19. (Bangladesh) Page(s): 9-12. International Research and 
Exchanges Board, September 2020. 

Freedom of the Net 2021: The Global Drive to Control Big Tech. Freedom House, 2021 

Information Needs Assessment 2019-Rohingya and Host Communities, Cox’s Bazaar, Bangladesh. Internews, 
2019. 

Leadership or Stagnation: The Future of Media Viability in Bangladesh. Management and Resources 
Development Initiative (MRDI), 2021. 

Media Literacy and Media Landscape in Bangladesh (2017). Organisation of Islamic Cooperation 
Broadcasting Regulatory Authorities Forum (IBRAF) 2017. 
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National Survey of Bangladeshi Public Opinion. Centre for Insights in Survey Research, August 1- 
September 15, 2019. 

News Literacy in Bangladesh: National Survey. Management and Resources Development Initiative 
(MRDI), 2020. 

No Space for Dissent: Bangladesh’s Crackdown on Freedom of Expression Online. Amnesty International, 
2021 

Open Data Country Report: Bangladesh. Management and Resources Development Initiative (MRDI), 
2021. 

Parvez, Saimum. Digital Media and Violent Extremism in Bangladesh: Profiles and Narratives. Journal of 
Bangladesh Studies, Volume 21, Number 1, 2019. 

Promoting Media Literacy in Bangladesh: A Baseline Survey of Media Literacy among Secondary Students in 
Dhaka City. South Asia Center for Media in Development (SACMID), June 2018. 

Rahman, Anis. The Politico-Commercial Nexus and Its Implications for TV Industries in Bangladesh and South 
Asia. Media, Culture, and Society. Volume 42; Issue 7-8. Page(s): 1153-1174. 2020. 

Rahman, Anis. TV Journalism, Market-orientation, and Media Democratization in Bangladesh, 2017. 

Who Owns the Media in Bangladesh? Centre for Governance Studies. January 2021. 
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ANNEX F: INFORMED CONSENT AGREEMENT 

[Evaluators should review this form with all informants before the interview and ensure that they 
understand it clearly before obtaining their signatures. If an informant is illiterate or expresses 
discomfort signing the form but verbally consents to proceeding with the interview, the evaluator may 
sign the form to indicate that they received verbal consent.] 

Purpose 

Thank you for making the time to talk with us today. My name is [NAME]. I work for ME&A, Inc., as 
part of the USAID Bangladesh Monitoring, Evaluation, and Learning Activity (BMEL). Our team is in 
Bangladesh to conduct an assessment of the media sector in Bangladesh. You and/or your organization 
have been recommended to us as a key person who is able to provide expert insights on media 
performance in Bangladesh. We encourage you to be as honest as possible. 

Confidentiality 

Before we begin, I want to let you know that any information or examples we gather during this 
interview will not be attributed to you personally. Your privacy will be protected; we will not include 
your name or any information that would make it possible to identify you in the report. We also ask 
that what we discuss today remains here with us. 

Voluntary Participation and Right to Ask Questions and Report Concerns 

Participation in this interview is completely voluntary. You do not have to agree to be in this 
assessment project. You are free to end the interview at any time or to decline to answer any question 
which you do not wish to answer. If you decline to participate in the interview, no one will be informed 
of this. It will in no way affect the support you receive from the activity or its partners. Do you have 
any questions? If you have any questions about this assessment in future, you may contact the 
Bangladesh Monitoring, Evaluation, and Learning Activity Chief of Party, John Roscoe, at: 
jroscoe@engl.com. 

Consent 

To make sure we accurately record your answers, we would like to take notes during the discussion. 
The notes will not be shared with anyone outside of our team members. Do you agree to participate 
in this interview today? With your consent, may we begin? 

(IF THE RESPONDENT SAYS “YES”, BEGIN INTERVIEW.) 
 

I agree to participate in the interview: 

    Yes No 

 

Name: Date: 

Signature: 

 

mailto:jroscoe@engl.com
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