Syria Audience Research Study

May 2023
EE
N Sweden. FREEE S Y yyi
I B Sverige PRESS et ded

UNLIMITED



ACRONYMS

FPU

IDI

Kil

NGO

SIDA

SDF

NES

NWS

SCs

Free Press Unlimited

In-depth interview

Key Informant Interview
Non-Governmental Organization

The Swedish International Development Agency

Syrian Democratic Forces

North-east Syria

North-west Syria

South and central Syria

gE
FREEE
PRESS

UNLIMITED



TABLE OF CONTENTS

ACTONYMS .. ieiiiiniiiiniiituietteietteietteittaeiessecssessrsesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnss Il
Table Of CONLENTS ..cccciiiiiiinnnnrnniiiiitiiiciiiiinnttettteetesecessssssssssssttteeeesssssssssssssssssssseesssssssssssssssssssssases [l
1. EXECULIVE SUMMANY cccuuiiiiiiiinnnniiiiiiiitenneniiieniteennessieessessansssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 1
1.1. Methodology ......cccceeieiiiiiiiinnnnnnnnneiiiieeniiciiiinnnsnnnneeeeeteessecssssssssssssssaseessesssssssssssssssssssasssssssssssssssss 1
U G T 11T T3 1
1.3. Summary Recommendations ..........ueuiiiiiiiiiiiiiiiiiiiinieneeeeeeeneeeeeeeeeeeesesssssssssssssssssssssssssssssssssssssses 3
2. BackgroUNnd........eeeeeeeeeennnniiiiiiiiiiiiiiiieiiieneneneneneeeeeeeeeeeesesesssssssssssssssssssssssssssssssssssssssssssssssssesassssssans 4
2.1. Project Background ..........eeeiiiiiimmmeniiiiiinnnnnnniisiennnenmeeiisseennsssssessssssssssssssssssssssssssssssssssssssssssess 5
3. Methodology and SAamMPliNg .......uueeeeeieiiiiiciiiiiiiinnnnneeeeteeenecsssssssssssssseeeeesssssssssssssssssssssessssssssssssss 6
3.1. Data collection........uuueeeeeiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiieeieieeeeeeesesssssssesssssssssssssssssssssssssssssssssssssssssssasanes 8
3.1.1. Online In-depth INterviews (IDIS).........c.ccoiiiiiiiiiiiii e 8
3.1.2. ONlINE AUGIENECE SUMNVEYS ...ttt ettt ettt et ettt et e e st e st e ettt e ettt enne e 9
31,30 SAMPIING e 9
3.1.4. Media Expert In-depth INTErVIEWS .........ccoiiiiiiiiiiiii e 10
4. Limitations and mitigation plans...........eeeeeeeeeeereeeeennneeiiiiiiiiiiiiiiiiiiiiiiinnineneeeeeeeeeeeeeeeessseseseseseees 11
5. FINAINGS ceeeerereririiitietieiniiisisisinieieneneneneneneeeeteeetesssssasssssssssssssssssssssssssssssssssssssssssssssssssassasans 12
5.1. Research QUEStion T........iiiiiiiiiiiiiiiiinneneneneneeeeeeeeeeeeeesesssassssssssssssssssssssssssssssssssssssssssssssssssene 12
5.1.1. Pre-earthquake findings (6th February 2023) ..........cccoiiiiiiiiiii e 12
5.1.2. Post-earthquake findings (6th February 2023) .........cccciiiiiiiiiiiiiie e 15
5.2. Research QUEeStion 2..........ciiiiiiiiiiiiiiinenenenenenenieeeeeeeeeeesssassssssssssssssssssssssssssssssssssssssssssssssassssasens 19
5.2.1. The extent to which social media fulfils information NEedSs ..........cccuiiiiiiiiiii e 23
5.3. Research QUEestion 3..........iiiiiiiiiiiiiiiiiinineneneeieieeeieeeeeeesesessssssssssssssssssssssssssssssssssssssssssssassssens 23
5.4. Research QUEestion 4.............iiiiiiiiiiiiiiinnneneneneeeneeeeeeeeeeeesessssssssssssssssssssssssssssssssssssssssssssssssssssssens 27
5.4.7. YOUh REPIrESENTAtION ......oiiiiiiiiiiiii et 27
5.4.2. WOMEN'S REPIESENTATION.......iiiiiiiiiiiiii ittt et et ettt st e e s e s e 30
5.5. Research QUEestion S.........iiiiiiiiiiiiiiiinineneneniniiieieieieeeietetemesisesesseesessssesssssssssssssssssssssees 32

eE

FREEE

PR™SS

||| UNLIMITED



TABLE OF CONTENTS

5.5.1. Levels of trust in Media OULIETS ......oioiiiiiiiii ittt ettt e e e ettt e e st eeeatbeeeebeeetbeeensseeeenns 33
5.6. Research QUESTION G......ccueeeeiiiiiirnnnnnniiiiiinnnnmeniisicenrssssescsssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 38
5.7. Research QUESTION 7....cuueuueeiiiiiimnmnnniiiiiinnenmnniisscenrssssessssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 40
5.8. Research qUestion 8 ........cccciivuueeeiieieieieciiiiisiinnnnsnneeeetensesssssssssssssssssseeeessssssssssssssssssssssssssssssne 42
6. RecOMMENAtIONS ....cciirrerreeiiiiiiiinenniiiieieinmsseesssssestessssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssane 44
7. CONCIUSIONS . ..ciiiiirrirriiiiiniinrnnnciisentrrmmssesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnssssssss 46
ANNEXES ccuureeiirinirnnitiniitneierneierseietsesrssesessesessesessesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssasnssens 47
ANNEX A coueiiiriniiiiritniinntneiiitrseeissrsssesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnes 49
ANNEX B cuuiirriniiiiriiniinnineiiintniientaeiistsseistssssisssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnes 50
ANNEX C: TOOIS . .ccvvuuuiiiiiiiinnneniiiicitineemeesssssentesssesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssasssns 51
ANNEX D: SUINVEY ..cuuuiiiienniiiiieniettaeiiinttneietttneiiestsesssstssessesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssanes 53
EEE

FREE
PR™SS

|V UNLIMITED



1. Executive Summary

This audience research report aims to
provide FPU with insights into Syrians’ media
consumption habits, their information needs,
and their perceptions and attitudes towards
the media they consume. This is the second
audience research study completed by Jouri
and it builds on the findings from the 2020 study.
This report examines the role that independent
media plays in their daily lives, with a particular
focus on youth. The data show how youth
perceive the media they consume and how
they view their representation within the Syrian
media landscape. Above all, the study aims to
better understand the impact of media in all its
forms - local, national, international, partisan

and independent - on Syrian audiences.
1.1. Methodology

The data was collected in March 2023 in 10
locations across Northeast Syria (NES), North-
West Syria (NWS), and South and Central Syria
(SCS) to gain a diverse range of perspectives
from Syrian audience groups, focusing on
individuals with different religious, political,
ethnic and social backgrounds, as well as age,
gender and education differences. NES was
selected as a priority area for this study, where a
higher percentage of surveys, Klls, and IDIs was
conducted. The areas of focus include the cities
of Hasaka, Qamishli and Deir Ez Zor. This year's
study is contextualised by the 7.8 magnitude
earthquake in South-eastern Turkey and Northern
Syria which occurred on 6th February 2023.

Quantitative surveys asked 1,200 respondents
about their media consumption and sharing
patterns, news needs, perceptions of local,

regional and international media, levels of trust
and their perceptions of what independent
media is and the roles that it plays in their lives.
There was also a focus on Syrian youth and how
they view their representation in the media.
Additionally, the 40 IDIs provided an in-depth
examination of the participants’ perceptions,
behaviours and expectations of media in
Syria. Interviews with media professionals
also provided insight into the evolving media
situation. This year's methodology differs
slightly from the 2020 study where Jouri also
collected insights from media diaries and

viewing clinics.
1.2. Key Findings

The key findings suggest that Syrians continue to
adopt social media and social messaging apps as
the primary channels through which they access
news. They appreciate the privacy of messaging
apps for communication with friends and family,
and check the credibility of news stories with
friends, family and other sources through these
apps. In 2023, Syrians required news content
about local issues, economic news and updates

regarding basic services, all of which differed
from the 2020 findings.

Respondents also told us that they prioritise
breaking news, and have minimal dependency
on radio or print. They are adept at recognising
partisan media and prefer news from familiar,
credible media that are free from political bias.
They have average levels of trust in most local,
regional and international media, with very little
differentiation between the most trusted and
least trusted (only 10% difference). Residents
of Ar-Ragga have some of the lowest levels
of trust across media providers. Syrians have
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medium/mixed levels of trust in a wide range of
online and offline news and information sources,
including independent media. Over 74% of the
survey respondents reported that they trust news
that they receive on social media from friends
and family. This result is the same for males and
females, with a high level of consensus.

Survey respondents told us that they also
want independent media to be free from
government influence and have the ability to
discuss any issue that they want. Interviewees
defined independent media as those outlets
that did not have any bias towards any of the
parties to the conflict, and that were financially
independent from politicized money. Such media
is accompanied by sources, and published with
the aim of benefitting society, and not attracting
attention or gaining followers. It is neutral media
that discusses issues from different points of
view. Independent media that are not affiliated
with political or religious parties.

Syrians believe that independent media has a
potentially important role to play in society and
the media can serve to bridge intergenerational
differences. Independent media is widely
understood as being free from the influence of
government, free from bias and free to discuss
any topic. However, some still believe that there
is no such thing as independent media in Syria,
as media outlets operate towards achieving their
own goals or presenting particular perspectives.
There is some interest in solutions journalism,
accountability  journalism, and long-form
journalism, but there are also some concerns that
these approaches conflict with the current interest
in fast-breaking news. There is also concern that
such approaches may increase tensions because

probing into past issues and actions may hinder

communities from moving forward.

Youth view themselves as under-represented
in Syrian media and tell us that they feel
stereotyped. Interviewees said that they now see
more women represented in the Syrian media.
However, both youth and females do not believe
their interests are covered by traditional media,
whereas their high use of social media occurs
because their interests are better referenced
through these platforms.

There is some evidence that Syrians are enacting
“news avoidance” because they are exhausted
from negative news, propaganda and fake news.
The earthquake in South-eastern Turkey and
Northern Syria added to the hardships of people
who had already experienced 12 years of war.
Syrians used social media to gain information
about the earthquake, and appreciated news
coverage that did not split the country in
opposing regions, and instead focused on the
human story for the nation as a whole. They
noticed a proliferation of new media and social
media sources covering the earthquake while also
noticing that many of these newer outlets were
less credible. The perceived lack of credibility
is likely linked with the high volume of citizen-
generated coverage of the earthquake that had
not undergone fact checking or verification. This
led to Syrians preferring to stay loyal to familiar
and trusted news sources.

There were differences across gender and age in
the survey and interview responses, with youth
(under 30) reporting almost no television, radio
or news website news consumption, reflecting
their low engagement with traditional media
channels. The interviews also told us that youth
respondents feel as though they are stereotyped
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by the media, whereas female respondents
often feel largely ignored. For news topics, all
respondents reported to have interest in news
about economics (exchange rates), employment
and migration. Study participants told us that
they choose messaging apps because they
know that many of their friends and family may
have low levels of literacy, especially in the last
decade as many people left school early. Youth
feel overwhelmed with bad news and do not
want to spend too much time reading in-depth
or lengthy analysis that may focus on blame,
conflict orincrease tensions due to the profound
political fractures between communities.

Surveys and interviews with women show a
greater interestin television than males, and that
they are seeking for more media coverage of
issues important to them. They use fewer social
media platforms and use them less frequently
than their male counterparts. But many report
using Instagram frequently. If media outlets
want to reach women, they need to use the
platforms that women prefer and cover topics
of interest to women.

1.3. Summary Recommendations

e There are several emergent recommendations
based on the 2023 audience research. Syrians
have shifted to social media and messaging
apps as their primary channel for accessing news
information. They also value the privacy that
messaging apps can give them. However, this
means that they do not go directly to any news
sites and thus may not know the actual source
of news content. Media outlets should work to
ensure that their stories are branded, link back
to their social media hashtags or accounts, and
create sharable content for the most popularly

used social media and apps. Media outlets
can capitalise on the unique features of each
platform by tailoring content for each channel.
To leverage the unique features, media outlets
may need to develop content strategies for each
platform and use content calendars to deliver
content at the best time for each audience. In
the NES area, some preferences for television
and video platforms emerged, suggesting that
media should include visual components to
stories.

e Media outlets should consider how to
integrate fact-checking into their stories and
engagement with audiences. Syrians trust
content from their friends and family. There are
opportunities for media literacy, critical thinking
and recommendations for what audiences can
do to fact-check and reduce the spread of dis-
and misinformation in their social networks.

e Media outlets should consider ways to
achieve the same end goal of long-form
journalism and solutions-journalism through
shorter but more frequent news items. Such
opportunities may require delivering regularly
occurring short-form stories that together add
up to a longer, solution-based story.

e Media outlets should continue to focus on high
quality, credible, and neutral news content that
builds on the existing levels of trust. Established
outlets are more trusted than newer outlets.

e Youth reported that they feel marginalised in
society and do not see their interests represented
in the traditional media. Media outlets should
consider ways to engage youth in stories that
meet their interests - local news, economic news,
and employment. We also listened to women'’s

gE
FREEE
PRESS

UNLIMITED



voices in the interviews and survey responses.
They too want more representation in the media
and information that responds to their interests
in entertainment, fashion and culture.

e In terms of methodological lessons learned,
this year's research did not include diaries or
viewing panels, and future research should
consider another way to gather in-depth
experiences of Syrians in how they engage with
media. One approach would be to undertake
confidential online viewing groups where
participants are shown different source content
and discuss their preferences and reactions.
These types of additional methods add a
granularity to the insights that can be derived
regarding audience behaviours. Online surveys
replaced face-to-face surveys and interviews.
This proved to be a practical method for data
collection.

e It is recommended that future research
should examine more closely the way that
Syrians interact with social media platforms and
messaging apps to obtain news and information
and the extent to which content they consume
and share is trusted and from reputable sources.
If assessed to be context sensitive, this research
could possibly follow an ethnographic design
where a researcher would spend time with
different audience members to understand
how and why they interact with different media
platforms, both digital and traditional.

e Overall, we see an evolving situation of
Syrian interests and definitions of independent
media. Independent media are valued. There
is consistent positive valuation of independent
media and support for its growing. It will be
important to differentiate media outlets with

interest in independent news content from
others, and there exist opportunities for such
media outlets to create engagement, dialogue
and peace building through their social
media channels. The earthquake brought
Syrians together and they stopped thinking of
Governments and opposition dualities. Other
events could also bring Syrians together as a
people and the media have a role in telling
the national story that brings people together
again.

2. Background

Free Press Unlimited (FPU)'s vision is to assist
the development of the independent media
landscape from a holistic point of view, and in
a demand driven way. In support of the idea
that media and journalism play a significant role
in terms of providing timely, credible, and fact-
based news and information to those affected
by the conflict, FPU provides financial support,
technical assistance, and other types of media
development support to aid and support
journalists, media outlets and media institutions
to foster and deliver independent news and
information.

FPU’s work is based on its mission that all people
are entitled to have access to unbiassed, reliable
and timely information. This enables them to
assess their own living conditions, influence
these and make the right decisions. With its
programme Cohesion through Independent and
Inclusive Media (CIIM)(2021-2024), FPU supports
a holistic approach to assist independent media
outlets, institutions, individual professionals,
civil society organisations and youth focused

initiatives towards solution-driven initiatives
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to foster cohesion amongst Syrian audiences.
This was preceded by the five-year long Ethical
Journalism for Syrian Media (EJSM) programme.
ClIM works with strategic partners to shape these
partnerships under three strategic objectives:
to develop effective accountability mechanisms,
promote ethical journalism, and work towards
inclusive solutions for Syrian society.

A strong and independent media in the
context of war and instability is, in one sense,
an indispensable bulwark against propaganda
and misinformation; in another, it represents
one aspect of what a democratic and
peaceable society looks like. This audience
research study is another component of FPU's
long-term commitment to the development
of an ethical and independent media sector in
Syria, which enables an environment conducive
to Freedom of Expression and Freedom of
Speech, where the media serves the interests
of the public and where journalists and media
experts can work professionally and effectively
without fear.

2.1. Project Background

FPU has contracted Jouri Research and
Consulting to conduct an audience research
study of Syrian media consumersinside Syria. The
main objective of this audience research study is
to contribute to fulfilling the information needs
of Syrians by providing them with accurate,
balanced, timely and relevant information within
an effective, organised, and professional media
landscape. This includes identifying the media
consumption patterns and information needs
of Syrian audiences, so as to better understand
the impact of media in all of its forms on Syrian

audiences. The research study aims to provide

FPU with insights into Syrian's consumption
habits, theirinformation needs, their perceptions
and attitudes towards the media they consume.
It will also examine the role that independent
media plays in their daily lives, with a particular
focus on youth. The data will assess how youth
perceive the media they consume and how
they view their representation within the Syrian
media landscape. Above all, the study aims to
better understand the impact of media in all its
forms - local, national, international, partisan
and independent - on Syrian audiences.

FPU, its donor representatives, as well media
associations, editors, and journalists and
other relevant stakeholders can benefit from
this research through gaining perspectives
on a diversity of audience groups in Syria.
The findings of this research will also help to
inform independent media organisations of
how they are perceived by their audience,
which will in turn enable FPU and its donors
to better evaluate the extent of their success
strengthening these

in supporting and

independent media outlets.

The study was based on the following research
questions:

1) Assess the media consumption patterns
and preferences of Syrian audiences (time,
device, frequency, location, format, content
online, offline) and with whom they share
news information with, before and after the
2023 earthquake, in order to track changes
in consumption habits, platform and outlets
utilised as well as levels of interactivity.

e Which mobile applications were used for
sharing the news and what is the preferable way
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to share news per age group and gender prior
to the 2023 earthquake? How did this change
as a result of the disaster?

e Which networks do people share the news
through and what is the preferable media (or
other offline) channel to use while sharing news
per age group and gender prior to the 2023
earthquake? How did this change as a result of
the disaster?

e Were people more interactive on social
media - i.e. sharing news and information - as
a result of the 2023 earthquake? Is this likely to
continue or will they soon fall back into previous
consumer patterns?

2) What are the news and information needs
of Syrian audiences?

e What are and

international needs and consumption patterns?

local, regional/national

e What are the interests of an audience
member, who has a low or non-existent news

consumption habits?

e What are the news needs and consumption
patterns of Syrian youth and women?

e Does the news information carried by social
media platforms cover the news and information
needs of the Syrian audience? How far or to
what extent?

3) How do Syrian audiences interpret the
term ‘independent media’?

e Do Syrian audiences recognize articles
focused on “solutions” to problems and do

they appreciate them, and are they moved to
consider, learn, and share this type of media?

e Has there been any noticeable change here,
as a result of the 2023 earthquake?

4) How do Syrian youth and women see their
representation in the produced news content
by the media?

5) What levels of trust do Syrian audiences
have in a range of online and offline
news and information sources, including
independent media?

e What are the attitudes of Syrian audiences
towards content that is deemed to be
partisan versus content that is deemed to be

more balanced?

6) What role does independent and/or
state media play in their daily lives, if any?

7) How does the Syrian audience see
that ‘accountability driven content’ has
contributed to help them manage their
daily life struggles?

8) How and to what extent has independent
media supported cohesion, dialogue and
peacebuilding among Syrian audiences?

The intended users of the answers of this study
will be media organisations media outlets
including journalists, editors, and media
associations, other relevant stakeholders
such as NGOs and donors who engage
with media and civil society in Syria, FPU,
and the Swedish International Development

Association (SIDA).
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FPU intends to use this study to understand
trends, conditions and needs, support Syrian
media organisations’ work, future program
design, and also to be leveraged for partnership,
outreach to donors as well as for public policy
papers.

3. Methodology and Sampling

Originally, the audience research was
scheduled for January and February 2023
but was delayed until March 2023. This year’s
study is contextualised by the 7.8 magnitude
earthquake in South-eastern Turkey and
Northern Syria on 6th February 2023. It led
to an adaptation of this research study to
include media coverage of the disaster as

experienced by Syrian audience members.

The study was conducted across 10 different
locations inside Syria to gain a diverse range
of perspectives from Syrian audience groups,
focusing on individuals with different religious,
political, ethnic and social backgrounds as well
as age, gender and education differences. Some
adjustments in the research locations were
made due to the impact of the earthquake.

Combining qualitative and quantitative methods
of data collection, the design of this research
study applied a mixed-method approach and
conducted two types of data collection across 10
locations: in-depth interviews and surveys. The
mixed-method approach enabled triangulation
between the perspectives and insights of media
experts and audience members participating in
interviews, with the data collected through the
audience survey. In addition to triangulation,
the qualitative interviews provided deeper

contextual understanding for answering relevant
research questions such as understanding the
contribution of ‘accountability driven content’ in
helping Syrians manage their daily life struggles.

The ongoing conflict has divided the country for
several yearsinto approximately defined areas of
control. The current territorial boundaries have
created different political and socioeconomic
realities with implications on media professional
standards, working conditions, policies (or
absence of such), freedom of press and the
overall civic liberties. The country is divided
into the following geographic areas of control:

North-East Syria

e North-Eastern Syria comprises the region
formerly controlled by ISIS. The region includes
the governorates of Ar-Raqqga, Deir Ez Zor and
Hasaka. Most of the NES's land mass was under
ISIS control until 2017. These Governorates
are currently controlled by Kurdish Syrian
Democratic Forces (SDF), although smaller parts
are controlled by Government of Syria (GoS)
and Turkish-supported rebel forces (effectively
under Turkish control). The key humanitarian
access to this region is through the cross-border
operations via Erbil, Irag.

e SIS presence remains in this part of the
country, and in December 2022, the SDF
launched “Al Jazeera Thunderbolt” Operation
in the countryside of Hasaka and Qamishli
across 55 villages and farms to root out ISIS
sleeper cells which were forming there.

North-West Syria

e The northwest, including northern areas of Idlib
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province, is predominantly under the control of
Hayat Tahrir al-Sham (HTS). It is noteworthy that
Idlib is one of Syria’s smallest governorates, which
has been enlarged by the addition of territory
from western Aleppo by rebel forces after the
uprising turned into conflict. The area’s resources
are under full capacity and overstretched by the
large numbers of IDPs.

Central & Southern Syria

e The Southern and Central areas of Syria
including Damascus, Sweida, and Dar’a are
currently under government control, with the
exception of a small region in the southeast
which is currently controlled by US backed anti-
government rebels.

e The frequent influxes of IDPs from areas
affected by the conflict into Damascus have
the
increased the severity of humanitarian needs.

overstretched city infrastructure and

2.2. Data collection
The research team employed a variety of quantitative
and qualitative methods to gain insights.

2.2.1. Online In-depth Interviews (IDls)

The total sample of 40 IDIs provided an in-depth
examination of the participants’ perceptions,
behaviours and expectations of media in Syria.
The method of selection used short recruitment
interviews to ensure a representative sample.

2.2.2. Online Audience Surveys

Jouri conducted 1,200 audience surveys in 10
locations. The format was face to face interviewing

with the enumerator entering data in the KoBo
online survey tool. The survey targeted those in
the following age ranges: 16-20, 21-30, 31-39,
40-49, 50+ with approximately 40% of surveyed
respondents being youth (16-24).

2.2.3. Sampling

The samples for the in-depth interviews were
based on a variety of sampling methods. The
participants of the in-depth interviews were
selected through a combination of snowball
sampling along with quota sampling, to ensure
a level of generalizability of the findings. The
field team was instructed to recruit a diverse
sample based on the agreed upon sampling,
and each member of the field team made a
judgement of where to start and shared their
rationale with technical staff.

Due to the impact of the recent 7.8 magnitude
NWS,
have been made to the sample sizes as well
as the areas of focus in Idlib and Aleppo
governorates. The sample size for NWS was

earthquake in some adjustments

reduced by 50%, with the extra participants
carried over into other locations as reflected
below. Furthermore, the target locations
within Idlib and Aleppo were confined to
‘safer’ areas relatively unaffected by the
earthquake. These included Idlib city centre,
Azaz and Afrin.

2.2.4. Media Expert In-depth Interviews

Interviews with media professionals (MP) were
conducted (a proportion of MPs were selected
by FPU), and MPs were selected based on their
knowledge of the Syrian media sector, diversity
of experience and perspective, with an equal
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Table 1: gender and age aggregation summary for 40 In-depth Interviews

Location Males
1620 21-30 31-39 4049 51+
Aleppo N= 4 1 educated under 25

1 lower educated under 25
Damascus N= 4 1 lower educated under 25

1 educated over 25

Latakya N = 4 1 educated under 25

1 educated over 25
Idlibo N = 4 1 educated over 25

1 lower educated over 25
Sweida N =4 1 educated under 25

1 educated over 25
DaraN =4 1 lower educated over 25

1 educated under 25

Zoom in Location (NES) 1 educated under 25

N =16 1 lower educated under 25

5 educated over 25

1 lower educated over 25

split between males and females. A snowball
sampling approach recruited experts within the
Syrian diaspora (some were available and willing
to participate internally within the region). The
interviews include a sample of participants who
have participated in the previous audience
research study. Interviews took place toward the
latter half of the research, and interviews lasted
approximately one hour. Out of the total 10
MPs, 5 were interviewed due to the timeline and
limited availability of the targeted media experts.

Females
1620 21-30 31-39 4049 51+
1 educated under 25

1 educated over 25

—_

lower educated under 25

—_

educated over 25

—_

educated under 25

—_

educated over 25

—_

educated over 25
1 educated under 25
1 lower educated under 25

1 educated over 25

—_

educated under 25

—_

educated over 25

1 educated under 25
1 lower educated under 25
3 educated over 25

3 lower educated over 25

Interviewees consisted of media experts
with at least 7-10 years of continuous
experience in media, with at least five of
these reporting on the Syrian media context.
Interviewees consisted of journalists, editors,
commentators and/or broadcasters and
with specialised knowledge of the media
landscapes in targeted locations, and
who published extensively on the media
landscape and context, and/or had appeared

on international media outlets to discuss
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Table 2: percentage of males and females per age groups

Gender
Female Male 16 to 20 years 21 to 30 years
47% 53% 34% 27%

the Syrian context. The participants were
selected from recommendations by FPU.

3. Limitations and mitigation plans

There were some limitations in the timeline
for the data collection. Jouri overcame this
issue by increasing the number of staff in the
field. Nevertheless, a number of limitations
and challenges occurred and were addressed
in consultation with the project coordinator.
These are listed below:

e Twelve years of war has impacted the majority

Table 3: Survey Locations and Sample Sizes

Location Gender Education level
Total Female Male Higher Secondary
than education
secondary
education
Aleppo 114 62 52 76 20
Ar-Raqqa 140 78 62 68 31
Damascus 144 62 82 23 63
Dar’'a 114 57 57 55 41
Deir Ez Zor 219 33 186 79 83
Hasaka 145 107 38 97 14
Idlib 62 32 30 35 16
Latakya 118 58 60 68 38
Rural 26 19 7 6 13
Damascus
Sweida 118 60 58 66 45

10

Age
311039 40 to 49 years 50+ years
years
16% 12% 1%

of citizens across the country and the levels of
trust in research projects for participants living
in Syria (especially those amongst the older age
groups) was low due to the continuous hardships
and highly politicised context. Jouri’s field team
clarified the purpose of the research and the
importance of their participation to ensure the
findings and recommendations are informed by
their voices and contextualised. All respondents
participated voluntarily.

e The original methodology was designed
prior to the earthquake, and so by the time
of data collection some adjustments to the
sample needed to be made. The sample size

Age
Lower 16-20 21-30 31-39 40-49 50+
education  years years years years years
levels
18 30 40 15 12 17
41 49 30 25 20 16
58 63 35 15 19 12
18 42 35 13 12 12
57 65 41 65 39 9
34 49 49 11 2 34
11 18 16 12 10 6
12 43 28 16 14 17
7 10 5 8 3 0
7 42 40 14 10 12
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for NWS, as the severely impacted region
by earthquake, was reduced by 50%, with
the extra participants carried over into other
locations as reflected in the table above.
Interviews and surveys were conducted online

as a result of the earthquake.

e Conducting face to face interviews about
independent media is highly sensitive in many
of the locations of this study and might put the
researchers and respondents at risk. Online
interviews mitigated these security risks to
the respondents. They were employed as a
safer approach to data collection. In addition,
diaries and viewing panels take a long time
and are not fully suitable for data collection
in a politicized and conflict affected context.
The team employed in-depth interviews that
provide similar insights.

e A number of Syrians in the targeted regions
are returnees or living in camps for the
internally displaced persons (IDPs) in Syria
at the time of the data collection. Due to
limited availability of the basic services such
as electricity, some of the interviewees were
unable to provide informed insights. This was
mitigated by a robust triangulation of data
at multiple levels across methods and data
sources.

e The target number of respondents from the
media professionals was partially achieved.
This was largely due to the limited availability
of the media professionals for interviewing
within the timeframe for data collection. This
was mitigated by receiving feedback via an
online co-creation presentation of preliminary
research findings with the presence of FPU
and other key media outlets.

11

4. Findings

4.1. Research Question 1

RQ1: Assess the media consumption patterns
and preferences of Syrian audiences (time,
device, frequency, location, format, content
online, offline) and with whom they share
news information with, before and after the
2023 earthquake, in order to track changes
in consumption habits, platform and outlets
utilised as well as levels of interactivity.

4.1.1. Pre-earthquake findings
(6th February 2023)

The data to answer this research question was
triangulated from the IDIs and surveys. The
increased ownership and use of smartphones
over recent years, in combination with their lack
of a constant source of electricity, and distrust in
official, government regulated traditional media
(e.g., TV), has resulted in the continued increase
in the access of digital platforms by Syrians
to consume news. Indeed, the use of mobile
platforms to access news now overshadows
that of televisual and radio platforms. Use of the
internet as an information portal, and in parallel
with social media, has led to a more fluid culture
of consumption habits, where Syrians move
between different sources and absorb and
interact with a variety of voices and opinions.

In the 1,200 surveys that were conducted, the
majority (60%) of respondents use social media
platforms such as Facebook and Twitter more
than three times a day to access news. Accessing
news items via social media platforms is favoured
due to the habitual, daily use of such platforms
and therefore ease of access they provide to
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news, and how stories can be shared with family
and friends. In terms of how news content is
accessed via social media platforms, the most
common method is by checking the content
(i.e. video, audio, articles) as posted by friends
on Facebook (42%), followed by checking posts
of followed news outlets (36%) and by checking
news information written by friends in publicly
posted messages on Facebook (35%). Males
(49%) are more likely to check news-related
posts of friends on Facebook than females (34%),
whereas females (41%) are more likely than
males (27%) to check news information that has
been publicly posted by friends on Facebook.

Messaging apps such as WhatsApp, Telegram,
Viber and SMS, were the second-most used with

27% of respondents, higher amongst the youth
(36%) engaging 3 or more times per day. This
represents a switch from the 2020 research,
where messaging apps were most used (67%)
and social media second most used (51%). Both
social media platforms and messaging apps not
only act as a facilitator of news consumption,
but are also a medium through which friends
and families discuss news stories. There is
also a gender dimension with both these
mediums overall, with a distinct majority of men
favouring news via messaging apps (48% men
vs 19% women), and a somewhat lesser majority
preferring to access news via social media (87%
men vs. 78% women). IDIs answers provided
triangulation of these findings. Respondents told
us that they use these apps for easier and more

Table 4: How participants gain news information from social media
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4 I check posts I check news information
s . . ] . . . I check posts of news outlets
(videos/articles/audio) |written by friends in a
& ) . that | follow when they appear
o shared by friends on publicly posted message |,
. in my news feed on Facebook
i Facebook on Facebook
16 to 20 years 44% 43% 35%
21to 30years 45% 29% 38%
31to 39years 35% 26% 34%
40to 49 years 51% 34% 45%
50+ years 30% 35% 30%
Grand Total 42% 35% 36%
Female 34% 27% 34%
Male 49% 41% 38%
Grand Total 42% 35% 36%
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secure communication. A male from Ar-Ragga
told us: "l prefer the WhatsApp and Facebook
applications because they are more used among
everyone, especially WhatsApp, where | can
communicate with people who cannot read and
write, through audio recordings.”

Geographically, there are some distinct patterns
of higher and lower use of platforms across the
surveyed locations and regions:

e Highest use of messaging apps for accessing
news is in Deir Ez Zor (68%), Idlib (45%) and
Ar-Raqga (41%), while the lowest is in Rural
Damascus (0%), Damascus (3%) and Hasaka

(9%).

e Highest use of social media platforms for
accessing news is in Damascus (99%), Rural
Damascus (86%) and Latakya (96%), while the
lowest is in Hasaka (53%), Ar-Raqga (74%) and
Deir Ez Zor (78%).

e Highest use of television for accessing news is
in Hasaka (63%), and the lowest is in Idlib (2%),
Rural Damascus (4%) and Damascus (8%).

e Highest use of video platforms for accessing
news is Hasaka (43%), by some margin.

Video platforms such as YouTube were the
third-most used among surveyed respondents
but audiences are using video platforms less
frequently, with only a small percentage (7%) of
respondents using the platform 3 or more times
per day. Overall, the majority of respondents
use a mix of platforms and sources to access
news, with the majority accessing news
content via smartphones due to high rates of

device ownership, the ease of access, and the
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lack of reliance on an ongoing electric power
supply (unlike other devices, such as television
screens). Television news appears to have
become less favoured, as it is largely controlled
by the government and is therefore viewed as
inherently biased. While bias is also understood
as affecting social media news content, there
is a wariness associated with television news as
both biased and ‘hyped’, with a tendency to
amplify news stories to capture attention. One
female from Hasaka told us that she prefers
“News applications on the phone because the
difficult conditions in the country have made
television a secondary device.”

While news content accessed via social media
apps is appreciated for its immediacy, this is also
accompanied by a cognisance that comments
of other users will likely represent a range of
views and opinions that may not align with their
own.

In terms of preferences around accessing news
‘from the source’ as opposed to it being provided
via social media channels, the majority of
surveyed respondents prefer receiving this from
source as this is perceived as less adulterated
(i.e. less biased), and therefore more credible,
accurate and current. Respondents in Deir Ez Zor
prefer it from source as they believe formal news
providers and social media channels are more
likely to distort the news item to reflect their
political agenda.

4.1.2. Post-earthquake findings
(6th February 2023)

Overall, findings do not show any significant
changes in the devices and media channels
being used by respondents in the period
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leading up to, and following, the devastating
earthquake of 6th February 2023, with a general
continuation of the same patterns already
described (Figure 1).

There is also a slight but tangible decrease in
the level of perceived need to access news
across various video platforms and messaging
apps, for audiences in pre and post-
earthquake data collection (Figure 2), and an
increase in need for news via more traditional
media channels (print TV, radio). There is also
an increase in the perceived need for news
obtained online through news websites, likely
linked to Syrians looking for trusted and up
to date content that is easily accessible when

they need it, day or night. The IDIs told us

that “news websites carried more credibility,
and sometimes were faster in delivering the
news.”

Regarding news consumption habits pre- and
post-earthquake, there is a similar balance (as
to pre-earthquake) in terms of those favouring
accessing news via social media due to the
perception of speed of reporting, and those
opting for traditional television coverage.

The overall tendency to access news via social
media still dominates, as it is viewed as more
nimble and more likely to provide instant
updates, which is considered important in
an event such as a large earthquake (news of
aftershocks, emergency response, etc.).

Figure 1. Frequency of accessing news content pre- (left) and post- (right) earthquake (N= 1200).

Frequency of accessing news content (pre-earthquake)
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magazines, Twitter, etc]) (YouTube,Tik (WhatsApp,

etc.) Tok, etc.) Telegram,

Viber, SMS)

®m Once per day Twice per day 3-5 times per day More than 6 times per day W Total
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Frequency of accessing news content (post-earthquake)
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It is evident that Syrians are living and
communicating through social media and
messaging apps, whereas the traditional
media of print, radio and television are no
longer dominant. With such dependence on
social media and messaging apps, Syrians
access fast breaking news from multiple
sources. The credibility of these sources
ranges from those featuring intentional mis-
and disinformation, to local, national, regional
and international news. Very few people
report going directly to a news website and
instead access their news content through
content shared on Facebook, Instagram and
WhatsApp.

While
consumption of media, there is a range of usage
from a low of 74% of the sample in Ar-Raqqga
to a high of 99% in Damascus. Social media

social media dominates Syrian's
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use is slightly higher among males (M= 3.9/5)
than females (M= 3.5/5). Across age groups,
social media is highest with those aged under
20, but relatively equally across the other four
age groups.

Messaging apps are also a popular way for
Syrians to access media content. They were
rated higher as needed than social media. Deir
Ez Zor has a high use of messaging apps (68%)
adaption. People in the 31-39 age range report
that they need messaging apps the most and
people over 50 years of age report the least
dependence on messaging apps.

Video platforms have emerged as useful tools
for media consumption for those under 20 but
they have not really penetrated the other age
groups. Deir Ez Zor has a high use of video
platforms (42%).
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Figure 2. Perceived level of need to access news items across different media channels - pre

and post-earthquake. Rating key - 5 = high level of need, 0 =

low level of need (N=1,200).

Rating of level of need for news in daily life, across media
channels - pre and post earthquake
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Radio

Pre-earthquake

Television is a popular source for media
consumption in Hasaka and Sweida. Over
77% of respondents reported that they watch
television news once or twice a day, and this
audience is generally older (40+). Radio has a
smaller audience, with the majority of listeners
aged 40 and older. Approximately 82% of
the sample listens to radio once or twice a
day, perhaps when driving. Radio was not
identified as a ‘'needed’ media platform and
when it was, the respondents were generally

male and aged 40+.
Print media is not consumed regularly and when
it is, the target audience is usually male and

aged in their 40s. It is the least needed media.

Syrians are not accessing specialist, online

16

Social Media

Video platforms Messaging apps  Online news

websites

m Post-earthquake

media news sites very often, with only two
audiences visiting them most frequently: young
people aged under 20 and people over 50
years of age. Online news sites are the second
least important media channel for news and
information after print.

Overall, the data suggests that social media
and digital formats are the dominant forms of
media consumption in Syria, particularly among
younger generations who tend to be more
tech-savvy.

The aftermath of the 2023 earthquake made it
even more important for Syrians to have access
to credible information. The table below shows
the media type that Syrians are using for news
and information (Table 5).
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Table 5: Usage of media to access news content, by location (N=1,200).

Location TV Radio Print Social Media (Facebook
Twitter, etc.)

Aleppo 33% 3% 0% 92%
Ar-Raqqa 32% 0% 1% 74%
Damascus 8% 9% 0% 99%
Dar'a 21% 3% 0% 80%
Deir Ez Zor 22% 2% 1% 78%
Hasaka 63% 1% 0% 53%
Idlib 2% 2% 0% 95%
Latakya 16% 5% 0% 96%
Rural 4% 12% 0% 96%
Damascus

Sweida 26% 10% 2% 93%

of the still
obtain their information from television, with
respondents from Hasaka informing us that
while 63% rely on television, only 8% use video-

Approximately 26% sample

based platforms and 9% use messaging apps to
get their news. There is almost no use of print
newspapers or magazines. Radio use is mostly
used in rural Damascus and Damascus but the
levels are still quite low.

The
throughout the day. Table 6 below provides
insights into the frequency of media use.

respondents consult various channels

Approximately 60% of the sample use social
media more than three times a day (compared
to 51% in the 2020 research). Youth and people
under 30 use social media the most. IDIs told
us that news from social media is “fast,” “can
be shared quickly” and can be “verified.”

Nearly 17% report using video platforms for
news which is nearly the same as the 2020
audience study (16%). Online news sites,
newspapers and radio are not accessed often

17

Video Platforms Messaging Apps Online news

(YouTube, Tik Tok, (WhatsApp, Telegram, websites

etc.) Viber, SMS)

1% 27% 2%
1% 41% 2%
5% 3% 3%
1% 52% 9%
43% 68% 4%
8% 9% 2%
8% 45% 0%
19% 22% 2%
0% 0% 0%
16% 36% 19%

during the day, and television is typically
accessed once or twice per day.

Social media platforms have become even
more prevalent in Syria over the last two years,
with 78% of the respondents continuing to use
Facebook. Over 48% now use the messaging
app WhatsApp for communication, whereas
Twitter and TikTok are used much less often.

To gain additional insights, we disaggregated
the data by gender. Males and females have
similar social media preferences, and Facebook
has almost identical use rates: males, 77%,
females, 78%. Small differences include 1)
women use Instagram more than men 2) Twitter
appears to largely be used by men; 3) Telegram
and WhatsApp have a slightly higher use by
men. TikTok is used a bit more by men than
women.

We also asked respondents about their
consumption pattern during and after the
earthquake. For news coverage about the
earthquake, respondents turned to social
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Table 6: Frequency in use of media to access news content, by media platform (n=1,200).

Frequency TV Radio Print Social Media Video Messaging Apps Online
(Facebook, Platforms (WhatsApp, news
Twitter, etc.) (YouTube, Telegram, Viber, websites
Tik Tok, SMS)
etc.)
Once per day 134 19 4 85 29 24 34
Twice per day 105 19 1 188 89 60 8
3-5 times per day 56 5 423 54 114 12
More than 6 15 3 301 29 211 2

times per day

media (81%), messaging apps (28%) and
television (25%). Over 80% of youth under 20
used social media for earthquake information
and 90% of those under 30 reported using
social media for earthquake news. IDIs told
us they used many different sources to get
earthquake news and preferred finding
out what was happening from people who
were in the area. Some mentioned that the
earthquake coverage brought out “amateurs”
and “fake news.”

In conclusion, it is evident that Syrians are
living and communicating on social media
and messaging apps. The traditional media
of print, radio and television are no longer
dominant. With such dependence on social
media and messaging apps, Syrians are
accessing breaking from multiple

sources. The credibility of these sources range

news

from intentional mis- and disinformation to
local, national, regional and international
news. Very few people go directly to a news

Table 7: Use of social media to access news content, by location (n=1,200).

Location Facebook Twitter
Aleppo 68% 3%
Ar-Raqqa 69% 1%
Damascus 97% 3%
Dar'a 69% 3%
Deir Ez Zor 71% 2%
Hasaka 77% 1%
Idlib 77% 0%
Latakya 78% 0%
Rural Damascus 96% 0%
Sweida 89% 0%
TOTAL 78% 2%
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Instagram Telegram WhatsApp Tik Tok

21% 12% 57% 2%
11% 9% 55% 3%
32% 3% 7% 0%
12% 18% 71% 2%
7% 18% 66% 14%
27% 3% 71% 1%
5% 5% 29% 0%
21% 8% 26% 0%
23% 4% 4% 0%
36% 12% 41% 5%
19% 11% 48% 4%
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website and instead access their news through
Facebook, Instagram and WhatsApp.

4.2. Research Question 2

RQ2: What are the news and information
needs of Syrian audiences?

Syrian audiences are actively sharing and
discussing news items with others, a habit
which cuts across all demographics (age,
gender, location). News items which are most
commonly shared and discussed with others
include major political events, economic
trends, natural disasters (e.g. 2023 earthquake,
flooding), and human interest stories, which the
2023 earthquake generated a great number of.
While both men and women have interest in
these news items, men are more likely to follow
economic news, particularly with regard to the
dire economic situation in Syria (e.g. fluctuating
exchange rates). With regard to the 2023
earthquake, the slow and limited response to
affected populations in NW Syria was a much-
discussed news item (especially comparing it to
the stronger emergency response in Turkey). As
with general-interest news items, stories related
to the 2023 earthquake are typically shared and
discussed via messaging apps (WhatsApp) and

social media platforms (Facebook).

The majority of surveyed respondents are likely
to search for more information related to a
news item they have just accessed, typically
by browsing comments made by other readers
on social media platforms, Google searches
(men slightly more likely than women) and
through conversations with friends and family.
In terms of the topics that are most likely to
prompt an additional search for information,

19

these tend to match those described above

(political events, economic news, natural
disasters) but also stories relating to culture,
entertainment and fashion (women are more
likely to search for information on the latter
two). The main drivers for such searchers are
that these stories inherently interest them (e.g.,
earthquake survivors), are relatable to them,
and in some cases may have an impact on them
(e.g., exchange rates). Some IDI respondents
highlighted the value of positive, human-
interest stories, against a backdrop of otherwise

difficult and negative news.

Survey data suggests audiences’ greatest
interest in news topics (across 17 measures)
relates to Syrian national news, the meeting
of basic needs (food, water, shelter) and
education, with the latter two ranked highest
in Damascus and Idlib. The least interest in
news content relates to gender issues, the
environment and crime. Within this, female
respondents are most interested in health
and education, and least interested in crime
news, whereas males are most interested in
local news of the country, and least interested
in gender issues. Across all these content
measures, the most preferred media channel
provider is social media (72%), followed by
TV (10%), with the other five media channels
featuring at very low levels.

In terms of news items audiences feel they need
to be kept informed of, again these tend to
reflect natural disasters, the security situation in
Syria, events that impact on them, and human
interest stories. Regarding how audiences
value certain aspects of news coverage, survey
data (across 16 possible responses) shows
that breaking news (i.e. rapid reporting) and
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new items being credible and accurate are
the most highly rated elements, whereas news
providing a balance of pro-Government and
pro-opposition views, and news providing
a forum for community discussion, are the
lowest rated (particularly in Aleppo and Idlib)
regarding the balance of views. There is little
discernible difference in the ratings of males
and females across these measures.

In general, the majority of surveyed audiences
(60%) feel news accessed via social media fulfils
their needs, due to the speed and ease of
access, and the mix of serious and non-serious
(i.e. culture, entertainment) news content it
offers (Figure 3). The level of news needs being
fulfilled is most pronounced in Damascus, Rural
Damascus and Idlib.

Males reported higher levels of agreement
that news accessed via social media meets
their needs (Figure 4 below).

In addition, news content accessed via social
media is easier to interact with and compare
across platforms (e.g., Facebook, Twitter),
which is considered useful with breaking
news stories. This is accompanied by a sense
that traditional Television news can be overly
hyped and lead to panic and anxiety.

Regarding the shift from traditional news
sources (television, radio, newspaper) to
modern, digital channels (social media,
messaging apps, websites), there is not a
clear respondents around

the specific timeframe of this change, and

sense among

Figure 3. Chart showing the extent to which news accessed via social media platforms meets

the needs of audiences (by location; n=1,200).

The extent to which news accessed via social media meets
audience needs (by location)
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Figure 4. Chart showing the extent to which news accessed via social media platforms meets

the needs of audiences (by gender; N=1,200).

The extent to which news accessed via social media meets
audience needs (by gender)
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how this has happened, but more a general
acceptance that digital news is quicker and
easier to access. Their popularity has largely
replaced traditional channels who used
to dominate new coverage, but are now

considered slower and more prone to bias.

After 12 years of conflict and crisis, Syrians
have significant information and news needs.
And, these needs are evolving. In the 2020
audience survey, the most sought-after topics
were political and security news (incl. military
operations), as well as economic news and
news related to basic needs (food, water,
shelter). In the 2020 results, respondents’
news desires also included a significant need
for regional news, along with education,
health
Surveyed participants also preferred to obtain

and crime-related information.
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economic news on social media platforms the
most, followed by TV.

By 2023, the topics of local news, health,
education, basic services, society and
economics were dominant in terms of news
needs. They exceeded a threshold of 3.5 on
a 5-point scale. Every age group reported
that local
desired at the same level across age groups
(3.6-3.7/5.0).

news was desired and it was

In 2020, Syrians informed us that they wanted
more art and culture content, along with science
and technology (on a scale of 1-5, accessing
both these topics on social media was rated
at 3.9/5 and 4.0/5). However, in 2023, these
topics did not feature as highly on the list of
information needs.
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Interestingly, in this year's results the topic of
politics, which was one of the most needed
topics in 2020, did not meet the threshold for
any location and any group. Very few audiences
reported a high need for political news and
information. Youth mostly need news about
local issues and the economy, and females
report a need for news about art, culture, health,
education and basic needs. Only respondents
in Idlib, Damascus and rural Damascus rated
science and technology as a strong need.
Across the respondents, males reported the
highest need for local news.

Looking at the different regions, it appears that
rural Damascus has the most varied and strongest
needs for almost all topics except regional,
international, and politics. Crime scored very low
(2.2/5.0) as a needed topic across all locations
which is different from the 2020 survey. Idlib
reported some of the lowest information needs,
particularly on health, education, basic needs
and science and tech. In Aleppo, respondents
seem to be avoiding news as no single new
topic met the 3.5 rating threshold, meaning that
the residents of Aleppo reported no distinct
information needs. None of the topics garnered
a mean average above 2.7 (which essentially
equates to a disagree score). In the IDls, the
residents of Aleppo informed Jouri researchers
that “due to psychological pressures...news
greatly increased our tension” and “l don't look
for news much” [Male, 22, Aleppol.

This year’s data suggest that Syrians have grown
weary of regional and international politics and
are instead focusing inward to local issues that
affect their everyday lives. This is important for
FPU media outlets to consider when developing
news.
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4.2.1. The extent to which social media fulfils
information needs

In 2020, the most-used platform based on
participants’ survey answers was social media.
The least-needed platform was identified as print
media. In 2023, the platforms through which Syrians
are meeting these needs are overwhelmingly
through social media. Whereas other questions
closely identified messaging apps as important,
in this question sequence, social media were
identified as the platform through which people

met their information needs between 65-75% of
the time. Television was far behind at 6-17%. As in
2020, print was the least used platform with only
1% reporting that they need television to fulfil
their information needs.
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The IDIs suggest that WhatsApp and Facebook
are the most used social media platforms.

Syrians’ needs for news have changed. Tables in
annex B show levels of news needs for 2023, with
percentages over 50% highlighted. Averages
of needs over 3.5 on a 5-point scale, showing a
trend toward perceptions of importance, have
also been highlighted in yellow.

The picture emerging from tables in annex B is
one of Syrian media consumers who use social
media (all age groups) to access local news,
health, education, basic needs and economic
news. Aleppo and Dar’'a have no strong
preferences for news topics.

4.3. Research Question 3

RQ3: How do Syrian audiences interpret the
term ‘independent media’?

Do Syrian audiences recognize articles focused
on “solutions” to problems and do they appreciate
them, and are they moved to consider, learn,
and share this type of media? Has there been
any noticeable change here, as a result of the
2023 earthquake?

This research asked media professionals about
independent media and the important role
that they play in citizens’ lives. While Syrian
professionals believe there is an important role
for independent media to play in contemporary
Syria, mediaprofessionalsarguethatindependent
media should be a professional media that is not
subject to partisan or governmental conditions,
or conditions motivated by money or funding
- i.e. they should present a message that is
balanced, but not politicised.
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However, the concept of independent media
may have become blurred because many
people have considered opposition media to
be independent media. One editor noted that
while the official media (state controlled) was
a party to the conflict, opposition media also
played a role in the conflict: “The opposition
was excited, there was exaggeration, there
was a major problem, which was that the media
did not express the truth, but represented the
represented groups, and its mission was to
strengthen the rift in the conflict. We need to
reinforce the importance of the existence of
independent media.”

There is general agreement among media
professionals that independent media have
to providing more accurate

but that this

contributed
information, role must be

strengthened.

In the initial 2018 FPU audience study, Syrians
were asked to define ‘independent media’. The
key terms referenced included: neutral, critical,
impartial, without an agenda, not siding with
military, political or religious institutions, and
transparent. In 2020, a survey question again
asked Syrians to define independent media,
and over 71% of surveyed respondents defined
it as something that is ‘free from the influence
of the government’, while 68% defined it as
being ‘free from influence by political actors,
parties or interest groups.” Over 59% of
respondents defined the free media by the
ability to ‘discuss any topic regardless of its
content’, while 54% defined it to be ‘free from
commercial interests’.

The 2023 survey data suggest that there are
three major components to how Syrians interpret
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the term independent media: It is interesting
to note that in the 2020 audience survey, 71%
of respondents defined independent media
as free from the influence of government and
68% defined it as being free from influence by
political actors, parties or interest groups. The
2023 survey data suggests that perceptions of
independent media are evolving. There is less
audience emphasis on being free of government
and political influence which may reflect changes

in the availability of non-partisan content.

1) Free from influence by government (46%
selected this answer).

2) Free from bias (57% selected this answer).
3) Free to discuss any topic (which is akin to

freedom of expression)( 44% selected this
answer).

Table 8: Audiences’ agreement with attributes of independent media — by location / gender (n=1,200).

Locations Free from Free from  Free from Free from
influence by influence commercial influence by
government of interests the media’s

political owner or

actors, major media
parties or corporations

interest

groups

Aleppo 32% 13% 18% 8%

Ar-Raqqa 45% 31% 21% 34%

Damascus 86% 27% 24% 16%

Dar'a 54% 53% 48% 43%

Deir Ez 35% 29% 18% 29%

Zor

Hasaka 37% 10% 9% 7%

Idlib 89% 8% 58% 5%

Latakya 35% 49% 63% 42%

Rural 19% 8% 19% 12%

Damascus

Sweida 29% 18% 34% 20%

TOTAL 46% 27% 29% 24%

Female 35% 17% 32% 14%
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Financial Free to Free Free to Free Free
independence  report  from discuss  from from
critically  bias any adverts paywalls
topic
25% 18% 47% 33% 1% 2%
22% 31% 42% 44% 9% 16%

8% 31% 97% 89% 3% 9%
42% 32% 47% 39% 36% 26%
29% 26% 43% 40% 9% 8%
30% 14% 23% 10% 8% 9%
69% 6% 77% 84% 15% 5%
20% 35% 85% 59% 0% 25%
19% 0% 81% 19% 38% 0%
21% 14% 65% 25% 8% 3%
27% 24% 57% 44% 11% 11%
22% 20% 61% 38% 10% 9%
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Table 8 below presents the 2023 findings in
more detail.

Males and female respondents did have slightly
different perspectives of independent media.
Where responses were 10% points apart or
more, females were more inclined to define
independence as free from bias but less likely
to define independent media as free from
government influence, political actors, media
ownership, or be financially independent.
Approximately 90% of the sample did not
see independence as free from paywalls or
advertising. This is encouraging in that Syrians
recognize that media requires some form
of economic support and that advertising
or paywalls do not diminish an outlet’s

independence.

In the qualitative interviews with Syrians, there
were mixed answers about the interpretation
of the term “independent media.” The majority
defined “independent media” as those that do
not have any bias towards any of the parties
to the conflict, and media that were financially
independent, impartial and unbiassed to people
and parties to the conflict. They were also free
from commercial intertexts and transparently
and without bias. It is accompanied by sources,
and published with the aim of benefit, not fame
or gaining followers. It is neutral media that
discusses issues from different points of view.
Independent media that are not affiliated with
political or religious parties.

However, some were cynical about independent
media, telling the interviewers that they are
valued “because most of them tend to entertain”.
Several noted that “unfortunately, today, there is
no such thing as independent media” because
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“‘every media platform has certain goals”. A
common explanation for this perspective was
that “most of them are biased or affiliated with a
(political) party”.

There appears to be a trend in the media

development community to consider the
normative role of solutions-driven journalism.
Aitamurto and Varma' (2018) and others have
offered ‘solutions journalism’ as a new way to
consider how media can help people to live
better lives. Solutions journalism is an approach
to news reporting that focuses on both public
responses to social issues as well as the problems
themselves. A solutions story is anchored in
evidence to explain how and why responses to
social issues are working - or not working. This
approach to journalism shifts the focus from
media merely highlighting societal problems,
to media providing possible solutions to these
problems. Solution oriented journalists ‘distance
themselves from advocating for social good
and claim to objectively cover solutions without

endorsing them' (Aitamurto & Varma, p. 2018).

When the Syrian respondents in this study were
asked about solution focused journalism, most
said that they prefer the news that focuses on
solutions to the problems they face. They see
the purpose of the media as not only to be
informative, but also to be corrective. In other
words, the media can help solve problems. One
interviewee said, “in general, | think that most of
us prefer news that focuses on solutions to the
problems we face, because it is frustrating and
arousing negative feelings to present an event
or problems without presenting a solution to
them” (IDI 112).

1 Aitamurto, T., & Varma, A. (2018). The constructive role of journalism:
Contentious meta discourse on constructive journalism and solutions
journalism. Journalism Practice, 12(6), 695-713.
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Table 9: Audience responses to the statement “It is important for me to consume news that offers

a solutions approach”- by location (n=1,200).

Location Agree Disagree
Aleppo 50% 1%
Ar-Raqqa 40% 6%
Damascus 69% 0%
Dar'a 63% 6%
Deir Ez Zor 54% 5%
Hasaka 30% 2%
Idlib 56% 3%
Latakya 50% 2%
Rural Damascus 65% 0%

Over 73% of the respondents agreed or strongly
agreed to the statement ‘it is important for me to
consume news that offers a solutions approach”
(Table 9). Damascus, Sweida and Rural Damascus
showed the highest level of agreement to the
statement, whereas Aleppo had the highest level
of disagreement, with 13% of the respondents
disagreeing or strongly disagreeing.

However, solutions journalism may be a
challenging sell to audiences who have
become accustomed to fast-breaking news.
Solutions journalism takes longer to develop
and many interviewees said: “l prefer (to
receive) the news as soon as it happens”. This
highlights an interesting tension between a
social media savvy group of people who have
come to expect fast news, as shared by friends
andwhich givesthem asense of “being there”,
versus thoughtful, long-form journalism that
requires time, multiple fact bases, interviews
and analysis. There is recognition of the value
of solutions journalism but it is competing
for the attention of people who want fast,
breaking news.
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Neither agree nor

Strongly agree Strongly disagree

32% 6% 2%
26% 28% 1%
2% 29% 0%
22% 9% 0%
25% 16% 0%
54% 14% 0%
19% 21% 0%
4% 43% 1%
12% 23% 0%

4.4. Research Question 4

RQ4: How do Syrian youth and women see
their representation in the produced news
content by the media?

4.4.1. Youth Representation

When asked about youth representation in
media, the majority of respondents reported that
Syrian youth and youth issues were represented
in a neutral way (46%), with 23% believing that
youth were represented in a predominantly
negative way, 20% reporting that this was mostly
positive, 6% believing this was completely
negative, and only 4% believing that this was
mostly positive. There were interesting findings
related to gender differences with a larger
proportion of females (54%) reporting that
youth were represented ‘neutrally’, compared to
just 38% of males. Interestingly, there was very
little difference when aggregating responses
by age as exemplified below, with the majority
of respondents reporting that the youth were
neutral, although the 31-to-39-year age group
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Figure 5. How audiences view the representation of youth in media- by age-group (n=1,200).

Q25: How do you see youth represented in the media?

50+ years 22% 4%
40 to 49 years 31% 4%
E 31 to 39 years 14% 28% 15% 5%
21 to 30 years 13% 22% 41% 19% 5%
T - %]
50+ years 2% 67% 9% 5%
40 to 49 years 48% 20% 1%
e ,,,———,,,———
" 21c30vers 0 IR R 6% 35d]
16 to 20 years 294 21% 3%

Completely Negative m Mostly Negative m Neutral

reported a higher percentage of respondents
who reported that youth representation (32%)
was mostly negative (Figure 5).

However, significant differences remain when
aggregating location responses, and there is
no clear correlation between respondents’
location and their view of youth representation.
In NES, the majority of respondents in Hasaka
(70%) and Deir Ez Zor (42%) viewed youth
representation as mostly neutral, whereas the
largest proportion of respondents in Ar-Raqqga
(32%) believed that youth representation was
‘mostly negative’. Discrepancies between
respondents also exist within government-
controlled areas. Whereas Latakya (39%) and
Sweida (37%) both show youth representation
as 'mostly negative’, the highest proportion of
respondents in Dar’a sees youth representation
as 'mostly positive’ (48%). In the Northwest of
Syria these discrepancies still exist, whereas
Idlib  (74%) rural Damascus

those in and
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Mostly Positive Completely positive m (Expand)

(78%) believe that youth representation was
largely neutral (78%), the majority of those
who resided in the city believed that youth
representation was ‘neutral’, while those
residents in rural Damascus (50%) largely view

youth representation as mostly positive.

While the majority of interviewed respondents
and media experts believe that youth were
respondents across all
locations that
across traditional media platforms such as

television and radio tend to frame youth in a

underrepresented,

believe content delivered

‘stereotypical’ manner, with one male informant
reporting that on traditional media platforms
the youth are portrayed as “superficial and
[constantly] following illogical trends” (NB and in
accordance with global misconceptions about
the ‘Gen Z generation’). Additionally, only one
40-year-old female respondent in Ar-Ragga
relayed a distinct news story she had consumed
regarding youth, which was a negative one in
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that it focused on their over-consumption of Tik
Tok, and inappropriate content which children
under the age of 18 were accessing without
parental guidance.

Nevertheless, the IDIs reveal that the way
that those perceive youth representation
the
discussing, as interviewees from across all

depended on medium they were
locations reveal that youth view themselves
as better represented in social media and
underrepresented in traditional media. Older
respondents believed that traditional media
had

appealsto the youth, or discusses youth issues,

“no specific platform” which either

a point which was unanimously conveyed
by media experts. Youth respondents who
reported that their
positive, largely did so due to social media,

representation was
such as in Ar-Raqga?and Damascus, where
youth respondents reported that they had
good representation, as well as in Sweida
where one 24-year-old male clarified that
while in traditional media youth voices were
marginalised, due to the existence of social
media, “the [youth] are more present and have
the tools to express their opinions”.

This exclusion of youth from traditional media
is an important point as it also has a major
impact on the type of news that they consume
as according to one media expert, as it relates
to 'hard news’ - “They don’t care and are only
interested in their own issues and don’t look
at news which doesn’t affect them”. This is not
necessarily the case, as a number of youth
informants report engaging with political news
on social media as they are more skeptical of

2 Where youth respondents were the only ones to report positive youth
representation, compared to older age groups.
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news delivered on traditional media platforms,
as youth respondents in interviews from Idlib,
Deir Ez Zor, and Hasaka largely reported that
they were represented negatively or excluded
in traditional media, as they “don’t address the
needs and concerns of young people”.

Moreover, as part of the triangulation of
the data, we confirm that all IDIs, surveyed
respondents, and media experts iterated
that the issue of unemployment was a major
topic concerning the youth which was largely
ignored by the media, and this topic was
cited by respondents in Hasaka, Ar-Raqqa,
Deir Ez Zor, Aleppo, and Dar’a as an issue of
primary concern. In Damascus and Sweida the
topic of youth emigration to other countries
was considered the most pressing problem
facing Syrian youth today. Interestingly, youth
respondents in Deir Ez Zor reported the need
for “psychological support for young people”, a
topic which was also reported as being more
needed in media in Latakya and Idlib, where
a youth respondent reported the need for
mental health tools to be disseminated to
overcome the “years of war”. Only one older
respondent (30-year-old woman in Sweida)
highlighted the mental health needs of young
people as a primary concern, which the media
were not currently reporting on. Additionally,
a female youth in Idlib reported that the media
lacked sufficient educational content and she
desired for more topics related to “scientific
seminars, scientific research and external
scientific missions”. Interestingly, whilst media
experts reported that the major news topic of
concern was the fractured ‘identity’ of Syrian
youth due to the divided nature of Syria, this
was not reported as a major need by any
respondent in any location.
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Figure 6. Audience perceptions of accuracy of media representations of youth concerns and

issues - by age-group (n=1,200).

Q23: (For those who are under 25)— How much do you agree with this statement: | feel
as though the media | am currently consuming accurately represents youth concerns

50+years 4%

40to 49years | 6%

@

& 31to39

g 0 39 years
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16 to 20 years

50+years | 6%

40 to 49 years 3%

o

g 31to 39years 3%

21to 30years | 6%

16 to 20 years 19

® Agree

Strongly agree

4.4.2. Women's Representation

Much as was the case with representation of
youth, the majority of surveyed respondents
reported that women were represented in a
‘neutral’ (42%) way by the media. Approximately
31% reported that representation was ‘mostly
positive’, followed by 15% who reported that
their representation was 'mostly negative’,
8% reported that their representation was
‘completely positive’ and 4% reported that it
was ‘completely negative’ (Figure 7). There
were further discrepancies when aggregating
these responses by gender, with females
largely reporting that their representation was
neutral (51%), and males reporting that female
This
was echoed in IDI discussions, where females

representation was ‘mostly positive’.
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m Neither agree nor

and issues
30% 16% 16%
25% 29% 6%
23% 9%
29% 18% 13%
23% 9%
47% 3%
39% 19% 3%
19% 12% 8%
21% 11% 6%
26% 12% 6%

Disagree Strongly disagree

reported that the representation of women
in the media was much more negative when
compared to men.

Males and females from across all locations
believed that women were portrayed in a
positive light, as they had observed a growing
presence of more women in the media
landscape. Females in Aleppo reported that
there were ample opportunities for women
on the television, radio, and on social media
which made them greatly represented, and
female respondents in Damascus also claimed
that there was much greater awareness raising
of women'’s issues. One female respondent in
Damascus pointed to a recent media ‘campaign
to stop violence' which raised awareness of

the high numbers of women who experience
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violence from men, and the widespread support
this received as evidence of positive female
representation.
Interestingly, interviews with males from
across all age groups who viewed the media
as portraying positive female representation
in Aleppo, Damascus, and Idlib held some
resentment for this as they believed that positive
female representation came at the expense of
men, as according to one male respondent in
Aleppo: “opportunities for women in the media
are more than for men”, this was argued as media
had several ‘female -centred’ programming
such as beauty, fashion, and cooking which was
dedicated to women and exclusively increased
their visibility, as well as in their eyes the media’s
tendency to spotlight female achievement, as

one male in Idlib reported that “International

Women'’s day... the news | have seen more than
a hundred times”. One woman in her thirties
in Idlib also reported that while there was
positive female representation in the media,
this occurred “at the expense of other groups
in society who also need to be highlighted”,
and this respondent highlighted the elderly
as a group of people who were severely
underrepresented. One young male in Sweida
believed that women were overrepresented on
traditional media platforms such as television
and radio, and that only on social media did he
see a more equitable balance.

Additionally, males reported issues with the way in
which females are presented across the media as
they believed that women were often portrayed
as behaving immorally and in a way which went
against tradition and socially accepted norms, a

Figure 7. Audience perceptions of how women are represented in the media - by age-group

(n=1,200).

Q27: How do you see women represented in the media?
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complaintwhich was echoed across all age groups
(e.g. a male in his late twenties reported that
women are shown in a ‘modern and semi-nude
way’). This complaint also echoed in an interview
with one media expert, who reported that news
reports about women were often framed in a
way which brought their moral character into
question, rather than exploring the issues which
are being debated. As one expert reported
there is “shallow media coverage” which reported
about women, and which “excludes them from
the story”. This was supported by another media
expert who provided the example of a popular
news story about Syrian women travelling to
Europe and divorcing their husbands. However,
while the media framed it in such a way which
presented the women as ‘loose’ or foregoing
their values, they never questioned why these
women wanted a divorce or the conditions of
their marriage, or even interviewed them to give
their view.

Conversely, only one female respondent
located in Sweida reported that women were
portrayed in a stereotypical manner as being
“shy and less than men”, while most male and
female respondents who reported that the
media negatively portrayed women (Ar-Raqqa,
Latakya, Deir Ez Zor, and Idlib) largely did so
as they believed women were marginalised in
the media, which aligns with the views of the
majority of media expert respondents. This
marginalisation of women was attributed to
the war and subsequent unstable economic
and political situation inside Syria which meant
that there was “little interest in women’s issues”.
Additionally, some male and female respondents
attributed this negative representation to
societal standards which oppress women.
Media outlets have opportunities to promote
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both youth and gender issues through high
quality news.

4.5. Research Question 5

RQ5: What level of trust do Syrian audiences
have in a range of online and offline news and
information sources, including independent
media?

Syrian audiences appear to have medium levels
of trust in a wide range of online and offline news
and information sources, including independent
media. They appear to be quite trusting of the
media in general and news that they access via
social media. Over 74% of the sample reported
that they trust news which they receive on social
media from friends and family. This result is the
same for males and females.

Syrians appear to have good capacity in
identifying if an outlet is partisan or not, with
59% agreeing that they could tell when a media
outlet adopts a certain political position. Only
13% disagreed that they could tell when a
media outlet prefers a certain political position.
Indeed, they think that most media outlets are
politically motivated and have an agenda.

Respondents from some locations believe they
are particularly adept at identifying the political
leanings of the media, e.g. Rural Damascus
respondents self-reported a 100% ability to identify
the agenda of a media outlet, and 92% of Damascus
respondents believed they could identify media
partisanship (Tables 10 and 11). Aleppo has the
lowest percentage of residents who believed that
they can identify partisanship (28%), and Sweida
and Hasaka respondents also had lower levels of
agreement on this question (45%).
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Table 10: Audience responses to the statement “I can identify media partisanship”- by location (n=1,200)

Locations Agree Disagree Neither agree nor disagree Strongly agree Strongly disagree
Aleppo 17% 25% 46% 11% 2%
Ar-Raqqa 50% 7% 31% 11% 1%
Damascus 86% 3% 4% 6% 1%
Dar'a 66% 6% 20% 6% 2%
Deir Ez Zor 60% 4% 32% 4% 0%
Hasaka 39% 3% 51% 6% 1%
Idlib 35% 8% 27% 15% 15%
Latakya 20% 27% 23% 29% 1%
Rural 85% 0% 0% 15% 0%
Damascus
Sweida 25% 41% 14% 20% 0%
TOTAL 48% 12% 28% 11% 1%

It is important for Syrians to consume news
media which provides a more balanced view
of events. People living in Damascus (99%) and
rural Damascus (100%) had the highest level of
agreement to their need for consuming media
that provides balance. It is through a balanced
coverage of events that trust is achieved, and
the media professional interviewees believe
that trust is an issue across all types of media.

5.5.1 evels of trust in media outlets

While TV is considerably less popular than
social media for accessing news, within the
diversity of TV channels there are preferences
among audiences in which they trust and watch
on a weekly basis. Of 22 TV providers listed, the
three most preferred are Al Ekhbaria Al Soria,
Addounia TV and Al Arabiya (Figure 8). Those
least trusted and watched include Bloomberg,
Deutsche Welle and Al Majlis.
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Within this rating of news content by TV
providers, there are some notable differences
by gender, with females showing distinct
preferences for Addounia TV and Al Ekhbaria
Al Soria (when compared to males), and males
showing preferences for Al Jazeera, Al Arabiya
and BBC Arabic (Figure 9).

Regarding most trusted TV news providers
by age-group, survey findings show that Al
Ekhbaria Al Soria is most trusted across all age-
groups, except for those aged 31-39 years, for
whom Al Arabiya is most trusted. In terms of
patterns of preference, results for 16-20-year-
olds are similar to other age groups, albeit with
a somewhat more marked preference for Al
Ekhbaria Al Soria.

It is interesting to note that NES has higher
overall levels of trust across 22 TV channels
than other regions (Figure 10). Average levels
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Table 11: Audience responses to the statement “It is important for me to consume news media
which provides a more balanced view of events”- by location (n=1,200)

Locations Agree Disagree
Aleppo 56% 10%
Ar-Raqqa 57% 3%
Damascus 74% 0%
Dar’a 76% 1%
Deir Ez Zor 68% 10%
Hasaka 41% 3%
Idlib 53% 3%
Latakya 63% 0%
Rural Damascus 81% 0%
Sweida 75% 1%
TOTAL 63% 4%

of trust are highest in Hasaka, followed by Deir
Ez Zor and Ar-Ragqga with combined trust scores
surpassing an average of 3.5/5.0.

Within NES, levels of trust are highest for
Bloomberg, Deutsche Welle and Al Majlis, and all
in Hasaka (Figure 11). Otherwise, levels of trust
in each of the channels is generally consistent,
with lowest levels in Ar-Ragqa overall. However,
even the lowest scoring media are still rated at
or above 3.0, with most outlets being rated
as trending to or meeting the average of 4.0
(agree to trustworthy). This is an interesting
finding in that there seems to be a floor of trust
conferred to the media in general.

In terms of audience levels of trust in TV
news content by age group, the average
rating given for all 22 TV channels is very
consistent for each age group. When the five
most popular TV channels are assessed more
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Neither agree nor disagree

Strongly agree  Strongly disagree

28% 5% 1%
21% 19% 0%
1% 25% 0%
13% 10% 0%
16% 6% 0%
45% 1% 0%
24% 19% 0%
1% 36% 0%
0% 19% 0%
3% 21% 0%
16% 16% 0%

closely, it can be seen that the overall profile
of preferences are similar across all five age
groups, except for 16-20-year-olds, where Al
Ekhbaria Al Soria is more trusted/preferred
than with other age groups, and Al Jazeera is
less trusted/preferred than across other age
groups (Figure 12).

Regarding levels of trust in TV news content
disaggregated by gender, female respondents
display slightly higher levels of trust (3.9) than
their male counterparts (3.7), overall. In terms
of perceptions of what makes news coverage
good quality, respondents identify honesty,
reporting from the source, and being unbiassed,
as overall markers of quality and credibility. The
picture that emerges is one where Syrians have
medium levels of trust in most local, national,
regional and international media. Ar-Raqqga has
some of the lowest levels of trust across media
outlets and that most likely reflects recent
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Figure 8. Chart showing TV channels ranked by those which audiences trust and watch news
items consistently on a weekly basis (n=1,200).
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Figure 9. Chart showing TV channels ranked by those which audiences trust and watch news
items consistently on a weekly basis - by gender (n=1).
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Figure 10. Chart showing average levels of trust in news content of TV channels - by location.
The red colour refers to the zoom in areas of NES.

Overall/Average levels of trust in 22 regional and
international TV channels for news consumption (by location)
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history and the use of media as a partisan tool.

Regarding most trusted TV news providers by
age-group, survey findings show that Al Ekhbaria
Al Soria is most trusted across all age-groups,
except for those aged 31-39, for whom Al
Arabiya is most trusted. In terms of patterns of
preference, results for 16-20-year-olds are similar
to other age groups, albeit with a somewhat
more marked preference for Al Ekhbaria Al Soria.

It is interesting to note that NES scores higher

than other regions in terms of their combined
and overall levels of trust across 22 TV channels
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(Figure 14). Levels of trust are highest in Hasaka,
followed by Deir Ez Zor and Ar-Raqqa.

In terms of audience levels of trust in TV news
content by age group, the average rating
given for all 22 TV channels is very consistent.
However, when the five most popular TV
channels are assessed more closely, it can be
seen that the overall profile of preferences are
similar across all five age groups, except for
16-20-year-olds, where Al Ekhbaria Al Soria
is more trusted/preferred than with other age
groups, and Al Jazeera is less trusted/preferred
than across other age groups.
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Figure 11. Chart showing average levels of trust in news content of TV channels - by location
in NES.
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Figure 12. Chart showing the five most trusted and preferred TV channels for accessing news
stories - by age-group.

Five most trusted and preferred local, pan regional and international TV channels for
news consumption - by age-group
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Figure 13. Chart showing TV channels ranked by those which audiences trust and watch news
items consistently on a weekly basis - by gender (n=1,200).

Most trusted and preferred local, pan regional and international TV channels for
news consumption (by gender)
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4.6. Research Question 6

RQ6: What role does independent and/or
state media play in their daily lives, if any?

There is a complicated answer to this question
and it reflects on the differing perceptions of
and history of media in the country.

Those who reported that independent media
plays a role in their daily lives, unanimously
cited its “awareness raising” of important
topics through presenting news stories without
a particular bias which allows audiences to
think more critically, and providing them
with additional information that they may
not necessarily have had access to, as one
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respondent in Ar-Ragqga reported: “the more
we follow credible news, the more we have
a perception of what is waiting for us and the
challenges we will face”. Respondents also
reported that this news also tended to make
them more accepting of “other cultures and
differences between people” and could help to
lessen the divisions between society.

Interestingly,  whilst respondents
reported that gaining deeper

some
knowledge
through independent media helped to shape
their political opinions, the majority (even
those who believed that independent media
played an active part in their daily lives) of
respondents believed that independent media
had no effect on their political opinions as
their “political opinion is clear, specific, and
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Figure 14. Chart showing levels of trust in news content across 22 TV channels - by locations

Most trusted and preferred local, pan regional and international TV channels for news
consumption (by location in NES)
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based on fundamentals that are difficult to
penetrate by any media” as most respondents
report having very rigid biases as it relates to
certain political topics. For example one male
in his thirties in Dar’a cited the normalisation
of relations between Israel and UAE as a topic
which he would never change his mind on, no
matter how much knowledge he gained on the
subject. For respondents like him, the ability
to raise awareness of a topic was not akin to
enforcing meaningful changes in people's
opinions, but rather to further educate them on
topics with which they have limited knowledge.

For those who reported that independent
media plays no role in their daily life, this
answer was due to the belief that there “is
no independent media, as most of them are
biased or affiliated with a party”. The notion
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that independent media organisations serve to
advance certain political opinions and agendas
prevalent throughout
interviews, as respondents believed that they
“should not only trust the information from media
but also should inform themselves”. Interestingly
some respondents rejected independent and

was key informant

state-owned news outlets as being biased, as
opposed to local news which they believed was
more trustworthy and relevant to their lives,
one female in Ar-Ragga reported watching
“news clips saying that the situation inside Syria
is good and improving” from an independent
media source and did not believe this to be the
case.

There is still some divergence of views about
independent media. Some respondents did not
wish for independent media in their lives as they
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believed this type of news “has a negative impact
on them” and increases their anxiety and feeling
of hopelessness “as it conveys the bad reality of
the region”. This may be due to news avoidance
or feeling that news is negative.

When probed
respondents  did
understanding of what independent media is

that
uniform

it also became clear
not have a
or how it related to their daily lives with many
referring to it as “a source of passing time” or
‘entertainment’, and others appreciate its value
in delivering weather news and information
about exchange rates. There was also some
correlation between the way in which some
youth respondents defined independent media
and its correlation with social media, as one
youth respondents in Sweida, Dar’a, and Aleppo
saw it as a tool to “connect with friends better”
and saw its value in providing “news information
faster”. These answers may be a reflection
that the content of independent news differs
from government-controlled media and covers
different topics.

4.7. Research Question 7

RQ7: How do Syrian audiences see
that ‘accountability driven content’ has
contributed to help them manage their daily
life struggles?

Whilst (55%)
reported that it was very important to consume

most surveyed respondents
media, which was investigative and in-depth,
during interviews it became clear that while
respondents see the value in this type of media
there is not (yet) an appetite for slower, in-

depth content across all of the country and IDP
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areas. There are also major discrepancies found
when aggregating the data by region, as in
NES whilst the majority of respondents in Deir
Ez Zor (69%) reported that it was important to
consume “accountability driven content”, only
29% of those in Hasaka and 39% of those in
Ar-Raqga agreed. In Hasaka in particular the
majority of these respondents were apathetic
towards this media (54%). This was also the
case in Northwest Syria where the bulk of
respondents in Idlib (56%) and Aleppo (51%)
reported that they were apathetic to this type
of media. Interestingly surveyed respondents
in government-controlled areas report much
more positive feelings towards this type of
media, as surveyed respondents in Damascus
(66%), Rural Damascus (73%), Dar'a (82%),
Latakya (62%), and Sweida (70%) predominantly
agreed with the sentiment that ‘accountability
driven content was important to them. As
most surveyed respondents can clearly identify
biased and politically motivated content, there
is a need for more accurate and investigative
reporting in these areas. There was very little
difference when the responses were aggregated
by gender, or by age categories.

Interviewed respondents who reported that this
type of investigative news was important largely
did so as they believed that this created greater
awareness of issues and had the potential to
create positive changes within society. This was
because it provided greater context to problems
that society faces, and as one female reported
“would lead to more accountability” as people
became more educated about topics and more
aware of how to tackle these problems and who
was responsible for them. Respondents also
believed that this kind of journalism would also
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guide audiences’ attention to topics which are
of importance. They believed that this type of
journalism was less likely to distract audiences
with
coverage from state sponsored organisations,

‘superficial’ topics which gain more

and instead educate viewers. The potential
for this type of media to act as a preventative
measure and as “a warning” for people to
anticipate societal problems and address them
earlier was also highly desirable for respondents.
The ‘solutions’ dimension of this type of media
was also widely praised by respondents, as they
believed that through careful analysis of topics,
and through discussing complex issues, this
would lead to, in the words of one respondent
in Deir Ez Zor, “rational and logical solutions”
that can be realistically implemented and lead
to societal change.

Interestingly, whilst surveyed respondents
in Ar-Raqga (39%) reported little interest
in accountability driven media, during key
interviews half the respondents were very
positive towards this type of media. One male
respondent believed that this type of media
represented the true essence of journalism:
“the primary role of the media is to shed
light on controversial issues because simple
issues can be presented and analysed by
anyone”. In light of social media and the rise
of ‘citizen journalism’ where news stories can
be disseminated with very little oversight, the
notionthatjournalists mustbe deeply educated
and informed in order to report was attractive
to many respondents in a media environment
of ‘fake news’. Respondents in Ar-Ragqga who
admired this type of content also reported
that they believed that accountability driven
media was more accurate than any other type.
Significantly, the risks associated with this kind
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of reporting also lend credibility to its accuracy
in the eyes of respondents in Ar-Ragga. One
woman reported admiration for those who
produce this kind of media, as they face the
threat of arrest “just for reporting honest and
accurate news”.

Nevertheless, even in government-controlled
areas where surveyed respondents reported
appreciating this content, through all surveyed
locations most interviewed respondents report
that they simply do not consume this kind of
media, even if they admire it. The reasons for
this were uniform throughout the whole of Syria,
even for younger age groups such as those 16-
20 (57%) and 21 to 30 (55%) who reported that
investigative media was important to consume,
but were in agreement that this type of media
was redundant, as in the words of one youth
in Damascus: “most of the world doesn’t want
to follow lengthy content”. Respondents from
across all surveyed areas reported avoiding this
content as they also deemed it to be ‘boring’
and ‘dull’. Respondents in Aleppo also argued
that due to the heavy economic and social
obligations of their community, they did not
believe that most people would have the time
to follow lengthy content.

and genders,

Across all age

interviewees reported that the speed and

groups

accessibility of social media was its biggest
draw. An interviewed media expert also
felt that appealing to those with low media
literacy was more related to the format than
the content is an important factor, as even
those who are interested in political and
economic news largely avoid this type of
media. Therefore, this expert told us that there
might be a need to adapt current reporting
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styles to the realities of the last decade (lower
levels of literacy, IDPs etc.).

A key inhibitor to this content specifically
for youth audiences and those with low
educational levels, was that investigative
or 'accountability driven’ media was simply
too inaccessible to have mass appeal. In
the words of youth respondents in Hasaka,
who reported that they trusted this media
more, and believed that it could lead to
accountability within their communities,
they still felt that they would not consume
this type of media as it was intended for ‘the
highly educated and professionals only’.

This was also true in Ar-Ragqga, where one
female respondent reported that the news
should focus on the essence of a story and
not be too detailed, as it would be confusing
and distracting to an average viewer. This
was a belief echoed by respondentsin Dar’a,
Aleppo, and Sweida, where the benefits of
this type of content were evident to them,
butwho also identified a probleminreaching
the audience. It was also interesting that
among youth respondents, there was also
a belief that investigative journalism was
restricted to political matters and not on
any other topics. There might need to be
some education of media consumers that
accountability driven journalism can cover
many social topics.

Whilst the majority of respondents were
somewhat positive towards this type of media
content, some respondents in Ar-Ragqga and
Dar’a also reported some hesitancy towards
it as they believed that it “encourages strife
and ongoing problems” through spotlighting
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societal and political issues which audiences
may not be aware of, and which would lead
to increased tensions within the country.

4.8. Research question 8

RQ8: How and to what extent has
independent media supported cohesion,
dialogue and peacebuilding among Syrian
audiences?

Overallresponsesfromrespondents suggestthat
independent media is perceived as particularly
useful for bridging divides between people
from different political, social, and religious
divides, as well as helping to bridge the gender
gap. However, social media was overwhelmingly
cited as the only appropriate platform which
could bridge the generational divide. Other
media were not frequently mentioned in the
IDIs. Only one IDI mentioned: “it is possible
to combine the efforts of traditional platforms
such as television and radio, which are followed
by the older generation, with social media
platforms, which are followed by the younger
generations.” What did come out from the
interviews was that it was the “hands” or the
people who run different platforms who have
a role in bridging divides. Many noted that
media and social media in general are “neutral”
channels but it is the people who control them
that shape news.

The majority of respondents believe that
independent media has the power to “bridge
divisions between people by raising awareness
and spreading a culture of peace” through
accommodating those who possess multiple
points of view, and providing a neutral space in
which controversial issues could be discussed
sensitively. This was unanimously agreed by
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Figure 15. Chart showing levels of agreement in the statement “It is important for me to
consume news media that is investigative and more in-depth” - by locations in NES.

Q22: How much do you agree with this statement: Itis important for me to consume
news media that is investigative and more in-depth
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media experts who cited the importance of news
stories which are framed in a way to highlight
the similarities between people, rather than the
differences. One expert cited the earthquake
as an example of this, as independent news
organisations during the earthquake made
efforts to show the “human problem not the
political problem” through highlighting that
whilst the country is divided, all people were
affected in the same way and this is helpful
towards peacebuilding. ‘hate
speech’ which was also unanimously cited by

Interestingly,

media experts as a major contributor to conflict
but was not cited by any respondent across all
locations. In many parts of the world, social

media are blamed for decreasing cohesion and

increasing political divisions.®* However in Syria,
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m Neither agree nor

Disagree Strongly disagree

media is largely regarded by both interviewed
respondents and media experts as a positive
tool to bridge the gender gap as it can be used
to spotlight women’s issues and be used to
combat against gender norms which oppress
women in society. Interviewed respondents
largely believed that it was better combatted
through social media, as this already was a
more neutral space and less contentious than
traditional media outlets where there was more
open communication between the sexes.

Interestingly, social media was cited as the
primary platform which would bridge the
generational divide, unlike the gender debate,

3 https://www.pewresearch.org/global/2022/12/06/views-of-social-media-and-
its-impacts-on-society-in-advanced-economies-2022/
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where most youth respondents reported that
they did not believe that independent media
was useful for bridging the generational gap.
This was largely due to the low consumption of
traditional media platforms by the youth, and the
lack of programming which specifically caters
to them. One older male respondent reported
that in order for there to be a generational
bridge, traditional media outlets would not
only need to actively broadcast youth issues
and increase their representation, but also
communicate issues that older people face to
enhance youth awareness and understanding
of their generation. Nevertheless, some older
respondents agreed with the idea that social
media was vital in bridging the generational
divide but did not believe that this necessarily
requires the exclusion of traditional media
outlets, but instead needs the “combined efforts
of traditional platforms such as television and
radio, which are followed by the older generation,
with social media platforms, such are followed
by the younger generations” to successfully
bridge this divide.

5. Recommendations

This year's data provide useful insights into
understanding the information needs of Syrians.
We now better understand their evolving
media consumption habits, their information
needs, their perceptions and attitudes towards
the media they consume. There are several
recommendations and lessons learned from the
2023 audience research.

1. Syrians have shifted to social media and

messaging apps as their primary channel for
accessing news information. They value the
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privacy that messaging apps can give them.
However, this means that they are less likely
to go directly to news sites, and therefore may
not know the actual source of news. Media
outlets should work to ensure that their stories
are branded, link back to their social media
hashtags or accounts, and create shareable
content for the most popularly used social
media platforms and apps. The features of the
diverse social media platforms and messaging
apps are somewhat different, so media outlets
need to capitalise on the unique features of
each platform through tailoring content for
each channel. In order to leverage these unique
features, media outlets may need to develop
or refine overall content strategies for each
channel and use content calendars to deliver
content at the best time for audiences.

2. The news and information needs of Syrian
audiences have changed as the situation
on the ground has evolved. Unlike in 2020,
there is much less appetite for regional and
international news topics as this is considered
to be relatively unimportant to the average
Syrian’s daily life. Instead, local news and local
journalists have taken the lead, with audience
keener to understand and learn about what is
happening in their local settings. As a result
of this, media outlets should consider the
important role of local citizen journalists, and
consider exclusive news segments targeting
local news stories in order to increase appeal
to audiences. It is also important that FPU and
concerned media outlets consider ways to
develop wider and deeper networks on the
local level with people who can provide timely
and credible news about what is happening
in their area. It is also important to consider
that most interviewed respondents relayed
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that the visual aspect of media was the most
important to them as it helps them “be there”
when news is happening and so journalists and
partners should also focus on letting pictures
and images “tell the story”. It is also important
to highlight that creating more video and audio
content will also help those with low levels of
literacy to follow the news.

3. Across all locations, Syrians want fast and
breaking news in easy to digest news stories.
Syrian audiences know that there is a lot of
highly partisan information, particularly in
traditional media. The majority of respondents
reported that they rely on friends and family
for fact-checking and that they regularly read
the news feeds of their friends and their posts
on Facebook. The indication remains (as was
the case in the previous audience research
study) that audiences fall into ‘bubbles’ or
echo chambers where they consume the same
information as their friends and thus share the
same understanding of events and issues. It is
important to note that tight social networks
may mean that disinformation can not only
spread throughout a network, but also may be
believed more strongly by respondents. Media
outlets should consider how to integrate
fact checking into their stories, as there are
opportunities for improving media literacy
and recommendations for what audiences
can do in fact checking to stop the spread of
misinformation.

4. There is a recognition among the majority
of respondents that ‘solutions journalism’
and ‘long-form journalism’ are valuable for
providing perspective on issues and events.
Nevertheless, IDIs suggest that in practice

many people still want shorter news items.
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Media outlets should consider ways to achieve
the same end goal of long-form or solutions
journalism through shorter but more frequent
news pieces (the need for an audio-visual
dimension cannot be understated). There may
be opportunities to structure regularly occurring
short stories which when combined together
make a solutions-based story around one topic.
Solutions journalism, long form journalism and
accountability driven content need to go past
political stories. They need to address social
issues that are relevant to youth and women.
There might need to be some education of
media consumers that accountability driven
journalism can cover many social topics.

5. In the NES area, some preferences for

television and video platforms emerged
suggesting that media outlets that want to
serve these audiences should include visual
components to stories. This could be due to
lower levels of literacy or greater perceived
dependency on visual information. For training
opportunities, FPU could continue to support

visual storytelling.

6. Syrian audiences appear to be adept at
identifying those media outlets whose content
is partisan, as they desire impartial, neutral news
that is accurate. Syrian audiences also trust
familiar sources and recognise that new sources
(especially in light of the earthquake) are not
always credible. These started to proliferate
following the earthquake. Media outlets should
continue to focus on high quality credible
neutral content which builds on existing levels
of trustworthiness. Media outlets can remind
readers of their tenure in the community and
their role in disseminating non-partisan news in
their locally focused storytelling.
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7. As most youth respondents reported that
they felt marginalised by media and society, it
is important that media outlets create content
which is tailored to them, as they currently
believe that the only content which is geared
towards them exists exclusively on social media,
and they do not want to be stereotyped in
news coverage. Media outlets should consider
ways to engage youth in stories and in ways
that better reflect their interests - local news,
economic news, and employment.

8. FPU and the concerned media outlets should
also listen to women'’s voices in interviews, as
they too want more and better representation
in traditional media, and information which
responds to their needs.

6. Conclusions

There are several important findings from this
audience research study which can be taken
into consideration by FPU and media outlet
as part of their future media content creation.

Social media and messaging apps are the
dominant channels for Syrians to seek and share
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news and information. They are seen to provide
quick access to information that can be shared
and corroborated with friends and family. While
constructive journalism is valued, it is often
perceived as being long form, dull and boring
and therefore has limited appeal, particularly
for younger audiences. This suggests an
opportunity for innovation in the way this
content is produced with shorter form video
and audio-based story telling based segments
potentially having greater audience appeal.
Additionally, there are evolving interests and
definitions of independent media and their
value. Syrians believe that they can tell biased
or partisan media content. As evidenced in this
study there is also consistent positive valuation
of independent media and support for it is

growing.

Finally, there are opportunities for media
outlets to create engagement, dialogue
and peace building through their social
media channels. The earthquake brought
Syrians together and they stopped, just for
a bit, thinking of pro-Government and pro-
opposition areas, other future events could
also bring Syrians together and the media will
play a major role in telling the national story.
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Sample for in-depth interviews disaggregated per location, gender and education level:
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Location
Damascus
Damascus
Damascus
Damascus

Aleppo
Aleppo
Aleppo
Aleppo
Dar'a
Dar'a
Dar'a
Dar'a
Idlib
Idlib
Idlib
Idlib
Sweida
Sweida
Sweida
Sweida

Latakya

Latakya

Latakya

Latakya
Ar-Raqqa
Ar-Raqqa
Ar-Raqqa
Ar-Raqqa
Ar-Raqqa

Ar-Raqqa

Age
28
17
28
23
24
24
37
25
23
24
27
26
24
28
31
23
24
34
22
30
24
20
31
33
27
34
34
32
32
22

Gender
Female
Female

Male
Male
Female
Male
Female
Male
Male
Female
Male
Female
Male
Male

Female
Female

Male
Male

Female
Female
Female

Male

Female

Male

Female

Female
Male
Male

Female

Female

Education level
educated
lower educated
educated
lower educated
educated
lower educated
educated
educated
educated
educated
lower educated
educated
educated
educated
educated
educated
educated
educated
lower educated
educated
educated
educated
educated
lower educated
lower educated
educated
educated
educated
lower educated

educated
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Ar-Raqqa
Deir Ez Zor
Deir Ez Zor
Deir Ez Zor
Deir Ez Zor
Deir Ez Zor

Hasaka
Hasaka
Hasaka

Hasaka

38
38
33
24
40
45
26
40
23
24

Male
Male
Male
Female
Female
Male
Female
Female
Male

Male

lower educated
educated
educated

lower educated
educated
educated

lower educated
educated
educated

lower educated
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Recruitment Questionnaires:

This interview will be used to identify the 40 people for the clinics and diaries and the 20 people

for the interviews.

S1- Gender

Male

Female

S2- May | know your age?
Record exact age.

/__/___/Age

S3- Can you please tell me your marital status?

Single 1

Married

Divorced / Widowed

S4- What Languages do you speak?

Arabic 1
Kurdish 2
Turkish 3
Other(specify) 4
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S5- Where do you live?

Location

*H*

Urban (1) or Rural (2)

Damascus

Rural Damascus

Aleppo

Idlib

Hasaka

Qamishli

Ar-Ragga

Sweida

Other (specify)

O |00 ([N OO B W (IN |-

S6- What is your status?

Living in Syria

Refugee/IDP within Syria

Refugee outside of Syria/
Diaspora
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DEMOGRAPHICS SECTION

S1- Gender |
Male ,s3 1
Female _ul 2
Other g,

S2- May | know your age?d,es d)=e uiSg Jo
Record exact age. Juaddl sl Joww

/[__/__/Age

RECODE ANSWER IN S2 § &Y 5005 .\.gi S2

Under 15 years [Terminate]15 i JI ¢

16 to 20 years

21 to 30 years

31 to 39 years

40 to 49 years

o~ OB W N | =

50+ years

S3- What is your nationality? cii i jalo

Syrian s 1

Other [Terminate] asgwl >y )51 2

S4- What Languages do you speak?
lgs Suos I &l ole

Arabic y,e 1
Kurdish gs)sS 2
Turkish §3 3
Other(specify) g, 4
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S5- Where do you live? jisi o

Urban (1) Rural (2)

Damascus géws 1
Rural Damascus géws wy | 2
Aleppo > 3
Idlib sl 4
Dar'a leys 5
Sweida lugw 6
TBC 7
Other g, 8

S6- What is your residential status?

fely ol Sl mogll 90 Lo

Living in Syria bLyguo gius

IDP within Syria bgu Jsls #36

Returnee sle

53

gE
FREEE
PRESS

UNLIMITED



Q.D1 - Can you please tell me what your total monthly personal income is?
Can you also tell me your total monthly household income? By total monthly household
income | mean the collective income from all sources per month

$54id] gasidl s Jloz] 5o Lo o5 of LS Jo
36l il Uss Jlozl @)l Wiyl el Jo
G yolall gue (o elozd! oW 6 paid) 8l Uss Jlozl el

> JEiBelow 65,000SP
65,000 - 85,000 SP
85,001 - 100,000 SP
100,001 - 150,000 SP
150,000 SP or more

Don't have personal income 4 Jss 4 uzg ¥

Syria

Logw

I
~ Ul w [N (=
I ) ”

N (oo AW N =

Refused/ don't know s,s1V / a8y

Q.D2 - Please tell me your highest level of education? Scbu odss ggms A J JS ellasd (o

Higher than secondary education sl mulell oo el 1
Secondary educationssils gL 2
Lower education levels. masio gules goima 3

Q.D3 - Please tell me your occupation? selige J JS ellad (o
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Standard Opening

Q1- Below media platforms, please tell me how often in a typical day which of these media
platforms do you obtain news information from (prior to the earthquake).

Ologles e bass Ladlell Clakl 03 yo ¢l @3l psr § 80 05 ol s (o « oloxz] Jolss Olate Jaudll
(I J8) Lo dyls)

55

Q1b- Time Ol H hi
Q1a- Frequency spent per day <« neoev:l’:iuc s
o SV CEgl
v - o
o3 S auas sothe g0 o5
Source
Jas Twice 3-5 t|crines More than
Once per per cay 6 times per -
dayp per day jlxb Tm day P 1-6
§ % S U8 Sl 7o,
(as,Jb forl ¢
TV 5l
Radio gsal)
Print (newspapers, magazines, etc.)
Moo A5y
Social Media (Facebook, Twitter, etc.)
55 1853 0mi8) elaizYl Lolsil Slaia)
Video Platforms (YouTube, Tik Tok, etc.)
Js5 s ,05851) sudll Glas..)
Messaging Apps (WhatsApp, Telegram,
Viber, SMS)
a.‘i’:b)J.” @Al).!
(doole Sluy old ‘(’Ijgn“b ! ly)
Online news websites
oY) e ol glse
Other websites s, &Blge
None of the above
[TERMINATE survey]
Olectad)) (i85 3o Lo 55
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Q2 - Which social media networks do you use the most for sharing news?

DS L Lok o 55T e (1 oluse ) Jolsdl S o Lo

Source

Once per Twice per
day day
podl 2 B0 podl S ot

Three to five
times a days

Al wlo 2 o
podly il o puas-

More than five
times a day

Sl e g0 ST
podly

Facebook gy puss

Twitter ,ses

Instagram pl,2 Liswil

Telegram pl,a.ls

WhatsAppdi yuls

Tik Tok g5 el

Q4- From the media platforms listed below, please tell me how often in a typical day which
of these media platforms do you obtain news information about the earthquake from.

e lare Jass LadleY) Clabl odo oo ¢l @ole po § 8y0 05 Gl ellad o ¢ obsT doyubl daslugll Oilate (o

I3 Joo dy L] Sloglae

56

Q1b- Time Qle : ow
spent per day mucn 15
Q1a- Frequency ; u needed
SHI Cag)l 5 ?S
9 JS duads
Source f Dolhe
Once Twice 3-5 times More than
per per day per day 6 times
dy | Tguge | O SNoe | perday o
3 80 sl oes I 6 o SSI
psd! - psdl & Sle el & Olye
TV 3l
Radio ¢19l)
Print (newspapers, magazines, etc.)
Social Media (Facebook, Twitter, etc.)
(cnish sly2 ) lae] Jolgs g
Video Platforms (YouTube, Tik Tok, etc.)
g el ,0985) sl Slaks,..)
Messaging Apps (WhatsApp, Telegram,
Viber, SMS)
ole Sl 1l ,ply3ls , 0T pudly ) A3yl gealy)
Online news websites Ci 55V ne 4y ,Ls] Blge
Other websites s, gilgo
None of the above [TERMINATE survey]
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Q5 - On a five point scale, what are the levels of trust which exist around local, pan-regional
and international radio stations coverage of the earthquake? where 5 means “trust it very
much” and 1 means “don’t trust it at all”, please tell us how much you trust each of the

following types of news outlets?

SUI Y ddowly daddVlg ddout) dusldY Ollasch| dudass Jgo 8592 ob) diU L gtuce R Lo« bl juod o wldo A
sdtW eﬁlﬁ}” Flwg &lyic,.n &9 JS@ elidi gug Byl ooy c«BIDLYI e Ly 35 Y)Y 9 «fuS Ly 35”0 ] Cus

NAME .Y

TRUST 1-5 &

Sham FM el 20l

—_

Al Madina FM duull gssly 2
Sawt Al Shabab wluidl Ggo 3
Al Souriya FM & ygudl ¢33l 4
Dimashq 3w S
Melody FM (s3¢le ¢33, 6
Farah FM o3 g1, 7
Monte Carlo Al Doualiya ddgul o})5 Cige 8
Al Nour ;g1 9
Al Chabab FM oluid) g0y 10
Halass 11
Fann FM 33 g0, 12
BBC 13
Rozana FM diljgy ¢9)) 14
Marah &0 15
Syria Alghad sl b ygw 16
Ninar FM ;L g91) 17
Sawt Al Madina duull &go 18
Sawt Lebnan gld &0 19
MBC 20
Al Mayadin 444l 21
Sawt El Ghad ul &g 22
El Karma FM &,SJ1 920, 23
Amwaj FM glsel o201, 24
Al Manar ,Ld| 25
ARTA FM Byl g3l 26
Sinar FM ;L go3ly 27
Radio Sawa lgw ¢33l 28
VonFM g8 ¢33l 29

Mix FM? juSee 533l

161

Other (specify) &,

None ¥
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Q6 - How do you gain news information from social media? - (prompted response)

(s o Do) - S olozzYl Jolgall g 50 &yl Sloslebl e bass LS

| check posts (videos/articles/audio) shared by friends on Facebook
Igy ] e = BusY) S5 Lio ! (Ogall 7 OYBL/ )l zblie) OISLad) e @.5.933

| check news information written by friends in a publicly posted message on Facebook
Iy el o pls JSsy Bygdain Ay G sBaY LS I Doyl Oleslall (o 30T

| check news information written by friends in a publicly posted message on WhatsApp
Ol lell e ple JSay 8ysdine @y & sBudYl LS Lall &)Ll Slaglell e 35T

| check the timeline of my friends to see the news which is shared there
dlo lgS)lie o I LY 882l GBasY iaill Jsamdl g 3as5]

| check news information written by friends in a publicly posted message on Telegram

el s ple JSiy 8ygdin Dy § sBasYl lgeS L) d)lsyl Oloslall e Baos]

| purposely visit pages of individuals (friends/famous people etc.) on Facebook to check for news information
dgy pusdll o 13as (5 ] Loy solad) / sBuaYl) o 31 Slrio 8,03 psdl
Iyl Sloslabl o aol

| read private news messages sent to me by friends on Facebook
dsy pusdll s sBuaYl J byl dols d)ls] Biluy 1,3

| read private news messages sent to me by friends on WhatsApp
Ol pulgl e sBasYl J byl dols dyyls] sy T3

| read private news messages sent to me by friends on Telegram

eyl e sBuoYl Lyl dols &5l Jily )8

| check posts of news outlets that | follow when they appear in my news feed on Facebook
Iy usdl] o 5LV Sg0 & a5 Lois LBl U1 LY Sladl] Olysiie (o $aos]

| check posts of news outlets that | follow / like by purposely visiting their pages on Facebook
Lad e doy pudll o ilomdio 803 IS e s / gl Il oLl Sladd] Olysiie o Baos]

| check posts of news outlets that | do not follow when they appear in my news feed on Facebook
Joy usdl] o 5LV 550 G sabs Lo LB Y Gl D)Ll Sladdl Olysiie (o $aos]

| check posts published in groups that | am a member of when they appear in my news feed on Facebook
doy pudl] e 3 ol LY 5290 § el Lowis Lgd s BT Gl Olesazll & 8ysiall GISHLad) oo 3a05]

| check posts published in groups that | am a member of by purposely visiting the page of the group on
Facebook

es Jgy gl o degazbl dmio $)b5 1ok 08 b sas Ul Il Slegamll § 8y9aall OHLal (o 3o

| check news information if they pop up as advertisements on my pages on Facebook
oy puedl] o Gloxdo e LIS Oyals 13] 5Ll Slaglea oo Bl

| receive (videos/articles/audio) on WhatsApp
O pulgll e (Sgo / SYlie / grusd mblie) il

| receive (videos/articles/audio) on Telegram

el e (G0 / OYle / gyud gblie) Judiul

Other (Please specify)

s>
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Q7 - Does social media cover all your news and information needs?

$Obglatly LYl (o bilrlis) mue ol Lolgdl Sluy Ghss Jo

None A little of my needs Partially Save translation Most of my needs Completely
y dlr il 5o Juld] Wz Slelio] ] JolSIY
1 2 3 4 5

Q8 - To what extent do you believe that the news information that you receive via social
?media is accurate and free from bias

$iuodl 0 a9 dds elaizY) folgd] Bilwg se WIELS LI &y yLeYl Ologlall o wiiss i ¢ ]

Completely biased Mostly biased and . Mostly unbiassed and | Completely unbiassed
. . Partially
and inaccurate inaccurate Ls: accurate and accurate
G890 o Ll suote | 385 pby I § e T 8809 e pt ppeline | Ll 383g soe p8
1 2 3 4 5

Q9 - To what extent do you believe that the news information that you receive via social
media is more trustworthy when it is shared to you by family and friends?

o lgS)lie ot Lowis ddgige 5T 0555 eloxzVl dolgd Silug s WlALs ) &yyLeYl Ologlabl o Wi gae ¢ I
SeBuoVly dblel U8 oo

Completely distrust Mostly distrust Partially trust Mostly trust Completely trust
SV ISl S LY g iz & ST I g LS, 1
1 2 3 4 5

Q10 - From the different news (radio, TV, social media, print) types, can you please rate how
much you need the following news types in your daily life?

Using a 5-point scale, where 5 means “need it very much” and 1 means “don’t need it at all”,
please tell us how much do you need or don’t need each of the following types of news in
your daily life.

dorlis) goo el Ulad (o iSq o « (Olegiall ¢ Geloiz¥l olgdl Jilug « (g2 31 ¢ g231,))) diishl SLSYI gl o
$dsogd! il & W HLSYI ¢y

65 Lils] o2 « « BB Yo L] dolon Cod” 1 sy (S Lalioh a5 5 Cum ¢ bl 5 (30 O (uldie pluseiuly
duogdl il § LW LY ¢l 5o g o3 IS ) glios ¥ of gless

Do not consume Don't need at all Need it very much
ellgus ¥ WY e olis] Y [Frigrestey
1 2 3 4 5 88
eE
FREEE
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Q11. Content preferences ;oidl cMinis

Need
it
1-6
5&‘9:3

TV
BIF-1%;

Radio
99

Print
media
Olzmo

Video
platforms
Slaw
PYROr-1]

-

Social
Media
blwg
Juolg!
NSy

News
websites
Cu 51 Zlge

AP

Messaging
apps
sy JSlwg

None
Gi Vg

Local News of the
country

QM Z.:J.zLI )L}’?S’l

Regional News in the
Middle East

bag¥l G il § duadld] 5L

International News
Worldwide
translation

sl gz § oo Ll
(ngJI

Politics dwlew

Health isw

Education alss

Basic needs: food,
water and shelter

plab el Olalas)
$sle ole

Public services
dale Oilous

Society

Bl

Crime @3,

Culture and art News
odllg A8l L

Economic news in the
country

M § dsladyl 5LVl

Science & Technology
News

Lz slsiSly pslsll L]

Family 8.3

Environment 4z

Youth ol

Gender Issues JSliw
5)&.1.;:”
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Q12-How would you define Independent media? Select all that apply

ey Lo US 55| Sl pSeY] Blug 3ym5 i

Free from influence by government

. 1
dagSed] ;86 o ddls
Free from influence by political actors, parties or interest groups )
plall Olegaze ol OloYl ol puulead! el 156 (e s
Free from commercial interests 3
Ll pllall e 4l
Free from influence by the mediars owner or major media corporations 4
S ddleYl Sluwshl of eVl Biluy wolo dd oo W (e Al
Financially independent 5
Lol dlitus
Free to report critically 6
G 2,85 § >
Free from bias 7
el oo &l
Free to discuss any topic regardless of its content 8
Slyizwe (e il jass £ 9050 ol Lidlie &y,
Free from advertising 9
LYYl e Al
Free from paywalls &ladsd) e 4l 10

Any other definition (Expand) gwss) ;&7 s, )

11
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Q13- In a typical week, can you please tell me what are the top 5 local, pan-regional and

international TV channels that you that you watch to consume news. 1-5

For the five that you have selected, please rate your level of trust for each outlet. Using a 5-point
scale, where 5 means “trust it very much” and 1 means “don’t trust it at all”, please tell us

how much you trust each of the following types of news in your daily life.

Y gt Laalis ddleg duadd]g dalowe dogy3al5 Oiled 5 Judl o Lo elliad o 55 O 05 U « ol g oml &

oo 00

>>@£‘5C’Ly<bm5&ouu@.oe|d§é’wl.g.&gM@MGWM&R&(W:»Q&JﬂMldlwl{S-l

uosdl Bl § AW LY 1T 0o £33 S & i gug Lils] oz « «BUYI e @ 3B V7 1 sy S &

62

NAME MSII TRUST 1-5 da

ADDOUNIA TV Ll 1

AL ALAM (VI 2

AL ARABIYA 4 ,=! 3

AL EKHBARIA AL SORIA &9 ¢3,LYI 4

AL HADATH &asdl 5

AL HURRA 5,1 6

AL JAZEERA 3,524l 7

AL KHABAR sl 8

AL MAJLIS ek 9

AL MAYADEEN duul 10

BBC oy u 11

BBC ARABIC &yl s 3 & 12

BLOOMBERG § swsls 13

CNN ol o o 14

DW (DEUTSCHE WELLE) 15

FRANCE 24 ARABIC 4o =l Lusy 16

Halab Today sdl > 17

ORIENT NEWS sl L 18

RT TV RUSSIA TODAY AR gyl dews JI § 5] 19

SKY NEWS ARABIA s j5s 5w 20

SYRIA NEWS U jgu 5Ll 21

SYRIA TV ghyge (925805 22

Other (specify) 98

None
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Q14- Can you please tell me what are the top 5 local, pan-regional and international radio stations
that you that you listen to consume news in a typical week. For the five that you have selected,
please rate your level of trust for each outlet. Using a 5-point scale, where 5 means "trust it very
much” and 1 means “don’t trust it at all”, please tell us how much you trust each of the following

types of radio stations in your daily life.

) &l .60l & gaunl § HLsYI gt ] ot dd9dg desald]s dulowe dusld] Cllamms 5 Juadl (0 Lo 5 O eliSq Jo
«Bﬁq@i‘»@z’iS@hblﬁSg}nQsﬁwgﬁpelmg.&mb&wﬁgw%ﬁ‘u?xc‘g@‘b»oﬂ&ﬂwl
dsogdl il & AW g0l Oollame gl (0 £ 95 US § it gobg Lylis] oz ¢ « MY e 4 3B Y7 1 s

NAME TRUST 1-5
Sham FM 1
Al Madina FM 2
Sawt Al Shabab 3
Al Souriya FM 4
Dimashq 5
Melody FM 6
Farah FM 7
Monte Carlo Al Doualiya 8
Al Nour 9
Al Chabab FM 10
Hala 11
Fann FM 12
BBC 13
Rozana FM 14
Marah 15
Syria Alghad 16
Ninar FM 17
Sawt Al Madina 18
Sawt Lebnan 19
MBC 20
Al Mayadin 21
Sawt El Ghad 22
El Karma FM 23
Amwaj FM 24
Al Manar 25
ARTA FM 26
Sinar FM 27
Radio Sawa 28
VonFM 29
Mix FM? 161
Other (specify)

None
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Q15- Can you please tell me what are the top 5 local, pan-regional and international Online
media (websites, social media platforms etc.) that you visit to consume news in a typical
week. (can we/should we mix media channels with social media?)

For the five that you have selected, please rate your level of trust for each outlet. Using a
5-point scale, where 5 means "trust it very much” and 1 means “don’t trust it at all”, please
tell us how much you trust each of the following websites in your daily life.

Loy Geloizl Jolgdl Glaiey cagll @lgs) ooyl e ddgsg duoullly ddomo Jailug 5 Juadl o Lo a3 o i Jo
(Selozz¥) Lolsd] Blag o Lodey) Glsiil 50 ke o / LiSig o) 1015 sl SV ellgrad Loys35 (13 )
Q@S'>>ww5g’;9‘acblﬁ45gﬁw@nelmb&M@M@Wﬁtﬁu’ﬁcwb»wﬂ|w|dlwb
dgnsel Gl 3 A1 sl gm0 ge S il g Lokl Lzt « BV o 43 38 V7 T s «fS

NAME ..% TRUST 1-5 4
Sham FM els 90l 1
Al Madina FM duud) g0l 2
Sawt Al Shabab ol &eo 3
Al Souriya FM & ,9uJ) gs0ly 4
Dimashq géws 5
Melody FM ss¢ks g9, 6
Farah FM &3 90l) 7
Monte Carlo Al Doualiya dJsul oyS Cige 8
Al Nour 4! 9
Al Chabab FM oLl g0l 10
Hala Yo 11
Fann FM 48 ¢3l, 12
BBC 13
Rozana FM 4l 31y 14
Marah #,» 15
Syria Alghad ss)! b ygw 16
Ninar FM L gsoly 17
Sawt Al Madina duudl &go 18
Sawt Lebnan gl &ge 19
MBC 20
Al Mayadin ¢gpaldl 21
Sawt El Ghad sl &g 22
El Karma FM #,SJ1 931, 23
Amwaj FM #lgel o291 24
Al Manar U4 25
ARTA FM Gyl 931, 26
Sinar FM L o3l 27
Radio Sawa lgw gl 28
VonFM o 40, 29
Mix FM? Sa 92y 161
Other (specify) ,>

Nonex
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Q16- Using a 5-point scale, where 5 means "Extremely important” and 1 means “Not important
at all”, we would like to know how important are each of the following statements to you with
regard to media reporting on Syria. You may choose “1” or ”“5” or any number in between.

Do US dual a0 Bym o 355 ¢ (BUBYI Ulo g0 br i 1 3 «Dlal) (4o i 5 Cumr ¢ blES 5 s puludo phiiiuly
Lo 035 gl o1 5» 9 Iy sl S b ygw oo deodleyl o lEDL Bl lod U Ll LW SLLY)

1 2 3 4 5 88
Not i .
?t important at ?II Extrerr:ely“lmportant DK/NA
SUbYI s dogo p& Jus dogo
Statements g.isll
1 It is a popular and familiar news outlet
Solleg soaine @il dine @)
) It has no political or religious affiliation
23 31 gubiw Lozl lg) e
3 Has accurate and credible news
A8luas Olds dads Hlal au
4 It is neutral in reporting and shows no bias towards any group
degame ol 0lod 5o 6T ek Yo £V & wiloxe €3]
5 Promotes the common good/public interest
dolsl doxlall / plsdl Wlall 3=
6 It has a variety of formats (news, analysis, opinion, etc.)
8l e sly c Mo L) degine ST L))
7 Has a balance between pro-Government and pro-opposition news
Loylabls pladl HLsT oo Oilss 4
8 It presents information | can’t get from other news sources
2 LY jolas oo s Jsasd) Sl Y Olosle pady
9 It dares to be critical in reporting and during interviews
CAGIEL] £Sly 5oyl § dewl> 0555 O e 3,25 Lyl
10 | Reflects diversity of demography, culture, and beliefs ¢ludi=lly d8ladly Lél,e gell ¢ 95 (S
11 | Breaking news are reported as it is occurring 3o ygd dlladl HLsYI e E3LY o0
12 | Provides a forum for (community) discussion goizebl) didliol) gutie ,392)
13 | Has trusted contributors e Ggige Ogedlus 43
14 Shares the reasons for choices made in reporting and is transparent about how the work is
done Jesl 3los] &S Jso adlaill s ladl shie] & Wadle] o Ul OhlasYl Gl o)lay
15 It provides me with information | need to form my own opinion about important topics
doghl Olegdsll Js= bl () s lazlis] Il Oleslelly G950 4]
16 It provides me with information | need to make important decisions
doga Ohl3 315 Lz biol I Sleslelly (593 4
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Q17: What would you like to see from the news media you are currently consuming? Choose
from one of the following (maybe used for the under-25s)

(Gl 25 O3 o oob pusiiad Lg3) AIWI Sl o oo 551 T LSl 01 LY M) sy po 03 O 055 I Lo

Statements

News media helps me understand different topics
dalisb Olegoshl 0gd e dledl leYl Jilus daslus

The topics covered would be more relevant to my daily life
gmse) Gl Ao ST sl o3y 3 Slesdsll st

The news media scrutinizes leadership and powerful figures, acts as a watchdog
Aol dgS Josis « Dol Sluaseally S5LAN § L)LY eyl Jilus 555

There are more ‘good news’ and Human Interest stories aloxa¥l jaads “Suued! ;LY o w3kl dle
Sl

That the news media presents to me new and diverse points of view
de gitag Suydz 13 Ola=g eyl Slug J puds ol

That there is more immediacy of coverage (or breaking news) ;L1 g1) ;8T & )68 diass Jla Of
d= =)

Other (expand) s,
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Please state how strongly you agree with the following statement:
Interviewer: please read each of the categories below and then circle the answer.

LY Js> 85315 mdg o5 0LsT WL (o &3 US Bel 2y e Wl AW Sylall o Budy cliblge suo pendsd 20

Q18: How much do you agree with this statement: | can tell when a news media outlet prefers
or supports a certain political position.

Lo Glew Bgn @05 9f dyyls] Ay Sl o d6ym0 (uiSg 1Byl 10 o elaiblgn gbo Lo

5- Strongly agree daio 3dlge

4- agree 38190

3- neither agree nor Lloxe

2- disagree B3lge ne

1- Strongly disagree i 3dlga né

Q19: How much do you agree with this statement: It is important for me to consume news
media which provides a more balanced view of events.

SlasW Byl 58T gy e I el Bilug el O J dacdly 0abl (0 :ByLll i o elaiblgo sue Lo

5- Strongly agree oo 3dlge

4- agree $8lsa

3- neither agree nor Lloe

2- disagree B3lge ne

1- Strongly disagree doin 3dlge né
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Q20: How much do you agree with this statement: It is important for me to consume news

media that offers a solutions driven approach.

Jolodly Bgdune g pads i &)Ly pdell Slug 2T O J Ay sl oo :8)Ll] 1o e elidilgn oo Lo

5- Strongly agree

4- agree

3- neither agree nor
2- disagree

1- Strongly disagree

by BBl

B3lge

L (C9Y

RV

S @Blge 5

Q21: What would you consider as ‘solutions driven’ media? Can you give an example of
news you have recently consumed which you believe falls under this category? (open ended

question)

SR I l@ai Wi S‘,‘Ulg 550 gl ‘..’2” ,L}‘yl S Jlo clhas eliSls Jo T«dolodl degduor Jallug oylasl (Sg §M| b

(zorio JIgw) Tai] 0l

Q22: How much do you agree with this statement: It is important for me to consume news

media that is investigative and more in-depth?

Slhass STy dlatiul Lo LA &L el Jlus 2T O J deidly oadl o0 Bybell 1 o clalsa guo Lo

5- Strongly agree

4- agree

3- neither agree nor
2- disagree

1- Strongly disagree

68
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Q23: (For those who are under 25) - How much do you agree with this statement: | feel as
though the media | am currently consuming accurately represents youth concerns and issues?

Seablady Oladl Byl Buy Jig Wl asyll g1 eyl o of oS =il :8ylall 1da o clidblgo guo Lo

5- Strongly agree

4- agree

3- neither agree nor

2- disagree

1- Strongly disagree

Bady 3815

38lge

L (C9Y

38lge

S @Blge 5

Q24: What are the greatest challenges facing Syrian youth today? (open ended question)

Q25: How do you see youth represented in the media?

(z oo JI3w) Spgdl G gud! QL dolgs U1 Obusdl 55T o b

eyl § QL) Jaid g5 LS

Completely Mostly Negative | Neutral Mostly Positive Completely positive | (Expand)
Negative e LY s @sle glool LY e Ll gl Syl Juard
Ll el )

1 2 3 4 5

Q26: How would you like to see youth represented in the media? (open ended question)

(zside JI3w) Tpdell Bilug § cplion WLl g3 OF w5 &S
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Q27: How do you see women represented in the media?

sedell lug § B,b) Jsis 55 A

Completely Negative | Mostly Negative | Neutral Mostly Positive | Completely positive | (Expand)
N o LY s $ole glool G2V e Ll glol Sy Juads
1 2 3 4 5

Q28: Do you consume more breaking news coverage on the earthquake from traditional
media outlets, or do you mainly rely on social media? (open ended questions)
deolgal] Sy e (o] JSC weass el pl « L)) pel) ilug (o 1PN drlel] LY dastl) oo wa3b) @l Jo
(d>gide diwl) 3 5loxzyl
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