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Prezentacijas saturs: dazi tagad butiski

globalie mediju jedzieni un LV specifika | Tu

= Mediju sociala atbildiba satura lemsana: Tpasumtiesibu
caurskatamiba un redakcionala autonomija — zurnalistu
aizsardzibai un mediju uznémumu konkurétspejai

= Plassazinas mediji atgriezas pie pirmsakumiem, bez
reklamas noteicosas lomas biznesa modelr: no
aizsargatiem zurnalistiem uz uzticamu saturu — no
auditorijas uzticibas uz publikas maksajumiem — no
uzticamibas caur uzticibu uz konkuretspeéju

= Pétijums “Understanding Value in Media: Perspectives
from Consumers and Industry™. “The main question for
media companies is whether they can convince
consumers that they will deliver enough value to
make them start paying.” (World Economic Forum, 19)

= LV nacionalas ipatnibas, it ipasi dazadas zurnalistikas
KultGras un legala pieeja iepretim labajai praksei




Kontekstam: dazi Pasaules ekonomikas

foruma petijuma secinajumi

Tu

= “ leading news publishers are taking advantage of the
scale (Seit un talak izc. mani — A. D.) offered by the
Internet to deliver quality content alongside
profitability.” (World Economic Forum 2020, 4)

= “For news, 53% would be willing to pay in future, up
from 16% who pay today.” (Turpat, 5)

= “Across countries, young people (aged 16-34) are the
most likely to pay for content. ..we see a grater

proportion of paid news subscriptions among higher

Income or higher status individuals (there is no

consistent pattern for entertainment services). ..concerns

of emerging “information inequalities”, where
wealthier consumers have access more or higher-
guality information, are very real.” (Turpat, 5; sal. par
mediju lietojumu: Marketings pret COVID-19 #3 2020)




Kontekstam: dazi Pasaules ekonomikas
foruma petijuma secinajumi Tu

= QOriginalais izcélums: “Questions persist about how to
fund the production of valuable content. The success
of some news and entertainment providers demonstrates
that consumer revenues can be genuine alternative to
advertising. This trend suggests increasing awareness
among consumers about their role in financing content
production.. consumers expect governments to take a
bigger role in funding news versus entertainment, as well
as identifying advertisers as important contributors to
financing content production. [..] These questions will
need to be resolved if the important social functions of
media are to be preserved.” (Turpat, 5, 19)

= “..news executives about the future of their industry,
around two-thirds expected an increase in the use of
micropayments to consume news.” (Turpat, 16)




Kadel vajadziga mediju caurskatamiba?
= Nosakot dienas kartibu ari socialo mediju laikmeta,
pieaug tiklab masu mediju sistémas iespaids uz paréjam
sabiedribas apaksSsistemam (politisko, ekonomisko,
tiesisko, kultlrsocialo) (fukcionali strukturala
sistémteorija, piem., Luhmann 1996; dienas kartibas
noteiksanas teorija, McCombs 2004), ka art individu
socializé€Sanas atkariba no masu mediju informéacijas
= Reizé pieaug 1pasais izaicinajums mediju uznemumu
pamatdarbibai: ne vien atbildigi saimniekot, bet ari
saméroties ar atbildigas zurnalistikas normativo ietvaru,
ka objektivitati, daudzveidibu un uzticibu patiesibai —
Istenojot attiecigus mediju parskatatbildibas (Media
Accountability) pasakumus = pasregulaciju + korporativo
socialo atbildibu (CSR — Corporate Social Responsibility)
= Tpasu mediju socialas atbildibas (Media Social
Responsibility) ka organizacijas étikas konceptu (Koinig
et al. 2019; Raupp et al. 2011, 11; Altmeppen 2011, 248
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Kade| vajadziga mediju caurskatamiba?

= Mediju koncentracijas regulésana, nodrosinot mediju

daudzveidibu, kas ir demokratiskas mediju politikas
uzdevums, nav iespéjama bez informacijas par mediju
Ipasumtiesibam: tiesi tapéc, ka ipasniekam ir pilnigi
pamatotas tiesibas noteikt medija redakcionalo liniju —
tapat ka nav iespéjams mediju bizness bez mediju
socialajam funkcijam, mediju pamatvértibas uzticamibas,
art mediju caurskatamibas (Weder, Karmasin 2009, 334)

= Parejas sabiedribas, kam raksturigi, ka oligarhi sagrabj
demokratiskas institlcijas, Vel jo lielaka ir
nepiecieSamiba piemérot augstakas prasibas 1) mediju
Ipasumtiesibu caurskatamibai, lai sekmétu ka mediju
sistémas uzticamibu kopuma, ta arT medijpratibu; 2)
redakcionalajai autonomijai (neatkaribai) — kartéjo
redakcionalo lemumu pienemsanai tikai redakcija, lai
garantétu zurnalistu pilnvaras un tatad aizsardzibu
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Razosanas procesa caurskatamiba ka

korporativa sociala atbildiba
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= Sociali atbildiga biznesa prakse ir visnotal atzita par
korporatativo socialo iniciativu: “A corporation adopts
and conducts discretionary business practices and
Investments that support social causes to improve
community well-being and protect the environment.” Ari
“external reporting of consumer and investor
Information”. Raksturiga prakse: “Providing full
disclosure of product materials and their origins and
potential hazards..” (Kotler, Lee 2005, 23-24, 209-210)

= “..CSRis both a means and an end. It is an integral
element of the firm’s strategy — the way the firm goes
about delivering its products or services to markets
(means). It is also a way of maintaining the legitimacy of
the firm’s actions in the larger society by bringing
stakeholder concerns to the foreground (end).”
(Chandler 2017, 8)




Mediju socialas atbildibas specifika
= Tomér: “"Most media corporations seem to have CSR Ell.

the agenda, but when it comes to institutionalization,
there is a long way to go.” Dominé instrumentala, nevis
holistiska (integrativa) korporativa atbildiba ka aptveross
un brivpratigs meérkis, kas butu integréts mediju
uznémumu pamatdarbiba: “CSR is instrumentally used
as a tool to foster trust and credibility — but holistic
approaches are scare. So the media industry obviously
does not set the benchmark for competing with integrity.
In general, the media industry seem to underestimate
the potential of CSR for its business..” (Karmasin, Bichler
2017, 142-143, sal. Weder, Karmasin 2009, 326)

= Mediju TpaSumtiesibu caurskatamiba un kolegiala
redakcionala autonomija pieder pie rezoSanas procesa
caurskatamibas ka patstaviga laba biznesa prakse un
mediju étikas instrumenti organizacijas liment zurnalistu
aizsardzibai un zurnalistikas kvalitatei, ka ombudi u. c.




Latvijas mediju sociala atbildiba:
konkurejosas zurnalistikas kulturas |,
= Moderno zurnalistikas kultlru parstav liela, nevis
levérojami domingjosa mediju dala, kas orientéti uz
augstu profesionalo standartu ievieSanu, taja isteno
faktisku pasregulaciju asociacijas un LMEP, tapat mediju
korporativas socialas atbildibas specifiku, ka Delfi,
TVnet, TV3, “Latvijas Avize”, zurnals “Ir”, izdevnieciba
“Zurnals Santa”, vietgjie laikraksti un sabiedriskie mediji

= Péc zurnalistikas ekonomiskas teorijas, plasi izplatita ari
instrumentala un autoritara zurnalistikas kulttra, kura
nedarbojas no publikas maksajumiem atkarigs mediju
bizness, (vismaz) politiskajé dienaskartiba tas de facto ir
sabiedriskas attiecibas: “NRA”, “Diena”, izdevnieciba
“Rigas Vilni”, “Segodnja” u. c., bez caurskatamibas par
faktiski drukato un pardoto tirazu, informacijas avotiem,
razosanas procesiem, |pasumt|e3|bam un redakcionalo

autonomiju, ieskaitot vaj




Latvijas mediju sociala atbildiba: legala

pieeja iepretim labajai praksei

Tu

= Augstakas prasibas mediju ipasumtiesibu
caurskatamibai nav kluvusas iedarbigas ne likumos, ne
ari, galvenais, to piemérosana: patiesie labuma guvéji
faktiski var palikt anonimi par spiti reguléjumam likuma
“Par presi un citiem masu informacijas lidzekliem” (2011
[1990]), kas lieku reizi pierada, ka sSis patiesiba ir
korporativas socialas atbildibas jautajums

= Tacu, neuznemoties atbildibu brivpratigi, mediji zaudé
pamatkapitalu uzticamibu, toties prasot caurskatamibu
no paré€jiem sociali politiska procesa dalibniekiem

= Lidzigs deklarativs reguléjums taja pasa jumta likuma
attieciba uz redakcionalo (1990) un tad uz galvena
redaktora autonomiju (2011) tapat nav bijis produktivs

= Vairak var stimulét, sasaistot valsts atbalstu medijiem ar
to pasregulacijas sistému (Karmasin, Bichler 2017, 143)
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