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List of definitions and abbreviations

CATI (Computer
Assisted
Telephone
Interviewing)

CSPro
N

PPS
SPSS

Total population
TP

NS

Interview

Survey

Kish’s map

Messenger

Multiple responses

PSU

Respondent

Media
CM

Satellite antenna

Stratification of
sampling

Foreign TV

Domestic TV
TRC

RRS
GBAO

RT

Automated computerized telephone interview (telephone survey) system
for sociological or marketing surveys

Specialized software for programming surveys in CAP| system - tablet
surveys

Number of respondents
Probabilistic Proportional to Size
Computer program for processing of statistical data

Collection of all objects (units) in relation to which it is supposed to draw
conclusions while studying a particular task

Not sure

A method for collecting data of sociological survey, which lies in the fact
that a specially trained interviewer asks questions, provided by the
survey program

A set of measures for systematic collection, processing and analysis of
data

Kish’s method is the procedure of random selection of a person from
among members of a household who meet the survey criteria. The
selected person is the person who will be interviewed or about whom
data will be collected. There are different versions of this method and
several alternatives

From English "message" message, a program created for
communication via the Internet (Viber, IMO, WhatsApp, Telegram)

Questions in which a respondent is able to choose several options of
answer. In these cases, the cumulative percent exceeds 100%

Primary sampling unit
Person providing information in the course of sociological survey

Mass media

Communication media

Antenna used in organizing communication with retransmission via
satellites.

A method of selecting a subset of objects from a total population divided
into measurable subsets (strata). Various measurable (known to
researchers) indicators of total population can be considered as strata,
for example, the number of population by regions, the number of men
and women, the number of students in different forms, etc.

Foreign TV channels available for viewing to the population of Tajikistan
in the border regions of the country, as well as broadcasted via satellite
systems, the Internet or through cable channels

State and regional TV channels of the Republic of Tajikistan
TV and radio company

Regions of Republican Subordination

Gorno-Badakhshan Autonomous Oblast

Republic of Tajikistan



INTRODUCTION

Over many decades, print media, television and radio were considered traditional media.
Introduction of the Internet at the end of the 20™century and its widespread occurrence has
become a technological revolution in the transmission of information. The distinctive features
of the Internet as a media became interactivity, the ability to comment on news massively
and promptly, and not just to be a consumer. Moreover, the appearance of social networks,
blog platforms and portals created the possibility for a huge number of ordinary people to
publish their thoughts, observations, creative delicacies and multimedia content, targeting
any audience. Today, anyone with Internet access can create his personal page or channel
on YouTube, Telegram, Instagram and broadcast remotely to the audience of millions,
without having special technical knowledge, in fact becoming the owner of one’s own media.
Nowadays, messengers with the ability to create public chat sessions for communication
purposes, including the promotion of services and products, are widespread. Introduction of
smartphones with photo-video cameras and Internet access as well as availability of software
has completely eliminated the barrier for entry into the media market. Thus, thanks to the
technological innovations of recent years, there is a rapid demassification of media and their
transformation into CM.

These trends pose serious challenges to functioning of traditional media in their former
format. Like all media in the world, the media in Tajikistan are in the process of
transformation. The specific characteristics of this transformation are its functional and
structural adaptation to global trends and capabilities of Tajik society. The factors of
transformation are the social, economic, technological and cultural needs of the audience.

According to the data of the Ministry of Culture of the RT, at the beginning of 2022 in the
republic there are registered and functioning:

. 376 newspapers (112 state and 264 non-state);
. 245 magazines (114 state and 131 non-state);
. 11 news agencies (1 state and 10non-state).

According to the results of the survey performed by the “Zerkalo” CSR PO in January-
February of 2019 in Tajikistan, audience of domestic TV is 94% of population, radio listeners
are 40%, and Internet users are 47%. Due to the relatively low level of Internet spreading,
various types of media such as newspapers and magazines, television and radio in our
country are at the stage of comprehension and adoption of innovations. For example, most
domestic independent media outlets have their own Internet sites, but only a few have
channels on YouTube, Facebook, Instagram or Telegram.

Competing with private blogs, Tajik media are also in fierce competition with foreign media.
Almost anyone can gain access to them via satellite broadcasting channels, the Internet,
messengers and radio waves. This also imposes requirements for quality of the content of
domestic media and a well-thought-out positioning strategy.

This survey is aimed at determining the media audience in Tajikistan and its preferences in
using various types of media. It is expected that the results of this survey will represent
practical interest to editorial boards of domestic media. Understanding the structure of the
user audience of their own and competing media outlets, the survey of trends in media
consumption by the country's population can become the basis for development of short-term
and medium-term strategies by media owners and editorial boards.



The methodology of this survey was developed by the specialists of the “Zerkalo” Center of
Sociological Research PO, based on many years of experience in media and marketing
surveys.

Survey objective

The objective of this survey is to determine the level of use of domestic media by the
population of Tajikistan, to determine the profile of users as well as to identify information
needs of the audience.

Survey tasks
The following tasks were set in order to realize the objective of the survey:

1. To determine frequency of use of domestic media, in particular, television channels,
radio stations, newspapers, magazines, Internet sites, including social networks and
messengers, by population.

2. To determine the audience of popular media.
To determine information needs of the media audience.

Survey target

Population of the RT at the age of 16 years old and older.

Survey subject

1. Use of the media by population, in particular:
1.1. Television channels, including national and local.
1.2. Radio stations, including national and local.
1.3.  Print media (newspapers and magazines), including national and local.
1.4. Internet sites, in particular, sites of news agencies, entertainment and
advertising portals.
1.5.  Social networks.
1.6. Messengers.
2. Defining image of active media users.
3. Preferred media profiles.

Survey methods

Quantitative methods, in particular, “face-to-face” interviews, are most often used when
conducting similar studies. However, experience shows that under conditions of limited
budget and the possibility of interviewing the population mainly in the daytime (especially in
rural areas), the application of the “face-to-face” method becomes problematic. The main
reason is that working family members are often absent from home at the time of the
interviewer's visit and unavailable for the interview. This requires the interviewer to return to
the family in the evening or at weekends to meet the respondent selected for the survey.
However, especially in rural areas, this requirement becomes difficult to implement due to the
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lack of sufficient funds and time. This raises the risk of interviewers influencing the survey,
which increases the cost of quality control of their work. It also delays the timing of the survey
and demotivates the interviewers. In the end, this whole situation leads to increase of budget
and terms of survey.

Considering the above and taking into account available technical capabilities, the “Zerkalo”
Center of Sociological Research PO decided to conduct survey in two stages:

1 stage - Recruitment of potential respondents by personal visits to households with
conclusion of a preliminary agreement on patrticipation in the survey and formation of
a database of telephone numbers of potential respondents. The method of selection
is described in the "Survey sampling" section.

Stage 2 - Conducting a telephone survey from the number database formed during
the first stage, using the CATI system.

Various approaches were used to increase rates of responsibility, in particular, explaining to
respondents the object of the survey, how to use the results and anonymity of their
participation, possibility of interviewing in respondent's language, agreeing on a convenient
time to call, and a small financial incentive for respondents to participate in the survey.
Besides, during the Stage 1 of the census, the sample size was increased to replace
respondents in one location in case of refusal to participate during the call (oversampling).

Survey sampling

The sampling of this survey is multistage, stratified by administrative-territorial division and
type of locality, probabilistic. The selection of settlements for the survey is carried out by the
PPS (Probability Proportionate to Size) method. Households and household respondents are
selected by random sampling with the use of the Kish’s map. The total sampling size of the
survey is defined as 2510 interviews. It should be noted that taking into account the
significant population density and number of media in Dushanbe and Khujand, as well as the
small number of respondents in the GBAO, the survey sampling in each of them was
increased by applying the so-called "oversampling”: in Dushanbe from 185 to 500, in
Khujand - from 40 to 200, in the GBAO - from 52 to 100. For data analysis weighting
coefficients were developed, which correct the introduced oversampling (see Table 1).

Table 1. Survey sampling

Region Number of interviews

City Village Total
Dushanbe 500 - 500
RRS 150 275 425
Sugd 400 297 697
Khatlon-1 200 254 454
Khatlon-2 178 146 324
GBAO 50 50 100
Total 1478 1022 2500

Sampling design

The target population is the entire population of the Republic of Tajikistan at the age of 16
years old and older.



The sampling size is 2 500 people.

Step 1: Segmentation of total population

First of all, the population of the country was stratified according to administrative-territorial
division and type of locality: Dushanbe city, the GBAO, Khujand city, Sugd, RRS, Kulyab city,
Kulyab zone, Bokhtar city and Bokhtar zone. Thus, the total number of strata was 14 (see
Table 2).

Table 2. Stratification of total population by administrative-territorial division and type of locality

# |Strata Total (ths. of people)
Dushanbe city

1 | City 880.8
Khujand city

2 | City 185.5
Sugd region

3 | City 486.3

4 | Village 2081.3
RRS

5 | City 286.3

6 | Village 1929.2
Bokhtar city

7 | City 113.4
Bokhtar zone

8 | City 227.2

9 | Village 1776
Kulyab city

10 | City 107.7
Kulyab zone

11 | City 177.8

12 | Village 1023.5
GBAO

13 | City 36.8

14 | Village 194.6
Total (population of the RT)" 9506.41

As noted earlier, Dushanbe, Khujand, Bokhtar and Kulyab cities are of particular interest to
advertisers and media editorial boards, in this regard, these cities are considered separately
in the sampling.

Step 2: Determination of the number of PSU in each strata

In order to proceed with the selection, it is necessary to determine the Primary Sampling
Units (PSU). Streets were defined as such for cities and towns, and villages — for rural
areas. In each PSU the average number of respondents is 10. Accordingly, the total number
of PSU in the sampling is 250. Distribution of PSU in the sampling is proportional to the
share of population in the TP?, except for Dushanbe, Khujand, Kulyab and Bokhtar cities, due
to the special interest of these cities for advertisers and media editorial boards.

! Population size of the Republic of Tajikistan as of January 1, 2021, Statistical agency under the President of the Republic of
Tajikistan, 2021. URL: https://stat.ww.tj/posts/August2021/macmuai_sumorai_aholi_01.01.2021_.pdf
Total population
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Subsequently, in the analysis the existing disproportion was corrected by applying weighting
coefficients. Table 3 shows calculation of the share of each stratum in the TP.

Table 3: Share of each stratum in the TP

# Strata Total (ths. of people)
Dushanbe city

1 City 9.2%
Khujand city

2 City 2.0%
Sugd region

3 City 5.1%

4 Village 21.9%
RRS

5 City 3.0%

6 Village 20.2%
Bokhtar city

7 City 1.2%
Bokhtar zone

8 City 2.4%

9 Village 18.7%
Kulyab city

10 |City 1.1%
Kulyab zone

11 |City 1.9%

12 |Village 10.8%
GBAO

13 |City 0.4%

14 |Village 2.1%
Total 100.0%

Table 4shows distribution of sampling (N=2500) in each stratum.

Table 4. Distribution of sampling among all strata

# Strata Total (ths. of people)
Dushanbe city

1 City 500
Khujand city

2 City 200
Sugd region

3 City 200

4 Village 297
RRS

5 City 150

6 Village 275
Bokhtar city

7 City 100
Bokhtar zone

8 City 100

9 Village 254
Kulyab city

10 |[City 100
Kulyab zone

11 |City 78

12 |Village 146
GBAO

13 |[City 50

14 |Village 50
Total 2500




Table 5 shows number of PSU for each stratum, defined as the ratio between number of
population size in strata and average number of respondents for interview, which is 10. Thus,
total number of PSU is 250.

Table 5. Number of PSU by strata

# Strata Total (ths. of people)
Dushanbe city

1 City 50
Khujand city

2 City 20
Sugd region

3 City 20

4 Village 30
RRS

5 City 15

6 Village 27
Bokhtar city

7 City 10
Bokhtar zone

8 City 10

9 Village 25
Kulyab city

10 |[City 10
Kulyab zone

11 |City 8

12 |Village 15
GBAO

13 |City 5

14 |Village 5
Total 250

Step 3: Selection of PSU in urban and rural areas

For each stratum there were identified the corresponding PSU — primary sampling units:
streets for cities and settlements and villages for rural area. For this purpose, the PPS
(Probabilistic Proportional to Size) method was applied step by step:

e The list of PSU was sorted in ascending order relative to population size;

¢ Cumulative population size was determined;

e The sampling interval was defined as the ratio of the PSU population to number of
PSU,;

e Determination of the starting point by random selection and further determination of
the following random numbers to select PSU from the cumulative population range
taking into account the calculated value of interval.

Thus, the calculation results in a list of PSU in each stratum.

Step 4: Selection of households for interview

In this survey, the streets of cities and settlements, except for Dushanbe, serve as PSU in
the regions. The streets are selected by random sampling. In Dushanbe city, the sampling
size will be divided proportionally among administrative districts, and streets will be selected
by random sampling.

To select a household, the starting point and movement route, i.e. house and apartment
number, are determined using a random number table. If an interview is conducted at a
randomly selected point, the next point is determined by an interviewer with a selection step
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of 4. The interviewer skips 4 households and tries to conduct the interview in the fifth
apartment.

The selection of respondent in the household will be automatic based on the Kish’s map. The
interviewers will enter the list of household members in a special form in tablet computer, and
the program will make the selection of the household member to be interviewed.

Survey tools

The interview was conducted on the basis of a standardized questionnaire developed with
consideration to the goals and objectives of the survey. The questionnaire consisted of 6
sections:

1) Socio-demographic block;

2) Television viewing;

3) Listening to domestic radio stations;

4) Reading printed media;

5) Using the Internet;

6) Using messengers;

7) Using E-mail;

8) Ways of getting news (types of media, formats and channels);
9) Socio-demographic block (continuation).

The questions of the socio-demographic block are necessary to form an image of TV, radio,
print media, Internet and messengers users.

The questions in the sections by types of media are composed according to the following
criteria:

Usage;

Frequency and duration of usage;
Reason for non-usage;

Content preferences.

Active users for each type of media are determined by frequency of usage, which is typical
for each type of media. Table 6 shows the criteria for categorizing a respondent as a frequent
user.

Table 6. Criteria for categorizing respondents as frequent users by types of media and CM.

Media and CM Frequent user
TV, radio, Internet Once a week or more
Print media 2-3 times a month and more often
Messengers No restrictions due to novelty of this type of CM

Questions regarding the reason for not using each type of media are included to identify
possible problems, assess users and make recommendations for possible measures to
engage potential users. Respondents' answers to questions about preferences for each type
of media will provide an opportunity to rank the most popular topics. The questionnaire was
prepared in Tajik, Uzbek and Russian.

Monitoring system and quality control of survey

The monitoring system and quality control at all stages of the survey were activities and
measures aimed at ensuring the quality of information collection at all stages of the survey.

At the first stage, the following measures were used:
11



¢ GPS-monitoring to determine the location of interviewer during formation of lists and
correct step of selection of a respondent according to the instruction;

o Feedback from interviewers to provide comments on the order of selection;

e Review of the received data regarding correct filling out the credentials.

At the second stage, coordination and quality control were carried out in the form of:

e Observation of interviewers (CATI system operators) and the course of interview with
respondent;

¢ Analysis of audio message of completed interviews (during stop-day and during the
interview);

e Analysis of the accumulated data from completed interviews (review of database);

e Calling respondents to clarify arising questions.

Recruitment and training of team of interviewers and operators

Recruitment of performers for the survey was implemented from the existing database of
interviewers and operators of the “Zerkalo” Center of Strategic Research PO, taking into
account existing experience, language skills and education

Trainings for each stage were conducted. To implement the first stage, 25 interviewers were
involved across the country. To implement the second stage, 20 operators in the department
of telephone surveys (CATI) were involved.

Data processing and analysis

The final database of the survey was formed in SPSS format. The statistical procedure of
proportional weighting was applied in order to ensure consistency of the sampling with the
data of total population. The weighting coefficients were developed on the basis of data of
the RT census in 2010 by age and sex division of the country's population by regions in
distribution by type of locality (city/village).

The statistical weighting resulted in a total of 2497 respondents (with 2508 interviewed). The
report presents weighted data. Applying the weighting procedure allows extrapolating the
data obtained to the population of the country.

In this survey of media preferences (the survey was conducted in January-February 2022)
many indicators can be compared with the indicators of the previous survey in 2019. For
some indicators there are significant discrepancies - and we will point this out in our report,
for others there are minor discrepancies that will probably not be mentioned. Reports from
previous years are available at the following links:

Media preferences of the population of Tajikistan for 2019
Media preferences of the population of Tajikistan for 2018

Besides, we would like to note that it is impossible to take into account all aspects of the
activities of media organizations within the framework of this survey. In order to monitor the
situation to the full extent, it is necessary to conduct other surveys on a regular basis.

The report was prepared by “Media Consulting” PO together with “Zerkalo” CSR PO
which collected, processed and visualized the data.

Authors of the survey report:

Nabi Yusupov, director of “Media Consulting” PO,

Kakhramon Bakozoda, MBA, analyst,

Project coordinator: M. Kurbonova.
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SURVEY RESULTS

I. Socio-demographic characteristics of survey participants (N =
2497)

& This section describes the respondents’ characteristics by various demographic
and social indicators. The survey sampling is representative of the country's population, so
the total number of urban respondents was nearly 28% with 72% of rural respondents
correspondingly.

Diagram 1. Type of locality, %, N =2497.

City; 27,8%

Village; 72,2%

& Distribution of respondents by regions of the country is proportional to the
distribution of the country's population according to official statistics (Figure 1). Thus, 34% of
respondents represent the largest region of Tajikistan according to the number of population
— the Khatlon region. The share of respondents of the Sugd region was 30%, the Regions of
Republican Subordination (RRS) - 23%, Dushanbe - 10%. The least amount of respondents
was from the Gorno-Badakhshan Autonomous Region (GBAO) — 2,7%.

Figure 1: Map of respondents’ distribution by region of residence, %, N = 2497.

Sogd 30,2%

GBAO 2,7%

Khatlon
34,2%
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=~ Gender ratio of the respondents is equal for male and female parts of the
population of Tajikistan, which is also representative (Diagram 2).

Diagram 2. Gender of respondents, %, N =2497.

501% ( 49,9%

& During the preparation of interview, based on the recommendations of the experts
involved in the process of discussion of this survey, the age of respondents was decreased
from 18 to 16 years old (Diagram 3). This was justified by the fact that 16-year-olds are
already adult citizens of the country and their opinion can be as important as that of all other
respondents. In addition, the choice of this category of respondents may indicate which
media profile will be most required in the near future. Previous surveys have shown that
older people usually have firmly established views of certain mass media, while younger
consumers tend to prefer more dynamic and multimedia formats for providing information. In
this survey, approximately 80 percent of the respondents are young people between the
ages of 18 and 44. The rest part is represented by middle-aged and older people — 17,4%.

Diagram 3. Age grouping of respondents, %, N =2497.

16-24 years old _ 29,9%
25-34 years old _ 34,0%
35-44 years old - 9,9%

45-54 years old 13,8%

55 years old and older 12,5%

m Statistics of respondents' marital status (Diagram 4) does not have a pronounced
influence on media preferences, but it is still an important aspect of socio-demographic
characteristics of the respondents. The majority of respondents are married people — 70%.
Single and unmarried respondents in the survey represent 24% of the respondents. The rest
are divided into groups: widow/widower — almost 3% and divorced — a little more than 2%.
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Diagram 4. Marital status, %, N =2497.

70,8%

24,0%

2,9% 2,3%
| I
Married Single Widow / widower Divorced

& As noted above, the survey was conducted among people at the age of 16 years
old and older, an age when people in general should have at least some education according
to their age, wealth or social status. However, it turned out that almost 4% of respondents
either had no education at all or only primary education (forms 1-4 of secondary school).
Those who left school with a certificate of incomplete secondary education accounted for
21% of the respondents.

The largest group of respondents was those who graduated from secondary general
school — 43%. The next group was respondents with secondary specialized education
(specialized schools, colleges, technical schools, etc.) — 12%, those with incomplete higher
education — 5%, and those with complete higher education — 15%.

Diagram5. Level of education, %, N =2497.

Higher 15,1%

C
N
X

Incomplete higher

Secondary specialized 11,9%

43,2%

Complete secondary

Incomplete secondary 20,9%

Elementary 1,6%

No education 2,2%

In the tables presenting the distribution of respondents' answers depending on the level of
education this indicators are combined into the following subgroups according to the level of
education:
v Higher — only those with higher education are included;
v' Secondary — combines the “Incomplete higher education”, “Secondary
specialized” and “Complete secondary” categories;
v' Below secondary — combines the ‘“Incomplete secondary” and “Elementary”
categories;
v" No education — only those who have indicated the absence of any education are
included.



~ Diagram 6 shows the current employment situation of respondents. According to
these indicators it is usually possible to identify the preferences of different categories of
people. For example, a labor migrant who went to earn money would not be able to use the
usual domestic media for a while, and pensioners or people with disabilities might not be
able to read/listen to any type of media because of difficulties with access or disadvantages
in health.

Diagram 6. Employment of respondents,%, N =2497.

Housewife _ 26,0%

Go to school / college / institute - 14,5%
Unemployed . 6,1%
Pensioner / person with disabilities . 5,9%

Go to Russia or other countries to earn money I 1,8%

According to the survey results, less than half of the respondents (45%) are people
with domestic jobs. The second largest group of respondents is housewives — 26%. Next are
students of various educational institutions — 14%. The unemployed and pensioners/people
with disabilities received almost equal percentages — 6% each, and almost 2% of
respondents were named as migrant workers.

In the presented socio-demographic characteristics by types of media, the employment indicators of
the respondents are combined into the following subgroups:
v' Work (combined: “Work” and “Go abroad to earn money”;
v' Study;
v" Do not work (combined: “Housewife”, “Unemployed” and “Pensioners/people with
disabilities”).

= Respondents' employment by form of organization is presented in Diagram 7, i.e.,
here the place of work is named (state, public, international or private organization). The most
covered are those whose activity is performed privately - i.e. individual entrepreneurs,
various craftsmen (plasterer-painter, plumber, seamstress, etc.). These were 43% of those
who participated in our survey.

Diagram 7. Place of work, %, N = 1143 (of the number of employed).

Self-employment (private entrepreneur) _ 42,7%
State organization _ 32,6%
Private company, firm _ 20,9%

Public organization I 1,8%

international organization I 0,8%
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32% of the respondents were identified as employees of various state institutions. It
can be noted that exactly this category of people is the main subscriber of state and
departmental print media. Employees of private companies/firms are 21% of the
respondents. The rest are employees of public (2%) and international organizations (1%).

= The qualifications and positional level of the survey participants within their
organizations are presented in Diagram 8. These indicators of respondents in most cases
determine their adherence to certain media. For example, the media preferences of the
heads of organizations can be radically different from what middle and lower level employees
read/listen/watch.

This list is headed by specialists of various professions — teachers, doctors,
engineers, economists, etc. — 30%. However, almost on the same level with them are
respondents who do not have any qualifications — 29%. Qualified workers with professional
qualifications (welder, turner, mechanic, carpenter, etc.) occupy the third line of the list —
22%.

The next group is people working in the private sector - farmers/private entrepreneurs
— 9%. Top and middle managers are in the minority of respondents — 2.6% and 1%,
respectively.

Diagram 8. Positional level of respondents, %, N =1143 (of the number of employed).

Specialist (teacher, doctor, engineer, etc.) 30,3%

Worker without qualification (mardikor) 29,9%
Qualified worker (welder, crane operator,

22,1%
turner, cook, seam

Farmer

8,9%
Middle manager (department)

2,6%

Head of an enterprise, deputy 0,9%

& The level of income (Diagram 9) also has a significant impact on the ability to use
certain types of media. Those who have a high income can afford modern technology, high-
speed Internet, or the right amount of periodical publications. People with low incomes tend
to have certain limitations in their media preferences.

To the question “What is your monthly income?” the most popular answers were “Up
to 500 somoni” — 9% and “From 501 to 1000 somoni” — 17%. The category “Up to 500
somoni” includes students who depend on scholarships or money given to them by their
parents, pensioners and people with disabilities, as well as housewives engaged in home-
based entrepreneurial activities. Some of the above-mentioned pensioners and housewives
are also in the category “From 501 to 1000 somoni”. But the majority here is ordinary public
employees — teachers, doctors, employees of other state organizations, who are paid up to
1000 somoni per month. A large proportion of this same category of people in a greater
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degree are in the categories “From 1001 to 1500 somoni” (9%) and “From 1501 to 2000
somoni” (5%).

More than 1/3 of respondents indicated a lack of income — 35%. This category
includes the unemployed, housewives and students who do not receive a scholarship or
other income.

Diagram 9. Income level of respondents, %, N = 2497.

34,9%

17,4%

9,3% 9,0% 6.0%
5,1% »J7
. - 0 L8% 27% 1,6% 0,8%
- — ] — -
Up to 500 From 501  From From From From From From No No

somoni to1000 1001to 1501to 2001to 2501to 3001to 4001 and income answer
somoni 1500 2000 2500 3000 4000 more
somoni somoni somoni somoni somoni

The income exceeding 2000 somoni in most cases is the income of heads of
organizations and their deputies in state and commercial organizations. They may also
include some professionals working for international organizations or large commercial
companies.

Further, in the presented socio-demographic characteristics by type of media, the indicators of
respondents' income levels are combined into the following subgroups:
v/ Up to 500 somoni;
v" From 501 to 1000 somoni;
v' From 1001 to 2000 somoni (combined: “From 1001 to 1500 somoni” and “From 1501 to 2000
somoni”);
v' From 2001 to 3000 somoni (combined: “From 2001 to 2500 somoni” and “From 2501 to 3000
somoni”);
v" From 3001 somoni and above;
No income;
v" No response.

<\

~\We have already mentioned above that the level of media preferences can
determine the respondent's position level, employment and income. Another indicator is the
well-being of people, i.e. how well they are provided with the necessary material, social and
nonmaterial benefits. We gave respondents the opportunity to choose the answer that
characterizes their level of well-being.

Almost a quarter of respondents were those in the categories “We do not have
enough money even for food” (3,5%) and “We have enough money for food, but we can
hardly buy clothes” (20,8%). The same number of respondents (24%) indicated a much
better level of welfare and that their funds allow them to buy food, clothes, household
appliances, but they cannot buy a car or an apartment. 40% of respondents noted that “they
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have enough money for food and clothes, but cannot buy household appliances (TV set,
refrigerator, washing machine, etc.)”. Those who have practically no financial difficulties in
anything and “can afford to buy a car and an apartment” are a minority — 7%.

Diagram 10. Self-assessment of the family well-being, %, N = 2497.

We do not have enough money even for food I 3,5%

We have enough money for food, but we can hardly buy

0,
clothes 20,8%

We have enough money for food and clothes, we can set
aside some savings, but there is no way to buy house...

40,5%

We can buy food, clothes, small household appliances, but
cannot buy a car or an apartment

24,5%
We can afford to buy a car and an apartment - 7,2%

No answer I 3,5%

In general, the majority of respondents (3,5% + 20,8% + 40%) have a very limited or
critical level of well-being. Those who live in relative or total affluence are just over 30%.

In further socio-demographic characteristics by individual media types, self-assessment of family well-
being is grouped into the following definitions:
v' Below average (combined: “We do not have enough money even for food” and “We have
enough money for food and clothes, but we cannot buy household appliances”);
v' Average (“We can afford food, clothes and small household appliances, but we cannot buy a
car or an apartment”);
v' Above average (“We can afford to buy a car and an apartment’);
v" No answer.

& The current survey included two additional questions in the “Socio-demographic
characteristics of survey participants” section.

The first question was “Do you personally drive a car?” This question was necessary
in assessing radio listeners because absolutely all cars are equipped with radios. But only
16% of the respondents turned out to be car owners or working as drivers, and an
overwhelming number of them — 80% - don't drive a car.

Diagram 11. Do you personally drive a car? %, N = 2497.

Yes, constantly - 15,8%

Yes, once or twice a month I 2,7%

Yes, once a week I 1,7%
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& The second question was “What language do you speak at home among your
family?” The habit of communicating in a particular language also influences the choice of
media profile and language. For example, we know that very many residents of areas
bordering Uzbekistan are ethnic Uzbeks. Therefore, some of them indicated that they are
viewers of TV channels of the neighboring state, which are easily caught by both parabolic
and standard analogue antennas.

To this question, the majority of respondents said that they communicate in the language of
the titular nation at home — 72,6%. 20% of the respondents speak the Uzbek language, and
5,5% of them speak Russian.

Diagram 12. What language do you speak at home among your family?%, N = 2497 (multiple responses).

Uzbek - 20,0%

Russian . 5,5%

Other I 1,9%

mYou will be able to get more detailed information about socio-demographic
characteristics by different types of media in the sections presenting a detailed picture of
media preferences - TV, radio, newspapers, magazines, Internet and messengers. They will
be presented in the form of a summary chart.
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Il. Domestic television watching

& The management of the Committee for Television and Radio Broadcasting under the
Government of the RT (CTRB RT) has been replaced three years ago. The new head of the
Committee, Nuriddin Said, told journalists during the press conference in the summer of
2020 about plan to create two new TV channels called “lim va tabiat” (Science and Nature)
and “Saiyokh va khunarkhoi mardumi” (Tourism and Folk Craft).

The first TV channel announced at the press conference was established a month later
— in August of 2020. On April 14, 2021, the Day of Tajik Science, the new state television of
Tajikistan — “llm va tabiat” hit the airwaves.

Another year later, on June 30, 2021, the Government of the Republic of Tajikistan
established the State Television Enterprise “Saiyokh va khunarkhoi mardumi”. The launch of
the channel has occurred recently on April 2, 2022. The website of the Committee for
Television and Radio Broadcasting (www.ktr.tj) reports that digital transmitters were installed
in Dushanbe, the Sugd and Khatlon regions to broadcast “Saiyokh va khunarkhoi mardumi”
TV programs, and now 51,2% of the country's population have the opportunity to watch this
channel.

Currently, according to the CTRB under the Government of the RT, the number of TV,
radio and audiovisual studios in the Republic of Tajikistan has reached 66 units, including 15
state TV channels, 18 private TV channels, 14 cable TV channels as well as 3 IP-TV and 14
audiovisual production studios.

We should note that earlier the website of the Committee for Television and Radio
Broadcasting used to divide TV channels established at the expense of state funds into
national (TV Tajikistan, Safina, Bahoriston, Jahonnamo, Varzish, Sinamo, Football,
Shakhnavoz) and regional (TV Dushanbe HD, TV Sugd, TV Khatlon, TV Kulob, TV
Badakhshon) channels, now there is no such division. But for the readers of our report we
decided to remind about the former division, so that in the future the logic of our survey
would be clear to them.

Table 1. National channels.

Start of

broadcast Name Subjects Broadcast language
National television

1959 TV Tajikistan Universal Tajik, less often Russian
2005 TV Safina (TVS) Universal Tajik, less often Russian
w06 esorsion(ve) I T e ten Rssen
2008 TV Jahonnamo News, public ;'sgké:]egslissrc:ften Russian
2016 TV Varzish Sport Tajik and Russian

2016 TV Sinamo Movies Tajik and Russian

2017 TV Football Football Tajik and Russian

2017 TV Shakhnavoz Music Tajik, less often other
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languages

2021 TV llm va tabiat Science and Taijik
Nature

2022 TV Saiygkh va khunarkhoi Tourism and Folk Tajik

mardumi Cralft
Regional television
1996 TV Dushanbe HD Universal Tajik, less often Russian
1990 TV Sugd Universal Tajik, less often Uzbek
1994 TV Khatlon Universal Tajik
1992 TV Kulob Universal Tajik
1990 TV Badakhshon Universal Tajik, less often some

Pamir languages

It is commonly known that 93% of territory of Tajikistan is mountainous locality and
many settlements are hard to access for newspapers and magazines. This significantly
strengthens the position of television and radio, which remain the most accessible types of
media in the country. At the moment they are available via analogue antennas as well as
satellite and cable devices. In addition, if one has good Internet, one can use IP-TV.

The website of the Committee for Television and Radio Broadcasting of the
Government of Tajikistan - www.ktr.tj — presents the following data about the coverage area
of the country by the national channels listed in Table 2:

Table 2. Analogue and digital coverage area

# Analogue broadcasting Digital broadcasting

1. | TV Tajikistan —99,72% | TV Tajikistan —-72%
2. | TV Safina —99,72% | TV Safina —72%
3. | TV Bahoriston —89,01% TV Bahoriston - 72%
4. | TV Jahonnamo —78,96% | TV Jahonnamo —-72%
5. TV Varzish - 72%
6. TV Sinamo - 72%

In contrast to our previous survey (in 2019), the coverage of digital broadcasting has
increased by almost 12% (previously it was 60,41%), which today, as shown in the table, is
72% of the country. It should be also noted that the table does not contain data on the
coverage of other state TV channels. Since all the state channels are included in digital
broadcasting, it can be assumed that they all have the same digital coverage — 72%.

Besides, the Committee's website has a “TV Online” section, and when we clicked on
it, we found pages of four TV channels that required the installation of Adobe Flash Player. In
order to check how true this information is, we have searched using Google.com for “online
TV of Tajikistan”. Google provided a link to the site https://television-planet.tv/ru/tv-

kanaly/tajikistan/, where there were pages of TV stations: “Tajikistan”, “Safina”, “Sinamo”,

[T

“Bahoriston”, “Jahonnamo”, “Varzish”, “TV Football”. However, the link turned out to be to the
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official websites of these TV stations, where online broadcasts were only on the websites of
TV Varzish and TV Football channels. The other sites either did not open or had separate
broadcasts of the above-mentioned TV stations on them.

Now about digital broadcasting. In 2010, Tajikistan adopted the state program
regarding transition to digital television (Digital Television). Initially, the transition was
supposed to take place by 2015, but due to a lack of funds and lack of equipment for digital
broadcasting in the country, the program was postponed until 2020. By this time the program
should have been complete to 95%. However, by the end of the specified period, specialists
of the CTRB RT developed a new program, which shifted the deadline for transition to digital
broadcasting from 2020 to 2024. That is, the transition to full digital broadcasting in the
country has not yet been implemented.

Digital television is a method of transmission and reception of
compressed digital video signal, which is a modern alternative to
traditional analogue television and provides significantly higher image
quality for the same cost. Modern digital technologies offer qualitatively
new opportunities for the society and increase the number of channels.
It saves frequency and, most importantly, energy resources.

& Now let’'s move directly to the results of our survey concerning TV broadcasting. As
in previous years, the overwhelming majority of the interviewed respondents showed that
television is still the most popular type of media — 96% (2409 out of 2497). Only 4% of the
respondents said that they do not watch TV (88 people). This indicator is 2% higher than in
2019, when there were 93,7% of TV admirers.

Diagram 13. Percentage of television audience, %, N = 2497.

Yes; 96%

mIf we refer to the socio-demographic characteristics of the television audience
(Diagram 14), then we see that indicators of this year are 2-3% higher than indicators from
the survey in 2019.
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Diagram 14. Socio-demographic characteristics of television audience, %, N =2409.

B Watch ® Doesn't watch
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55 years and older
o Married
% Widow/Widower  [:{sJ]74
£ Single/unmarried
No education
s Below secondary
2 Secondary
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g Don't work.
3 Work
£ Study EETEN
. No answer
3 Below average
2 Average
Above average | il
No income
Up to 500 somoni
o  From501to 1000 somoni
g From 1001 to 2000 somoni [Pl 578
= From 2001 to 3000 somori
From 3001 somoni and higher
No answer
. \C 95,5%
2 g
a ([ 96,7%

mlet's also consider the reasons why 4% of the Tajiks do not watch TV. The
following Diagram 15 shows the answers to this question.
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The most common answer (33%) was “No time” to watch TV. Another 32% of
respondents noted the answer option: “For technical reasons”. This has been answer of
respondents whose TV sets do not have work or who do not have TV sets, antenna or TV
signal. 23% of respondents in this group said about lack of interest in the content of TV
products. 6% of them do not watch TV for other reasons (mourning, poor eyesight, hearing,
etc.). The same number (6%) mentioned that they prefer to use the Internet instead of TV.

Diagram 15. Why don't you watch domestic TV? %, N =88.

m No time

M Technical reasons

H Not interested
Watch in the Internet

M Poor eyesight/poor health

=~ The level of “watchability” of TV programs (Diagram 16) also remained stable high
— 86% watch TV every day. Another 8% turn on their TV 3-4 times a week. The rest watch
TV less frequently.

Diagram 16. How often do you watch domestic television? %, N =24089.

86,2%

7,8%

3,8% 2%
[ | —
Every day 3-4 times a week 1time a week Less frequently

& Today, a TV viewer in Tajikistan has a huge choice of devices that can receive TV
signals. Therefore, respondents were asked to name the ones they use at home now
(Diagram 17). In first place (as in our previous surveys) respondents indicated satellite
antennas (69%) and digital antennas (64%), which are known as “12-channel antennas”
among people that receive domestic state TV channels, several Russian TV channels and
several radio stations.
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Almost 40% of the total number of respondents still have standard home antennas.
For the most part, they are suitable for receiving the analogue signal of domestic TV
channels. According to the heads of independent regional TV stations (whom we contacted
to clarify some details), it was reported that in the border areas analogue antennas are
widely used to watch TV content of neighboring countries. Our colleagues have noted that
the television content of Uzbekistan is in great demand, and this is facilitated by the fact that
the broadcast signals of domestic TV stations are not stable everywhere. At the same time
the signals of Uzbek TV stations are stable and easily received by ordinary analogue
antennas. This fact causes difficulties in competing between our local TV stations and

numerous Uzbek TV channels.

Diagram 17. What kind of TV signal receiving devices do the TV owners use?%, N= 2409. Respondent could
choose several answers’.

68,9%

Satellite antenna for international broadcasting

Digital antenna (12 channels) Satellite antenna
" 63,7%
for Tajik channels
House antenna [ 35.9%

Cabel TV "Mauvchi Istiklol" (Dushanbe ) . 8,8%

Cabel TV "ANT" (Khujand) . 5,4%

Cabel TV "TV Mavchi Oriyono" (Khujand) I 4,0%
Cabel TV "TNT 2014" (Dushanbe ) I 3,1%

IP Oila.TV (Tcell) I 2,5%
IP TV "Telecom Technology" 1,7%
IP TV Informatika va tekhnologiyai innovatsioni 1,5%
Cabel TV "TNT VIP 25" (Dushanbe ) 1,4%

IPTV "Yunet" - "Somon TV " 1,4%

TV set is connected to other antenna or IP TV

(which is not listed) 1,4%

IP Arbuz.TV (Megafon) 1,2%

IP Babylon 0,5%

The next in the ranking are cable TV stations, the cumulative percentage of which is
almost 23%. Cable channel users are primarily residents of cities, where customers are
given packages with a large number of analogue and digital TV channels (from 75 to 250,
depending on the company). In our survey, the largest number of respondents named TVN
Mavji Istiklol (Dushanbe, RRS) of the capital — almost 9%. In the Sugd region, cable
channels ANT are the most popular — 5,4%.

A significant difference from the previous survey is that a new type of TV
broadcasting — IP-TV — is gaining popularity in the country. In the previous survey only one
company providing this type of services was named — “Telecom Technology”. Now there are
already 3 IP-TV officially registered in Tajikistan:

3see List of definitions and abbreviations, p.4.
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o “Telecom Technology’ IP Television;
¢ ‘“Informatika va tekhnologiyai innovatsioni”;
o  “Yunet’- “Somon TV”.

However, our respondents named three more companies, which are mentioned in the
diagram. All of them are provided through the services of mobile providers and Internet
service providers.

m Like before, in the predominant demand in Tajikistan are TV programs in the Tajik,
Russian, Uzbek and Persian/Dari languages (Diagram 18).

Diagram 18. Receive signals of the following TV channels (have access to watch), % N = 2409.

Tajik TV channels 97%
Iran TV channels
Uzbekistan TV channels
Russia TV channels
Afghanistan TV channels
Europe TV channels

USA TV channels

China TV channels

Turkmenistan TV channels

Saudi Arabia TV channels

Turkey TV channels
Kyrgyzstan TV channels I 1%
Kazakhstan TV channels | 1%

India TV channels | 1%

This diagram shows to TV channels of which countries the Tajik citizens have access.
In previous surveys, respondents were not asked this question. Nevertheless, the top five
were generally predictable. The Tajik language dominates — 97%, and since we are in the
group of Persian languages, the top five includes languages used in Iran and Afghanistan
(56% and 42%). We share a 1300-kilometer border with Uzbekistan, and their TV programs
get a lot of attention from residents of the border areas. The result is logical — 54%. TV
channels of our strategic partner — Russia — are accessible to 52% of the respondents.

» The next Diagram 19 shows TV channels of which countries the Tajiks watch. Here
also the vast majority of respondents indicated that they watch Tajik television — 93%.
Russian TV channels are the second most preferred — almost 32%. Russian remains the
most understandable language for many Tajiks. For the older generation, it has been familiar
since the USSR, when it was the state language, taught at schools and universities, used in
records management of organizations, in the army and for personal communication at work
and in everyday life. And among the younger generation (a large percentage of whom are
migrants who go to work in the Russian Federation), it is in demand even now. Nevertheless,
the number of consumers of Russian-language content has decreased by 12% compared to
our previous survey in 2019.
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Diagram 19. Watch the following TV-channels (have access to watching), % N = 2409.

Tajikistan TV channels 92,5%

Russia TV channels 31,9%

Uzbekistan TV channels 27,4%

Iran TV channels 24,9%

Afghanistan TV channels 8,8%

Europe TV channels 1,8%

USA TV channels 1,1%

China TV channels | 0,6%
Turkey TV channels | 0,6%
Saudi Arabi TV channels ‘ 0,2%

Other TV channels I 0,8%

At the third place in popularity are TV channels of neighboring Uzbekistan - 27%. As
we have noted above, according to our colleagues from the regional media, this is due to the
fact that the content offered by Uzbek TV channels is very diverse, and the quality of
broadcasting is better than that of some domestic channels. In addition, there are many
ethnic Uzbeks living in the border area.

The next two places in the rating are occupied by TV channels broadcasting in
Persian and Dari. First of all, these are Iranian-language channels (25%) represented by a
diverse entertainment content of GEM TV group of channels (a group of entertainment
satellite channels in Persian).The television content of neighboring Afghanistan is preferred
by almost 9%. In the previous survey, Afghan TV received 13%. This is probably due to the
fact that the Taliban, who have come to power, systematically cuts down programs in Dari
and replaces them with programs in Pashtu.

= After previous surveys of media preferences of the country's population, we
received many requests from mass media executives to perform another survey. Media
executives were particularly interested in ratings of the most preferred domestic TV and radio
in Tajikistan. This was necessary in order to know their place in the market, to work on
improving content and to indicate in presentations for advertisers. But speaking about the
state channels, there was no surprise - the leaders remained the main TV channels of the
country: “Tajikistan” and “Safina”’, which have the largest coverage across the country —
99,72% each (analogue broadcasting) and 72% each (digital broadcasting), as shown in
Table 2 (p. 23).

The new survey (Diagram 21) has showed that the most popular national media
channel was “Safina” with 63%. In second place with a difference of 4% was “Tajikistan” with

59%.

The top three, pushing aside TV “Bahoriston” and “Jahonnamo”, included the TV
channel “Sinamo” - 37%. In the rating for 2019, this channel ranked the 5" place. TV
“Bahoriston” and “Jahonnamo” took the 4™ and 5™ places, respectively, with 35% and 34% of
admirers. With a slight difference, the top three channels in the national rating also take the
top spots in almost all regional ratings.
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Diagram 20. Rating of watching national and regional TV channels in the RT, %, N = 2229.Respondent could
choose several answers.

TV safina - [ 63,1%
TV Tojikiston [ 59,0%
TV Sinamo [ 37,6%
TV Bakhoriston [N 34,9%
TV Jahonnamo [N 33,8%
TV Dushanbe HD [N 28,1%
TV Sughd [ 24,4%
TV Shahnavoz [N 24,3%
TV Kulob [N 18,7%
TV Khation [N 17,4%
TV Varzish [N 16,9%
TV Badakhshon - 14,5%
TV Football Il 7,0%
TV limva Tabiat | 1,2%

After the inclusion of regional channels “TV Sugd”, “TV Khatlon”, “TV Kulob”, “TV
Badakhshon” and “Dushanbe HD” in digital broadcasting, their audience has increased to the
size of the entire republic. Because of this the channels were able to be included into the
ratings of the national State TV and push some of the central channels away. The most
prominent examples are the channels “Dushanbe HD” - 28% and “TV Sugd” - 24%, which
took the 6™ and 7" places of the rating respectively.

mYou can get more details on the ratings of TV channels in the regions in the
following Diagrams 21-28. We would like to remind that national TV channels have an
undeniable advantage over others in terms of material and technical equipment and territorial
coverage. Therefore, at this stage of development of television in the country, the leading
positions of most of these channels were largely predictable.

Diagram 21. Rating of watching national and regional TV channels in Dushanbe, %, N = 218. Respondent could
choose several answers.

Tvsafina [ 69,0%
TV Tojikiston [ 64,1%
TV Bakhoriston [N 34,9%
TV Sinamo [N 33,4%
TV Jahonnamo _ 31,7%
TV Shahnavoz [N 25,5%
TV Khation [ 24,6%
TV Dushanbe HD [N 23,8%
TV Kulob [N 22,7%
TV Sughd [ 19,7%
TV Varzish [N 17,9%
TV Badakhshon [ 15,1%
TV CMT (Dushanbe ,RRS) [l 4,9%
TV Football [l 4,9%
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Besides, unlike our previous surveys, we also decided to present ratings not only by regions,
but also by Khujand, Bokhtar and Kulyab cities, based on the number of admirers of these

channels in these cities.

Diagram22. Rating of watching national and regional TV channels in RRS, %, N = 504.Respondent could choose

several answers.
TV Safina
TV Tojikiston
TV Sinamo
TV Bakhoriston
TV Jahonnamo
TV Shahnavoz
TV Kulob
TV Dushanbe HD
TV Badakhshon
TV Sughd
TV Varzish
TV Khatlon
TV Football
TV Regar
TV CMT

Diagram 23. Rating of watching national and regional TV channels in Sugd, %, N = 643. Respondent could

choose several answers.
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Diagram 24. Rating of watching national and regional TV channels in Khujand city, %, N = 114. Respondent
could choose several answers.
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Diagram 25. Rating of watching national and regional TV channels in Khatlon, %, N = 804. Respondent could
choose several answers.
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Diagram 26. Rating of watching national and regional TV channels in Bokhtar city, %, N = 66. Respondent could

choose several answers.
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Diagram 27. Rating of watching national and regional TV channels in Kulyab city, %, N = 71. Respondent could

choose several answers.
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Diagram 28. Rating of watching national and regional TV channels in the GBAO, %, N = 61. Respondent could

choose several answers.
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m Another innovation of this survey was the study of watching frequencies of the
central TV channels. It was not possible to demonstrate all available channels. Therefore,
Diagram 29 presents data about the watching frequencies of the first 10 channels. The data
for each channel is calculated from the number of its viewers.

Diagram29. Frequency of watching the central TV channels broadcasting in the RT, in % of the number of
viewers of each channel.
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~\We have already mentioned above that besides domestic TV products, viewers
also prefer Russian, Uzbek and Persian-language (Iranian and Afghani) channels (Diagram
19). The following Diagram 30 shows the rating of the most popular foreign TV channels, the
most demanded by the Tajik viewers.
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In contrast to previous years, the top line of the rating is not the Russian TV channel
“Russia”, but the Persian-language channel “GEM-TV”. More precisely, the acronym “GEM-
TV” means the content of a group of channels with a variety of entertainment series and
shows, which are popular among domestic viewers. These channels have been at the top
places of our ratings before, but this time they came out on top.

Diagram 30. Rating of foreign TV channels broadcasting in the RT, %, N = 1552. Respondent could choose

several answers.

GEMTV [ 24,7%
Uzbekiston (Uzbekistan) [N 18,9%
RussiAl [N 18,3%
Zur-TV (Uzbekistan) - 13,3%
NTV I 12,9%
Yoshlar (Uzbekistan) - 11,0%
TOLO (IRA) [ 8,5%
Navo (RU) [ 8,4%
OorRT I 8,1%
RTR-planeta I 7,7%
™NT B 7,6%
TV Kiniteatr (Uzbekistan) - 7,6%
Milli (Uzbekistan) [ 7,4%
TV Sevemli (Y3bekncraH) - 6,8%
mvir B 4,1%
Sport channels . 4,0%
TV Toshkent (Uzbekistan) . 3,6%
Makhalla (Uzbekistan) [l 3,1%
Ariana (IRA) . 3,0%
TV STS (Russia) M 2,8%

For the second year in a row the second place in the rating of popular foreign
channels is held by the TV channel “Uzbekistan”. It was mentioned by 19% of respondents.
But the rating is not limited to this channel. “Zur-TV” channel also holds the fourth place in
the rating, with “Yoshlar” on the sixth place and “Navo” on the eighth place. Other TV
channels of Uzbekistan are also in the rating.

In previous years, Russian TV had first places in the rating and were represented by
the largest number of named TV channels. But this time for the first time the TV channel
“‘Russia” was on the third place of the rating, and “NTV” was on the fifth place. According to
experts, this is due to the fact that the role of the Russian language has largely lost its
position, despite the fact that our countries are connected by years of living together in the
USSR, and that the Russian Federation remains the main country where our migrant workers
go to work. Another reason could be that in recent years there has been a mass move of a
huge number of people to Russia. Only in the last 2 years (2020-2021) more than 170
thousand of the Tajiks have moved to Russia for permanent residence. However, in addition
to the TV channel “Russia”, the respondents named a large number of other TV channels,
including “NTV”, “ORT”, “RTR-Planeta”, “TNT”, “Zvezda”, “MIR”, sports channels, etc.

» The new survey also included a question “What TV channels do you use most often
as a news source?” (Diagram 31). This question could primarily help organizations and their
press services to decide whom to choose as a news partner. And it would be useful for the
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news media to know their place in the market and to constantly work on improving their news
product.

The first place in the list, and therefore the main information source, was taken by the
TV channel “Tajikistan” - 36%. The 24-hour news channel “Jahonnamo” took the second
place with 29%, and “Safina” was third (17%). Russian TV as a source of news is used by
7,6% of respondents, and Uzbek TV — by almost 6% of respondents. “Euronews” was the
least popular — almost 1%. As it turned out, 8,6% of respondents do not use TV as news
source at all. In other words, either they are not interested in news, or they use other media
for news — Internet, newspapers, etc.

Diagram 31. Which TV channels do you use as a source of news most often? %, N = 2409. Respondent could

choose several answers.
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Not sure l 2,9%

& Prime time is the time which is the most convenient for TV viewers to watch TV
channels. There have been some changes compared to previous surveys. If before the
morning (from 6.00 to 9.00) and evening prime time (from 18.00 to 21.00) were stably high,
which in the past gained 47% and 64% respectively (survey in 2019), then today the
broadcasting time from 9.00 to 18.00 and from 21.00 to 00.00 also proved to be quite high in
terms of viewing. l.e., there is an increase of viewing audience at these hours.

Diagram32. Statistics of watching TV channels during a day, %, N = 2409. Respondent could choose several

answers.
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. Listening to domestic radio stations

= As we have already noted in Section Il “Watching domestic television”, with the
change of management of the Committee for Television and Radio Broadcasting under the
Government of the RT there were changes in this area as well. For example, the
broadcasting equipment of Radio “Tajikistan” and its 3 channels was completely renewed,
and the latest equipment and software was installed. During the presentation of this event,
Sergey Karotin, the engineer and responsible for installing the software, has said that the
program is produced in Italy and is currently used only in some European countries, and now
in Tajikistan as well. According to Mr. Karotin, radio “Tajikistan” and its three channels are
among the first users of the new-generation software.

However, in interview with our researchers, some employees of the aforementioned
radio stations have said that so far there are some difficulties in mastering the new software,
while the old software was simpler and more familiar.

According to the CTRB RT, there are currently a total of 10 registered state radio
stations and 22 registered non-governmental radio stations in Tajikistan. State radio stations,
like state television, are state-supported, while the national ones broadcast to the whole
republic. The national radio stations are represented by radio “Tajikistan”, “Sadoi Dushanbe”,
“Farhang” and “Ovozi tojik”. They have the largest coverage area and broadcast their
programs in the Tajik, Russian and Uzbek languages. These stations have increased their
coverage in recent years, but not by much. According to www.ktr.ti, national FM radio
stations have the following percentage of coverage:

“Tajikistan” — 88,60%
“Sadoi Dushanbe” —68,22%
“Farhang” —59,87%
“Ovozi tojik” —57,90%

Among private radio stations, only three radio stations still stand out, which, as in the
2018-19 surveys, show consistently high ratings — “Imruz”, “Vatan” and “Asia-Plus”. Their
coverage areas, in addition to broadcasting to the capital and adjacent RRS districts, also
cover some cities and districts of the Sugd and Khatlon regions.

Despite the rapidly changing media system, radio in Tajikistan has managed to
remain in demand as an important and timely source of a variety of news, educational and
entertainment information. For example, Internet broadcasting has increased, with both
public and many private radio stations switching to it.

Internet radio broadcasting is a new technological solution for Tajikistan. Internet
spreading in people's lives is growing, and digital radio broadcasting is gaining popularity.
Listeners of such radio are attractive for advertisers because they are young, solvent and
energetic. Internet radio is virtually free, the settings are simple, and one can listen to it
absolutely anywhere having an Internet connection via cell phones, smartphones, computers
and tablets. Besides, there is no disturbance during the broadcast, interfering with the
enjoyment of radio. Many people combine listening to radio via the Internet with working at a
computer.

aMany radio stations have begun to master social networks - Facebook, Instagram,
Telegram and YouTube, which have already begun to generate revenue for some stations.

Probably all these factors contributed to the fact that for the last 3 years the level of radio
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preferences has not practically changed and has kept its position in the market, firmly holding
its 40% of audience (992 people out of 2497 who participated in the survey).

Diagram33. Do you listen to radio? %, N = 992.

Yes; 39,7%

No; 60,3%

& To the question: “Why do you not listen to radio?”, the majority have answered that
they do not have radio receivers - 54%. Other 24% of respondents have answered that they
do not have time for it, and 10% of respondents are not interested in radio programs at all.
9% do not listen to radio for technical reasons (no signal / radio doesn’t work or no radio).

Diagram 34. Reasons for not listening to radio, %, N = 1505.

= No radio

= No time

= Not interested
Technical reasons

= Not sure

& The demographic image of today's radio admirers can be seen in the following
Diagram 35. First of all, it is a city dweller (50%), a man (43%), almost any age, middle and
upper income, who can drive a car (52%). Predominantly, they are residents of Dushanbe
(61%) and Sugd (53%) with higher education (51%). At the same time, the income of people
can be from 500 to 1000 somoni, and from 3000 somoni - 55%.

As for employment, it should be noted that the majority of listeners are working
people (46%) and students (40%). At the same time, the radio was interesting for almost all
respondents, regardless of their marital status.
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Diagram35. Socio-demographic characteristics of radio listeners, %, N = 2497.
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& Despite the fact that the total share of radio listeners has remained unchanged,
there is a significant decrease in the permanent audience (Diagram 36). While daily listeners
were almost 38% in 2019, this figure dropped to 23% of total radio listeners in the new

38



survey. Those who listen to radio 3-4 times a week were 22% (24% in 2019). In general,
number of active listeners among the respondents of the new survey has decreased by 6%.

Diagram 36. How often do you listen to radio? %, N = 992.

30,5%

0,
23,5% 22.1% 23,9% I

Every day 3-4 times a week 1 time a week Less frequently

& As usual, we present the ratings of the national and private/non-governmental radio
stations of Tajikistan separately from each other. This is done because the opportunities and
resources used by differently owned radio stations differ significantly - the national stations
have state support and an established broadcasting infrastructure, which the others do not
have.

Thus, the first line of the leaders of national radio stations, as before, is headed by the
"Sadoi Dushanbe" radio- 39%. "Tajikistan" and "Farhang" radio are also in the same order
and have, respectively, 22% and 8% of the country's audience. The order of those at the
bottom of the list has also changed - "Ovozi tojik" radio has improved its indicators and,
gaining 6,5%, bypassed "Khovar" radio (2%).

Diagram 37. Rating of radio common to the whole republic in the RT, %, N = 690. Respondent could choose
several answers.

Sadoi Dushanbe Y ::
Tojikiston _ 22,3%
Farhang - 8,1%

Ovozi tojik

Khovar I 1,9%

Looking ahead, we should note that "Sadoi Dushanbe" is in the lead in almost all regions of
the country. The success of "Sadoi Dushanbe" in comparison with "Tajikistan" radio, which
has a greater territorial coverage, is due to its relatively free editorial policy in the choice of
materials. There are more music and entertainment programs on the air of this station. The
content of "Tajikistan" radio is primarily the dissemination of official information of the
Government of Tajikistan.

» As we mentioned above, among the leading private TV and radio companies, the
top three in the RT rating also remained unchanged. However, this year the first line of the
leaders is the "Vatan" radio station — 14,5%. The leader of previous studies - "Imruz" radio
fell to second place — 13%. "Asia-Plus" is at the bottom of the list (7,5%).

It should be mentioned that in recent years, new radio stations such as "Hamsado",
"Radioinav/New Radio", and "Autoradio” have started broadcasting in the RT space. They
were not in our last report because they barely opened, and respondents did not name them.
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In the current ranking in the fourth place of private radio stations from the newcomers only
"Hamsado" came in at 2%.

Diagram 38. Rating of the leading private radio stations in the RT, %, N = 690. Respondent could choose several
answers.

Vatan [N 14,5%
Imruz [ 133%
Asia-Plus I 7,5%
Hamsado [ 2,0%
Sadoi Osiyo [ 1,9%
Love Radio [ 1,8%

=~ Media preferences of the citizens of the capital with regard to the state radio
stations (Diagram 39) are identical to the data on the republic with only one difference -
"Khovar" (3.8%) is listened to more here than "Ovozi tojik" radio (2%).

Diagram 39. Rating of the state radio stations in Dushanbe, %, N = 122. Respondent could choose several
answers.

Sadoi Dushanbe [ 34.0%
Tojikiston [ 19,8%
Farhang - 7,9%

Khovar . 3,8%

Ovozi tojik [ 1,9%

& The top lines of the rating for independent radio stations in Dushanbe (Diagram 40)
also remained unchanged. There are three radio stations such as "Vatan" — 50,7%, "Imruz" -
37% and "Asia-Plus" - 34% in the top. But for 3 years have changed those who followed
them.

Diagram 40. Rating of independent radio stations in Dushanbe, %, N = 63. Respondent could choose several
answers.

Vatan [ s0,7%
Imruz [ 37,3%
Asia-Plus [ 34,0%
Hamsado [ 9,4%
Novoe radio I 7,5%
Europa plus B 5,3%
Ozodi [ 3,0%
Sadoi Osiyo [ 2,5%
Stolichnoe § 1,7%
Love Radio | 0,8%
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Although by a wide margin, "Hamsado" radio came in the 4th line with 9%. It is
followed by "Radio Nav/Novoe Radio" — 7,5% and "Europe Plus" - 5%. "Ozodi" radio, which
has a longer history of existence in the RT media market, took only the 7th line (3%).

Diagram 41, showing the situation by districts of republican subordination, includes
radio stations regardless of forms of ownership. Here also in the first place is the state "Sadoi
Dushanbe" radio - 34%, but the next line is taken by the "Imruz" independent radio station -
30%. With this example, we can also see how the audience of private radio stations, which
do not have enough number and quality of transmitters that would give them the opportunity
to expand the audience in other regions, is decreasing.

Diagram 41. Rating of radio stations by RRS, %, N = 156. Respondent could choose several answers.

Sadoi Dushanbe [ 33,9%
vz R 5+
Tojikiston Y 21,7%
Vatan [N 10,7%
Shahrinav [ 8,2%
Farhang [ 6,3%
Sadoi Osiyo [ 6,0%
Ovozi tojik [ 5,5%
Asia-Plus [ 3.2%
Khovar J| 1,0%
Autoradio | 1,0%

& Below we also suggest reading the ratings of radio stations in the regions. The
calculations are based on the number of regional radio listeners.

Diagram 42. Rating of radio stations in the Khatlon region %, N = 266. Respondent could choose several
answers.

Sadoi Dushanbe [ 48,5%
Tojikiston [N 22,5%
Vatan [ 9,1%
Farhang [ 9,0%
Ovozi tojik [N 7,3%
Imruz I 5,8%
Asia-Plus [ 5,2%
Sadoi Kulob [ 3,0%
Khatlon | 2,2%
Khovar | 1,5%

& Ratings for the Sugd region are presented both for the region itself (Diagram 43),
and for Khujand city (Diagram 44). This was done at the request of the heads of Sugd TV
and radio companies (TRC), since most radio stations are concentrated in Khujand city, and
their main listeners are residents of the regional center and the surrounding towns and
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districts. It should also be noted that in Sugd, in addition to the radio stations broadcasting
from the capital, 10 local radio stations go on the air. That is, the list of radio stations in the
rating here is much more than in other regions. And therefore the competition is higher.

Diagram 43. Rating of radio stations in the Sugd region. %, N = 232. Respondent could choose several answers.

Diyor [ 18,3%
Dunyo FM [N 17,1%
Sadoi Khujand [N 15,5%
Sadoi Dushanbe [N 13,2%
Tiroz N 11,3%
Tojikiston [N 10,4%
Vatan [ 10,3%
Isfara [ 9,8%
Panjakent [ 6,7%
Tiroz plus [ 6,1%
Shakhriman [ 6,1%
Ovozitojik [ 5,7%
Love Radioc [ 5,2%
Kand FM I 4,7%
Avis-Plus [ 4,5%
Farhang I 4,1%
Sadoi Istravshan [ 4,0%
Asia-Plus [ 3,1%
Hamsado [ 2,2%
Zamon M 2,1%
Buston M 1,4%
Ozodi W 1,1%

Diagram 44. Rating of radio stations in Khujand city. %, N = 75. Respondent could choose several answers.
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P 16,5%
I 1%
s 5%
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e 7,0%
P 6,7%
Sadoi Dushanbe I 5,8%
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vatan [ 3,7%
Diyor [ 3,0%
Khovar [ 2,2%
DunyoFM B 1,6%
Imruz f 1,2%
Hamsado [ 1,0%

Tiroz

Love Radio
Sadoi Khujand
Tiroz plus
Shakhri man
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Tojikiston
Farhang
Asia-Plus
Buston

Unfortunately, in the GBAO, due to the limited number of respondents, we are not
able to determine the ratings of radio stations in the region. More precisely, the data obtained
are so conventional that the rating cannot be considered correct.
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& Also, as in the Section Il, "Watching Domestic Television," the question was "What
radio stations do you use as a news source?" (Diagram 45). The first five places in the
ranking were retained by those leading in the national ranking (both public and private radio
stations). That is, all the leading radio stations turned out to be in demand not only for
information and entertainment content, but also for the selection of news offered by
journalists. The answer option: "l do not perceive radio as a source of information” (25%) was
given by those who listen to radio for entertainment content. Their sources of information are

other types of media - television, newspapers, Internet, etc.

Diagram 45. What radio stations do you use as your news source? (the RT). %, N = 992. Respondent could

Sadoi Dushanbe [N 16,5%
Tojikiston N 7,9%
Imruz [ 6,3%
Vatan [ 3,8%
Asia-Plus [ 3,5%
Diyor [ 3,0%
Ovozitojik M 2,5%
Dunyo M 2,1%
Farhang B 2,0%
Tiroz B 1,8%
Sadoi Khujand | 1,4%
Isfara [ 1,4%
Kand [ 1,1%
Panjaket J 1,1%

| don't listen to radio as news source [N 25,1%

choose several answers.

& In Dushanbe, to the same question: "What radio stations do you use as a source of
news?", respondents in the capital gave answers that were completely different from the
answers to all previous questions (Diagram46).

Diagram 46. What radio stations do you use as your news source? (Dushanbe). %, N = 291. Respondent could

choose several answers.

Sadoi Dushanbe [N 14,3%
Asia-Plus [ 10,7%
Vatan [ 103%
Radio Imruz [ 9,3%
Tojikiston [ 8,6%
Farhang W 2,4%
Khovar W 2,4%
Radio Ozodi [ 1,7%

I don't listen to radio as news source [N 26,5%

The undisputed leader remains the radio "Sadoi Dushanbe" - 15%. On the second
line is the "Asia-Plus" radio station - 10.7%. It is worth noting that only two radio stations in
the country have a strong news service, based on the news agencies with the same name - it

is "Asia-Plus" and "Khovar".
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Immediately behind "Asia-Plus" are those who are also leaders in the ranking among
private radio stations in the country - "Vatan" (10.3%) and "Imruz" (9.3%). As we can see, all
of the presented radio stations are on the air in Dushanbe.

& In Khujand, respondents who use radio as a source of information, named three
local radio stations as the best (Diagram 47). The first line was taken by "Tiroz" radio station -
20%. The second and third lines were taken by the "Sadoi Khujand" radio station - 8% and
"Shakhriman" radio station - 6%. The leading state radio stations "Sadoi Dushanbe" and
"Tajikistan" ranked only 4th and 5th.

Diagram 47. What radio stations do you use as your news source? (Khujand). %, N = 104. Respondent could
choose several answers.

Tiroz [N 202%
Sadoi Khujand [ 8,7%
Shahriman [ s58%
__JE

Sadoi Dushanbe ,8%
Tojikiston [ 2,9%
Farhang W 1,9%
AsiaPlus | 1,0%
Radio Imruz | 1,0%
Ovozi Tojik [ 1,0%
diyor § 1,0%

| dont listen to radio as news

33,7%

& In contrast to television prime time, the most popular time for radio stations was
from 6:00 am to 3:00 pm. It is at this time the greatest number of listeners is recruited - 20-
22%. After this time there is a sharp decline in interest in radio, which finally falls at night
from 24.00 to 6.00 am.

Diagram 48. Prime Time. %, N = 992. Respondent could choose several answers.

22,2% 20,6% 22,3%

0,
13,4% 11,9%
2,4%
- 0.0%

06:00 - 09:00 09:00 - 12:00 12:00 - 15:00 15:00 - 18:00 18:00 - 21:00 21:00 - 24:00 00:00 - 06:00
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IV. Print Media

Newspapers

m Recent years have had a very negative impact on the well-being of the domestic
print press. To the already difficult situation, which was exacerbated by frequent international
and domestic economic crises, the emergence of the Internet, the devaluation of the national
currency, which led to a new growth of consumables and correspondingly higher costs of
periodicals, a new problem has been added - COVID-19.

In the acute covidic period, the socio-economic condition of the country is
deteriorating, and entrepreneurial activity is falling. Borders, markets, shopping centers,
salons are being closed, weddings are temporarily banned. The income and monetary aid
from migrant workers is decreasing. The increase in the price of medicines and food leads to
an increase in costs, and the population is forced to reduce the purchase of periodicals.

Because of this, the circulation of independent publications has fallen sharply, as not
only the number of buyers, but even distributors of newspapers, has decreased. Some media
outlets are forced to switch to remote work. But the majority of independent media do not
have such an opportunity, so they suspend their activities and let their employees go on
unpaid vacations due to the lack of demand.

Advertising and PR revenues have decreased. Some media outlets have already
been forced to temporarily suspend their activities. Among them were the country's most
numerous publications, such as "Charkhigardun”, "Digest-Press", "Avicenna", "Vecherka",
"Business and Politics”, the "Tajik TA" news agency, and others. Due to the absence of a
buyer, the newspapers such as "Dunyo”, "Mukhabbat va oila", "Yoriytaichili - 03", and several
other entertainment newspapers did not come out throughout May 2020. According to the
official distributors of the newspapers, many publications had to reduce their circulation by
exactly half and, accordingly, the selling price, which affected the profitability of their
founders. There are fewer and fewer field journalists able to do on-the-spot reporting. A great
many journalists have contracted the virus and are severely ill.

The covid and post-covid years were a prolonged crisis period for domestic
newspapers, as was the disease itself. At the same time, the devaluation of the domestic
currency led to an increase in the cost of consumables (paper, film, plates) and printing
services, rental space and utilities. On average, according to publishers, printing services,
rent and utilities have increased by about 20-35%. For example, the cost of 1 ton of
newsprint rose from 11,600 somoni (in 2019) to 13,700 somoni (in 2022).

Publishers were forced to look for new consumers and additional income. Some
managed to stay afloat with grants from international organizations, others with advertising
and PR materials, and still others by transferring activity to online formats. On the whole, in
these years the level of advertising revenues fell by 35-50% of their previous volumes.

This led to the fact that in these years, domestic media began to work more actively
with websites. They also started to open pages, publics and channels on Instagram,
Facebook, Telegram and YouTube. Traditional media, specializing in certain media, are
producing more and more multimedia materials that include audio and video materials in
addition to text and photos. Developing in this direction, some publishers are not only owners
of periodicals but also, through social networks, publicity and telegram channels, they
manage diversified mass media. These editors do not need a separate registration and work
with 1-2 additional technical staff. For some, this has begun to bring in a good income, while

45



others hope that success is possible in the future. But on the whole, the Internet has
devalued the periodical press many times over.

All this applies first and foremost to independent media. State and departmental
newspapers were not much affected by the crisis. Thanks to subsidies and the practice of
compulsory subscription, most of them were able to weather the pandemic quite easily and
even increase their circulation. According to the data of the Ministry of Culture of the
Republic of Tajikistan by the end of December 2021, there were 376 newspapers registered
in the country (112 state and 264 independent).

& Now let's get acquainted with the results of the survey on national newspapers. As
you can see in Diagram 49, the number of readers amounted to 32% of the total number of
respondents (809 of 2497 people). This is 11% less than it was in the survey conducted in
2019. That is, the decrease in the proportion of readers is, but significantly.

Diagram 49. Do you read newspapers? %, N = 2497.

Yes; 32,4%

No; 67,6%

& Reading newspapers has decreased, primarily because most of those surveyed
find news on the Internet (Diagram 50). Almost a third of those surveyed - 29% - did so.

Diagram 50. What is the reason you never/rarely read newspapers? %, N = 1688.

Read news in the Internet 29,6%

No time 19,9%

Not sure 18,8%

Not interested 9,9%

Not available in our area 8,1%

No funds for purchase 7,7%

Poor sight/health 4,8%
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Another almost 20% indicated the answer option: "No time," and 10% of respondents
are not interested in reading newspapers, their need to get news is well satisfied by other
media.

In previous surveys, there were always slightly more men than women among
newspaper readers. This time there were slightly more women readers than men (Diagram
51).

Diagram 51. Socio-demographic characteristics of newspaper readers, %, N = 2497.

M Read newspapers M Don't read newspapers

88 Male
23g Female
% = § (o) 31 5% 68,5%
5§ village JEENIZ 66,2%
g Dushanbe

é L 33 29 66,8%

g sughd JEEFELZ 66,7%

5 Khatlon

g GBAR

16 - 24 years old

25- 34 years old

Ea 35-44yearsold [yl 68,3%
45-54 yearsold |[E{rh/ 63,8%

55 years and older

2 Married [EpIilA 67,1%

g Divorced | kIyAS 58,3%

H Widow/Widower

& Single/unmarried  [EES7AS 66,3%

c No education [} 96,1%

2 Below secondary

é Secondary | AJyEA 70,3%

= Above secondary | ZEpl78 51,8%

g Don't work.
g~ Ll 38,9% 61,1%
£ S 34,9% 65,1%
. No answer

3 Below average

s Average
Above average

No income

Up to 500 somoni

g From501to 1000 somoni

g From 1001 to 2000 somoni {5}/ 63,7%

= From 2001 to 3000 somoni  JEXIIZ3 71,6%
From 3001 somoni and higher [l L7 59,1%

No answer [l 72,4%
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Invariably, the number of readers in the GBAO is higher (42%) than in other regions.
Interest in reading newspapers is shown primarily in the age of 45 and above, with an
education above average (29%) and higher (48%), students (35%) and working (39%)
citizens of the country with average and above average wealth - 36%. In the other categories
there is a decrease on average of 9-12%.

The periodicity of newspapers in Tajikistan has not changed - as before, the main
range of periodicals is represented by weeklies (Diagram 52). Therefore, almost half of those
who like newspapers answered that they read them only once a week - 49%. Those who
read daily or 3-4 times a week are much fewer - 32% (11,1+20,7%). It should be reminded
that the only daily newspapers in the country are "Jumhuriyat" and "ImruzNews".
"Sadoimardum" parliamentary newspaper is published 3 times a week.

Diagram 52. Frequency of reading domestic newspapers? % N = 809.

49,4%

20,7% 18,8%

= . .

Every day 3-4 times a week 1 time a week 2-3 times a month

& As in previous years, "Jumhuriyat" is the leader of the top list among state,
departmental and party publications, the newspaper of the Government of the Republic of
Tajikistan. (At the same time it is the most circulated newspaper in the country, more than
100,000 copies per day (500,000 per week).

Diagram 53. Ranking of state/departmental newspapers, %, N = 809. Respondent could choose several answers.

26,4%

9 [
14,1% 13,5% 11,7%
—
Jumhuriyat Omuzgor  Minbari Sadoi Bochu  Adabiet va Khalk ovozi Narodnaya
Khalk Mardum Khiroch Sanat gazeta

"Omuzgor" newspaper of the Ministry of Education and Science (14%) and "Minbarik
halk" newspaper of the People's Democratic Party of Tajikistan (13%) also retained their
second and third places in the ranking.

In the ranking of private newspapers, "Oila" (47%) and "Dilkusho" (13%)
entertainment papers retained their places in the top three. Another entertainment
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newspaper "Mukhabbat va oila", dropped to fifth place (4%). Instead, "Tajikistan" (34%),
which previously held 4th place in the ranking, entered the top three.

While in the 2019 survey, the penultimate place was occupied by the "USSR"
newspaper, according to the results of our new survey, this newspaper jumped directly to the
4th place, bypassing "Mukhabbat va oila", "Farazh", "Asia-Plus" and "Varzish-Sport".

Diagram 54. Rating of private/independent newspapers, %, N = 327. Respondent could choose several answers.
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& As mentioned above, state-owned media enjoy various benefits and state support
for subscription campaigns, so their circulation is incomparably higher than that of the
independent media.

Diagram 55. What newspapers do you subscribe to? %, N = 809. Respondent could choose several answers.

Jumhuriyat [ 25,7%
Omuzgor N 13,7%
Minbari Khalk [N 11,6%
Tojikiston [ 9,9%
Sadoi Mardum [N 9,1%
Oila [ 4,1%
Bochu Khiroch [ 1,9%
USSR | 1,2%
Khalk ovozi J| 1,0%
Adabiyot va San'at || 0,9%

However, as seen in the Diagram 55, respondents named not only government
publications, but also independent ones. For example, the "Tajikistan" newspaper was in the
top five (9.9%). For the rest, of course, the share of state media outlets prevails over
independent ones.

Next we can look at the rating of newspapers in the regions, where publications are
presented in the overall list without division into forms of ownership (state/private). In the
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regions, numerous local newspapers of district scale were named. Unlike in previous years,
not all of the regions had "Jumhuriyat" newspapers at the top of the list, but the newspapers
with the highest circulation in the country and the newspapers with the highest circulation in
the regions were named by total.

We also wanted to present a ranking of printed publications by Khujand, Bokhtar,
Kulyab and Khorog cities, as it was shown in the sections on TV and radio. But due to the
insignificant number of respondents, we had to give it up because there were doubts about
the correctness of these indicators.

Diagram 56. Rating of newspapers in Dushanbe, %, N = 74. Respondent could choose several answers.

Oila
Jumhuriyat

Tojikiston

I 39,0%
I 241%
I 15,5%

Minbari Khalk

P 116%
P 103%
P 102%
P 99%
P se%
P s1x%
I s50%

0 42%
4%

B 35%

B 24%

Omuzgor

Dilkusho
Reklamnaya gazeta
Sadoi Mardum
Asia Plus
Muhabbat va Oila
USSR

Bochu Khiroch
Varzish-Sport
Adabiyot va San'at

Diagram 57. Rating of newspapers in the RRS, %, N = 193. Respondent could choose several answers.

Jumkhuriyat [ 28,0%

Tojikiston
Omuzgor

Oila

Sadoi Mardum
Minbari Khalk
Bochu Hiroch
Khalk Ovozi
Dilkusho

USSR

Muhabbat va Oila
Reklamnaya gazeta

Adabiyot va San'at

I 15,9%
IO 15.6%
I 1a2%
I 9%
P ss5%

B 3s5%

B 30%

N 24%

B 19%

B o15%

P o12%

l 1,0%
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Diagram 58. Rating of newspapers in the Sugd region, %, N =239. Respondent could choose several answers.

Jumhuriyat
Khakikati Sughd
Tojikiston

Oila

Omuzgor
Minbari Khalk
Dilkusho

Sadoi Mardum
Sughd haqgiqgati
Bochu Khiroch

Sogdiyskaya pravda

o
I 1,8%
I 1,2%

Diagram 59. Rating of newspapers in the Khatlon region, %, N =375. Respondent could choose several answers.
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Diagram 60. Rating of newspapers in the GBAO, %, N = 29. Respondent could choose several answers.

Oila 41,6%

34,5%

Badakhshon

Jumhuriyat 21,0%

Minbari Khalk 16,8%

Sadoi Mardum 14,4%

Tojikiston 12,0%

Omuzgor 10,6%

& This section, like the previous ones, asked, "What newspapers do you use as a
news source?" (Diagram 61). Usually they are considered to be socio-political and
informative editions. However, as it turned out, for some people the "Oila" tabloid is a source
of news (13%), thanks to which the newspaper is on the second line of the rating.
"Jumkhuriyat”, the newspaper with the highest circulation in the country, occupies the first
line. - 19%. "Tajikistan" sociopolitical newspaper is in third place at 10%. "Omuzgor" (9%)
and "Minbarik halk" (8%) newspapers are in the fourth and fifth place, respectively.

For 33% of respondents newspapers are sources of information in general. These are
those who prefer to read entertainment newspapers - "Dilkusho", "Skanvordi tojiki",

"Crossword", etc.

Diagram 61. What newspapers do you use as your news source? %, N =809. Respondent could choose several

answers.

P 19,1%
I 12,8%
e 10,3%
I 9,2%

R 1%

Jumhuriyat
Oila
Tojikiston
Omuzgor
Minbari Khalk
Sadoi Mardum [ 7,7%
Khakikati Sughd [ 4,6%
Khatlon [ 2,4%
Bochu hiroch [ 2,0%
Dilkusho M 1,5%
Mukhabat va Oila B 1,4%
AsiaPlus [ 1,3%
Nasimilsfara J 1,2%
Badakhshon | 1,1%
USSR J 1,1%
Difficult to answer [ 4,7%

| dont read newspapers as [ 33,3%
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Magazines

& Until 2008, the country's magazine market was represented mainly by departmental
publications that did not have wide coverage, and they were designed mainly for employees
of the departments themselves. In terms of layout and print quality, they were very inferior to
the colorful glossy magazines that were in trend in all countries. The rest of the independent
magazine market was represented by 20-40-page paper clip magazines with a small
circulation of several dozen (less often hundreds or thousands) copies, which was almost
invisible to the mass reader.

The boom in domestic gloss fell around 2008-2014, when such magazines as "VIP-
zone," "Elite," "Advertising & IDEAS," "Mir reklamy" etc. were published. In addition, about
two dozen other commercial magazines from private manufacturers ("Barakat",
"Businessman", “Original Tajikistan” and etc.) were published in one-time print runs.

But, unfortunately, the harsh laws of the market and the development of the Internet
did not allow domestic publishers of glossy magazines to develop further. There was a lack
of a culture of reading magazines and an acute shortage of authors of texts writing
specifically for magazines. In addition to this, the economic crisis of 2014, exorbitant
production costs and low solvency of the population sharply reduced the revenue of private
magazines, which caused content to deteriorate, circulation and frequency of glossy products
fell. Ever-increasing production costs, and correspondingly high final price, lack or instability
of the advertising market, led to the fact that all leading magazines over time ceased to be
published.

Against their background, state magazines with state subsidies, benefits and
subscriptions were in a better position. Nevertheless, we can say that the situation with the
magazine business today is in the worst condition in comparison with other media. Although
to date, the Ministry of Culture has registered 245 magazines (114 state and 131 non-state).

m According to our survey, to the question: "Do you read magazines?," Only 189
people (7.6%) gave a positive answer (Diagram 62).
Diagram 62. Do you read magazines? %, N = 2497.

No; 92,4%

This is 1% less than in 2019. The share of non-readers grew the same, respectively -
92%. And if we compare with the survey of 2018, then the indicators were 83%, and in the
Market Brief survey conducted by Z-analytics Group in 2014, the share of non-readers was
74%. That is, we can talk about the established trend of reducing the audience of magazines.
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=& The socio-demographic characteristics of magazine lovers cannot be called
pronounced, however, some features can be distinguished.

Diagram 63. Socio-demographic characteristics of magazine readers, %, N = 2497.

M Read magazines M Don't read magazines

S 3 Male
3§ Female
- city
g% " village
Dushanbe

59 RRS
58 Sughd
g Khatlon
GBAR

16 - 24 years old

25 - 34 years old

E" 35-44yearsold [y 93,3%

45 - 54 years old

55 years and older

2 Married

5 Divorced [ETFLZ 79,9%

g Widow/Widower [JEFIETA 87,7%

& Single/unmarried

. No education

2 Below secondary

2 Secondary

- Above secondary

g Don't work.
) Work
& Study | EPA 92,7%
w No answer

3 Below average

s Average
Above average

No income

Up to 500 somoni

g From 501 to 1000 somoni

§  From 1001 to 2000 somorni

= From 2001 to 3000 somoni
From 3001 somoni and higher

No answer

The main readers of magazines are women of middle class, mainly with secondary
and higher education. At the same time, most noted that they were divorced or a widow. The
male part of the population reads magazines almost 3 times less than women.
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The main reason magazines are not read is "no time" - 33%. An approximately
equal number of respondents noted the options: "not interesting" - 12% and "do not sell in
our area" - 10%. The rest do not have funds to buy magazines (8%) or read magazines on
the Internet (4%). Note also that the "l read on the Internet" indicator has increased almost 3
times compared to last year (in 2018 — 4%).

Diagram 64. What is the reason for not reading magazines, %, N = 2309.

= No time

= Not interested

= Not available in our area
= No funds for purchase

= Other

= Read news in the Internet

Not sure

& The list of called magazines from year to year is shorter and it is simply impossible
to divide into public and private publications. We only note that, as in previous years, by a
huge margin from everyone on the first-line is "Bonuvoni Tojikiston" magazine - 84% of the
number of readers of magazines. This is followed by the "Din va jomea" (10%) and "Firuza"
(9%) magazines, which have approximately equal payers.

Diagram 65. What magazines do you read? %, N = 204.

Din va jomea - 9,8%
Firuza - 8,9%

Khorpushtak I 1,2%

It is difficult to talk about the future of "gloss" - it is unpredictable. Judging by the
survey results, the situation is critical, and the profitability of magazines under the current
market conditions is a big question. Therefore, although many publishers did not announce
the official closure of publications, one should not wait for announcements about the release
of the next issue.

55



V. New means of accessing information

Internet

& |n 2017, the Unified Switching Center (ECC) was launched in Tajikistan, and all
external Internet traffic began to pass through one center controlled by "Tojiktelecom” and
the Communications Service. Access to external communication channels, bypassing the
ECC and the Communication Service, from cellular companies and Internet providers closed,
and they are forced to buy traffic from "Tojiktelecom". Then this event caused a great
resonance in society, but did not affect the situation in any way.

However, gradually the speed of incoming Internet traffic in Tajikistan began to
increase. In total, since the introduction of the ECC, the speed has increased tenfold - from
10 Gbps to 120 Gbps. Nevertheless, Tajikistan's success in mastering the Internet is more
than modest. While we measure the speed in Gbps (gigabits), our neighbors in the region
measure it in Tbps (terrabits).

According to Asomiddin Atoev, ICT specialist, there is now an increase in profitability
in the field of Internet services. Over the past few years, incomes have been steadily
declining. If in 2013 the yield was about $560 million, then by 2019 the indicators were
already about $202 million (a decrease on average of $60 million per year). The situation,
oddly enough, was changed by the covid 2020. It is during this critical year for the whole
planet in Tajikistan that there is a sharp increase in revenues from Internet traffic of $242
million (+ 40 million). According to A. Atoev the reason was self-isolation and a sharp
increase in the demand for electronic services - electronic payments for bank, utility and
other services, as well as the use of the media.

As we noted in previous sections, in recent years, the population and media
organizations have increased the need to use the Internet - this is the use of IP-TV, the
growth of activity and the emergence of new sites, such as: www.limu.tj, www.halva.tj,
www.your.tj, www.jom.tj, www.sadoipanjsher.tj, www.nugta.tiand etc. At the same time,
pages, publics and channels began to open on social networks, such as Instagram,
Facebook, Telegram, YouTube, when traditional media (TV, radio, newspapers and
magazines) began to produce more multimedia materials, in which, in addition to text and
photos, there are also audio and video materials.

In other words, modern media companies began to expand their range of information
and entertainment products, while using "new" forms of media product delivery: online
newspaper, Internet radio, web television. According to A. Atoev, COVID-19 has become a
kind of impetus, after which domestic media become more convergent, integrating
information and communication technologies into a single information resource.

According to the Communications Service of Tajikistan, 4.2 million users currently use
the Internet in Tajikistan - the penetration rate of 42.6% of the country's population (in 2018,
according to https://www.internetworldstats.com, more than 3 million, and the penetration
rate is 32.4%). But despite all this, Tajikistan in the updated Speedtest Global Index rating at
the end of 2021. in terms of mobile Internet speed, it ranks 135th among 138 countries.
Although in 2019, Tajikistan was in the 123rd place.

So, based on the above (an increase in the speed of the volume of incoming Internet
traffic and its demand in society and in the media), we see a significant increase in Internet
users (Diagram 66). According to the results of our survey, their share was 66% (1663 out of
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2497 hours). In the 2019 survey, these figures were equal to 47%. That is, for 3 years we
have seen an increase of almost 20%. Accordingly, such an increase entails an increase in
the number of gadgets through which the Internet reaches the end consumer.

Diagram 66. Do you use the Internet? %, N = 2497.

No; 33,4%

Yes; 66,6%

& It seems that the Internet is only still gaining momentum and has prospects for
development. On the question: "Why don't you use the Internet?" half of the respondents in
this group said that they had "no device to connect to the Internet" (41%) or "no means"
(10%). That is, half of those who do not use the world's "web" have caused a lack of means
for acquiring gadgets for logging into the Internet, and not a lack of desire to become a user.
Another 5% are banned by relatives. The remaining respondents indicated that they do not
know how to use the Internet or it is not interesting to them (36%) and there is no time for it
(6%).

Diagram 67. What is your reason for not using the Internet? %, N = 834.

2,5%
= No device to connect to the 4,3%
Internet
m Can't use / Not interested
9,9% o
= No funds to use the Internet 40,8%
No time

= Faimly/Relatives prohibit

= No answer
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& According to the socio-demographic characteristics of the respondents presented in
the Diagram 68, it can be seen that pre-Internet users are higher among male urban
residents. If we talk about the regions, then this is primarily GBAO and Dushanbe.

Diagram 68. Socio-demographic characteristics of Internet users, %, N = 2497.

M Use Internet M Don't use Internet
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- Above secondary |y RP/A 26,9%

g Don't work. FEEJEV/A 46,5%

) Work
15 Study
w No answer

§ Below average | EpAiy/] 47,2%

3 Average |y b4 31,6%

g Above average
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Up to 500 somoni

o From501to 1000 somoni

§  From 1001 to 2000 somori
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No answer [y ey 24,7%

Age, of course, also plays a big role, and the main users are young people 16-44
years old. And a significant factor is the well-being and incomes of citizens - the higher
income and well-being, the greater the number of Internet users.
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The share of active Internet users has also grown. More than a half of the
respondents said that they are constantly online, 29% surf the Internet for several hours a
day - 23%. Another 22% go online 1-2 times a day.

Only a quarter of respondents go online 3-4 times a week or even less often - 12% of
respondents. In the 2019 survey, the figures were just over 40%.

Diagram 69. How often do you go online? %, N = 1663.

29,7%

23,3% 22,4%
I I . .

Constantly  Several hours per day 1-2 times a day 3-4 times a week Less frequently

& As we noted above, there has been a surge in interest in social media in recent
years. In Diagram 70, as if confirming what was said, the first line of the rating is occupied by
the world's most popular video hosting YouTube - 41%. Instagram (30%) and Facebook
(16%) are immediately behind it. Leader of the 2018-2019 rating - www.ok.ru (Odnoklassniki)
social network dropped to the 5th line.

Diagram 70. What sites do you visit the most? %, N = 1663. Respondent could choose several answers.

A a13%
D 30.2%
D 16,9%
P 104%
Ok.ru [ s5,9%
TikTok [ 4,3%
Yandex.ru [ 3,8%
Vkontakte [ 2,9%
Ozodi.org [ 2,0%
Somon.tj JI 1,4%

Youtube
Instagram.com
Facebook
Google.com

Asiaplustj.info | 1,2%

Use messengers only [ 25,5%

If we talk about domestic sites, then the most popular Somon.tf among Tajik
resources (ad site) has shifted from the fifth line to the 10th. Ozodi.org (2%) and News.{j
(1.2%) information sites dropped one line in our rating, but do not forget that in recent years
these media have been able to acquire a huge number of admirers on their pages on
YouTube, Facebook, Instagram, Telegram. That is, their audience was distributed in social
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networks and if you put it together, it will be a significant figure, and their places could be in
the top five leaders.

It is also worth noting that a quarter of Internet users said that they use it exclusively
for communication in instant messengers.

& As if confirming the growth of interest in social networks, 42% of Internet users
noted that it is most convenient for them to find and read information on social networks
(Diagram 71). In information sites, only 16% of respondents read news. The interesting thing
is that in 2019 rates reached 34%. Another 9% noted that it is convenient for them to do this
in instant messengers, and 4% said that they use all the proposed methods.

Diagram 71. Where you feel more comfortable reading/finding news/information? %, N = 1663.

In social networks 42,6%

In news websites 16,3%

Messengers 9,3%

Anywhere 4,4%

Don't use for news (websites, social

29,2%
networks and messengers) 0

& If the most Internet users prefer social networks first of all, then it would be logical
to find out what exactly they found in them. Among the proposed options, respondents had to
name the most popular ones: "reading news/video," "reading/viewing pages in groups and
channels," "listening to podcasts," "receiving and transmitting information," "maintaining their
channel,” "buying/selling/advertising,” "correspondence and calls" and "flipping through
everything in a row."

Below you can familiarize yourself with the data of the four most popular social
networks among the population of the Republic of Tajikistan. Values are derived from the
number of Internet users.

Diagram 72. YouTube Social Network. %, N = 1663.Respondent could choose several answers.

Reading News/Video [ 639%
Reading groups, channels N 12,7%

Listen to podcasts [ 3,6%

Receiving and transmitting information I 2,7%
Scrolling through everything | 0,5%
Running own channel | 0,5%
Buy / Sell / Advertising | 0,3%

Mailing and calling -~ 0,0%
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Diagram 73. Instagram Social Network. %, N = 1663.Respondent could choose several answers.

Reading News/Video _ 39,6%
Mailing and calling - 14,9%
Reading groups, channels - 7,5%
Receiving and transmitting information . 3,8%
Scrolling through everything I 2,7%
Running own channel I 1,9%
Listen to podcasts I 1,7%

Buy / Sell / Advertising I 1,4%

Diagram 74. Facebook Social Network. %, N = 1663.Respondent could choose several answers.

Reading News/Video _ 25,0%
Mailing and calling . 5,2%
Reading groups, channels . 4,3%
Receiving and transmitting information I 1,0%
Listen to podcasts I 0,9%
Scrolling through everything I 0,7%
Running own channel | 0,6%

Buy / Sell / Advertising | 0,3%
Diagram 75. Ok.ru (Odnoklassniki) Social Network. %, N = 1663.Respondent could choose several answers.

Mailing and calling . 5,2%
Reading News/Video I 2,5%
Reading groups, channels I 1,8%
Receiving and transmitting information I 1,2%
Running own channel I 0,9%
Scrolling through everything | 0,4%
Buy / Sell / Advertising ~ 0,1%

Listen to podcasts ~ 0,0%
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As it turned out from the diagrams presented above, YouTube is used for watching
videos first of all, and Instagram is used for reading news, watching videos, as well as for
communication and calls. Also, Instagram is most in demand "buy/sell/advertise."

m Below is the frequency of use of these social networks (Diagram 76). The most
regular users are admirers of YouTube (15%) and Instagram (14%). Facebook has almost
half as many regular users - 8%.

Diagram 76. Frequency of use of social media. %, N = 1663.

15,1% 14,8%
’ (]

2,2%

8,2%

7,7% 7,5%

4,2% 4,1%

2,0%
1,5% ’
A3 0,7% 1,1% 0,5% 1,3%
Youtube Instagram.com Facebook TikTok Odnoklassniki
m Constantly B Sometimes M Rarely

& Despite the fact that our respondents at home speak predominantly Tajik (71%)
and Uzbek (20%) languages, other answers were received to the question: "What language
do you use when browsing sites and social networks?" As it turned out, only 65% of Internet
users use Tajik, and only 10% use Uzbek. A huge part prefers to watch/listen and read on
the Internet in Russian - 42%, although only 7% of respondents speak this language at
home.

Diagram 77. What language do you use when you browse websites and social networks? %, N = 719.

Uzbek language - 10,0%

English language 2,7%

Other languages 2,0%

m Since Instagram and Facebook provide their admirers with news primarily in the
form of text, it is natural that respondents called these social networks almost half as much -
9% and 7%, respectively. True, some of our experts are inclined to the fact that this trend is
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primarily associated with the level of education of the population - the lower it is, the less text
publications are in demand.

Diagram 78.What sites do you use most often as a news source? %, N = 1663.

YouTube [N 16,1%
Instagram [ 8,9%
Facebook [N 7,4%
Google [ 6,1%
Ozodi.org N 6,1%
Asiaplustj.info | 1,7%
Yandex.ru [ 1,6%

Telegram | 0,5%

| don’t use Internet as news source [ 42,5%
Other [ 6,0%

At the request of experts, additional questions were included in this survey
regarding the availability of the ideological and mobile Internet and its cost. For example, to
the question: "Do you have access to the Internet at home?" (Diagram 79), only 4.4% of
respondents (73 people of 1663.) Answered that they have such an opportunity. It means
that the number of such users is quite insignificant.

Diagram 79. Do you have Internet access at home? %, N = 1663.

Yes; 4,4%

No; 93,3%

m At the same time, the most of the respondents spend from 50 to 175 somoni per
month on home Internet (Diagram 80). Also, a significant part of the respondents (21%) have
the opportunity to spend from 176 to 500 somoni on the Internet.
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Diagram 80. How much do you pay monthly for home Internet? %, N = 73.

63,3%

15,2% 14,4%
I I
0,7%
[
From 25 to 49 From 50 to 175 From 176 to 250 From 250 to 500 Not sure
somoni somoni somoni somoni

& As it turned out, the overwhelming majority of respondents use the mobile Internet
- 97% (1614 of 1663 — Diagram 81). However, the most - 43% of the population spends on it
from 1 to 50 somoni (Diagram 82). From 50 to 100 somoni spend 22%, and another 27%
spend from 100 to 200 somoni on the Internet.

Diagram 81. Do you use mobile Internet on your phone? %, N = 1663.

No; 2,9%

Yes; 97,1%

Diagram 82. How much do you pay monthly for mobile Internet %, N = 1663.

42,0%

27,5%

22,2%

7,2%
o ]

1-50 somoni 50-100 somoni 100 - 200 somoni 200 - 500 somoni Not sure

& As you know, many bloggers have an audience of hundreds of thousands, and
some of them were viewed in millions on YouTube. In addition, bloggers themselves are
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often distributors of important information for their fans. However, as it turned out, only
quarter-Internet users (415 of 1663) are interested in blogs (Diagram 83).

Diagram 83. Do you know any Tajik bloggers? %, N = 1663.

Yes; 25,0%

No; 75,0%

& To the question: "What Tajik bloggers do you know?" (Diagram 84), those who
know the respondents’ bloggers most of all called Baron (36%) and Abdurozik (29%), who
have been heard by everyone for the last six months. If the first places remained with men,
then the next five places went to the blogger girls at once. The largest percentage of
admirers received three of them: Sabrinai Nazri (11%), Shabnami Surayyo (9%) and Umeda
Parsaev (9%). Madina Aknazarova and Firuza Khafizova have smaller results (5% and 3%),
nevertheless they bypassed Rafael Gulov in the rating, whom the newspaper "Asia-Plus" in
one of its publications called "the ancestor of Tajik blogging."

Diagram 84. What Tajik bloggers do you know? %, N = 415.

Baron [T 364%
Abdurozik [N 28,8%
Sabrinai Nazri [ 11,1%
Shabnami Surayo [ 9,7%
Umeda Parsaeva [ 9,3%
Madina Aknazarova [ 5,0%
Firuza Khafizova [ 3,3%
Rafael Gulov [ 2,1%
Madina Basaeva/Dina Saeva [l 2,0%
Jonibek Murodov I 1,6%
Mehrnigori Rustam | 0,9%

Other [ 49,1%
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Messengers

& In 2019, according to the results of our survey, it was revealed that in Tajikistan the
most popular instant messengers with optimized video communication are Imo and Viber.
Their choice is partly due to the popularity of these messengers in Russia, as well as the fact
that they are convenient for countries with expensive Internet, since they allow you to
communicate by video even with limited traffic. This is all the more important for the Tajiks
when it comes to the possibility of having a permanent communication channel with their
relatives in migration. According to a previous survey, 86% used the Imo application in
Tajikistan in 2019, and 53% of respondents used Viber.

In addition, WhatsApp (21%) has been in fairly wide demand in communication in
recent years. Facebook Messenger has 6%, and Telegram has 3% of users. All these
messengers have become for the whole world, including for us, the most affordable form of
communication. They become the main tool of communication, displacing even ordinary
phones and emails.

Today, instant messengers are the easiest channel to manage for business and
private correspondence, receiving and transmitting documentation, files and voice
messages. Labor migrants, separated from their families for many months, can not only hear
their relatives on them, but also see, receive/send photos, videos and documents in
electronic form.

Messengers spread so widely in Tajikistan that they even became the subject of
controversy. Due to the increase in the use of instant messengers, voice calls on regular
phones decreased, which largely reduced tax revenues to the budget. At the beginning of
2019, the Tax Committee proposed to calculate the minutes of voice traffic of messengers
WhatsApp, Viber, Telegram, Messenger, etc., and thus increase budget injections. In
accordance with this, in 2021, amendments were made to the Tax Code of Tajikistan,
involving the taxation of electronic services of foreign companies, nicknamed the "tax on
Google" by the media. All foreign IT companies must pay it.

According to NIAT "Khovar," at the end of 2021. Google, a subsidiary of which is
YouTube, paid Tajikistan VAT of more than 800,000 somoni, Meta, which owns Facebook,
Instagram and WhatsApp, more than 690 thousand somoni, Apple - 462 thousand somoni,
Netflix - 43 thousand somoni, Amazon - 19 thousand somoni and Microsoft - 18 thousand
somoni.

= As we noted above, since our last survey in 2019. in the country there was a
multiple increase in the speed of Internet traffic. Whether this affected the level of messenger
use will become clear when we consider the data posted in the next section of our research
report.

As can be seen from Diagram 85, according to the results of this year, more than
63% of the total number of respondents indicated that they are users of instant messengers
(1588 of 2497 people). In 2019, this figure was equal to 41%. That is, over the past three
years, there has been an increase in messenger users by more than 50%.
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Diagram 85. Do you use messengers? %, N = 2497.

No; 36,4%

Yes; 63,6%

& As with the Internet, the main reason that people do not use instant messengers,
41% of respondents said that they have "no device for connecting to the Internet" or "no
means" - 10% (Diagram 86). That is, even here half of those who do not use instant
messengers, as a means of global communication, called not the lack of desire to become a
user, but the limited funds for purchasing the gadget necessary for this. Another 4% are
prohibited by relatives, and the rest of the respondents indicated that they do not know
how/are not interested in using instant messengers (36%) or there is no time for them (5%).

Diagram 86. What is your reason for not using messengers? %, N = 909.

a,0% 28%

& Most of the messengers are used by respondents with income from 2000 somoni
(88%) and higher (80%), as well as with above-average wealth (72%). Mostly these are
residents of cities - 73% (in Dushanbe - 77%). As in the case of Internet users, the age
category is primarily young people from 16-24 to 35-44 years old (73% and 59%). But in
general, one can note the growth of users by instant messengers in almost all specified
categories of the population by 14-20%.

= No device for connecting to the
Internet

® Can't use/Not interested

= No funds to use the Internet

= No time

= Relatives prohibit

= Not sure
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More information on socio-demographic characteristics can be found in Diagram 87.

Diagram 87. Socio-demographic characteristics of messenger users, %, N = 2497.

Location

Respond

of
residenc

ent's

gender

~ ~ ~ ~
~ ~ ~ ~- ~ ~ ~ ~

Region of residence e

Age

Family status

Employment Education

Wellbeing

Income

B Use messengers Yes M Use messengers No

Male

Female

City

Village

Dushanbe

RRS

Sughd

Khatlon

GBAR

16 - 24 years old

25 - 34 years old

35 - 44 years old

45 - 54 years old

55 years and older
Married

Divorced
Widow/Widower
Single/unmarried

No education

Below secondary
Secondary

Above secondary

Don't work.

Work

Study

No answer

Below average

Average

Above average

No income

Up to 500 somoni

From 501 to 1000 somoni
From 1001 to 2000 somoni
From 2001 to 3000 somoni
From 3001 somoni and higher

No answer

73,0% 27,0%
54,2% 45,8%
73,1% 26,9%
59,9% 40,1%
77,3% 22,7%
64,8% 35,2%
66,8% 33,2%
54,7% 45,3%
78,7% 21,3%
73,6% 26,4%
75,9% 24,1%
59,8% 40,2%
46,6% 53,4%
28,1% 71,9%
59,0% 41,0%
66,4% 33,6%
36,4% 63,6%
80,1% 19,9%
61,0% 39,0%
57,8% 42,2%
62,7% 37,3%
69,0% 31,0%
50,2% 49,8%
71,0% 29,0%
74,5% 25,5%
53,6% 46,4%
50,4% 49,6%
65,2% 34,8%
72,7% 27,3%
56,3% 43,7%
41,6% 58,4%
63,3% 36,7%
73,6% 26,4%
87,9% 12,1%
79,8%

73,5%




& More than 71% of users with instant messengers are on the network constantly or
go to instant messengers several times a day (71% = 27% + 44%). Another 14% of
respondents said they use instant messengers 3-4 times a week.

In past research reports, we predicted that messengers are a promising direction and
that the number of users will undoubtedly increase soon. Perhaps in 3-4 years we will
witness that coverage will be close to 90-95% of the country's population. If we compare
today's indicators with the indicators of 2018, the number of active users (constantly online
and several times a day) increased by 3.5 times (in 2018 - 9% and 12%).

Diagram 88. How often do you use messengers? %, N = 997.

27,3%

23,1%
21,3%

14,8%
6,5% 7,0%

Constantly  Several hoursa 1-2timesaday 3-4timesa  1timeaweek Lessfrequently
day week

m Statistics on the use of instant messengers on phones (tablets) are presented in
Diagram 89. It shows that the most popular messengers today are WhatsApp - 74%. The
leaders of the previous survey - IMO and Viberpost were 1 line lower, gaining 69% and 23%,
respectively. Telegram (19%), bypassing the Facebook messenger (7%), is located on the
4th line of the rating.

Diagram 89. What messengers are installed on your phone/tablet? % N = 900. Respondent could choose several

Viber _ 23,9%
Telegram - 19,4%

Facebook messenger . 7,1%

answers.

Megafon Life I 2,1%

Of the domestic applications, only Megafon "Life" was able to gain 2%. The rest of the
applications "ChiGap" (Tcell), "MobiGap" (Babilon-m), as well as the once popular
messengers M-agent and Skype did not gain even 1% this time.

Charts 90-93 show why respondents use WhatsApp, IMO, Viber and Telegram apps.
WhatsApp and IMO applications have a large percentage of personal correspondence and
calls (71% and 67%, respectively), as well as receiving/transmitting information (13% and
9%). But they practically do not use instant messengers to read news in
groups/channels/publics. At the same time, in Viber and Telegram, the share of news
readers is higher than in WhatsApp and IMO (Viber - 1.4%, and Telegram - 4.3%).
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Diagram 90. What is the purpose of using WhatsApp messenger? %, N = 1588. Respondent could choose several
answers.

Viaiing and caing [ o

Receiving and transmitting
. . 13,3%
information - 0

Reading news in a group | 0,4%

Reading groups, channels ‘ 0,2%

Diagram 91. The purpose of using IMO messengers? %, N = 1588. Respondent could choose several answers.

Vaiing and caing | o

Receiving and transmitting
. . 8,9%
information -

Reading news in a group | 0,6%

Reading groups, channels  0,1%

Diagram 92. What is the purpose of using Viber messengers? %, N = 1588. Respondent could choose several

Mailing and calling _ 19,7%

Receiving and transmitting information . 4,2%

answers.

Reading news in a group I 1,4%

Reading groups, channels | 0,4%

Diagram 93. What is the purpose of using Telegram messengers? %, N = 1588. Respondent could choose several
answers.

Mailing and calling - 7,8%
Receiving and transmitting information - 6,1%
Reading news in a group . 4,3%

Reading groups, channels I 2,1%

a Diagram 94 shows the frequency of messenger use.
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Diagram 94. How often do you use messengers? %, N = 1588.

38,9%

27,9%

8,1%17,1%

0,
1,6%;19’3%
o 8,7% 8,5%
7,9/) 6,6% 0 4[8% 5’4% .
_J

WhatsApp IMO Viber Telegram Facebook messenger
B Constantly M Sometimes M Rarely

Messengers have literally burst into people's daily lives, and this phenomenon can be
compared to the boom in social media. Three years ago, statistics showed that 2 billion
people in the world use applications to exchange messages. But to date, WhatsApp alone
has 2 billion users. And this trend is already actively used by some domestic media
structures.

Electronic mail (E-mail)

& E-mail is a technology and service for sending and receiving electronic messages
between users of a computer network. The principle of operation practically repeats the
system of ordinary (paper) mail.

With the advent of messengers and social networks, the role of email has become
less significant. A lot of what can be sent by mail can be easily sent and received through
other electronic communication channels. But this is hindered by one important
circumstance. In addition to the fact that e-mail is a means of correspondence, business and
business correspondence, it is a means of identifying individuals when registering on social
networks, instant messengers and even public services. For example, in many countries,
correspondence with citizens is conducted through E-mail. Correspondence, endowed with
legal force, legalized contracts, accounts, fines, execution of various transactions with
documents, etc.

Diagram 95. Do you have email? %, N = 2497.

Yes; 45,1%

No; 54,9%
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= Perhaps therefore, in our survey, 45% of participants (Diagram 95) answered that
they had e-mail (1,126 of 2497 people). The share of E-mail owners increased 6 times
compared to 2019.

Diagram 96. Socio-demographic characteristics of E-mail users, %, N = 2497.

m Do you have email? Yes H Do you have email? No

§ o Village U527
] Dushanbe FCy/ubS
g RRS
s sughd
g Khatlon il
ki YW 56,29
16-24 yearsold LI/
25 -34 years old
45 -54 yearsold [ PL11/S
55 years and older [ liy74
@ Married =l o7
g Divorced
- Widow/Widower
£ Single/unmarried  [epA7E74
No education  Fe{of{0}7
S Below secondary
) Above secondary
Ej Don't work.  Fe{0f1 17
_g Wil 517%
-%D Below average [epiv//s
§ Average |04
Above average [0
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Up to 500 somoni
° From 501 to 1000 somoni ey
§ From 1001 to 2000 somoni =y yA 74
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From 2001 to 3000 somoni  {&{551:57
From 3001 somoni and higher 5 ly A7)
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& The portrait of users by e-mail is almost identical to the socio-demographic
characteristics of Internet users and instant messengers (Diagram 96). The only difference is
that the number of E-mail users in all categories is 15-20% lower than that of application and
Internet users.

& Email, unlike instant messengers, is not used for voice or video messages, which
have gained unprecedented popularity in recent years. And if the functionality of E-mail is
limited, then there is no need to use it often. That is, messages or volumetric files are
received and transmitted only as needed.

According to our survey, the number of active users who use e-mail every day is only 3% of
respondents, and the same number of people (3%) check mail 3-4 times a week. The rest
use 1 once a week or even less. The largest percentage was made up of those who have an
email address, but do not use it at all - 75%.

Diagram 97. How often do you use email? %, N = 1126.

75,2%

16,5%

31000 310% 2’3% -
| | —

Every day 2-3times aweek  1time a week Less frequently Don't use
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IV. Ways to Get News

Media types, formats and channels

& This section provides results on how to get news, as well as answers to new
gquestions that were not previously asked by survey participants. If the previous sections
studied the media preferences of the population for certain types of media by regions and
components of these types, here we will learn the general demand for media types as a
channel for receiving news from Tajikistan.

& For example, in Diagram 98, the majority of respondents indicated that the most
popular channel for obtaining news information is television - 73%. Next, with a large lag,
there are dynamically developing relatively new types of mass information tools, which can
be obtained only if the Internet is available. These are social networks (21%) and news sites
(6%), which in past studies were combined into one concept - the Internet and had a share of
only 12%. The separation of these concepts is associated with an increase in the number of
users of each of these two directions in the media.

Diagram 98. What types of media do you use most often to get news? %, N = 2497.Respondent could choose
several answers.

Television [ 7
Social networks _ 21,6%

News websites - 6,7%
Radio [ 5,5%
Newspapers I 3,1%
Magazines  0,1%

Not interested in news . 5,6%

& To the question "Channels for receiving news of which countries are you
preferred?,"” With a huge predominance, domestic, Tajik news distribution channels are
leading - 84%.

Diagram 99. Which countries' news channels do you prefer?? %, N = 2497.Respondent could choose several
answers.

Russian news channels - 19,0%

Uzbek news channels - 11,2%
European news agencies | 1,0%
Iranian news channels | 0,9%
American agencies  0,1%

Don't follow news . 6,9%

With a large lag after them, Russian (19%) and Uzbek (11%) channels are in
demand. The rest of the news channels are in demand in very low shares.
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& If the most preferred media in the RT is television, then it is logical that the main
attractive format for receiving news is called a video format - 74% (Diagram 100). And here,
with a huge lag behind the video, the second and third lines were occupied by text (16%) and
audio (14%) formats. Visualization formats (pictures, infographics, charts and tables with a
description) were named by less than 6% of respondents.

Diagram 100. What news formats appeal to you?? %, N = 2497. Respondent could choose several answers.

video I -
Text [ 16,5%
Audio (sound) [ 14,6%

Picture with description / infographics . 5,2%
Diagrams / Tables I 1,2%

Other . 4,1%

& The last two questions are also new, which have not been asked before. We only
note that at least 73% of the population have advanced gadgets that can access information
sites, social networks or instant messengers, which undoubtedly increases their awareness
(Diagram 101).

And Diagram 102 shows people's opinion that the quality and accuracy of journalistic
materials has improved significantly (35%) or rather improved (33%).

Diagram 101. What gadgets do you personally use?? %, N = 2497. Respondent could choose several answers.

Feature phone _ 25,6%

Tablet I 2,9%

Laptop . 4,4%

Personal computer I 3,3%

Diagram 102. How do you think the quality and accuracy of journalism has changed in recent years? %, N =
2497. Respondent could choose several answers.

35,4% 33,7%

23,8%

1,6% 0,6% 2,1% 1,6% 1,2%
— | — —

Significantly More likely Remained Remained Remained More likely Significantly Not sure
improved improved good bad average decreased decreased
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Conclusions

Based on the results of the survey, the following conclusions were made:

The coverage of digital broadcasting, in comparison with the 2019 survey, increased
by almost 12% (previously it was 60.41%, now 72%).

With the increase in Internet traffic, the audience of IP-TV viewers is expanding.

TV is still the most popular media in Tajikistan - 96% of respondents.

The level of "watchability" of TV programs is consistently high - 86% watch TV daily.
Satellite antennas (69%) and digital antennas (64%) remain the most in demand
among the population. 40% of the total number of respondents still use conventional
home antennas to receive an analogue signal. In border areas, analogue antennas
are used to view television content from neighboring states.

Television content of Uzbekistan is in great demand. Citizens of the border regions in
northern Tajikistan noted that the broadcasting signals of domestic television stations
are not stable everywhere, and the signals of Uzbek television stations are stable.
State and local television stations are inferior to neighbors' television programs, both
in broadcasting quality and in content saturation and diversity.

IP-TV is gaining popularity. In the 2019 survey, one company providing online TV was
named - Telecom Technologies. Now there are already 3 IP-TV registered.

The vast majority of respondents watch Tajik TV - 93%. Russian TV channels are
preferred by 32% of respondents, Uzbek - 27%, Iranian-speaking - 25%, and Afghan -
12%.

Safina (63%) and Tajikistan (59%) became the leaders of the rating of domestic TV in
Tajikistan. For the first time, the Sinamo TV channel broke into the top three - 37%,
replacing Bahoriston (35%) and Jahonnamo (34%)TV.

In the rating of foreign TV channels, the top line is occupied by the Persian-language
TV channel "GEM-TV" - 24%. The Uzbekistan TV channel is the second most popular
- 18.9%. In third place is the Russian channel "RUSSIA 1" (18.8%).

To the question: "Which TV channels do you most often use as a news source?" Most
of the respondents called the TV channel "Tajikistan" (36%). "Jahonnamo" TV in the
second place - 29%, "Safina" in third - 16%.

To date, 10 state-owned radio stations and 22 non-governmental radio stations
have been registered in Tajikistan.

The audience of radio listeners totals almost 40% of the total number of respondents.
Mainly these are residents of Dushanbe (61%) and Sugd (53%), who have higher
education (51%).

The first line of leaders of national radio stations is headed by "Sadoi Dushanbe" -
50%. "Tajikistan" and "Farhang" radio are next and have 29% and 10% of the
country's audience, respectively.

The first line of leaders of private television and radio companies is occupied by
“Vatan” - 18%. Next come “Imruz” - 17% and “Asia-Plus” - 9% radio.

In the ranking of the main sources of information on Tajikistan, the first line was taken
by the "Sadoi Dushanbe" radio station - 16%.

According to the Ministry of Culture of the Republic of Tajikistan, 376 newspaper
titles (112 state and 264 independent) are registered in the country.

The number of readers of periodicals amounted to 32% of the total number of
respondents. This is 11% less than in the 2019 survey (43%).
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The frequency of newspapers in Tajikistan has not changed - the main range of
periodicals is still represented by weeklies.

The leader of the TOP list among state, departmental and party publications is the
press organ of the Government of the Republic of Tajikistan - "Jumkhuriyat" (26%),
published by the largest circulation in the country - more than 100 thousand copies a
day (500 thousand a week).

In the ranking of private newspapers, the first line is occupied by the “QOila”
entertainment newspaper (47%). The second place is the "Tajikistan" socio-political
newspaper (34%).

“Jumkhuriyat” newspaper, 19%, was also named as the main source of news.

To date, the Ministry of Culture has registered 245 journals (114 state and 131 non-
state).

Only 7.6% of those surveyed (189 people out of 2497 hours) said they read
magazines. This is 1% less than in 2019.

“Bonuvoni Tojikiston” is on the first line of the magazine rating - 84%.

Over the past 5 years, Internet speed has increased by more than 10 times - from 10
Gbps to 120 Gbps. There is also an increase in profitability from Internet traffic. In
2019, approximately $202 million, and in 2020 the covid year $242 million (+ 40
million).

The share of Internet consumers made up 66% (1663 out of 2497 hours) of the total
number of respondents. Compared to 2019, the growth of consumers is almost 20%.
The share of active Internet users has also grown. 29% "constantly on the Internet,
another 45%" for several hours a day "or" 1-2 breaking the day. "

The first line of the rating is occupied by the world's most popular video hosting
YouTube - 41%. Immediately behind it are Instagram (30%) and Facebook (16%).
The Internet is mainly used to visit social networks - 42% or information sites - 16%.
YouTube are used to watch videos, and Instagram for reading news, watching videos,
as well as for communication and calls.

When working on the Internet, 65% of respondents use Tajik, and 10% use Uzbek.
The majority of respondents use mobile Internet - 97%. Only 4.4% of respondents
have access to Internet.

Costs for mobile Internet in 43% of users are from 50 to 100 somoni, and another
22% - from 50 to 100 somoni. The costs of the majority of respondents (63%) on
home Internet range from 50 to 175 somoni per month.

Of the Tajik bloggers, the most famous are Baron (36%) and Abdurozik (29%).

More than 63% of respondents indicated that they are users of instant messengers. In
2019, this figure was 41%.

Most messengers are used by citizens of the Republic of Tajikistan who have income
from 2000 somoni (88%) and higher (80%).

More than 71% of users with instant messengers are on the network all the time or go
to instant messengers several times a day.

The most popular messengers are WhatsApp - 74% and IMO 69%.

The bulk of respondents use WhatsApp and IMO applications for personal
correspondence and calls (71% and 67%, respectively). At the same time, Viber and
Telegram (unlike WhatsApp and IMO) have more users reading news in
groups/channels/publics (Viber - 1.4%, and Telegram - 4.3%).

Almost half of the survey participants (45%) replied that they had email.

However, only 3% of respondents are active users who use e-mail every day, and the
same number of people (3%) check mail 3-4 times a week.
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75% of the respondents have an email address, but they do not use it at all.

The most popular channel for obtaining news information is television - 73%. This is
followed by social networks (21%) and news sites (6%).

Tajiks prefer domestic, Tajik news distribution channels - 84%. With a large lag after
them, Russian (19%) and Uzbek (11%) channels are in demand.

The most attractive format for receiving news is video - 74%.

At least 73% of participants have advanced news tracking gadgets.

35% of respondents answered that the quality and reliability of journalistic materials
has improved, and another 33% believe that they have improved rather.

Recommendations

The following recommendations for media, media NGOs and donor organizations are based
on the findings of the survey.

For the media and supervising government authorities:

Since television content of other states is in demand within the country and in the
border territories, this is a reason for the leaders of domestic media to analyze the
content of their own programs. That is, it is necessary to compare your content with
foreign content and create conditions for the preparation and release of programs that
would meet the needs of the country's population.

The Committee on Television and Radio Broadcasting under the Government of the
Republic of Tajikistan needs to survey the level of broadcasting quality in the border
areas and take care that the quality of broadcasting of local channels is in no way
inferior to the quality of broadcasting of TV channels of foreign countries.

Wide access to domestic cable channels can also help in solving the problem of
television broadcasting quality. Otherwise, forcing citizens to put satellite and
analogue antennas, domestic TVs loose part of the audience, and this, ultimately,
weakens the country's information security.

There is no real competition between state and independent media in the country.
The fact that the first lines of ratings of domestic TV, radio and newspapers are
occupied by the state. The media cannot yet be unambiguously associated with the
undeniable preferences of the population for them. It is not known if they could hold
on to these positions if independent TRC had equal conditions for development. This
means that it is necessary to create opportunities for the development of all media
available in the country and thereby strengthen the general information security of the
media space of Tajikistan. In addition, it will increase internal competition between
media of different forms of ownership, make their content better and attractive to the
media consumer.

The coverage of digital broadcasting of all domestic electronic media is dictated by
time, since failure to provide the consumer with high-quality and diverse content
entails a loss of audience. Conversely, the organization of wide digital access to
domestic media will provide an opportunity to cover not only citizens within the
country, but also millions of labor migrants and students temporarily outside the
Republic of Tajikistan.

To the same end, it is necessary to develop domestic online TV (IP-TV) and radio,
which will allow you to watch/listen to domestic television and radio stations.
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= The practice of using a state resource to organize the subscription of its publications
has existed for a long time. However, a large number of government publications and
the resources spent on them are often not entirely justified, since these publications
are almost not available for sale, it means that they are not in demand by the buyer. It
is more profitable to create equal conditions for publications of all ownership forms, so
that the reader himself can choose the media that he needs most. This would help to
withdraw from circulation those publications that turned out to be absolutely
unclaimed, but at the same time taking funds from the state budget for maintenance.
In addition, this will contribute to a timely response to the needs of the market and
teach state publications to earn money themselves without distracting state
resources.

= Some domestic media have learned or are learning to use social networks and
messengers to promote their content. It is necessary to actively use the created boom
for new forms of information distribution. It would also help strengthen trust in the
media and weed out a lot of fake and low-quality information.

= It is necessary to create conditions for increasing Internet traffic at least to the level
of neighboring states, as well as to reduce the cost of traffic consumed. It would also
help the active use of the Internet by domestic media and act as a reliable barrier for
the dissemination of poor-quality and false information.

For media NGOs:

= |tis necessary to actively promote the introduction of digital broadcasting and lobby to
include multiplexes more independent television and radio companies on preferential
terms or at reasonable prices for them. This is important not only for improving the
guality of broadcasting and opening up new opportunities, but also for strengthening
and protecting the country's information field.

= []ltis also necessary to lobby for the development of the Internet. High cost and low
speed prevent the saturation of the market with high-quality domestic Internet
content, creating conditions for the popularization of foreign product among our
citizens. It is necessary to prove in the relevant authorities that the Internet plays an
important role in the comprehensive development and education of Tajikistan. Our
neighbors in Central Asia, improving speed and reducing the cost of the Internet, are
taking huge steps forward in development. Is it profitable for our country to abandon
this?

= [1 The deplorable state of the most independent media leads to an outflow of
journalists from the profession and decrease in confidence in the media as a whole.
The economic condition of newspapers, magazines, as well as regional electronic
media is critical. Many newspapers and magazines ceased to be published during the
COVID-19 period, and the journalists of these publications, for the most part, either
changed their profession or went to other countries. Therefore, tax breaks, incentives
for renting premises in state buildings, a reduction in production costs for printing, etc.
are also in demand here. If the situation remains unchanged, then we may lose not
individual names of newspapers or magazines, but entire types of traditional media.

= |t is necessary to intensify work to protect the domestic media producer and take
measures to create acceptable conditions for development and competitiveness. As
part of the protection of the RT information field, it is necessary to seek the provision
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of benefits and technical support to domestic media in expanding the
coverage/coverage of broadcasting/distribution.

For donor organizations:

Support from donor organizations in the form of grants and other technical assistance
is still very important for the Tajik media. Some media outlets, although they have
become popular in the country due to various circumstances, are still unable to find
funds to cover their own expenses. And because of this, some media outlets have
either ceased to exist, or have largely reduced the activity of their media.

It is also important to increase the amount of grant assistance provided. The constant
rise in prices for the production of media products, the devaluation of the domestic
currency and numerous economic crises worsen the capabilities of the media, for
which donor feeding is important in larger volumes than it was before and for longer
periods. Otherwise, the state of the domestic media will deteriorate even further, and
they may close, as has already happened with some media.

Assistance is heeded in conducting regular and diverse media studies that would help
to better survey the situation of the media and help them in further development.
Media support is needed, both to expand coverage area/coverage and to improve the
knowledge and skills of media organizations.
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Notes

For phone inquiries.: +992/ 935050046.

Send your comments and suggestions to: mediaexpert.tj@gmail.com.
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